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Glossary of Terms and Acronyms
LORD – Legends of Regal Dragons: the proposed cultural event explored in this report
KPI – Key Performance Indicator: a measurable value used to assess success against objectives
MICE – Meetings, Incentives, Conferences, Exhibitions: a segment of tourism focused on business events
VR – Virtual Reality: digitally simulated environments experienced via headsets or screens
AR – Augmented Reality: enhanced real-world environments via digital overlays
SMEs – Small and Medium-sized Enterprises: businesses with limited employee and revenue size


[bookmark: _Toc200539350]1. Introduction
Legends of Regal Dragons is a proposed multi-day interactive cultural festival about Welsh mythology and identity hospitality that emphasizes 2025 as the "Year of Croeso". The event is situated on the grounds of historic Hensol Castle. By combining immersive technologies with live performance and traditional storytelling techniques, it aims to attract families, cultural tourism customers and MICE delegates. Hensol Castle was chosen for its accessibility, its aesthetic atmosphere, and its capacity to host medium-scale events such as those encouraging tourism development. 
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Hensol Castle
The event was based on a previously prepared presentation, which examined the feasibility aspects. This report presents the strategic planning and implementation, supplemented by theoretical and practical analyses.
“Croeso” means “welcome” or “hospitality”, which is an important element of the new narrative of Welsh tourism. The campaign aims to showcase Wales’ open, welcoming, culturally rich identity. The choice of Hensol Castle is justified aesthetically and strategically: it has previously hosted more medium-scale cultural and corporate events, and is located close to Cardiff, making it easily accessible to the target audience. The aim of the event is to entertain visitors, reinterpret and experience the Welsh cultural identity for an even larger target audience. The combination of mythology and hospitality creates an opportunity for visitors to connect with local values, language and traditions. This is a kind of cultural mission, but it also helps to revitalize the local economy and tourism by utilizing the opportunities and potential offered by modern adventure tourism.

[bookmark: _Toc200539351]2. The Event Cycle
Event Management Cycle provides a structured framework to manage events from conception through evaluation (Bowdin et al., 2012) It typically includes five phases:
1. Initiation
2. Planning
3. Implementation
4. Event Delivery
5. Closure
This cycle is relevant in large-scale public events, enables organisers to integrate logistical, audience-oriented objectives, while managing risks and aligning with stakeholder expectations (Wallace & Michopoulou, 2022).
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Event cycle

[bookmark: _Toc200539352]2.1 Initiation
LORD was evaluated against today's tourism data and market trends. 2024 Wales Visitor Economy Profile shows an increasing tourist demand for cultural and experiential travel experiences after COVID. People engage increasingly with their own country's major destinations, what these destinations offer becomes important (Welsh Government, 2024). In reaction, LORD was decided upon a Welsh mythology-influenced event (Visit Wales, 2025).

[bookmark: _Toc200539353]2.2 Planning
Planning phase involves budgets, stakeholder communication, risk management, sustainability commitments. Research of Carlisle et al. (2021) shows there is a sustainability skills shortage in Welsh tourism. Therefore, LORD's organizing team plans to add workshops into the timeline for:
· sustainability conscious event design
· recycling guidelines
· digital carbon tracking
This foresight increases the relevance and responsibility of the event.

[bookmark: _Toc200539354]2.3 Implementation
Includes:
· logistics roll-out
· supplier onboarding
· promotional campaign launches
Move On Wales (2025) maintained that the success of the event mostly came from early digital engagement and collaboration with stakeholders. This will be carried forward through local alliances, social media countdowns and immersive "teaser" online content.

[bookmark: _Toc200539355]2.4 Event Delivery 
This phase means real-time operation. Requirements:
· venue readiness
· ticketing
· health and safety
· multilingual guest support
Meet In Wales (2025) provides that multilingual signage, Welsh-English programming and accessible infrastructure are now being taken for granted in inclusive events.

