Feasibility Proposal for Hosting the UCI Cycling World Championships in Wales

Introduction
This proposal evaluates the feasibility of Wales hosting the UCI Cycling World Championships, a major international multi-discipline cycling event. Wales offers appropriate venues, strong policy alignment, and growing cycling participation. The analysis covers the event concept, strategic objectives, feasibility, financial implications, market competition, and likely impacts, supported by recent academic and policy literature.

Event Concept and Objectives
The UCI Cycling World Championships bring together multiple disciplines including road, track, BMX, mountain bike and para-cycling over a 9–12-day schedule (UCI, 2024). Hosting the Championships in Wales would utilise a Cardiff–Newport hub for road and track events, with mountain biking based at established trail centres such as Afan Forest Park and Coed y Brenin. Multi-venue structures are effective for regional development and have been used successfully in Scotland (EY, 2024).

The key objectives are raising Wales’s international sport profile, stimulating tourism, generating economic impact, increasing cycling participation, and contributing to long-term infrastructure improvements. These align closely with national policy frameworks including the Welsh Government National Events Strategy (Welsh Government, 2022) and the Active Travel Delivery Plan (Welsh Government, 2024).

Feasibility Assessment
Wales possesses appropriate technical infrastructure. The Geraint Thomas National Velodrome in Newport is a 250-metre international-standard indoor track venue regularly used by British Cycling (Newport Live, 2025). Cardiff has extensive experience hosting large-scale sporting events, and its city-centre road network is suited to televised road racing. Established trail centres such as Coed y Brenin and Afan Forest Park provide challenging terrain suitable for elite cross-country and downhill mountain biking (Coed y Brenin, n.d.; Afan Forest Park, n.d.). Despite Wales’ existing cycling infrastructure, financial constraints, ongoing funding cuts to trail maintenance, and limited organisational capacity create significant risks to hosting sustainable elite cycling events (Singletracks, n.d.; MDPI, 2016). Additionally, environmental impacts and the potential underuse of upgraded facilities could undermine long-term viability, making the feasibility of such events questionable (Council of the European Union, 2024).

Transport and accommodation capacity is adequate. Cardiff Airport provides international connectivity, with passenger numbers recovering post-pandemic (Cardiff Airport, 2025). Cardiff and Newport have significant hotel stock, and the surrounding regions can support distributed accommodation. Research shows that multi-venue distribution enhances regional economic spread (Ramchandani, 2015). However, transport networks even where adequate in normal times can come under severe strain during major events: surges in demand often overload public transport, leading to congestion and delays, and the “background” daily travel of residents complicates capacity planning (Preston & Rajé, 2007).
Likewise, while hotel capacity may seem sufficient, evidence from past events shows risks of displacement, price inflation, and resident dissatisfaction in host cities during peak demand (Gibson et al., 2012).
From a governance perspective, existing partnerships between Sport Wales, Welsh Cycling, local authorities and the Welsh Government create a credible delivery structure. The importance of integrated event governance to maximise legacy outcomes is well established in the literature (Thomson, 2013; McInch, 2022).

Market Demand and Competition
Global demand for major cycling events is strong. The 2023 UCI Cycling World Championships in Scotland attracted almost one million spectators and delivered £205 million in direct economic activity (EY, 2024). The UCI reports that its major events consistently generate substantial economic returns, with the 2022 Road and Track Championships generating around €40 million for host cities (UCI, 2023). Earlier studies found that four major UCI events in 2019 generated over €38 million (UCI, 2020).

Cycling tourism is a rapidly expanding sector. A recent systematic review shows that cycle tourism delivers positive economic and environmental impacts (Ciascai, 2022). Research also demonstrates that well-designed cycling routes stimulate sustained regional economic development through visitor spend, accommodation use and retail engagement (Luekveerawattana, 2022). Welsh Government research identifies strong stakeholder demand for expanding cycling tourism in Wales and highlights the need for enhanced route infrastructure (Welsh Government, 2025).

Previous UK cycling events demonstrate domestic popularity. Economic impact assessments of the Tour of Britain report significant visitor spending and media exposure (British Cycling, 2024). Psychic income – a sense of pride and community value – is also a recognised outcome of major cycling events (Solberg, 2025).

Financial Considerations
Cost benchmarks from the Scottish Championships indicate a total organising budget of approximately £50–60 million, with reported overspending of around £8 million (The Scotsman, 2024). A Welsh edition would likely require between £35 million and £70 million depending on venue upgrades, transport planning, broadcast requirements and legacy programmes. Academic research on major sporting events shows that budgeting requires conservative assumptions due to typical cost escalations (Agha, 2025; Bent Flyvbjerg’s work on event cost overruns as summarised in Cantarelli et al., 2012).

