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Preface

The world of events has changed significantly in recent years. Whether one considers the 

sports events sector, the cultural events sector or the business meetings and conferences sec-

tor, the sheer number of events taking place every year has grown, and the level of profes-

sionalism among practitioners has developed significantly.

Courses in Events Management are now offered in a wide number of universities 

throughout the world. They have proved to be particularly popular in both the  English- 

 speaking world and the  German-  speaking world.

Emerging in business schools, these courses have faced the difficult challenge of 

 blending, on the one hand, the familiar studies of marketing, human resource manage-

ment, finance and strategy with the very distinctive real world of events practitioners. For 

the first time, this text draws together the skills and knowledge of both academics and 

events practitioners, based in North America, the UK, Germany and Austria, as chapters 

on a range of specialist topics.

The editors themselves have between them considerable experience as academics in 

the events management field and in the practice of managing events.

Each of the chapters in this book contains the following elements:

. a statement of learning outcomes;

. a chapter overview;

. case studies;

. a conclusion;

. guided reading;

. recommended websites;

. key words;

. a bibliography.

Chapter 1 provides a guide to the rest of the book.

At the time of writing, all recommended websites were live. However, it may be the 

case that sites become inaccessible. In the event of this happening, readers are asked to 

contact the publisher with details of any problems.

The editors would like to thank all the Pearson Education staff who have been 

involved in the preparation of the book, and to acknowledge the support of their respec-

tive partners, Sue, Jasmina and Karoline. Robert would also like to acknowledge the 

inspiration of his daughter, Leonie.
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ATM Automated teller machine; a  card-  driven cash dispenser
B2B  Business-  to-  business
BBC British Broadcasting Corporation; UK’s public service broadcasting 

organisation
BCCI Board of Control for Cricket in India
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BGB Bürgerliches Gesetzbuch; the German civil code of law, used as a template 

in a  number of other countries
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court)
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CAS Court of Arbitration for Sports
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CBM  Cross-  Border Marathon
CBS Major US commercial broadcasting system; derived from its earlier (full) 
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CIC Convention Industry Council
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ESPN A  US-  based global television network which specialises in sports 

 broadcasting; derived from its full name of Entertainment and Sports 
 Programming Network

EU European Union
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HSBC Hong Kong and Shanghai Banking Corporation
IAAF The International Association of Athletics Federations; the international 
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MBO Management by objectives
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MMS Multimedia messaging service
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NADA Nationale Anti Doping Agentur (Deutschland); National  Anti-  Doping 

Agency (of Germany)
NFC  Near-  feld communication; a wireless communication technology
NFL National Football League; the governing body for American football
NGO  Non-  governmental organisation
NOC National Olympic Committee
NPO  Non-  proft organisation (also termed  not-  for-  proft organisation)
OBE Offcer of the Most Excellent Order of the British Empire (a decoration 

for public service)
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PCO Professional conference organiser
PEST Abbreviation for ‘political, economic, social and technological’
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PLC Product life cycle; in the UK, Public Limited Company, although fre-

quently in lower case as ‘plc’
QR Stands for ‘quick response; a QR code is a  two-  dimensional version of a 

bar code associated with mobile phone technology
RBV  Resource-  based view
RFID  Radio-  frequency identifcation
RFP Request for a proposal
RIOL Abbreviation for ‘requirements, input, output and legacies’
ROE Return on equity
ROI Return on investment
SARS Severe acute respiratory syndrome; often referred to in the media as ‘bird 

fu’
 SE-  EPM Sport Event Environmental Performance Measure
SHNC Summer Hockey National Championships
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SMS Short message service, widely used for texting with mobile phones
SO Sports organisation
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TALC Tourism area life cycle
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Events management – an introduction
John Beech, Coventry University UK

Upon completion of this chapter the reader should be able to:

■ understand how the study of events management has emerged from a number 

of different academic disciplines;

■ identify the more common terms applied to particular events;

■ explain the common characteristics of events;

■ appreciate the wide range of events;

■ understand the structure and rationale of the book.