[bookmark: _Toc200539356]2.5 Closure
Consists of reviewing against KPIs such as:
· ticket sales
· economic uplift 
· visitor satisfaction
There will be an impact analysis following the methods of Edwards et al. (2010), to measure direct expenditure and soft benefits.

[bookmark: _Toc200539357]3. Event Concept
LORD event was conceived as an imaginative, three-day cultural experience. Hensol Castle serves as a practical location due to its size and infrastructure and as a symbolic portal into the world of ancient Welsh storytelling (Hensol Castle, 2025). Its architecture and surrounding landscape provide a dramatic backdrop. The choice of location is further justified by the fact that the castle has previously hosted medium-sized cultural events, thus the infrastructure and guest reception capacity are suitable for a multi-day public event. 
Morning opening ceremony:
· Guest singers perform traditional Welsh folk songs
· Bilingual introductions to the legends explored 
Workshops for families:
· Make-your-own-dragon puppet stations
· Medieval calligraphy lessons
· Introductory Welsh language practice
VR dragon flights:
· Guests can take part in VR aerial journeys
· VR stations are set up in the west wing of the castle
· In the afternoon, the site transforms into a hive of activity
Live action:
· Knight fights in the east and west courtyards: Professional stuntmen recreate famous battles from legend
· Storytelling trail through the woods: Actors narrate local folktales along the way
Local market zone:
· Handmade pastries
· Farm-fresh cheeses
· Wood crafts
This upholds Croeso’s “living sense of place” idea. It also makes every wink and glance possible for the people who live in that country (Visit Wales, 2025).
Held in the main hall or courtyard theater:
· Plays based on myths and legends
· Modern adaptations of old tales
· Traditional Welsh folk music 
· Soul ensembles by ambient sound artists
Torchlight carnival finale
· Torchlit walk around the castle palisade
· Led by costumed hosts
· Closes with a fire display representing dragon awakening
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Torchlight ceremony
These programs are built on each other, utilizing different locations within the castle. The visitor is gradually introduced to the world of Welsh mythology, alternating between daytime, interactive evening, and atmospheric events (Baldick, 2015). This strengthens the experience both thematically and spatially. LORD therefore strategically applies environmental storytelling. The medieval architecture of Hensol Castle will be treated as a location but also as a narrative prop. Props include flame torches, wooden signs in Welsh and English, costumed interpreters. Physical zones are transformed into an atmospheric theatrical environment. Visual coherence is ensured by color palette inspired by Welsh folklore and the use of materials like recycled wood, wrought iron enhancing authenticity. This conscious design approach supports the cognitive and emotional experience of visitors (Yen et al., 2023).
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View of the castle from above
All the content is presented bilingually (Welsh, English) to reflect the linguistic and cultural duality (Travel Trade Wales, 2025). People with special needs or different ability levels, children, international guests are all considered first and foremost. By combining folklore, technology, community engagement and storytelling, LORD event creates both cultural resonance and economic value.

[bookmark: _Toc200539358]4. Aim and Objectives
The aim of the LORD event is to elevate Wales' cultural tourism landscape through a vibrant, myth-inspired celebration. Campaign has successfully led regional tourism operators into concentrating all nectar sweet on novelty products which provide for the personalized desires of every visitor (Visit Wales, 2025).
Their goal is to deliver a thematically coherent, professionally managed event that supports local SMEs, strengthens national identity, and appeals to MICE delegates as well as family travelers (Business News Wales, 2024).
This strategy is guided by three SMART objectives:
1. Attract a minimum of 1,500 paying attendees across three days, a figure calculated by comparing with other events such as FOCUS Wales (2025) and other rural destination festivals. 
2. Achieve a minimum of 90% overall satisfaction from attendees measured by electronic post-event surveys using QR codes located on signage and tickets, providing data-driven feedback. 
3. Work with at least 10 local SMEs through catering contracts, artisans' stands and production cooperatives (Welsh Government, 2024). 
Each of these objectives is Specific, Measurable, Achievable, Relevant, Time-bound (SMART).