A mixed financing model is recommended. Public funding would anchor the event, supported by UK Government contributions if national benefits are demonstrated. Sponsorship from cycling and financial services industries would provide revenue diversity. Ticketing, hospitality, merchandise and broadcast rights would form additional income streams. Legacy financing can be aligned with Active Travel Fund allocations and tourism development grants. Academic guidelines suggest events deliver stronger returns when legacy investment is embedded in the funding model (Arup, 2021).


Strategic Fit
Hosting the Championships fits strategically with Welsh sport, tourism and well-being policies. The National Events Strategy emphasises events that contribute to the Well-being of Future Generations Act through community benefits and sustainability (Welsh Government, 2022). Sport Wales’ Social Return on Investment research shows that sport contributes £4.44 of social value for every £1 invested (Sport Wales, 2024), supporting the case for legacy-driven investment. Legacy literature highlights that long-term social value depends on early planning and community integration (Davies, 2018; Thomson, 2013). A potential barrier to the strategic fit of hosting the Championships is that large-scale events can sometimes fail to deliver intended social and community benefits if local engagement is insufficient or if planning prioritises short-term visibility over long-term integration. Research shows that without robust stakeholder involvement and careful legacy planning, events may generate limited or uneven social value, and benefits may not reach all community groups (Smith, 2010).

Potential Impacts
Economic impact is projected at between £80 million and £160 million, based on scaled comparisons with Scotland (EY, 2024). Cycling tourism research indicates that cycle tourists spend more per trip than average visitors (Cycling UK, 2024), amplifying the potential long-term benefit. Social impact is also significant; cycling events support physical activity, community engagement and volunteerism (Bull et al., 2024). Legacy research stresses opportunities in active travel uptake, infrastructure development and increased participation (Davies, 2018).

Environmental and cultural impacts are expected to be positive if sustainability frameworks are applied. Studies on cycling cultural routes show localised environmental benefits and improvements in sustainable mobility (Luekveerawattana, 2022).



Risk and Mitigation
Risks include financial overruns, competition for hosting rights, community resistance to road closures and weather-related complications. Academic reviews consistently show that major sporting events are prone to cost escalation without strong governance (Cantarelli et al., 2012). Mitigation strategies should include conservative budgeting, robust procurement, strong local engagement and flexible operational plans. Legacy risks can be mitigated by using frameworks such as the Arup Social Value Playbook (Arup, 2021).

Conclusion
Hosting the UCI Cycling World Championships in Wales is feasible and strategically aligned with national policy objectives. Wales has appropriate venues, organisational capability and a growing cycling culture. The event offers substantial economic, social and environmental benefits, and its legacy potential aligns closely with Welsh priorities for active travel, well-being and sustainable tourism. With strong governance and early planning, Wales could deliver a world-class Championships and a meaningful long-term legacy.









Marketing Strategy for the UCI Cycling World Championships in Wales

Introduction
The success of a major sporting event relies on the ability to attract and retain spectators, participants, and other stakeholders. Effective marketing requires a clear understanding of target audiences, customer behaviour, and competitive positioning. For the UCI Cycling World Championships in Wales, this involves defining market segments, selecting target audiences, positioning the event, and manipulating the marketing mix to meet customer needs. This section outlines a marketing strategy underpinned by academic theory, industry insight, and empirical evidence.


Market Segmentation
Market segmentation allows event organisers to divide a heterogeneous market into smaller, homogenous groups that share similar needs, behaviours, or characteristics (Kotler et al., 2021). For the Championships, segmentation can be approached through:

· Demographic criteria: Spectators range from younger adults (18–35) likely to participate in cycling, to older spectators (35–65) with disposable income and leisure time.
· Psychographic criteria: Audiences include cycling enthusiasts, adventure tourists, environmentally conscious individuals, and wellness-focused consumers (Smith & Stewart, 2015; German Journal of Exercise and Sport Research, 2024).
· Behavioural criteria: Groups include regular cycling participants, casual spectators, loyal club members, and fans who follow professional cycling via media channels.
· Special segment: Disabled athletes and para-sport supporters are an important group, with research highlighting their interest in accessibility and life satisfaction outcomes from sport events (BMC Sports Science, Medicine and Rehabilitation, 2024).



