Creativity and Innovation in Events 

Research calculated through Eventbrite (2018) shows that “The events sector is worth £42.3 billion to the UK economy in terms of direct spend by event delegates, attendees and organizers”. This contribution to the economy is reflective of the huge influence that the contemporary events industry has in today’s society. It is suggestive that there is an ever-growing attendance at events and that the industry is becoming a more pivotal part of modern life. As discussed by Harper (2013) “In the past an event would generally take place as an isolated communication at a single point in time”. The article further goes on to discuss the developments from this lifecycle stating that “With the development of new communication tools and media, event planners now have the opportunity to seize the moment and engage with their audience both online and offline”. This suggests that in today’s event’s industry, consumers expect more by seeking frequent engagement with the industry and event itself. This essay will look to further assess the developments on the events industry and its association with creativity, innovation and enterprise and how these concepts play a pivotal role in the success of events in today’s society. 

Chell (2001, p.226) discusses the importance of creativity to individuals, stating that it “fulfils a need for independence, self-determination and solitude. It enables the individual to achieve and, more particularly, to achieve a position of power through dominance in their field or profession”. In today’s ever-growing virtual world, individuals are constantly seeking this independence and freedom through greater authenticity. In a modern society, there is a far greater desire by millennials for experiences rather than to have possessions. A poll by CBNC (2016) found that “factors such as a craving for recognition (for example, how many likes someone gets on their Instagram post), and a ‘fear of missing out’ help drive millennials' cravings for experiences”. This is a key factor in the growing number on individuals attending events. It drives a motivation to be seen in certain places and a need to attend bigger and better events and experiences. Millennials are searching for this recognition and finding of self through the euphoria that comes from experiencing creative and innovative events.  One example of an event that has incorporated creativity throughout is the Burning Man festival that takes place in the Nevada desert. Burning man festival has created a community of “burners” who live by certain beliefs. Blockchains (2018) discusses these beliefs, stating that they include “Openness, mutual respect and consensus-based community action, voluntary effort, resistance to the commercialization of their festival, self-reliance, self-expression, civic responsibility”. These concepts of self-expression and openness could be seen as a fundamental part of being creative. Burning Man festival is not only creative in it’s planning and design, but it has created a community on the basis of encouraging its attendees to develop their own personal creativity. This is becoming increasingly common in events whereby individual’s attending are able to gain experiences and on occasion personal growth and inspiration that they may not have had if they had not attended.  
[bookmark: _GoBack]Innovation is also an important factor when it comes to creating a successful event. As discussed by Bolton and Thompson (2004, p.258) “Innovation builds on creativity when something new, tangible and value-creating is developed from the ideas. Innovation can be focused on the theme of being ‘better’- incremental improvements- as well as the theme of being radically different”. This suggests that innovation is more than something new, it is about incorporating change. This theme of change is also something that more millennials as well as older generations are searching for. One innovative event is Coopers-Hill Cheese-rolling event, that takes place on May Bank Holiday. This 15th century idea has become an increasingly popular event that attracts contestants from all over the world. Its growing popularity could be directly linked to it’s unique activity and again could be linked to an individual’s desire for new experience’s. It suggests that in order to continue to create successful events, the event design strategy must be open to change and able to adapt to an ever-changing and growing industry. This is further discussed by Williams et al. (2011) where it is stated “Innovation requires not only harvesting and transferring knowledge, but also an effective absorption capacity”. This discussion of the term ‘absorption’ is also suggestive that innovation within events is not only about creating something new but doing so by being able to incorporate existing and diverse ideas. Similarly, Seungwon et al. (2012) discusses events, stating that when it comes to being successful within the industry, “it is critical to accept, adapt to, and adopt the changes”. It could be said that this process of adaptation is a fundamental part of innovation and creativity alike, and therefore the combination of the two is necessary in the creation and running of successful events. 
Similarly, enterprise is an equally important aspect of the events industry, as well as being highly associated with creativity and innovation. As discussed by Bolton and Thompson (2000, p.87) “Creativity is the starting point whether it is associated with invention or opportunity spotting. This creativity is turned to practical reality (a product, for example) through innovation. Entrepreneurship then sets that innovation in the context of an enterprise (the actual business), which is something of recognised value”. This theory suggests that in order for an event to be successful it must be conclusive of all three. Creativity is essential in taking the idea of an event and bringing it to life. The entrepreneurship and innovation can then build on this creativity to create a value proposition. Entrepreneurship however could be seen as being a pivotal part at the beginning of the events process as well as building on the already set creativity. Similarly, Rickards et al. (2006) states “The creative intrapreneur (Pinchott, 1986) succeeds in holding both the team project and the wider corporation to ransom in what is believed to be their mutual best interests”. This further suggests that enterprise is also about meeting the individual’s needs both inside and outside of the organization and on a long-term basis. Robinson et al. 2010, p.204) discusses the theory that “Entrepreneurs combine visionary, logical and possibly intuitive skills to pursue a particular strategic direction and position. He/she will need to inspire and persuade customers, partners, employers and suppliers in the delivery of the strategy”. This suggests that within the events industry, enterprise is a process that involves engagement with consumers, as well as appealing to new markets alongside traditional markets. With the events industry growing and evolving year on year, enterprise is fundamental in the inspiration of new ideas and using set skills to persuade and appeal to event consumers in order make the event a success. 
VIEW (2018) discusses the concept of event design, stating that “Design is what links creativity and innovation. It shapes ideas to become practical and attractive propositions for users or customers. Design may be described as creativity deployed to a specific end”. This could be similar in the way that entrepreneurs must be able to inspire customers, this concept of event design could be seen as a way in which an individual takes creativity and turns it in to a physical value that other individuals can benefit from. The concept of event design has to evolve as the event industry involves. As the industry has a greater online presence, the process of event design has had to adapt to be being able to influence and convince customers that there will be a desired outcome through online or social media methods. However, many authors have their own take on the term ‘event design’. Another theory discussed by Berridge (2007, p.82) states that “A common view of design is that it is a skilled, creative endeavour that produces some element of artistic interpretation”. Though similarly there is the mention of creativity, the term ‘interpretation’ could suggest that it is up to each individual to take from the design element what is sentimental to them. Therefore, it could be said that each individual will interpret the many aspects of event design differently and that it cannot be defined by one definition or concept. 
One event that could be seen as unsuccessful due to insufficient event design was the White Lady festival that took place in The Mumbles, Swansea in 2017. A headline from an article written by Wales Online (2018) describing the event stated, “Mumbles council is accused of 'squandering' £26,000 taxpayer cash on 'washout' event”. The event was unable to attract attendees, as well as being unable to provide sufficient cover from difficult weather conditions. Judith Twining, former Swansea councillor noted, “the festival was an over-extravagance. They would have been better off having a more low-key event, free for all and with more local bands”. In this instance, the mention of ‘over-extravagance’ could suggest that creativity, innovation and enterprise were all present in the initial ideas of the festival. Therefore, combining all three does not necessarily mean an event will be successful. It is using these concepts correctly and in conjunction with event design that will help create an accomplished event.  One theory discussed by Torkildsen (2011, p.581) discusses that “Research reviewed by Morrison et al. (1999) examines the concept of ‘management deficiencies’ more closely and suggests that it is attitudes and actions that are at fault, rather that technical managerial skills”. The concepts of creativity, innovation and enterprise are seen as the attitude of an individual. Similarly, to this, event design is typically based on the actions of the event manager/managers. Therefore, this could further suggest the importance of these aspects to the event industry and could indicate that they are, in fact, more vital to event success than any technical aspects. 
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