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[bookmark: _Toc197973807]Introduction

As Brotherton, Wood and Schlentrich (2008) stated, the Meetings, Incentives, Conferences and Exhibitions (MICE) industry functions as a leading force behind international tourism development as well as economic growth and place branding initiatives. The proposed international event Mythic Wales 2025: Storytelling as Strategy aims to use Welsh mythological heritage as a strategic narrative platform for attracting international delegates while promoting cultural tourism and improving Wales' worldwide image. This report develops and expands the original feasibility pitch presented for Assignment 1-Presentation, offering a more strategic focus on planning and delivery aspects.
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Fig.1 – Logo of the event; Source: Made by the student

Event planning feasibility serves as an evaluation tool that measures how well an event fits strategically while assessing its logistical capabilities and financial stability together with stakeholder support (O'Toole, 2010). The report evaluates Mythic Wales 2025 through theoretical frameworks of event studies and project management by analysing its concept along with planning steps and market suitability and legacy potential. The research implements the event cycle model (Getz and Page, 2019) and strategic planning theory (Rogers and Wynn-Moylan, 2022) together with Meredith (2022) and O'Toole (2010) feasibility study methods.
The event plan follows Visit Wales destination marketing goals that focus on enhancing place identity while providing cultural immersion and community engagement opportunities. The perception of events has shifted since they are now recognised as dual-purpose tourism generators that also serve to revitalise urban areas and create images for destinations (Smith, 2012). The proposal incorporates storytelling as its core design element because researchers and industry experts agree that narrative experiences create deep emotional connections with destinations (Fox et al., 2014).
The analysis assesses the event's strategic concept and planning cycle and evaluates market viability before inspecting operational and marketing requirements for successful implementation. This evaluation determines if Mythic Wales 2025 serves as a culturally significant event while being a viable strategic initiative in global MICE industry operations.

[bookmark: _Toc197973808]The Event Cycle

The event cycle refers to the formal process of phases in planning, producing, and evaluating an event. According to Getz and Page (2019), the event cycle is typically composed of conceptualisation, feasibility, planning, implementation, and evaluation, which are an ongoing loop that allows for improvement and sustainability for future events.
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Fig.2 – Event Cycle, Source: Four Stages Of Event Planning Cycle Event Planning For New Product Launch PPT Template

[bookmark: _Toc197973809]Application to Mythic Wales 2025:

Conceptualisation: The initial concept of Mythic Wales originated from the aspiration to leverage Visit Wales' Year of Croeso (2024) campaign and promote Wales' storytelling legacy as a standout MICE proposition. This was an era of developing a vision based on cultural immersion, storytelling marketing, and international outreach (Kargas and Loumos, 2023).
Feasibility: An initial appraisal of feasibility (O'Toole, 2010) confirmed the event's market feasibility, leveraging untapped storytelling talent in Wales, heightened interest in authentic destination events (Skift, 2023), and quality heritage buildings like St Fagans.
Planning: The current stage of strategic planning spells out the operational, fiscal, and logistical resources required for good delivery. Activities for planning entail budgeting, marketing strategy, stakeholders' coordination, and terms with suppliers (Meredith, 2022).
Implementation: Delivery will involve the coordination of venue, arranging performer schedules, the organisation of digital storytelling labs, and offering a hybrid format present physically and virtually. Logistics, hospitality, and interpretation services will be provided by on-site operational teams (Fox et al., 2014).
Evaluation: Post-event analysis will capture delegate feedback, media take-up, and KPIs such as attendance rates, economic contribution, and brand visibility. Results will guide future events for the Mythic Wales brand.
The use of this event cycle model enables a complete, replicable system that ensures strategic alignment and continuous improvement (Getz and Page, 2019).

