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[bookmark: _Toc200656534]Introduction
[bookmark: _Hlk200127103]The exhibition of “Castles of Wales” is a cultural event, developing into an important part of the initiative of ‘Visit Wales: Year of Croeso 2025’. Inspired by the fascinating Welsh history and heritage, the “Castles of Wales” event takes place in ICC Wales, a popular venue that exclusively showcases approximately 600 Welsh castle artworks that are presented by local artists. The aim of the exhibition endorses Welsh heritage while providing support to local creations, corresponding well with government goals for improving global engagement/ cultural tourism. This event does much more than simply conserving and revealing the identity of the Welsh community, it presents a platform for engaging at a commercial level through history, art and food as well as learning through collaborative means. The present report will delve into the strategies to plan for the event, marketing frameworks like 7P, in addition to theories associated with event management like the model of EMBOK and other key tools like PESTEL for organized development alongside delivery of this global cultural summit. 
[bookmark: _Toc200656535]Event Cycle
The “Castle of Wales” exposition’s Event Cycle involves 3 main stages of planning, delivering and evaluation or assessment, in line with the framework: Event Management Body of Knowledge, or otherwise acknowledged as EMBOK. Within the stage of ‘planning’, major components like approval of venue, logistics, coordination with artists, budgeting in addition to digital marketing tactics are handled. The other important part of this stage is to set up connections with various service providers such as Green Apple Catering, ‘The Best Connection Staff Agency’ as well as IMAG Display Cardiff (Purchla, 2022). 
Within the phase of ‘Delivery’, the exhibition will see actions being employed in real-time, handling the flow of visitors, stalls of food, developing LED visuals, booths of merchandising alongside virtual sessions with artists and historians. Lastly, the phase of evaluation is set to encompass a thorough assessment of compliance with budget, turnout, the satisfaction of the audience attending the exhibition as well as effectiveness of marketing tactics adopted. Mechanisms of feedback and reviews provided by stakeholders will be used to measure the success and plausibility for other future events (Matthews, 2020). 
[bookmark: _Toc200656536]Event Concept
At the “Castles of Wales” exhibition, guests are set to have a complete understanding of the artistic journey via the heritage of Wales that is captivating in nature. On arriving to the location, the guests are set to be greeted by an exhibition space that is ethnically themed such as having historical visuals, gallery walls as well as collaborative info panels and pillars specifying the actual background or history that each of the castles has (Martynyshyn, 2023). 
The schedule is set to have merchandise stores providing items themed on castles, stalls for food tasting highlighting options that preferred locally along with being culturally sensitive such as vegan food or halal meat. Moreover, the event itinerary will also be involving virtual gatherings with historians as well as artists. The schedule for each day will differ, and this would certainly make sure attendees remain well-connected with the event. The sensory appeal will be uplifted through soundscapes and peripheral lighting, and pictorial storytelling via installing of AV alongside, making the experiential event an unforgettable one keeping the identity of Wales in line with the concept of ‘The Castle Capital of the World’ (Spennemann, 2021). 
[bookmark: _Toc200656537]Aims and Objectives of Event
The exhibition is being planned with the overall aim of promoting the cultural heritage of Wales globally while endorsing the growth of the local economy and art. 
[bookmark: _Toc200656538]SMART Objectives
i. To create interest and entice around 5000 visitors, inclusive of 20% global attendees, over a period of 7 days. 
ii. To attain a rating of minimum 85% in terms of consumer satisfaction, grounded on surveys carried out in post-event phase. 
iii. To create a net profit of minimum £67,500 while having a contingency fund of 10% for handling risks associated with hosting the event. 
[bookmark: _Toc200656539]Event Management
The “Castles of Wales” exhibition’s success depends highly on creative preparations and scheduling, effectual operational as well as marketing activities. The staff for the event are set to be hired through ‘The Best Connection Staff Agency’ making sure the security, engagement and logistics of visitors are managed in the most professional ways. The layout of the exhibition involves indoor porches, IMAG Display Cardiff offering LED shows along with integrated gallery walls (Meeprom, 2022). 
Considering the event, from the viewpoint of marketing, digitalized campaigns will play a crucial role. Some of the strategies to be adopted involve using the extended marketing mix, promoting through social media platforms alongside campaigns generated for email, all these particularly customized for generating cultural experiences deemed to be intangible. The PIECE framework would play an important role in gaining a proper understanding of customers which ensures there is a strategic orientation towards audiences’ preferences (Matthews, 2020). 
[bookmark: _Toc200656540]Extended Marketing Mix