Learning outcomes

Overview

Chapter 1

This chapter fulfils two purposes. In the first part we begin by exploring the differing 

academic disciplines that the study of events management has emerged from. Next 

we investigate the different shades of meaning in the various terms that are used to 

identify particular types of events. In doing this, we begin to identify the characteris-

tics of those events we would normally count as ‘events’ for the purpose of studying 

events management. This in turn leads us to consider how some of the largest events 

ever do not fit in the pattern normally ascribed to them.

The second part provides an outline of the structure and rationale of the rest of 

the book. In particular, the following sections of the remainder of the book are iden-

tified and briefly introduced:

■ The events management context

■ Business functions applied to events

■ Management issues specific to events

■ Trends in events management
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Introduction

The study of events management in universities – study in the senses of both research and 

teaching – is a relatively new topic. While Leisure has a long history of academic study, its 

origins lay in a sociological approach, and it was only as recently as 1991 that the first taught 

course in Leisure Management in the UK was introduced at Coventry University.

As interest grew, more academics became involved in teaching the modules which 

were generally seen to be the appropriate ones to include in a Leisure Management pro-

gramme. As this was a new degree programme, they came from different backgrounds, typi-

cally including Management, Sociology, (Town and Country) Planning, Human Geography 

and Anthropology. This proved both a help and a hindrance to the new topic – the variety 

of backgrounds provided a richness to the course content, but it also led to a weakness in 

the overall coherence. Over time, graduates from Leisure Management degrees started to 

progress to being lecturers, and the coherence of the topic began to grow.

At the same time, however, demand was growing for more specialised forms of 

Leisure Management, and courses began to appear in Tourism Management and Sports 

Management, and in yet more specialised areas such as Spa Management, Applied Golf 

Management and even Surf Management.

It soon became apparent that, even with seemingly different topics such as Tourism 

Management and Sports Management, there were areas of overlap – students shared 

modules in Sports Tourism and in Events Management. This conceptualisation is shown 

in Figure 1.1.

The emergence of Events Management saw the drawing in of lecturers with a previous 

background in either Tourism Management or Sports Management, together with a third 

stream, whose background was in Arts and Cultural Management, arguably yet another 

 spin-  off from the earlier Leisure Management.

This general pattern of development was repeated in other  English-  speaking countries 

such as Australia and New Zealand. In  German-  speaking countries such as Germany 

and Austria there was a similar evolution of Events Management, except that the two 

key drivers were Sports Management and Cultural Management rather than Sports 

Management and Tourism Management.

In most countries Creative Industries Management, which has obvious connections 

with Events Management, has evolved from Arts/ Cultural Management.

Again this has been both a help and a hindrance. One particular hindrance has been the 

tendency to see Events Management through filters of either Sports Events Management 

or Cultural Events Management. There were also lecturers coming from another 

Figure 1.1 A simple conceptualisation of the evolution of related degree courses

Leisure management

Sports

management
Tourism

management

I

II

Key: I  Sports Tourism

II Events Management
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subdivision of Tourism Management – Business Tourism Management. It is worth noting 

that ATLAS, an international organisation of universities engaged in teaching tourism, 

has special interest groups in Cultural Tourism, Business Tourism and Events. Because 

boundaries remain blurred and can change over time, it is common for individual lectur-

ers to be members of more than one of these groups.

Does this blurring of subjects actually matter to you, the student? The short answer 

is a straightforward ‘No, it doesn’t!’, yet it is important that you recognise the complex 

background from which Events Management has emerged and is continuing to move for-

ward from. It is this complexity which explains why:

■ Courses in Events Management in different universities often have different empha-

ses on the types of event which they focus on.

■ Individual lecturers who teach you may be more drawn towards one type of event 

than another.

■ Case studies tend to be embedded in one area rather than focus on one overall 

generic kind of event, which in any case doesn’t exist.

