LECTURE NOTES

Event Management
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Unit 1: Introduction and Scope of Events

1.1 What is an Event?

An event is a planned public or social occasion that brings people together for a specific purpose —
celebration, commemoration, promotion, education, competition, or exchange of ideas. Every event has
a defined start and end time, a purpose, an audience, and a setting.

1.2 Meaning and Definition of Event Management

Event management is the application of project management principles to the creation and development
of festivals, conferences, ceremonies, weddings, formal parties, concerts, and conventions. It involves
studying the brand, identifying the target audience, devising the event concept, planning logistics, and
coordinating technical aspects before actually launching the event.

1.3 Evolution of Events and Event Management
« Events have existed since ancient civilisations — religious festivals, royal ceremonies, Olympic
games, fairs and melas.

« Modern event management emerged as a distinct profession in the mid-to-late 20th century with
the growth of corporate marketing, tourism, and mass media.

« Globalisation, television broadcasting, and later digital/social media transformed events into large,
professionally managed industries.

1.4 Scope of Events
The scope of the event industry is extremely wide and cuts across sectors:

« Corporate events — product launches, conferences, seminars, AGMs, dealer meets, incentive tours

« Social and personal events — weddings, birthdays, anniversaries, family functions

 Cultural and entertainment events — concerts, film festivals, art exhibitions, fashion shows

 Sports events — tournaments, marathons, Olympics, IPL-type leagues

« MICE - Meetings, Incentives, Conferences and Exhibitions

« Government and public events — national celebrations, political rallies, public awareness
campaigns

* Religious and community events — festivals, pilgrimages, community gatherings

1.5 Importance / Significance of Events
» Generates direct and indirect employment (venues, catering, décor, logistics, artists, security)
« Promotes tourism and boosts local economies (destination events, MICE tourism)
 Provides a platform for brand building, marketing communication, and public relations
« Strengthens social bonds and cultural identity
« Encourages ancillary industries — hospitality, transport, printing, media

1.6 Key Stakeholders in an Event

 Client / host organisation
+ Event management company / organiser



 Vendors and suppliers (catering, décor, AV, security)

» Sponsors

« Venue owners

» Audience / attendees

» Government and regulatory authorities (licensing, permissions, safety)

Note: Focus on being able to define 'event' and ‘event management' in your own words, and list the
sectors that fall within the scope of the industry — these are common short-answer exam questions.



Unit 2: Types of Events

Events can be classified using several overlapping criteria — purpose, size, audience, and content.

2.1 Classification by Purpose

(a) Corporate Events
 Product launches, press conferences, annual general meetings
+ Conferences, seminars, workshops, training programmes
 Dealer/distributor meets, employee engagement events, team-building activities

(b) Social / Personal / Life-cycle Events
» Weddings and engagement ceremonies
 Birthday parties, anniversaries, baby showers
« Family reunions and religious rites of passage

(c) Cultural and Entertainment Events
» Music concerts, dance performances, theatre
« Film festivals, art exhibitions, literary festivals
 Fashion shows and award ceremonies

(d) Sporting Events
» Domestic and international tournaments
« Marathons, cycling events, adventure sports meets
« Mega events such as the Olympics, Commonwealth Games, IPL

(e) MICE Events
» Meetings — business meetings, board meetings
* Incentives — reward trips organised by companies for employees/dealers
» Conferences — large gatherings for knowledge exchange
« Exhibitions — trade fairs, expos, business-to-business showcases

(f) Fundraising and Cause-related Events
 Charity galas, telethons, benefit concerts
» Awareness walks/runs for social causes

(9) Religious and Community Events
* Festivals such as Diwali melas, Christmas fairs, Eid celebrations
« Community fairs and local gatherings

2.2 Classification by Size and Scale
« Mega events — international scale, high media coverage (e.g., Olympics, World Cup)
« Major/hallmark events — large regional/national significance (e.g., Kumbh Mela)
« Minor/local events — community-level, limited audience



2.3 Classification by Audience
» Public events — open to general public (fairs, festivals)
* Private events — by invitation only (weddings, corporate parties)

Note: Exam tip: be ready to classify a given real-world example (e.g., ‘a company's annual sales
conference') into the correct category with justification.



Unit 3: Characteristics of Events

Events, as a service product, share certain distinguishing characteristics that make their planning and
management unique compared to manufactured goods.

3.1 Unigueness

No two events are ever exactly identical, even if repeated annually — the audience, mood, and
circumstances differ each time. This uniqueness makes standardisation difficult.

3.2 Intangibility

An event is primarily an experience rather than a physical product. Attendees cannot 'try before they
buy'; success is judged through perceptions, memories, and emotions.