The extended marketing mix, otherwise labelled as 7Ps, is an assortment 7 marketing factors developed for working collectively for attaining the objectives of a marketing approach. This model is a critical framework when it comes to endorsing services, specifically experiences deemed intangible like cultural events or exhibitions. Each of the 7 elements discussed in the following segment is aligned with ‘The Castles of Wales’ event.
i. Product: For the event, the basic product is the cultural experience - where Welsh heritage is being celebrated through an artistic exhibition. The product aspect of extended marketing mix involves the merchandise outlets, interactive visuals through LED, engaging with artists virtually alongside meaningful storytelling about castles (Beridze et al., 2023).
ii. Place: The physical venue for this event is ICC Wales, preferred due to its location, modern infrastructure, convenience along with capacity to hold an event of this size. The website created for the exhibition or event is set to be the digitalized ‘place’, in addition to channels of social media as well as platforms to book tickets for the event online that would be acting as virtual liaison (Kitchin and Ferdinand, 2021).  
iii. Price: The event is set to have a pricing strategy that would be based on value alongside being competitive in nature. The event would be replicating the attendees experience quality and convenience for diverse market segments, involving primary bookings alongside students being offered good discounts. Packages with premium tags may have sessions of ‘Q&A’ with artists, guided tours along with merchandise that is exclusive in nature (Spennemann, 2021). 
iv. Promotion: Awareness will be raised via campaigns developed for digital channels like marketing through influencers and social media. A lot of excitement can be generated through teasers of the event, via setting up alliances with ‘Visit Wales’, along with PR coverage in art magazines. For promoting vibrancy, the artwork can be previewed through AR or augmented reality (Allen et al., 2022). 
v. Process: The method of delivering service is set to be reorganized and modernized, from buying tickets to navigation on the spot. The journey of the visitors will certainly be improved through information facts, management of queue as well as mobile apps. 
vi. People: This aspect of extended marketing mix involves all stakeholders - including artists, event personnel, staff managing consumers alongside vendors. All the people involved with this event will be trained properly for making sure the customer experience remains a welcoming one, high quality and inclusive; replicating the professionalism and hospitality that Wales is known for (Meeprom, 2022).
vii. Physical Evidence: In the scenario of this event, the product is an intangible one, and therefore the tangible factors such as exhibition design, published brochures, the aesthetically pleasing venue, in addition to merchandise that is branded strengthening quality as well as legitimacy (Purchla, 2022). 
[bookmark: _Toc200656541]PIECE Framework: Gaining Knowledge of Cultural Visitor
The PIECE framework is identified as a problem-solving agenda, which allows in preparing along with delivering presentations in an effective and engaging manner. This framework allows event planners to gain knowledge of the audience along with meeting their expectations, driven by their shared experiences (Bladen et al., 2022). 
i. Personal: The Castles of Wales event connects with visitors at a personal level by showing their interests in the form of great art. The consumer engagement aspect can be customized through audio shows along with digitalized stories obtained through QR-codes (Beridze et al., 2023). 
ii. Interactive: The guests who would be visiting the event would have the opportunity to communicate via Augmented Reality displays, kiosks for providing feedback as well as virtual ‘Question & Answer’ sessions with artists. The counters from where food will be available along with merchandise counters empower sensory involvement or contribution (Kitchin and Ferdinand, 2021). 
iii. Engaging: The exhibition can be made highly attractive through using fascinating lighting, panels of LED which are visually inspiring, alongside experiences which are multi-sensory. Storytelling in real-time via voice-overs alongside screens make it more profound (Meeprom, 2022). 
iv. Cultural: The “Castles of Wales” exhibition will be celebrating the culture of Wales in an authentic manner, blending historical evidence with a modern appearance. Appreciating cultural norms that are diverse in nature such as options of having halal food or vegan makes sure there is existence of inclusivity (Martynyshyn, 2023). 
v. Emotional: A lot of emotion is being induced by art. The exhibition will be capable of promoting a strong emotional association with Wales via legacy and storytelling as well as national pride, stimulating promotions through word-of-mouth and repetitive visits. 
[bookmark: _Toc200656542]Event Budget
A net profit of £67,500 has been projected by the financial model, considering income generated from ticket selling, fees provided by vendors and merchandise. Some of the major expenses that need to be settled involve hiring the venue for a period of 7 days, staff wages, marketing, catering services along with lighting displayed through LED solutions and AR. Both local art councils along with private sponsors are expected to fund the event. Adding to that, for handling unexpected disruptions within operations, a 10% contingency fund is set to be held in reserve (Spennemann, 2021). 
[bookmark: _Toc200656543]Budget Breakdown
	Classification of Budget
	Projected Cost (£)
	Remarks