[bookmark: _Toc197973810]Event Concept

Mythic Wales 2025 is a three-day, immersive B2B MICE convention that integrates conference programming with Welsh folklore storytelling traditions to create a high-value cultural event for international event planners, destination management companies (DMCs), and experiential marketers.
Organised on the evocative grounds of St Fagans National Museum of History in Cardiff (Museum Wales, 2025), the event will feature keynote speeches, panel debates, live performances of folklore, and digital storytelling workshops. This concept aims to integrate business objectives with effective cultural connection, employing narrative as a strategic branding tool (Rogers and Wynn-Moylan, 2022).

[bookmark: _Toc197973811]Proposed Itinerary:

Day 1 – Arrival & Immersion
· Welcome reception with Welsh harp music and local cuisine
· Opening keynote: "The Power of Story in Placemaking"
· Evening folklore performance: "The Mabinogion Reimagined" under a marquee on the museum grounds
Day 2 – Business Meets Culture
· Morning panel: "Storytelling as Strategy: Insights from Global MICE Planners"
· Digital Storytelling Lab: AR/VR demonstrations for destination branding
· Cultural networking luncheon featuring Welsh producers and craftspeople
· Fireside talks with local storytellers and tourism ambassadors
Day 3 – Legacy & Departure
· Roundtable: "Building Story-Driven Itineraries for International Clients"
· Site visit options: Castell Coch, Brecon Beacons, or Cardiff Castle
· Final ceremony with electronic memory wall and networking brunch

The multi-sensory event design enables intensive cultural exchange and produces Wales as an emotionally resonant, high-quality destination. The programme aligns with Smith's (2012) emphasis on events to promote urban regeneration and global branding.
Besides, the combination of modern MICE facilities and intangible cultural heritage offers a unique product in a more competitive global market (Rogers and Wynn-Moylan, 2022).

[bookmark: _Toc197973812]Aim and Objectives

The objective of Mythic Wales 2025 is to place Wales on the global MICE (Meetings, Incentives, Conferences, and Exhibitions) market as a distinctive and emotionally resonant destination. Through the strategic deployment of story, the event will inspire international event organisers, promote cultural tourism, and underpin the broader regeneration and economic development goals of Wales as part of Visit Wales' Year of Croeso 2025.

[bookmark: _Toc197973813]1. Aim
To develop and deliver a richly cultural MICE industry event that enhances Wales' global prestige by promoting the art of storytelling as a placemaking and strategic branding tool.

[bookmark: _Toc197973814]2. Goals
· To host a minimum of 250 international MICE buyers, planners, and media delegates to participate in the three-day event in Cardiff, thereby improving Wales' global exposure to foreign markets (Hitt, Li and Xu, 2016).
· To offer a hybrid event experience, with digital keynote sessions and storytelling labs, to an additional 500 virtual participants from Europe and North America (Rogers and Wynn-Moylan, 2022).


· To include at least 10 local cultural stakeholders (e.g. historians, venue managers, artists, storytellers) in the delivery of the event to encourage community engagement and authenticity (Kim and Kim, 2019).

· To score a minimum post-event satisfaction level of 85%, as recorded by surveys of perceptions of content relevance, value of the networking, impact of culture, and attraction of the destination (Fox et al., 2014).


· To record a 15% gain in post-event interest in Wales-based incentive travel programmes as reported by partner DMC enquiries within the next six months (O'Toole, 2010).

In setting these SMART (Specific, Measurable, Achievable, Relevant, Time-bound) aims, the project is aligned to best practice within event and project management (Meredith, 2022). Moreover, these aims also connect with Visit Wales' strategic objectives of maximising significant events to achieve tourism, job production, and boosting cultural capital.

[bookmark: _Toc197973815]Stakeholder Analysis

Stakeholder management is a crucial part of MICE event planning since stakeholders influence and are influenced by the success of the event (O'Toole, 2010). For Mythic Wales 2025, several internal and external stakeholders have been identified and categorised according to their level of interest and influence (Getz and Page, 2019; Meredith, 2022).