In briefing authors what kind of case studies they should write in their chapters, we 

suggested they should find cases across the following classifications:

1. Sports events;

2. Cultural events;

3. Business events (including conferences and trade fairs);

4. Other events.

The last of these, other events, might, in theory, cover an enormous and varied range 

of events. The range or scope which Events Management is generally seen to cover is lim-

ited. In the next section we will consider the characteristics of events which are generally 

included in Events Management, and why some other events are not normally included.

The scope of events management

At the simplest level, an event is simply something which happens. An event can thus 

range from a friend dropping round unexpectedly for coffee to a major sporting event 

such as the Summer Olympics, a major cultural event such as the Edinburgh or Salzburg 

Festivals, or a major conference such as the annual Davos Economic Summit or an annual 

political party conference.

In this book we have used the word ‘event’ generically. Language is rich, and a num-

ber of other terms are commonly used. These include:

■ Carnival: a term often used to suggest public participation in creating the 

event. Examples include the Notting Hill Carnival and the Rio Carnival. A carnival 

is a celebratory event centred on public participation.

■ Conference: a term which generally implies that the primary function of the event is 

the exchange of ideas, so commonly found in the academic and political worlds.

■ Convention: very similar to conference, but with more emphasis on informal, rather 

than formal, interaction. Often used for gatherings of fans, as, for example, in Star 

Trek Convention, or of those of a particular sect or faith.

■ Exhibition: an event which signifies a display of artefacts around a common theme, 

and hence related to the notion of a collection of artefacts. A term frequently used 

by museums and art galleries; the exhibition is thus a special event set in an appro-

priate and permanent venue of relevance to the nature of the contents being exhib-

ited. The event celebrates the achievements of the artist or culture which is the focus of 

the event.
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■ Expo: a rather vague term that suggests that the event has a global content. Typically 

the event is built around pavilions representing the participating nations.

■ Fair: often of mediaeval origins, the central theme is the trading of goods, now fre-

quently with overtones of leisure activities. A trade fair carries forward the central 

feature of trading, within the restriction of a particular industry or  sub-  sector, but 

with very little emphasis on leisure  side-  shows.

■ Festival: a term frequently used for an arts or cultural event; often applied to an 

umbrella event incorporating a series of related mini events.

■ Fête (English): a  small-  scale event, typically at village level and usually held in the 

spring or summer, which normally has as its raison d’être  fund-  raising for a nomi-

nated charity.

■ Messe (German): again often of mediaeval origin, a messe is essentially a trade fair. In 

its modern form, it has a permanent fully serviced venue.

■ Show: A very difficult term to pin down! Events which use this term include the 

following: the Chelsea Flower Show, which provides an interface between amateur 

gardeners and the horticultural industry, and a series of prestigious competitions for 

amateur and professional gardeners; Crufts, where dog owners compete for prestig-

ious best-of-breed and best-in-show awards; and the Geneva Motor Show, which 

goes beyond being a conventional trade fair as it showcases new cars to the public as 

well as journalists and other motor manufacturers. While the emphasis of a show is 

ostensibly on displaying, often it is the associated competitions which give the show 

its status among cognoscenti.

The last term, show, in particular demonstrates the difficulty as defining these terms 

in mutually exclusive ways. Rather than attempting to define prescriptive definitions of 

them, each group tends to define itself descriptively, and the event’s choice of term to 

describe itself is what matters. Some events have evolved with either no descriptive term, 

such as the New Orleans Mardi Gras (which is French for Fat Tuesday, an allusion to 

the fact that it celebrates the last day before the restrictions of Lent) or Preston Guild 

(a unique civic celebration held in Preston, Lancashire, once every 20 years, most recently 

in 2012 – see Case 1.1).

