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The events industry has had to adapt to new, higher consumer expectations due to changes in the wider environment (Sharples, et al, 2014) and Allen, et at (2008) highlights this rapidly growing and dynamic industry stating that “festivals and events as a global phenomenon has evolved and developed in the twenty first century” with some being in a mature stage of development and others being newly born ideas. As a result of the advancing growth in the events industry, it is important to explore the contemporary events of today, and discuss the ties between events and creativity, innovation and enterprise and why event organisers will need to develop these skills to have successful events. The findings and discussion in this essay serve event managers and students to be able to understand the bigger features of the current environment and the developments in this industry. 
Modern-day events face the need to be continuously evolving, with the event organisers having to be creative and innovative with every event in order to entice the customer out of the modern-day technology and entertainment of their own homes (Yeoman, 2013). Hoyle (2002) also identifies the modern societal change where people are “saturated with convenient home entertainment options” which means that events have to offer something “unique, different and designed just for them” to get them to attend. Mallen and Adams (2008) explain that our contemporary society is impacted by a post-industrial change, demanding learning and innovation. They suggest that creative, niche events can be used as design experiments to develop and reflect for growing understanding of the changing society. Yeoman (2013) also found that consumers in this modern world are more eager now to purchase experiences and services rather than tangible goods. This experience economy has had a great effect on events and as guests are expecting more enriching experiences, event organisers cannot simply hire a venue and have the ambience fall in place, guests want to be immersed and feel the event as if it was tangible.
Nelson (2009) states that a person’s behaviour and experience are affected by the environment around them. Brown (cited in Getz, 2012) puts emphasis on the critical factor of designing events, saying that it encompasses the creation, developmental and staging to “capture and engage the audience” for a positive experience. Brown (cited in Getz, 2012) goes on to say that events should be prioritised to be designed before they can go on to be managed because the prior design of the event will significantly affect the atmosphere on the night. Goldblatt (2002) follows this, stating that the final design for the event must satisfy the guests and include all five human senses when creating the environment to have a successful impact on the audience. A local annual event, Ammanford Halloween Monster Mash Parade was adapted and redesigned from being staged in 2016 and 2017. The original event consisted of attendants wearing fancy dress and forming a parade around the town before everyone going into a disco. The redesign of the event in 2017 still had the parade and evening disco, but the event was extended outside the venue as the organisers had food and beverage stalls, flash mobs, outdoor cinema, lights and music and a walk-through interactive Halloween experience within the trees and bushes with props including skeletons, ghosts and mummies waiting to surprise the attendants. This redesign made the event more satisfying and engaging to the guest, with sight, hearing, smell, taste and touch being stimulated by lights, props, music and sound, autumn foods such as pumpkin soup and apple cider tickling the taste buds with the scents waving around the air, and physical touch from interactive props to keep the guest immersed.
When designing an event, creativity is a key factor. Goldblatt (2002) specifies creatively designing an event environment to implement a charismatic atmosphere so that guests will feel the event experience and be affected the way the event designer intends for them to react. Zimmerer and Scarborough (2005) define creativity as the “ability to develop new ideas and to discover new ways of looking at problems and opportunities”. The description of creativity as “new ideas” is also repeated by Bolton and Thompson (2013) and Getz (2012). Goldblatt (2002) states that special events require managers to be able to comfortably move from the left side of the brain to the right side to function efficiently and achieve maximum success. The event manager would need the right side of the brain in order to plan, resource and facilitate the logistics of the event, but the creative left side is very important also, for the manager to design atmospherics and settings that will intrigue the guest. Goldblatt (2002) has further thoughts into creativity and events, arguing that “creativity must be encouraged by event managers because ultimately, the product you will offer is a creative art”. The staging of the City of the Unexpected in Cardiff displayed the creative ideas of having surprise performances around the city that kept people intrigued and bewildered as there was no way for them to know when or where any performances were going to happen. Each performance was staged as a shock factor to the consumers around the area, and the theme of the event was to bring Roald Dahl’s words to life. Instead of having the event in specific venues and advertised for people to attend, the creativity of this event shone as the weekend seemed to be like any other until a cast would come out at the least expected moment, creating remarkable entertainment affecting the audience the way intended, and in keeping with Dahl’s wonderful imagination that has inspired readers young and old. 
