Creativity and Innovation in Events
The event industry is a growth industry that emerged due to the rapid rise in the popularity of events. One example of this rise in popularity can be seen in the ticket sales for large events such as Glastonbury Festival, which this year saw all its 135,000 tickets for the 2019 festival sell out completely in just half an hour (Guardian 2018), thus indicating how popular certain events have become. 
In the UK alone, according to BVEP (2014), the event industry is worth £39.1 Billion and contains events that come in various forms and sizes such as conferences, exhibitions, trade fairs and charity events. Bowdin (2011) states that there are some events that are classed as ‘special events’, which may involve performances, presentations or special rituals which can be seen in events such as music festivals, concerts and other outdoor events such as major sporting games. Bowdin also states that there are definitions for events that have a varying scale of impact, media interest and size. Ranging from the highest to the lowest in this scale, these are defined as mega events, hallmark events, major events and finally local or community events.
There is a need for these events to be innovative and creative if they want to be successful and stand out from the crowd in such a rapidly growing market and this paper aims to define and discuss the concepts of creativity, innovation and enterprise when applied to the success of events and their design. Firstly, however when looking at the event industry under the creative and innovative umbrellas it is helpful to give an outline of how the industry is continually changing and adapting to fit in with the current trends.
The industry has had to innovatively adapt itself over time to meet the needs of the markets they serve; one example of this can be seen in the sustainability of the festival industry, where organisations have had to address their impact on the land they operate on by regulating the number of events held there. Such is the case for Glastonbury Festival who sacrifice opening the event roughly once every five years to allow the land to recover. This is also showing support for the growth of a new type of event, the green event. Bladen et al (2012) describes these as immerging, because of the growing acceptance that there is a likelihood of catastrophic climate change if something isn’t done to rectify it soon. This responsibility is easily cast over such large events as they have shown to leave behind a substantial carbon footprint. 
Research into the fields of creativity, innovation and enterprise has been undertaken to offer a respected view on the subject topics. A literal definition of enterprise from the Cambridge Dictionary (2018) offers some clarity in the concept, which is described as the creation of a business or an important plan that aims to earn money.  However, Lowe et al (2012) suggest that individual enterprise is almost always linked to creativity and innovation when a determination to succeed is present, but that the immediate thought is to relate the word enterprise with large, national or international sized businesses. Similarly, Barringer (2008) defines an enterprise as the result of entrepreneurial behaviour, the essence of which is to identify opportunities and put useful ideas into practice, which he states is a process taken by either an individual or a group that require creativity and a willing to take risks. It is through this latter definition that a relation to events can be seen, not in the design of an event but in the idea and creation of the event initially.  
To define creativity, a view is taken by Chatterjee et al (2013) which is that creativity is an essential part of human culture. It is something that can be seen most clearly under two umbrellas, the first being depicted by the way creativity underlines so many forms of arts, such as music, dance, photography and painting. The second being under the umbrella of science, more specifically areas such as chemistry, biology, mathematics and physics. It is through these two different umbrellas that creativity can produce either small acts of more personal novelty through the arts or a more superior application through sciences that can transform the way people live, think and believe. Through this description it can be seen just how widely the term creativity can be applied in various areas of either profession or personal activities. 
It is through the former umbrella of the arts that creativity is being used in event design. One good example of this is the London 2012 Olympics opening ceremony which displayed the art of creativity by creating and displaying dramatic scenes of history played out through music, dancing and acting. Along with this the event involved huge amounts of artistic creativity to produce such a grand set design, followed by meticulous innovation to put those creative ideas into practice (The Guardian 2012). This whole process demonstrates the link between taking creative ideas, no matter how elaborate, and being innovative enough to put those ideas into practice. Showing that creativity and innovation are two similar process’ taken either by an individual or a team of people to create new ideas followed by innovative ways to successfully implement those creative ideas.
A view on innovation, offered by Green (2007), is in the practice of taking something that has already been created and implemented, such as an artist’s original piece of work, a painting for example, that is then followed by another artist who may use the same style or technique found in that original painting to create their own piece. Meaning that the original example is then considered an innovative piece of art. This example of innovation, although based on a piece of art, can also be applied to the reinvention or introduction of a new idea to an event, in an attempt to keep up with the current market and trends.
The experience had at an event has now become a hugely important factor that event organisers must take in to consideration, this is due to the rising of a new market called the experience economy. Bladen et al (2012) uses the example of large events, such as festivals or concerts, that may receive extensive media coverage that show the events live performances on T.V, yet still people show that they seek more than just viewing a stage performance at home, they want to experience the feeling of being there in person. 
Research taken by Barclays on Britain’s credit and debit card transactions has shown this to be a new trend in society, a trend that shows an increase in people spending their money on experiences such as eating out in restaurants, which is up by sixteen percent, or going out in pubs and clubs, which is up by twenty percent (The Guardian 2017). 
People also then want to share these experiences with all their friends and family, which has become more and more achievable through the advances in photography and video recording technology on mobile phones along with the introduction of social media. Events are now more aware of this and therefore have had to become creative in how they display and offer their event experience. This is in the aid of meeting their consumers ever growing expectations and shows that there is a need for creativity, diversity and enterprise in the event industry.
Bladen et al (2012) entertains the idea that to be successful in the event industry requires one to be more than just an event manager. It has become apparent that the event industry is no longer able to be successful just through good event managing and simply providing staging, entertainment, catering, sound and lighting etc, hoping that putting all these elements together will result in a good experience. Event managers are now having to recognise that event design is just as important as the physical necessities. 
More thought is being given to the image or memory of the event left not only in the attendee’s memories but also on their phones or social media accounts. This has resulted in the evolution of events such as Boomtown festival, which the Independent (2014) writes prides itself on its immersive entertainment and interactive performances from actors, who’s aim is to help immerse the festival goer into an otherworldly experience, ensuring that the event is able to keep offering that wow factor. This event then takes their immersive experience one step further by attempting to keep their consumers engaged with the event all year long by marketing the festival as a continual story that gets shared on social media bit by bit throughout the year, then played out when the event arrives. This unique idea directly feeds the growing market that demands an experience from an event.    
Johansson et al (2011) offer a different perspective, which is that if festivals or events do not re-invent them-selves they risk entering the ‘innovation paradox’. Which is to repeat what may have once been an innovative idea but over time loses its creative and innovative appeal. Thus, indicating that Boomtown festival has shown itself to avoid the innovation paradox by continuing to offer something new and unique.   
To conclude, research in to the concepts and definitions of creativity, innovation and enterprise has been undertaken which offers various authors respected opinions whilst also clarifying the cross over that is apparent between each of the subject topics. It is evident that the event industry is continually changing and with the advancements in technology along with the introduction of social media, people are now able to share an event or an experience easily, which has seen the development of an experience economy. This development has shown that event managers are now having to recognise the importance of creative event design and the need for important relationships between creation, innovation and enterprise in the event industry. 
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