Event Design and Delivery - Creativity and Innovation in Events
Assignment 1 – Millie George

Events are extremely vast and ever-changing and the UK events industry is worth £42.3 billion, (Eventbrite.co.uk). An industry where ‘creativity and innovation are growing ever more important… [and]… it’s only by combining pioneering ideas with concrete solutions that we can truly surprise and delight’. (Halliwell, cited in campaignlive.co.uk, 2015). However, a recent report states that ‘less than 40% of event professionals are creative, right-brained thinkers’, (Ledger, 2015). This suggests that the events industry needs to continue creating and innovating in order to remain current. There has been a significant development in modern-day industry in comparison to the traditional and this is important as it generates more income and tourism for the local economy and ensures that people’s leisure needs are fulfilled. While we understand that events are ‘historically crucial to the social fabric of day-to-day life’ in terms of Christmas, Easter and birthdays, our modern generation has developed a need for special events and new holidays are now recognised as a justification for celebration (Shone and Parry, 2004, page 3). There is also a new need for experience, modern generations will spend large amounts of money for an exhilarating involvement in an event. Social media plays a considerable role in this trend as shown by the fourth of Yeoman’s 10 trends ‘mobile living’, which suggests that consumers have a need to broadcast their experience and events such as festivals support this need through their development of apps and live videos, (Yeoman, 2008). Moreover, as a result of defining creativity and innovation, it is essential to make links between these concepts and the industry as it stands now in order to remain relevant. 
On the surface, event design can be seen as décor, lighting, props, food etc. These elements of design can be seen and easily recognised. Sander summarises event design as ‘the incorporation of a themed message along with audio-visual, entertainment and musical elements’, (Sander, 2004, page 41, cited in Berridge, 2007). Berridge argues that this definition may be limited and separates design from any more detailed elements. He states that Silver’s Event Management Body of Knowledge (EMBOK) offers a more holistic interpretation. The EMBOK interpretation includes, ‘catering design, content design, entertainment design, environment design, production design, programme design and theme design’, (Silver, 2007). This demonstrates that modern event managers need to be innovative and creative in piecing together a complete picture of the event in order to be successful. An example where event managers have not achieved this is in an exhibition run by Events Connegion, whereby the objective was to show how to plan and run a successful event. Ironically, their own event at the exhibition was undeveloped and the space they were provided with was not used to its full advantage. 
Managers must ensure they are consistently creative and innovative as it is their responsibility to stay current and create new trends and markets which are attractive to the public eye. Bolton and Thompson stated that creativity is ‘the ability to come up with new ideas all the time, either as ideas in themselves or more likely translated into opportunities or situations’, (Bolton and Thompson, 2013, page 20). This is supported by Yeoman’s second trend called ‘Magic Nostalgia’, (Yeoman, 2008). This relates to a year in a person’s life which is memorable, and innovative events have the ability to recollect these moments for their consumers. Yeoman also suggests that ‘modern society is in decline’, because it may be a proposal that ‘yesteryear was somehow a better and more inviting place’, (Yeoman, 2008, page 251). An example of this is the industry’s successful attempt to bring back the vintage marketplace to encourage the older generation to recapture their youth. However, this trend is already not as popular as it first was, further portraying the need for currency and change of creative ideas within the events industry. 
Another trend which has been popular in 2018 is gin and prosecco festivals and pop up bars. Gin manufacturers have shown to be innovative by creating a large selection of flavoured gins which ensures that the trend remains current and ongoing as people want to try new creations. This also shows strong entrepreneurial skills by maintaining and developing the gin trend. The Brangwyn hall hosts a range of Prosecco and Gin festivals and marketers have branded them as ‘perfect for the office Christmas party’ appealing to a specific demographic which may have most interest in the event. Also, the event organisers have included ‘Italian street food’, live acts and a dance floor, which may result in attendance from wider demographic, (Brangwyn.co.uk). 