By comparing the extreme forms of events, a number of critical differences appear. As 

we will be looking at events which are  large-  scale and which have a commercial dimen-

sion rather than having an in-depth look at your friend’s unexpected arrival for coffee, let 

us set out the crucial characteristics which distinguish the former group. For us, an event 

can be characterised in the following ways:

■ Events need managing

By adopting this parameter we exclude the spontaneous event of a friend calling round, 

but we still include events like a children’s birthday party, or a street party to celebrate 

Queen Elizabeth II’s Diamond Jubilee.

■ Events occur on a scale where lack of management might lead to chaos

At some point, as an event grows in size, the need to manage it – to use the classical defi-

nition of management formulated by Fayol (1916), the processes of planning, leading, 

organising and controlling – becomes essential. Because it is essential, it does not always 

follow that it actually happens, as Case 1.2 shows.

Although the larger events listed in Table 1.1 in Case 1.2 do not lend themselves 

to the tight management practices of a sporting World Cup or an arts festival such as 

the Salzburg festival, they have some management functions embedded in them, spe-

cifically those that surround the need for security and other emergency services to be 
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The expression ‘once every Preston Guild’ used to be widely used to mean very infrequently, as in once 

in a blue moon. It refers to an event which has been held in the northern English city of Preston every 

20 years since 1542 (with a single exception during the Second World War) and irregularly before that 

since at least 1328.

The website for the event notes: ‘Held only once every twenty years, the Guild plays an important role 

in the development of Preston as a thriving and important Lancashire city. The changing times mean that 

each Guild has its own identity but shares a heritage of over 800 years.’ Its origins lie in the time when 

each trade guild held and protected a monopoly on the right to trade. The event thus was in part a trade 

fair, but also in part a celebration. Today’s event has a wider remit, and, because of its infrequency, it 

plays a part in retaining links with the diaspora of erstwhile Preston citizens.

Preston Guild 2012 retained key elements that have characterised previous Guilds, such as the for-

mal proclamations, the holding of a Guild Court, formal processions and church services, and a Mayoral 

Ball. For the first time, in 2012, ceremonies included the admission of Honorary Burgesses to the 

Guilds. Nominations for this title were sought from those who have contributed to life in Preston. Perhaps 

surprisingly in the 21st century, those who are elected will pass their status as a burgess on to their sons 

and daughters.

Throughout the summer of 2012 a series of less formal events took place. These included cultural 

events, such as a Mela (a festival celebrating South East Asian culture) and a Caribbean Festival, and 

more traditional events such as a carnival King and Queen competition and the Annual Whit Fair.  Sports- 

 related events had a prominence in 2012, including an Olympic Torch Relay event, and were related to the 

fact that Preston was the designated UK European City of Sport in 2012. There was also an emphasis on 

encouraging the people of Preston to organise their own community events and street parties, an event 

planning toolkit being available from the organisers of the Guild. Preston citizens could volunteer as 

Guilders, and participate in the four major processions: the Trades Procession, the Churches Procession, 

the Community Procession and the Torchlight Procession.

The organisers were a team called the Guild 2012 Team who operated within Preston City Council.

Sources: various including http:// www.prestonguild2012.com

Case 1.1 ‘Once every Preston Guild’

Discussion questions

1 What challenges does managing an event which takes place on a 20-year fixed cycle pose?

2 What challenges does managing an  800-  year old event pose?

involved. This separation between external management as opposed to internal manage-

ment by the event organiser can be seen at all levels of events management – at football 

matches in the UK, for example, policing is left to volunteer stewards within the stadium 

and the police everywhere else, and First Aid is contracted out to the St John Ambulance 

Brigade, a registered charity.

■ Events operate in a commercial environment requiring a budget

Unless the organiser has an infinitely deep pocket, any kind of event is going to be finan-

cially constrained within a budget. Consider, for example, the case of arranging a wed-

ding and its associated reception. Traditionally, in most societies, this has been within 

the remit of the bride’s parents. They will lay down limits on spending. They will interact 

with external organisations such as caterers and florists, but crucially they will retain 

direct control of the development of the event.