1. [bookmark: _Toc197973816]Key Stakeholders and Roles


	Stakeholder
	Role
	Interest
	Influence
	Engagement Strategy

	Visit Wales
	Strategic partner and funder
	High
	High
	Regular reporting, strategic alignment, and collaborative planning

	Event Planner (You)
	Project leader
	High
	High
	Direct control and oversight of all planning and execution

	Welsh Government
	Support for tourism and regeneration
	Medium
	High
	Policy alignment and sponsorship coordination

	Local cultural partners (e.g., storytellers, artists)
	Content providers and cultural ambassadors
	High
	Medium
	Collaborative programming and fair compensation

	International MICE delegates
	Attendees and target audience
	High
	Low
	Tailored marketing, clear value proposition, and concierge-level hospitality

	Venue operators (Cardiff venues)
	Host locations
	Medium
	Medium
	Venue agreements and logistical coordination

	Media and PR agencies
	Promotion and legacy building
	Medium
	Medium
	Press kits, media briefings, and press passes

	Suppliers (e.g. AV, catering, translation)
	Event service delivery
	Medium
	Low
	Contracts, clear specifications, and quality assurance

	Local businesses (e.g. hotels, restaurants)
	Beneficiaries of event-driven footfall
	Medium
	Low
	Cross-promotions and inclusion in delegate packs



[bookmark: _Toc197973817]2. Stakeholder Mapping

From a power/interest grid (Fox et al., 2014), the stakeholders are treated as follows:
· Manage Closely: Visit Wales, Welsh Government, Event Planner
· Keep Satisfied: Venue Operators, Media
· Keep Informed: Local Businesses, Suppliers
· Keep Engaged: Cultural Partners, Delegates
This structured approach leaves space for effective communication and coordination of expectations, minimising conflict and maximising cooperation (Castaner and Oliveira, 2020).

[bookmark: _Toc197973818]Feasibility and Risk Analysis

Feasibility and risk analysis are required in order to determine whether the proposed event, Mythic Wales 2025, can be presented within its programmed scope, schedule, and costs, and within its strategic objectives (O'Toole, 2010; Meredith, 2022).

1. [bookmark: _Toc197973819]Feasibility Analysis

Feasibility is examined on four key fronts (Getz and Page, 2019; O'Toole, 2010):
· Technical Feasibility - Cardiff offers established MICE facilities, including conference centres, hotels, and cultural venues with audio-visual, multilingual translation, and accessibility services. Digital storytelling and interactive displays can be achieved through existing local technology providers and creative agencies.
· Economic Feasibility - Backed by Visit Wales and possible commercial sponsorships, Mythic Wales 2025 has an achievable budgeting potential. With early-bird booking, tiered ticketing, and vendor alliances, there are diversified revenue streams. Funding through the public purse meshes with policy priorities for tourism and cultural regeneration (Carley, 2002).
· Operational Feasibility - The event organiser and stakeholders possess the necessary competencies (Bladen et.al, 2022), while Cardiff hospitality and transport infrastructure are capable of accommodating international attendees. Since it is planned for the off-season, the event minimises competition for resources.
· Legal and Environmental Feasibility - The event will adhere to UK licensing, health and safety, GDPR, and accessibility legislation. A sustainability plan—reducing print media, procuring local vendors, and encouraging green travel—increases long-term feasibility (Smith, 2012).

2. [bookmark: _Toc197973820]Risk Analysis

According to a simple risk assessment matrix (Dumbrava, 2013), risks are identified and mitigation plans detailed:
	Risk
	Likelihood
	Impact
	Mitigation Strategy

	Low delegate turnout
	Medium
	High
	Strong digital marketing, early engagement, and incentive packages

	Supplier delays or failures
	Medium
	Medium
	Multiple vendors and clear SLAs with backup options

	Cultural misrepresentation
	Low
	High
	Involve Welsh cultural experts and community partners in content creation

	Budget overruns
	Medium
	High
	Contingency budget (10%), phased payments, and regular financial monitoring

	Travel disruption (e.g., strikes, weather)
	Low
	Medium
	Real-time updates, flexible bookings, and hybrid attendance options

	Technology failure during presentations
	Low
	High
	Pre-event testing, on-site tech support, and backup systems



By incorporating these controls at an early stage in the planning process, the event's overall risk exposure is reduced, and there is more confidence in delivering it successfully.