3.3 Perishability

An event cannot be stored or resold once it is over. Unsold tickets or unused seating capacity represent a
permanent loss of potential revenue.

3.4 Fixed Timescale

Every event operates within a rigid, non-negotiable timeframe. Unlike many products/services,
deadlines in events cannot be extended — the show must go on at the scheduled time.

3.5 Personal Contact / Interactivity

Events involve direct interaction between organisers, performers/speakers, and the audience, creating a
shared, participative experience.

3.6 Ambience and Setting

The physical environment — venue décor, lighting, sound, seating — significantly shapes the overall
experience and must be carefully designed to match the event's theme and purpose.

3.7 Ritual and Symbolism

Many events (weddings, inaugurations, award ceremonies) follow set rituals, protocols, and symbolic
acts that give them meaning and structure.

3.8 Labour Intensity

Events require substantial manpower — planners, vendors, technicians, volunteers, security — making
people management central to successful delivery.

3.9 Extensive Advance Planning

Because of the fixed date and high visibility, events demand detailed planning, contingency
management, and rehearsal well in advance of the actual day.

3.10 High Risk and Uncertainty

Weather, technical failures, vendor delays, and crowd behaviour introduce risk; hence risk assessment
and contingency planning are integral characteristics of event management.



Unit 4: Growth of Event Industry in India

4.1 Historical Background

India has a long tradition of large-scale gatherings — religious fairs (melas), royal durbars, and
community festivals — but the event industry as an organised, professional sector developed mainly
from the 1980s-1990s onward.

4.2 Post-Liberalisation Growth (1991 onward)

Economic liberalisation opened India to multinational companies, which brought international
marketing and event practices

Rising corporate advertising and promotional budgets fuelled demand for professionally organised
launches, roadshows, and conferences

Growth of satellite television and later digital media amplified the reach and visibility of events

4.3 Key Growth Drivers

Rising disposable incomes and a growing middle class fuelling the wedding and celebration
industry

Rapid urbanisation and expansion of metro and Tier-2/3 city markets

Growth of the MICE and business-tourism segment, supported by improved infrastructure
(convention centres, airports, hotels)

Government promotion of tourism and 'Incredible India’ branding, including support for destination
weddings and cultural festivals

Increased corporate spending on employee engagement, brand activation, and experiential
marketing

Growth of celebrity culture, sports leagues (e.g., IPL), and music festivals
Digitalisation — online ticketing, event-tech platforms, hybrid and virtual events

4.4 Industry Structure Today

A mix of large national/international event management companies and a very large number of
small and medium enterprises

Professional bodies and associations (e.g., Event and Entertainment Management Association)
working toward standardisation and recognition

Growing specialisation — wedding planners, corporate event agencies, exhibition organisers,
sports event companies

4.5 Challenges Facing the Industry

Lack of formal regulation, uniform licensing, and standard costing practices
Seasonality and dependence on economic cycles/corporate budgets
High dependence on unorganised, contractual labour

Need for skilled, trained event professionals — a gap that education/training courses (like this one)
aim to fill

Risk, safety, and crowd-management concerns at large public events



Note: Write a short essay tracing the growth of the Indian event industry pre- and post-1991, with
growth drivers and current challenges.



Unit 5: Entrepreneurial Competencies for Event Management

5.1 Who is an Entrepreneur?

An entrepreneur is a person who identifies an opportunity, mobilises resources, and takes on financial
risk to create and run a new business venture. In the event industry, entrepreneurs range from
independent freelance planners to owners of full-scale event management companies.

5.2 Meaning of Entrepreneurial Competencies

Entrepreneurial competencies are the underlying characteristics — knowledge, skills, attitudes, and traits
— that enable a person to perform entrepreneurial tasks effectively and successfully start/run a venture.

5.3 Key Competencies Required for an Event Entrepreneur

+ Creativity and innovation — conceptualising unique event themes and experiences

» Opportunity recognition — spotting unmet needs in the market

» Risk-taking ability — accepting calculated financial and reputational risk

« Initiative and proactivity — taking the first step without waiting to be told

» Networking and relationship-building — with vendors, venues, clients, sponsors

» Negotiation skills — securing favourable terms with suppliers and clients
 Financial and commercial acumen — budgeting, pricing, cost control

 Planning and organising ability — managing multiple moving parts under deadline pressure
 Leadership and team management — coordinating diverse teams and vendors

» Problem-solving and adaptability — handling last-minute changes and crises calmly
« Persistence and self-confidence — staying resilient through setbacks

 Persuasion and communication — pitching ideas to clients and sponsors

5.4 McClelland's Competency Model (Reference Framework)

David McClelland's research identified a set of achievement-oriented competencies common among
successful entrepreneurs — including opportunity seeking, persistence, commitment, demand for quality
and efficiency, risk-taking, goal-setting, information-seeking, systematic planning, persuasion, and self-
confidence. This model is widely used as a reference framework for entrepreneurship training
programmes, including in the event sector.