■ Events require the event organiser to engage with the consumers of the event

As, to continue with the same example, weddings have grown in size, in terms of the 

number of guests, and budget, so their complexity has grown, and a new profession has 

emerged – the professional wedding organiser. While the family will agree a budget with 
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Which are the world’s largest events? If we count the number of people participating in an event, Table 1.1 

shows the  all-  time top ten.

the figures in table 1.1 are of course estimates, and subject to a high level of uncertainty. the more 

recent events probably have more accurate estimates since the development of the use of aerial photog-

raphy. a precise  head-  count is made of a measurable area within the photograph, and then this is scaled 

up for the total area.

some readers may find this list surprising. among the characteristics of the events listed are:

● they tend to be religious events and include many funerals.

● ownership of the event lies with a  non-  commercial organisation, and there is an absence of any profit 

imperative.

● they generally have taken place in asia rather europe or north america.

● there is only limited evidence that big events are getting even bigger.

● What we more normally think of as big events, such as the summer olympic games and the fifa 

World Cup, do not feature in the top ten.

one obvious reason that sports mega events do not feature in this list is that their size is attributable 

not to spectators at the event but to the numbers of people who watch the event live on television.

nielsen media (2008) estimated that 4.7 billion viewers (70% of the world’s population) tuned in to 

watch the Beijing summer olympics. this is an increase on the 3.9 billion who watched the 2004 athens 

games, and the 3.6 billion who watched the 2000 sydney games on television. estimates for London 

2012 were that the Beijing viewing figures had been exceeded.

estimating viewing figures is an even more inexact science than estimating the numbers in crowds, 

which with aerial photography can be reasonably accurate. fifa’s claim of a billion viewers for the 

2006 fifa World Cup was challenged as wildly inflated (harris, 2007), and fifa was forced ‘to admit 

yesterday that numbers up to now have been massively exaggerated in some cases, and simply guessed 

in others.’ fifa responded saying that they would only use verifiable data in future and ‘We are going to 

steer clear of estimating, and publish data from audited measurement systems only’.

more recently, sreenivasan (2011) rejected projections of 2 billion viewers for the prince  William–  Kate 

middleton wedding as decidedly unrealistic.

even allowing for exaggerated estimates, it is clear that the world’s largest events are unarguably 

large in comparison with the events we are more likely to experience normally.

Case 1.2 The world’s largest events

Table 1.1 Top ten events by participation

Rank Event Year Country Participants

 1. ardh Kumbh mela 2007 india 70m hindus

 2. = simhastha Kumbh mela 2004 india 30m hindus

 2. = maha Kumbh mela 2013 india 30m hindus

 4. C.n. annadurai funeral 1969 india 15m

 5. mass gatherings of red guards 1966 China 11m

 6. arbaeen anniversary 2009 iraq 9m shiite muslims

 7. sabarimala pilgrimage 2007 india 5m hindus

 8. World Youth day 1995 manila 4m Catholics

 9. ayatollah Khomeini funeral 1989 iran 2m to 9m

10. pope John paul ii funeral 2005 vatican City 2m to 4m

Notes: Ardh Kumbh Mela occurs every six years; Simhastha Kumbh Mela occurs every 12 years; the Sabarimala Pilgrimage occurs annually 

(other sources give much higher numbers of participants). Mela is a Sanskrit word meaning gathering, often of a celebratory nature.

Sources: various, including http:// www.siena.org/  October-  2010/  what-  are-  the-  ten-  largest-  gatherings-of- people-  ever

Discussion questions

3 What vested interests are there in  over-  estimating numbers? are there vested interests in  under- 

 estimating at times?

4 What particular issues are there with estimating viewers globally?
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the wedding organiser, the wedding organiser takes overall control of the day-to-day 

planning and organisation. For this to work, there will need to be continuous liaison and 

consultation between the parents and the wedding organiser.