Creativity in event design goes in hand with innovation. Innovation is “turning new ideas into new opportunities” (Stokes and Wilson, 2010) and “renewing what you offer” (Tidd and Bessant, 2013). Being innovative when designing an event is important to constantly learn and adapt your event design and keeping up with the changes and expectations in the industry (Getz, 2012). Event managers have the job of using the prime tool of finding new ideas and opportunities (Burns, 2016) and blend with traditions or requirements of the guest to exceed their expectations and leave a lasting effect (Filculescu, 2013). The previous case example of the Ammanford Halloween Monster Mash Parade shows innovation where organisers had new ideas for the event and used them as an opportunity to redesign, exceeding the expectations of the previous year’s attendants whilst being able to attract new consumers with exciting marketing of the unique ideas. Another example of innovation in events is Swansea Christmas parade. Swansea has a tradition of having a Christmas parade to mark the start of the festivities with groups joining Santa forming different parts of the parade, festive market stalls, turning on the Christmas lights and the opening of the Waterfront Winterland. The event in 2016 was criticised for a lacking of Christmas theme as the event was mostly staged in one place with performers that had no relevance with the festive expectation of attendants (Slee, 2017), last year’s event was much better received as organisers renewed the event to a more festive theme with Father Christmas coming around on his sleigh and turning on the Christmas lights. For 2018, there are plans that show innovative characteristics, as the organisers have had new ideas for what they will offer, adapting to the changes in the market the event has taken even more of a Christmas tradition of the parade being a time travelling adventure where onlookers will be led by performers through Christmas past, present and future. Like the Ammanford Halloween Monster Mash and Parade, Swansea Christmas Parade is also expanding the entertainment through the city centre with pre-event activities and adapting as the audience requires, innovation is engaging consumers and attracting old and new consumers every year.
Drucker (2011) states that “innovation is the specific tool of entrepreneurs” and Filculescu (2013) argues that event designers need to use innovative and entrepreneurial skills to create perfect events that exceed expectations. Event designers today are in a competitive field and entrepreneurial qualities can create a new market (Burns, 2016) that will be attracted to their event as entrepreneurs have the behaviours that will spot changes and trends to compete and drive the market (Stokes and Wilson, 2010). Entrepreneurial event designers will have the initiative to accept risks and try new things, learning from the social environment and filling gaps in the market or tweaking ideas to better fit a segment (Hoyle, 2002). Unit Nineteen is a venue used by Urban Foundry with the motive of filling the empty space with new, exciting events that will attract consumers and show uses for the former nightclub to bring the community together. Urban Foundry uses entrepreneurial skills to design events for Unit Nineteen by identifying gaps in the market and desires of the community. Trends and needs are satisfied by engaging with attendants, stakeholders and other businesses in the area, and with an entrepreneurial approach Unit Nineteen can stage a various range of events that fit their target segments well. 
Overall, it could be argued that creativity, innovation and entrepreneurship are critical in the design and delivery of events. Events that are engaging, exceeding expectations and are almost tangible are using creativity, innovation and entrepreneurial skills and creating a connection with an audience that will feel they have had a great experience. This retains current consumers and attracts new. 
[bookmark: _GoBack]To be successful in event design and delivery, organisers must constantly develop and learn about the industry and the consumer, practice creativity, seek inspiration, stay driven to identify opportunities and be adaptable to try new things. This knowledge helps aspiring event managers, designers and students understand the importance of creativity, innovation and entrepreneurship in the industry and that keeping up with the current trends as society is changing will ensure successful events.
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