Creativity and innovation in Events

Over the years, as Allen et al, (2011) found, people have used occasions as an opportunity to escape the daily routine, whether it is a onetime event or frequently occurring. Adding to that, Goldblatt (2008), who identified events as ‘special’, suggests that these special events are to celebrate certain moments that happened in time to fulfil needs. Shone and Parry (2010) believe that special events can be traced far back in time, and they covered different types of activities. Therefore, events have turned into an industry, a growing industry that is becoming an important part of people’s lives and the community’s; as Bowdin et al,(2001) states “ it seems at times that special events are everywhere; they have become a growth industry”, (Bowdin et al, 2001, p.15). Reported in the BVEP the event industry is worth over £41 billion, this demonstrates the importance of the event sector to the economy, businessvisitandeventspartnership.com (2017).This essay will look at the important elements which made this industry a successful one.

Watts (1998), highlights the importance of creativity and innovation for the success of an event. Supporting this, Bessant and Tidd (2011) suggest that not being creative or delivering new ideas will end up in someone else taking over. “ Creativity is the generation of new ideas, innovation is the successful exploitation of new ideas”, ( Stokes and Wilson, 2010, p.104). However, Pervaiz and Charles, (2010) say that creativity can be defined in various ways, not just coming up with new ideas, but combining existing ideas and new ones to produce different outcomes. For example, at The Geberit Annual Celebration that took place this year 2018, in order to show their clients that they remain the top innovators in their field and keep their attendees surprised and delighted, they came up with new ideas for the event as well as using existing ones such as showcasing their products and using activities during the event. They gave an industrial space a makeover and added creativeness to make this event a success, Wonderland.com (2018).

Bessant and Tidd (2011), agreed that innovation is considered to be one of success’s most important characteristics. Innovation and creativity go hand in hand; as Bridge et al (2003) says, “ creativity is having the idea, and innovation is its application “ (Bridge, et al, 2003 p.56). He continues to explain that creativity itself does not make change, it has to be put into action. Tidd et al, (2001) defines innovation as “ a core process concerned with renewing what the organisation offers ( products and /or services) and the ways in which it generates and delivers these” (Tidd, et al, 2001, p.19). So one of innovation’s focus is the way creativity is delivered. Drucker (2011) emphasises on the great significance of hard work that innovation requires in performing and organising; however, these efforts do not guarantee success and hold a probability of failure. In the Independent (2017), it was reported that the ‘Fyre Festival’ turned into a failed event. Delivering the idea of this luxurious event was not a success; they came up with the new idea of having a luxury festival in the Bahamas with ticket prices ranging from $4000 - $12000 ( £3096 - £ 9288). Major artists that where expected to perform in this event pulled out; the site was undeveloped; little food and water and there was no space to build tents or the green rooms that were supposed to be built. The organisation came up with an idea but did not deliver it. This shows that despite having the creative idea and trying to innovate it, failure was its fate. It can be argued that there was a mistake on the company’s side for not putting more effort in innovation as Drucker (2011) suggests “A company therefore should have under way at least three times the innovative efforts “, (Drucker, 2011, p.141). Supporting Druckers view, Carlsen et al, (2010) stresses on how vital it is to embrace innovation in order to avoid failure.    

Getz (2007) mentioned Brown and James (2004), stating that design is an important element for the success of an event. Getz (2007) then noted that in Steve Browns view, event design is defined as “the creation, conceptual development and design of an event to maximise the positive and meaningful impact for the event’s audience and/or participants ” ( Getz, 2007,p 208). Berridge sees design as “the form of something, and the way it is arranged” ( Berridge, 2007, p 83). Berridge continues to explain design as “the deliberate ordering of components where specific elements within a setting are presented with specific reasons behind them” ( Berridge, 2007, p 83). This can be seen in The Man Engine event, where the Cornish Mining World Heritage site looked for a big idea to celebrate their tenth anniversary in 2016. They designed and built a Man Engine, the largest mechanical puppet built in Britain, which was designed to look like a mine worker and was constructed of machinery that was used in mines, a creation of creativity. The event and design was a success. Over 10 days, 149,400 people attended, generating an estimate of £2.97 . The success of the event led to it taking place again in 2017 and they are now plotting a Eur4opean Industrial Heritage tour for 2020, (themanengine.co.uk, 2016). So as Berridge explained, the elements used in The Man Engine design was to show and present the mine workers.

Ian Edwards, Chief Executive of Celtic Manor Resort suggests that “Events will be more experiential “, reported in the eventbrite, 2017. Ian continues to explain that the trend for 2017 was moving towards experientially led events. Torkildsen (2005) had a similar view when he said “what people experience is more important than, for example, product and place or event price. Marketing gurus remind us that people want to buy dreams” ( Torkildsen, 2005, p.109). Getz (2007) explains that experiences cannot be designed, however, themes, layouts, decor, staging and entertainment can be designed to create an experience. For example, the German Bierfest event, that took place in April 2018 in Swansea. This event brought a taste of the German culture. There were wooden huts that sold a variety of authentic German products and in the garden attendees enjoyed three selections of handmade German beer. The waiters where dressed in Lederhosen and Dirndl; there was a German DJ in the evenings playing German music and traditional benches near the dance floor for people to sit and enjoy ‘steins’ and a ‘Schnitzel’. As can be seen in this event, the theme, staging and entertainment were designed to create a German experience, (enjoyswanseabay.com, 2018).This event started back in back in 2003, with 150 guests gathered and 16 selections of German beer. This simple idea was used to create a festival. Here, innovation can be seen when the team decided to move to bigger locations and add more activities other than just drinking beer, which resulted in a growth in the number of attendees. The German Bierfest works with the cities top festivals and entertainment venues and in August 2018, German Bierfest celebrated its 15th anniversary, (germanbierfest.com ,2018). This demonstrates how entrepreneurial this company is, by growing their idea and adding creativity and innovation year after year, as Arshi and Burns (2018) confirm that entrepreneurship comes before innovation and believed that the role of entrepreneurship is to promote innovation. 

Nevertheless, Beard and Russ( 2017) note that the event industry focuses on the challenges of evaluating, designing and delivering experiences. How to deliver the event experience is of great importance, it is the make or break of an event. And as mentioned earlier, people are seeking and paying for experience. Beard and Russ (2017) have also cited Berridge (2012) saying “ The more insight the events industry can gain about the consumption of experience, the more the design of event experience can develop as a predictive skill” (Beard and Russ, 2017, p.365). It is essential to know what people want from their experience in order to create and deliver it. They continue to say that the event experience should have a special factor, the ‘wow’ factor that will give the attendee a one off memorable experience. Going back to the Geberit annual celebration, the company dazzled their guests and customers with the creative design and décor; the event was a break from the usual way the company displayed its products. They came up with different ideas the industry is unaccustomed to. “Highlights, included state of the art projection, a giant pipe inspired ice sculpture, lab bar, mist tunnels, edible mist orbs and UV water drummers!”, (wonderland.com, 2018). 

Therefore, to conclude, as it can be seen, the event industry is an important industry that affects the economy and people’s lives. It was argued that creativity and innovation are the keys to the success of an event and without innovation, creativity will remain an idea, whether it is a new one or an existing one. And in order for the continuation of these events, an entrepreneurial approach should be considered. It was also discussed that people look for experiences, ones that give them a feeling they will always remember. Innovaters need to find out what is expected from the experience they are aiming to create and design, and make sure they include it. When thinking of events, looking for the perfect idea and making it happen needs hard work and a lot of effort in order to deliver a successful event. 
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