Steve Jobs invented a ‘Think Different’ campaign in 1997, which was primarily based on creativity. In an interview by his biographer Walter Isaacson, Jobs positively introduced his proposal by saying ‘here’s to the crazy… the ones who see things differently’, (Isaacson, 2011). This example highlights that creativity is further concerned with the spirit of the business and not just its employees and consumers. Jobs believed that the culture of a business was not just about their economic success, but peoples abilities to reinvent and effectively innovate a business and this is exactly what he achieved through this campaign for Apple. 
Innovation is another essential element of event design and is described by Drucker as a ‘specific instrument of entrepreneurship’. Drucker also stated that it is the ‘act that endows resources with a new capacity to create wealth’, (Drucker, 1985, page 27). 
The opening ceremony of the London Olympics 2012 is an example of an innovative and effective project. The ceremony encountered a sense of historical and modern-day Britain and provided an insight of aspects that Britain prides themselves on. For example, the ceremony directors used genuine National Health Service employees, bringing a sense of realism and pride to the performance. Also, the creative idea of showing the countdown through signs within London will be a memorable quality and will make the event stand out from others. There was also an element of fantasy and reality being brought together as the Queen and James Bond skydive together, furthermore, providing humour to ensure the event was unforgettable (bbc.co.uk). This event example coordinates with many of Yeoman’s 10 trends, the first being the ‘Magic Nostalgia’ trend as the directors attempt to provide a series of historical, cultural and social references to capture a memorable time in many people’s lives, which results in them feeling emotional and sentimental and therefore, will relate the presentation to good times in their lives. Additionally, the ceremony refers to the ‘leisure upgrade’ trend as modern-day societies want more extravagant experiences. The directors considered the needs and wants of their consumers and delivered this experience to them. The ‘authentic experience’ was delivered to their viewers, especially those with tickets in the stadium for whom it would have been an incredible experience and memory, but the production also aimed to make viewers at home feel the authenticity through live streaming and exceptional graphics.
Berridge (2010) suggests that creativity in event design is also an essential component of the event pitch. Mega events such as the Olympic Games can generate billions of pounds and create thousands of jobs as well as vastly improving the host country’s brand identity. Therefore, innovation, creativity and entrepreneurship must be considered at the pitch stage. 
Drucker further provided a definition for entrepreneurship, he believed that it ‘shifts resources from areas of low productivity and yield to areas of higher productivity and yield’, (Drucker, 1985, page 25). However, this definition is widely contested, while Drucker believes it is about reinvention and is related to revenue, Cunningham and Lischeron (1991) created 6 main qualities that a person must have to be considered an entrepreneur which converse with Drucker. These qualities consisted of the way a person looks, personality traits and leadership skills, but also considered employees of a business as entrepreneurs, not just the owners and suggests that entrepreneurship can be taught, whereas, Drucker does not suggest that this is possible. 
An article in Wales Online exemplifies creativity, innovation and enterprise as demonstrated by a successful wedding venue in Wales, named Old Walls. The owners of the business began their industry as a newsagent chain, however, as bigger supermarkets such as Tesco became more successful they decided they needed a new, more innovative business idea. After the family farm was turned into holiday accommodation ‘someone asked if they could put a marquee in the grounds for a wedding’ and this ‘sparked an idea’ for a new business which has now become a huge enterprise, (WalesOnline.co.uk). This example shows a massive change in the industry as innovation and creativity was used to transform their farm into the ‘best wedding venue in Wales’ as voted for by the Welsh National Wedding Awards. This business idea would not have been so successful in the traditional events industry, weddings were primarily based in registry offices and such venues did not exist, a change in entrepreneurship and current innovation has made this possible and shaped the immense wedding industry that is available today. 
This assignment has demonstrated that in today’s fast paced events industry, agencies, planners and event managers need to be not only business minded, but also possess creative flair and ingenuity. Events have moved on from traditional everyday occasions to those that must boost economies and provide exceptional experiences for a modern social media savvy generation with high expectations. 
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