[bookmark: _Toc200539359]5. Event Management
According to Bowdin et al. (2012), effective event management relies on clearly defined organizational structures distributing responsibilities across distinct functional areas like
· operations
· marketing
· creative production
· logistics
· guest services
These structures are typically aligned with the size, scope, and objectives of the event, ensuring a division of labor that allows for both strategic oversight and tactical execution. A successful event team requires specialized roles coordinated within central management hierarchy (Chukwu, 2023).
We need a variety of professional teams capable of
· managing logistics on a grand scale
· maintaining the integrity of different national cultures
· providing high-quality customer experience
According to current event planning frameworks as well as sources of information from the operator side like Meet In Wales (2025), organizational model contains activity, creativity, sales and hospitality areas. In general, for each function there will be dedicated specialists doing the necessary work without overlapping skills.
Key roles:
· Tour Program Coordinator
Manages entire operation
· Venue Liaison
Communicates with Hensol Castle administration (Hensol Castle, 2025)
· Health and safety officer
Ensures compliance with temporary work platforms, staff activity levels, audience movement regulations. Especially critical during VR-related performances (University of Wales Trinity Saint David, 2025)
Creative professionals:
· Designers
Transform the castle grounds 
· VR & AR Experts
Supervise interactive experiences such as dragon flights (Carlisle et al., 2021)
· Light and sound technicians
Manage effects, ensure seamless transitions
Marketing
· Campaign director
Overseas promotional content and aligns it with Year of Croeso values
· Social media manager
Shares teaser clips and provides behind-the-scenes content
· PR manager
Coordinates with local tourism boards and media (Visit Wales, 2025)



Hospitality
· Vendor Coordinators
Manage on-site catering and liaise with artisanal partners
· Guest Services Personnel
Welcome and orient visitors
· Ticketing Team
Handles digital pre-sales, physical entry points
This multi-tiered organizational approach ensures that LORD provides multi-layered experience while meeting all the event's operational expectations.
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The event is organised to meet the needs of the target audience, considering Maslow’s hierarchy of needs. The sense of safety (e.g. barrier-free VR zones), community connections (interactive workshops), and the level of self-fulfillment (language learning opportunities, cultural identification) are all present in program (NHPro, 2017).
The “Wow factors” include firework carnival, VR kite flying and mythical forest trail to provide unexpected, captivating experience. Transformative experiences are created by a deeper encounter with Welsh identity: visitors gain a new perspective on cultural heritage; this is a spectacular event, but also an experiential learning space that affects both a personal and social level.
[bookmark: _Toc200539360]6. Financial framework
The financial framework for LORD has been meticulously structured to ensure both viability and alignment with public funding criteria, particularly those outlined under UK Government’s weatherproofing grant and Visit Wales support initiatives (UK Government, 2024; Visit Wales, 2025).
A total projected cost of £58,000 covers all the essential core expenses.
£12,000: hiring Hensol Castle chosen for its mythological ambience, location, existing infrastructure (Hensol Castle, 2025)
£18,000: digital and physical production equipment
· VR stations
· ambience lights
· interactive signage
· stage design
£15,000: personnel costs
· includes technical crews
· guest services
· on-site performers
£8,000: PR and promotion
· daily newspapers
· social media
· tourism networks like Meet in Wales (2025)
£5,000: other
· licensing
· insurance
· contingency for unforeseen circumstances
· ensures compliance and resilience to real-time shocks
Revenue targets are conservatively hopeful, with an estimated total income of £58,500. Income will be generated by selling tickets to 1,500 people. Based on an average price each of £25: a total of £37,500.
Corporate sponsorship with public/private partnerships ought to bring £15,000; this relies on previous examples (Carlisle et al., 2021), where regional events have shown success. Vendor fees, on-site merchandise and catering are likely to raise an addition of at least £6,000.
This results in a tiny forecast surplus of £500. Perhaps it seems barely worth noting, but it makes clear the idea isn't just to live hand to mouth off some uncertain future bonanza; this is an event that can at least hold its head up even at break-even. In addition to money directly received, spending by visitors on accommodation, food and local transportation means that the economic modal effect of the event becomes larger than its original budget (Welsh Government, 2024).

