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Competition 
Winter Wonderland and other Christmas markets in Cardiff, 
alongside mall retailers, present competition, online retail.



Differentiation
Our event can differentiate itself by focusing on: 
• Creating that nostalgia for homemade goods and locally crafted 



items & making people feel good about themselves through the 
gifts they decide to buy (e.g. supporting a charity through a 
donation in the name of someone they love, planting a tree, 
buying beauty products that are plastic free and zero waste, 
buying beautiful vintage fashion)  (SAP News, 2022)



• The market will focus on creating an experience over excess , 
emphasizing sustainability and mindful consumption as its core 
values. (CIM, 2021)
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Marketing Activity 
• Focus on social media channels where Gen Z is most active, 



such as Instagram, TikTok, and Snapchat. (Williams & Page, 
2011)



• Partner with influencers to promote the market to their 
followers internationally, give them a ticket for free / pay a 
small fee for the collaboration. (De Veirman et al, 2017)



• Place posters on noticeboards around university campuses 
(Haynes and Gazley, 2013)



• Send emails to a curated list of local businesses in Cardiff, 
inviting them to take part in the market or sponsor certain 
aspects of the event.



• Partner with Cardiff’s universities to feature the Christmas 
market in their student newsletters and internal 
communications.



•  Local and international TV and Radio (Gall  et al., 1996)



• Create a simple landing page or website for the market with all 
the event details, including a countdown, ticketing options, and 
stallholder info. (Chaffey et al., 2019)
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Operational factors
Venue: Tramshed, Cardiff, a historic building with exposed brickwork 
and high-ceilinged, capacity of 1000 people, multiple spaces than can be 
transformed to suit the event: main hall, cinema room, bar and 
restaurant areas, meeting spaces (can be turned in dining spaces).  Has 
hosted similar events in the past, such as the Welsh Vegan Festival



Accessibility: The venue is located near Cardiff Central Station, making it 
easily accessible via public transport. It also has provisions for 
accessibility, with disabled access and toilets/ parking facilities nearby.



Tech and Equipment: The venue is equipped with high-quality sound 
systems, lighting rigs, and audiovisual equipment, making it a great 
choice for live performances and corporate events.



Additional Services: The venue can offer event management services 
for those looking to host private functions. They can also provide 
catering services and work with external suppliers if needed.



(Tramshed, 2024)
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Operational Factors



• We will need a project manager to 
oversee the event, ensuring that 
logistics run smoothly.



• Other staffing needs:  event staff for 
set up and tear down, catering to 
clean up food areas, security, 
marketing team, kids' entertainer 
and musician, volunteers.



• Insurance, Risk and Health & Safety 
assessments will need to be carried 
out. 
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Financial factors
The main costs of the event will be covered by the advance stallholder fees and funding from Event Wakes, Business Events Grant 
Scheme.
The grant aim is attracting strategic events that align to the Welsh Government key sectors and support the Wellbeing for Future 
Generations. Whilst the grant is mostly for business events it is not limited to event organisers, event planners, convention 
bureaus, destination management organisations, universities and associations. (Welsh Gov, 2024)



Income



Stallholder 
fees



£50 per stall / 40 stalls total  = £2,000



Funding from  
Wales Events 
Grant Scheme



£5000



Ticket Sales £5/ ticket (1000 tickets each day) = 
10,000



Total: £17,000



Expenditure



Venue Hire £4000



Stalls rental £1000



Live Acoustic Music Cover Band £1500



Kids Entertainment £1000



Marketing £1000



Staff fees (venue set up, lights, tech) £2500



Security & First Aid £1000



Permits & Licenses £300



Event Insurance £1000



Waste Management £500



Total 13,800
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Conclusion



Based on all the above discussed criteria we believe 
the International Sustainable Christmas Market can 
draw great attention to Wales and it is a feasible  
event which can take place with appropriate planning 
and budgeting considered. Most importantly, it is an 
event that can put good into the world.
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Event Content and Context 
• Natural interest in sustainability and sustainable living is a growing trend.  



(Gilg et al., 2005; Johns, 2019)



• Socially responsible consumption have steadily increased in recent years 
(Robinson, 2017) and people are pressured financially to be more mindful 
with their purchases (Mintel, 2024)



• Christmas is a period where consumerism contradicts sustainability due to 
overstimulation to purchase low quality, unsustainable gifts. (Farbotko & 
Head, 2013; 



• There is an overwhelming amount of marketing campaigns that pressuring 
them to buy more, single use items. (Deuringer et al. 2020)
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THE IDEA
International Sustainable Christmas Market



• This market will focus on mindful consumption by 
selecting traders who offer sustainable alternatives and 
creating a holistic, eco-conscious Christmas experience. 
(e.g. naturally dyed clothing to vegan food and 
secondhand items, zero waste,  it will promote a circular 
economy in a festive yet sustainable atmosphere.)



• It will attract international visitors due to its unique 
features. 



• The market will run for 2 days on a weekend. It will 
provide 40 trader stalls, food, acoustic live music and an 
entertainment area for kids where they can get face 
painting and learn how to craft Christmas gifts so that 
parents can browse the stalls peacefully
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Market factors



• Research indicates that cost of living pressures 
have pushed consumers towards conscientious 
shopping behaviours, such as buying fewer items, 
selling unused items, and opting for second-hand 
fashion. (Tipping et al., 2023; Carrigan et al., 2004)



Target Market 



• Millennials and Generation Z, both of 
whom are considered green consumers, 
defined as individuals who prioritize 
sustainability and environmental 
concerns in their purchasing behaviour 
(Shrum et al., 1995) and they are the key 
demographic in driving Sustainable 
Development Goals ((Johns, 2019; Heo & 
Muralidharan, 2017).



• These generations represent a significant 
part of the modern workforce and have 
high spending power, outpacing older 
generations like baby boomers in their 
influence (Pew Research Centre, 2015)



Demand
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