[bookmark: _Toc197973821]Legacy and Impact

Events planned should have sustainable legacies that transcend their immediate economic impacts (Mair and Smith, 2022). Mythic Wales 2025 aims to generate lasting benefits in accordance with Visit Wales' strategic priorities and the Welsh Government's vision for sustainable tourism and cultural enrichment.

· [bookmark: _Toc197973822]Economic Legacy

The event will give a much-needed boost to Cardiff's off-season tourism, drawing international business delegates, suppliers, and media attention. Short-term gains include increased spending in accommodation, restaurants, and transport (Evans, 2023). In the long term, the event will yield repeat business and business tourism growth, establishing Wales as a leading MICE destination.

· [bookmark: _Toc197973823]Cultural and Social Impact

By boosting Welsh heritage, mythology, and storytelling, the event increases international visibility and cultural pride. The use of local storytellers, artists, and performers ensures that the community gets involved and ensures authenticity. Fox et al. (2014) also underscore that events that give voice to the locals tend to create place identity and social cohesion that is good.

· [bookmark: _Toc197973824]Environmental Legacy

The event adopts a sustainability-first approach. Environmentally aware practices, such as digital tickets, low levels of plastic usage, collaboration with green-certified suppliers, and encouraging public transportation, seek to reduce the carbon footprint of the event. Adopting sustainable delegate behaviours assists with exemplifying good practice in responsible tourism (Burrai, Buda and Stanford, 2019).

· [bookmark: _Toc197973825]Knowledge and Innovation

As a site of thought leadership, Mythic Wales 2025 will provide fresh insights and awareness of selling cultural events, place-making, and digital storytelling. Delegates will leave with the practical answers they need to implement in their own environments, driving professional advancement and encouraging future re-engagement with the tourism landscape of Wales (Gilmore and Pine, 2007).

[bookmark: _Toc197973826]Conclusions and Recommendations

[bookmark: _Toc197973827]Conclusions

The feasibility study confirms that Mythic Wales 2025: Storytelling as Strategy is a strategically aligned and operationally viable MICE industry event. Embedded in Visit Wales' "Year of Croeso 2025" and derived from Wales' unique cultural capital, the event offers an attractive mix of place-based branding, sustainable practices, and innovative delegate engagement.
Adopting from Getz and Page (2019), cultural heritage-based event planning for incorporating strategic objectives not only generates short-term economic contribution but also fosters long-term destination development. Bringing Welsh mythology and storytelling into the professional arena, this event reinvents Cardiff—and Wales more broadly—as a competitive and culturally distinctive MICE destination.

[bookmark: _Toc197973828]Recommendations

To make Mythic Wales 2025 as successful as it can be and create a legacy, the following is suggested:
· Early Stakeholder Involvement: Involve local tourism groups, narrators, and cultural organisations from the start to achieve cultural authenticity and broad support (Fox et al., 2014).
· Measures of Sustainable Development Planning: Adopt a green event checklist (O'Toole, 2010) and promote public transport and low-carbon transport methods to address Visit Wales' agenda for sustainability.
· Digital Storytelling Integration: Spend on digital technology (e.g., VR immersive experiences or mobile applications) to reinterpret Welsh myths and extend delegate engagement post-event.
· Post-Event Evaluation: Use surveys, interviews, and economic impact analyses to monitor the event's performance and offer feedback for forthcoming events (Meredith, 2022).
· Marketing and PR Campaign: Create a global promotion campaign with emphasis on professional MICE networks to achieve robust international turnout and media coverage (Rogers and Wynn-Moylan, 2022).
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