While the arrangements remain a labour of love for the parents, for the wedding 

organiser they are part and parcel of the mainstream of their business. However, per-

haps more than in most businesses, the organisers need to be sensitive to the needs of 

their customers if they wish to develop and grow their business – a badly organised wed-

ding would destroy their reputation very quickly through bad word-of-mouth adver-

tising. Their business, as is the case with all events, is especially challenging in that they 

have only one opportunity to get their product right. Note that we have moved consider-

ably away from the scenario of a friend dropping in for coffee, where there will be many 

other opportunities to get it right, and in any case there is little chance of getting it badly 

wrong.

The example of wedding organisers is explored in Case 1.3.

▼

the number of marriages in 2010, the most recent year for which records are available, was almost a quar-

ter of a million. for the first time, the number of civil ceremonies topped  two-  thirds of all marriages. the 

peak age range in which people got married was from 25 to 29. the largest percentage increase in num-

bers from 2009 to 2010 was for men aged 45 to 49 and women aged 30 to 34, both rising by 6%.

following the passing of the marriage act 1994, there was a fundamental change in where marriages 

were allowed to take place. until then, they could only take place in churches or in registry offices, the 

local state outlet for civil ceremonies. the act allowed weddings to take place in premises which had 

been given official approval. unsurprisingly, the number of locations which sought and gained approval 

has grown rapidly as weddings offer the venue an additional revenue stream. a searchable index at 

http:// www.weddingvenues.com/ gives an idea of the number and range of approved venues. at the time 

of writing there were 429 in the greater London area alone.

table 1.2 gives some basic annual data on weddings at  five-  year intervals from 1989 for england and 

Wales.

the data in table 1.2 shows a number of trends:

1. the number of weddings each year is tending to decrease slowly but

2. there is a distinct move towards holding weddings in approved premises, and away from Christian 

churches in particular and

3. the number of ceremonies which are religious but  non-  Christian is growing steadily.

Case 1.3 The wedding event market in the UK

Table 1.2 Numbers of weddings in England and Wales

England and Wales Numbers

With civil ceremonies With religious ceremonies

Selected 

years

All 

marriages All

Approved 

premises All

Church of 

England  

and Church 

in Wales

Roman 

Catholic

Other Christian 

denominations Other

2009 232,443 155,950 111,313 76,493 56,236 8,426 8,973 2,858

2004 273,069 184,913 85,154 88,156 62,006 9,850 13,578 2,722

1999 263,515 162,679 37,709 100,836 67,219 12,399 18,690 2,528

1994 291,069 152,113 .. 138,956 90,703 16,429 29,807 2,017

1989 346,697 166,651 .. 180,046 118,956 23,737 35,551 1,802

Source: http:// www.ons.gov.uk/ ons/ rel/ vsob1/ marriages-in- england-  and-  wales-  provisional-/ 2010/  rtd-  area-of- occurrence-  type-of- ceremony- 

 and-  denomination.xls
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While the overall decrease in numbers is not good news for professional wedding organisers, the sec-

ond and third trends present opportunities for them. religious but  non-  Christian ceremonies, which are 

often considerably larger in terms of the number of invited guests, have become the focus of specialist 

wedding organisers (see, as examples, http:// www.redhotcurry.com/ weddings/ wedding_ planner.htm and 

http:// www.occasianz.com/  asian-  wedding-  planning-  coordination).

another specialist market which is being developed is the organisation of weddings abroad (see http:// 

www.confetti.co.uk/ article/ view/  4964-  8185-0-How_ to_ plan_ a_ wedding_ abroad_ Getting_ Married_ Abroad.do 

as a uK example, and http:// www.globalweddings.com.au/ as an australian example). even mainstream 

tour operators like tui thomson and thomas Cook are engaging with this market (see http:// www.thomson.

co.uk/ editorial/ weddings/  weddings-  abroad.html and http:// www.thomascook.com/ holidays/ weddings/).

one further specialist market which is growing has evolved since changes in the law in many countries –  

denmark (1989), the netherlands (2001), Belgium (2003), spain (2005), the uK (2005), norway (2009) 

and sweden (2009), for example – have allowed  same-  sex civil partnerships (ross, gask and Berrington, 

2011). an example of a professional wedding organiser specialising in this segment is the gay Wedding 

organiser (see http:// www.gayweddingorganizer.co.uk/).

reasons why there has been a growth in the number of professional organisers, a profession which 

is a relatively recently founded one, include the general growth in the scale of weddings and the number 

of guests invited, and thus in the amount of money that is spent on each wedding. table 1.3 gives two 

broadly similar sets of estimates of the cost of an average wedding.