Targeting
Targeting involves selecting the most attractive market segments to focus marketing resources on (Kotler et al., 2021). For the Championships, a differentiated targeting strategy is recommended:

1. Core cycling enthusiasts – club cyclists, competitive riders, and UCI-aware fans.
2. Eco-conscious and wellness tourists – motivated by sustainability, health, and community engagement.
3. Disabled athletes and supporters – attracted by inclusion and accessibility.


A secondary target includes international visitors from traditional cycling markets, increasing potential economic impact and media reach.

Positioning
Positioning communicates how the event is perceived relative to competitors, highlighting unique value (Keller, 2016). The Championships can be positioned as a prestigious, inclusive, and sustainable cycling festival, offering world-class competition, mass-participation opportunities, and community legacy. Sustainability and ethical consumption are increasingly important to consumers (Frontiers in Sports and Active Living, 2025), and aligning the event with these values strengthens brand loyalty and perception. Positioning communicates how the event is perceived relative to competitors, highlighting unique value (Keller, 2016). The Championships can be positioned as a prestigious, inclusive, and sustainable cycling festival, offering world-class competition, mass-participation opportunities, and community legacy. Sustainability and ethical consumption are increasingly important to consumers (Frontiers in Sports and Active Living, 2025), and aligning the event with these values strengthens brand loyalty and perception.


Marketing Mix (7Ps)
The marketing mix framework (product, price, place, promotion, people, process, physical evidence) can be leveraged to satisfy the target audiences (Booms & Bitner, 1981; Kotler et al., 2021).

Product
The product encompasses the full event experience: elite races, fan zones, community cycling workshops, hospitality packages, merchandise, and legacy programmes. Immersive technologies, such as augmented reality or virtual fan zones, enhance engagement for younger audiences, while eco-conscious features appeal to sustainability-minded spectators (Marketing Letters, 2023).

Price
A tiered pricing strategy allows accessibility for multiple segments: VIP packages, general admission, family tickets, club discounts, and early-bird offers. Special pricing for disabled athletes and supporters emphasises inclusivity (Masterman, 2019).

Place
Distribution includes online ticketing, mobile apps, and partnerships with travel agencies and cycling clubs. Venues must be accessible via public transport and provide clear signage. Bundled accommodation and transport packages are recommended for international visitors (Getz, 2021).


Promotion
Promotion should integrate social media, influencer campaigns, content marketing, traditional media, and public relations. Social media and AI-driven personalised campaigns target younger, tech-savvy audiences, while media partnerships and tourism board collaboration reach international and value-driven segments (Richelieu & Webb, 2021; Springer, 2024).


People
Staff and volunteers are central to customer experience. Recruiting, training, and empowering personnel who embody the event’s values of sustainability, inclusivity, and customer service is essential (Shonk & Chelladurai, 2008).

Process
Operational processes, such as ticketing, crowd management, and transport logistics, must be seamless. Digital solutions, including e-tickets, event apps, and real-time updates, improve efficiency and satisfaction (Parent & Smith-Swan, 2013).

Physical Evidence
Tangible cues, including branded signage, merchandise, fan zones, and stadium aesthetics, reinforce event quality and brand positioning. Sustainable infrastructure and design elements highlight the event’s commitment to green values (Hungenberg, Slavich & Cayolla, 2024).


Marketing Objectives
Specific, measurable objectives for the event include:

1. Achieve 85% average attendance across all spectator venues.
2. Attract at least 25,000 international visitors from ten or more countries.
3. Increase social media reach by 40% and engagement by 30% year-on-year.
4. Secure at least five sustainability or inclusion-focused sponsor partnerships.
5. Boost local cycling and active travel participation by 20% within 12 months post-event.




Marketing Tactics
To achieve these objectives, organisers should:

· Launch phased digital campaigns using social media, influencer content, and storytelling.
· Collaborate with travel agencies, cycling clubs, and para-sport organisations on package deals.
· Deliver community engagement through school programmes, cycling festivals, and accessibility workshops.
· Promote eco-friendly merchandise and carbon-offset options.
· Leverage sponsorship activation aligned with sustainability and event-brand fit to increase loyalty (Liu & Liu, 2025).
· Implement immersive fan experiences using VR and augmented reality (Marketing Letters, 2023).
· Track legacy impacts via participation metrics in community programmes and infrastructure use.


Conclusion
A structured marketing strategy for the UCI Cycling World Championships in Wales must integrate STP principles, an optimised marketing mix, and measurable objectives with tailored tactics. Emphasising inclusivity, sustainability, and technological innovation enhances attractiveness to diverse segments. Drawing on academic evidence and industry best practice, this strategy positions Wales as a premier cycling destination while delivering social, economic, and environmental legacy benefits.
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