	Item
	Cost (£)

	Venue rental (Hensol Castle)
	12,000
	Income
(£)

	VR and stage technology
	18,000
	General admission tickets (1,500 guests x £25): £37,500


	Staff and performers (technical + guest services)

Stage, lighting, and sound infrastructure:
	15,000



10,000
	Sponsorships from cultural and tourism partners: (£)15,000

	PR and promotion (media, social, branding)
	8,000
	Food & merchandise vendor fees:       
(£)6,000
Government/tourism grants (Visit Wales):                                   £12,000






	Licences, insurance, contingency fund
	5,000
	

	Total Expenditure
	68,000
	Total Projected Revenue:
£70,500


[bookmark: _Toc200539361]Forecast surplus: £500. Projected net surplus of £2,500. Supports the festival’s feasibility and leaves room for minor budget deviations
7. Industry Trends / Issues / Impacts
LORD's strategic planning is directly influenced by industry trends shaping both cultural tourism and the MICE sector. Today's tourists want to experience something rather than see it, they want an encounter with a place that is personalized and emotionally engaging (Visit Wales, 2025; Welsh Government, 2024). This movement from mere visual sightseeing to participate in narrative rich experiences, such is also LORD's entire mode of immersive cultural enrichment (Travel Trade Wales, 2025).
Another major trend is that business and leisure tourism are growing. Young professionals and international delegates combine professional networking with local experiences (Leah, 2019). As a result, business of today's international conference is not limited to just providing meeting space. It must also include attractive and new services. In the area near voco St David's in Cardiff, which has become a recognized MICE hub, LORD festival with its hybrid programming and castle-style setting sits very well (Business News Wales, 2024; Unique DMC, 2024; Meet In Wales, 2025).
A third change is immersive technology. With VR and AR applications, cultural stories can be told in more interactive. LORD's combination of VR dragon flights and AR-guided 'storytelling trails' is in line with a trend pointed out by Carlisle et al. (2021), who insist on the need to transform heritage (University of Wales Trinity Saint David, 2025). However, not every rural venue has the necessary digital infrastructure to host high-tech events. Some places lack the basic Internet coverage (Carlisle et al., 2021; Welsh Government, 2024). Furthermore, an operator must meet stringent staffing standards and extensive training requirements to run equipment with the latest specifications (Carlisle et al., 2021; Visit Wales, 2025) meaning there is heavy spending on staff training coupled risk assessment planning (Business Wales, 2025). 


[bookmark: _Toc200539362]8. Marketing
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7 P’s in Marketing
According to 7Ps of event marketing (Bowdin et al., 2012), marketing mix for LORD is developed to perceive the event as a distinct cultural immersive experience.
Product:
It is an entry into an emotionally charged and multi-sensory voyage through the world of Welsh myth. The extravaganza features live storytelling, VR, augmented adventures, artisan markets, and interactive workshops all appropriate to any age, interest or attention span.
Price:
The £25 ticket cost is deliberately set at an accessible level for families, whilst encouraging commercial viability. Combination passes and family discounts are also being considered to raise uptake and perceived value.
Place:
Hensol Castle represents symbolic and practical assets. Its historical design echoes the festival’s mythological aspect, and its location near Cardiff and main roads makes it easy for tourists and natives to enter.
Promotion:
Campaign mix involves teaser campaigns style digital campaigns, influence partnerships, countdown on social media or in press with the local media. The Croeso 2025 branding should be incorporated into material to demonstrate links to national tourism strategy.
People:
The festival staff will collaborate with local, bilingual hosts, volunteers and merchants to create an inviting and inclusive visitor experience. The participation of local SMEs and community stakeholders is crucial to sustain realment and legacy.
Process:
Ticketing services will be QR code-based and digital, facilitating an easy entry into the event. Signage and customer information will be displayed in Welsh and English.
Physical Evidence:
From mediaeval set designs to VR immersive zones, everything the guest sees or touches at the event will help make it come to life and be remembered. The new LORD physical touch points, including branded merchandise and on-site installations, will reinforce the identity of LORD.