Table 1.3 Wedding costs

Item Weddingsday.com WeddingGuideUK.com

insurance £110 £50

the service £520 £200

reception (venue, food and drinks) £4,000 £2,750

evening reception (venue, food and drinks, 

entertainment, decorations)

£3,050 £2,000

flowers £685 £275

the bride’s outfit £1,590 £975

hair and beauty £170 £75

the groom’s outfit £200 £150

attendants’ outfits £575 £500

photography £905 £400

videography £905 £400

transport £480 £300

stationery £465 £300

the wedding cake £370 £200

Wedding rings £630 £350

the bride’s going away outfit £150

stag and hen nights £280

honeymoon and first night hotel £3,400 £1,625

other expenses £205 £300

totaL £18,540 £11,000

Discussion questions

5 What are the advantages and disadvantages to the family of a couple who are planning their wedding 

in engaging a professional wedding organiser?

6 how might a professional wedding organiser expand their business by covering other events?

Case 1.3 (continued )
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■ Events involve external stakeholders beyond the event producer  

and the event visitor

We have already noted in our developing example of the wedding as an event the presence 

of external stakeholders. At an immediate level there are the caterers and the florist. At 

another level there may be a professional wedding organiser, to whom the management 

of the event has, in effect, been subcontracted.

As we move up the scale of events in terms of their size, we see the emergence of more 

external stakeholders. Let us compare our wedding plans with those who organised the 

wedding of Prince William and Kate Middleton. The plans will certainly have included 

caterers and florists. Obviously the police have a vested interest in the organisation of the 

event. The media need to be allowed for, both those from the press and those from broad-

casters. Negotiations will have taken place with both local councils and, for such a sig-

nificant event, the government. Souvenir producers will have been preparing their goods 

for some considerable time before the event, and will be selling them at the event. The 

only stakeholder group that has not yet become involved is sponsors.

While this exploration of the pragmatic limits which determine whether an event falls 

inside or outside a descriptive definition of an event has been  developed around the wed-

ding event, this is a far from typical event, even though it coincides with the generally 

accepted view within the events industry and the world of Events Management academia.

We have advanced a long way from our initial definition of an event as something 

which happens. The main characteristics of the events with which we will concern our-

selves can be summarised as:

■ built around a clear and distinct theme, which has the potential to develop into a 

brand, which has an underpinning rationale associated with it;

■ large enough to be impossible without management (both the process and the people;

■ having a planning phase and an operational phase;

■ having a requirement to make a profit, or at least to break even after all subsidies 

have been accounted for;

■ the participation of spectators, and, in the case of larger events, viewers of broadcasts;

■ happening in a commercial environment involving external stakeholders;

■ requiring proactive interaction between the organiser(s) and other stakeholders.

For the purposes of this book, and to follow the conventional focus in universities 

offering Events Management courses, we will classify events into three main categories:

1. sports events;

2. cultural and arts events;

3. business events, including trade fairs and conferences.

To these must be added a fourth category of miscellaneous events to allow for the 

inclusion of religious ceremonies and political events, for example.

All these events share many common characteristics, especially with respect to the way 

they are organised and managed. These we will now review in setting out the format of 

this book and its underpinning rationale.

The rationale and format of this book

The main part of this book is divided into four sections, which cover a variety of topics 

relevant to the business of events management. The first three are:

1. the events management context;

2. business functions applied to events;

3. management issues specific to the events sector.




