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Abstract 

 

A shifting marketing landscape has fuelled both an explosion and sophistication of live events as a 

marketing approach.  As organisations across the public, private, and third sectors seek platforms to 

engage with stakeholders, live events emerge as an increasingly established approach with 

organisations investing more strategically to achieve varied outcomes.  This keener focus upon return 

on investment, return on objectives, or return on opportunity, intensifies the challenge for those 

individuals, and teams, charged with the creation and management of experiences.  The event creation 

challenge is heightened further by an increasingly competitive marketplace for marketing events and 

also rising and shifting expectations of event attendees and wider stakeholders.   

 

The event practitioners role, as designer and facilitator, is integral in creating these efficacious 

settings where the many and varied actors populating an event can extract value.  Event experiences 

and outcomes are multiple, not singular, and event design must therefore be reflective of the varied 

stakeholders and outcomes sought. These factors combine to indicate that an increasingly strategic 

mind-set, and approach, is required by those individuals and teams charged with the creation 

of marketing oriented events.  Consequently the presentation culminates in a focus upon the notion 

of ‘Strategic Event Creation’ as both an enlightened outlook, and management approach, which is 

more attuned to the context described.  This is articulated through five interwoven aspects: outcome 

obsessed; stakeholder centric; purposeful design; strategic persona; and reflective appraisal.  

 

The presentation draws upon literature, and empirical research, which underpinned the authors PhD 

(by publication) work; and culminates in presenting a challenge to pedagogy.  The research indicates 

an evolution in the event creator role and therein lies a danger of a divide between how universities 

routinely express the challenge of event management (through their programmes, module content, and 

general tone) and the ‘reality’ as practitioners experience it.  Particularly it signals transition from 
the conventional, and in some cases entrenched, operational view.  Strategic Event Creation is 

therefore presented as advancement in how we perceive and articulate the present day challenge of 

event creation.   
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