[bookmark: _Toc200539363]9. SWOT Analysis
The SWOT framework helps identify strengths and weaknesses and external opportunities and threats to guide planning and risk mitigation strategies (Kumar & Praveena, 2023).
Strengths: LORD builds on the cultural heritage of Wales to offer an immersive storytelling format. Primary and secondary markets are concentrated in the lower reaches of the Thame where tourism benefits livelihoods, yet most towns along this river don't have access to markets.
Weaknesses: Despite its cultural value, LORD relies on its existence on outdoor infrastructure. In May in Wales the wind could be unpredictable, and rain is possible at any time of day. 
Initial cost of digital installation, especially VR and AR components made by may stretch budgets.
Opportunities: The mythological theme of the festival provides an excellent opportunity for media visibility and virus-like marketing, particularly now that people in the post-COVID era are trying to find meaningful but simple stories. Also, LORD helps tourism diversify. It gives satisfaction of being different and creates a niche for experiential, heritage-oriented cultural affairs.
Threats: Existing cultural calendars might challenge, making careful arrangements necessary to avoid overlapping with established festivals. The technical logistics of VR set-up or personnel issues can also be problematic.
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SWOT Analysis

[bookmark: _Toc200539364]10. Situational and Cultural Considerations
PESTEL analysis uncovers macro-environmental factors that provide strategic insight into the present event management.
Political: The event fits in well with Welsh Government tourist strategies. This program is dedicated to building innovative cultural experiences (Welsh heritage, language, terrain) (Visit Wales, 2025).
Economic: LORD strategically helps recovery process after the pandemic. It draws tourists into peripheral areas, puts people to work productively, and provides an arena for local companies to participate as sellers. The £1 million tourism resilience fund bolsters the financial case for events; this supports the region (Welsh Government, 2024).
Social: LORD satisfies urgent demand for genuine, meaningful cultural storytelling. Audiences are plunged into a quintessentially Welsh narrative experience. Bilingual programming, inclusive design and participation strengthens cultural identity (Travel Trade Wales, 2025).
Technological: It uses state-of-the-art VR and digital storytelling: a response to the wave of tech-driven tourism (Carlisle et al., 2021). Digital ticketing, crowd analytics and real-time communication tools help Lord and give security to visitors.
Environmental: The event aims to be carbon neutral and local in food, materials and energy. In line with the objectives of Welsh tourism policy LORD incorporates modular shelter design, eco-friendly materials, and sustainable implementation (UK Government, 2024).
Legal: LORD must comply with all regulations relating to occupational health and safety, liquor licensing, and data privacy. These activities require permission and certificates from regulatory bodies. Risk assessments and contingency plans will be developed and monitored in accordance with national standards and guidelines (University of Wales Trinity Saint David, 2025).





[bookmark: _Toc199185293]Recommendation  
Targeted investment in staff training, particularly in digital operations, accessibility, and Welsh-English communication will address existing skills gaps and enhance visitor experience (Carlisle et al., 2021). 
Planning the digital infrastructure is important, because the venue is rural with immersive tech demands (University of Wales Trinity Saint David, 2025). 
Finally, a built-in post-event impact evaluation should measure the KPIs like attendance, revenue and qualitative outcomes such as media visibility, cultural participation, and regional identity-building (Edwards et al., 2010). 
Implementing these recommendations, LORD could become a flagship model of sustainable, story-driven tourism in Wales and beyond. Immersive tech demands (University of Wales Trinity Saint David, 2025). Impact evaluation should measure the KPIs like attendance, revenue and qualitative outcomes such as media visibility, cultural participation, and regional identity-building (Edwards et al., 2010). 
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