	Hiring ICC Wales as venue
	25000
	Involves the entire 7 days for which the event will take place along with the time needed to setup as well as dismantle the same

	Catering Services
	10000
	Having on board ‘A Green Apple Catering’ along with ‘The Pastry Box Newport’

	Staffing
	15000
	Recruiting customer-facing, security and other personnel through ‘The Best Connection Staff Agency’

	Marketing Activities
	8000
	Campaigns generated for email, marketing through influencers and social media advertisements

	Displays through LED and AV
	10000
	IMAG Display Cardiff will be supplying the same

	Printing brochures and Merchandise
	8000
	Souvenirs that are themed on castles and branded items as well as event brochures

	Fees & Commissions for artists
	15000
	Payments made to the artists 

	Accessing Technology
	4000
	Incorporating QR code and online sessions of streaming

	Insurance 
	3000
	Insurance for the event and public liability 

	Logistics
	2500
	Transport for artists and courier support

	Management of Waste 
	2500
	Maintenance of venue on daily basis

	Contingency Fund (10%)
	10000
	Covering unexpected disruptions 

	Total Projected Cost
	113000
	


Source: (Created by Author)
Projected revenue generated from selling tickets, sponsorships alongside vendor fees amounting to £180,500, which results in an estimated net profit of £67,500. 
[bookmark: _Toc200656544]Industry Trends and Impacts
The exhibition under discussion remains in line with present cultural and tourism trends, where the visitors search for experiences that are educational and authentic at the same time. Within the UK, cultural tourism is gaining a lot of popularity, with a strong demand for exhibitions that are art-led and based on storytelling evolving all the time. The recovery phase post-Covid have put a lot of focus on involvement of local community along with domestic tourism. Nevertheless, there are still competitive challenges present, specifically from short-form platforms of content alongside digitalized alternatives of entertainment. Such challenges can be taken care of effectively if the exhibition is planned in a way that is well-integrated and engaging at the same time (Allen et al., 2022). 
[bookmark: _Toc200656545]Situational and Cultural Considerations
The exhibition integrates a PESTEL analysis for addressing the factors associated with macro-environment. Politically, the exhibition is set to be promoted under the Croeso 2025 Welsh government initiative, keeping it in line with the objectives of the public sector to endorse cultural diplomacy along with tourism, which results in political validity. On the economic front, the recovery in the post-Covid phase has certainly restored the tourism at a domestic level. The exhibition would be backing local enterprises such as service providers, catering services alongside artists- manufacturing jobs and motivating economic movements. Nevertheless, concerns related to inflation may exert an influence on price sensitivity (Bladen et al., 2022). 
Socially, the interest associated with local customs and heritage as well as sustainability and authentic experiences are evolving gradually. The exhibitions take care of the same via involving community artists and storytelling about Welsh heritage and castles. Technologically, Augmented Reality technologies, virtual sessions and LED displays would make sure the experience of visitors remains a tech-improved one (Kitchin and Ferdinand, 2021). Legally, the exhibition needs to comply with UK laws associated with food hygiene, health and safety, licencing as well as privacy related to data (GDPR). Also, agreements with artists and vendors will ensure the protection of intellectual property. Regarding environment, sustainable practices will be accepted, placing waste bins strategically, sourcing food locally, presenting audiences with digitalized brochures and not printed ones alongside LED establishments that are energy-effectual (Martynyshyn, 2023). 
[bookmark: _Toc200656546]Conclusion
It can be concluded that the Castles of Wales event embodies a commercially feasible and rich with tradition exhibition, in line with the Visit Wales: Year of Croeso 2025 initiative. Various theoretical frameworks and tools have been discussed above, involving the extended marketing mix, PIECE framework and PESTEL tool which specify the fact that the event is strategically placed for delivering the audience with a memorable experience while also supporting local enterprises and artists. 
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