5.5 Developing Entrepreneurial Competencies

« Formal training and certification courses (such as this one)

« Internships and hands-on experience/apprenticeship with established event companies
« Mentorship from experienced entrepreneurs

 Continuous learning about industry trends, technology, and consumer behaviour

Note: A common exam question lists McClelland's competencies and asks students to relate each to a
real event-management scenario.



Unit 6: Event Manager as a Professional Leader

6.1 Role of the Event Manager

The event manager acts as the central coordinating authority who converts a client's concept into a fully
executed event — combining the roles of planner, project manager, negotiator, and on-ground leader.

6.2 Key Responsibilities

» Understanding client requirements and translating them into an event concept and brief
* Preparing budgets, timelines, and detailed run-sheets

« Selecting and coordinating vendors (venue, catering, décor, AV, security, artists)

+ Leading the on-site team during setup, execution, and breakdown

« Managing risk, safety, and contingency plans

 Post-event evaluation and reporting

6.3 Leadership Qualities Required
 Vision — ability to see the 'big picture' and communicate the event concept clearly
+ Decisiveness — making quick, sound decisions under time pressure
« Emotional intelligence — staying calm and managing stress in high-pressure situations
» Delegation — empowering team members and vendors with clear responsibilities
« Accountability — taking ownership of outcomes, good or bad
* Integrity and professionalism — maintaining ethical standards with clients and vendors

6.4 Leadership Styles Relevant to Events

 Autocratic/directive style — useful during high-pressure, time-critical execution phases
« Democratic/participative style — useful during creative concept and planning phases
« Situational leadership — adapting style to the specific phase of the event lifecycle and team maturity

6.5 Team and Crisis Management

 Building cross-functional teams (creative, operations, logistics, hospitality)

» Conducting rehearsals and briefings to align the team

 Preparing contingency plans for technical failure, weather, security, or medical emergencies
« Making rapid, composed decisions during a crisis while keeping the team and client informed

Note: Questions in this unit often ask you to link a specific leadership quality/style to a described event-
day scenario.



Unit 7: Communication Skills and Methods

7.1 Importance of Communication in Event Management

Because events involve numerous stakeholders working under tight deadlines, clear and timely
communication is critical to avoid misunderstandings, delays, and execution failures.

7.2 Types of Communication

(a) Verbal Communication
» Face-to-face briefings and meetings
» Telephone and video calls with clients/vendors

(b) Non-verbal Communication
» Body language, tone of voice, and appearance during client meetings
 Visual cues on-site (signage, gestures during live coordination)

(c) Written Communication
» Proposals, contracts, and event briefs
* Run-sheets, checklists, and vendor purchase orders
« Emails and official correspondence

(d) Digital / Electronic Communication
 Project management and collaboration tools (shared sheets, messaging apps)
 Social media and websites for promotion and audience communication
» Walkie-talkies/intercoms for real-time, on-ground coordination during execution

7.3 Internal vs External Communication

« Internal — among the event team, vendors, and volunteers to coordinate execution
« External — with clients, sponsors, media, and the audience for branding and promotion

7.4 Communication Methods with Key Stakeholders

« Client — regular status meetings, written proposals, and approvals

Vendors — purchase orders, briefing sessions, and site visits

« Media — press releases, press conferences, media Kits

« Audience — invitations, event websites, social media promotion, on-site signage/announcements

7.5 Barriers to Effective Communication

 Noise and distraction on a busy event site
 Language and cultural differences among stakeholders
« Information overload close to the event date
 Unclear briefs or last-minute changes

7.6 Skills for Effective Communication
 Active listening



+ Clarity and conciseness in instructions
+ Assertiveness balanced with diplomacy
» Feedback-seeking to confirm understanding

Note: Revise the standard ‘communication process' model (sender—message—channel-receiver—
feedback—noise) and be able to apply it to an event scenario.



Unit 8: Building Portfolios

8.1 What is a Professional Portfolio?

A portfolio is a curated collection of an event professional's or company's past work, credentials, and
capabilities, used to demonstrate expertise and win new business.

8.2 Purpose of a Portfolio
+ Builds credibility and trust with prospective clients
» Showcases range, creativity, and scale of past work
« Differentiates the planner/company from competitors
 Supports pitches, proposals, and tenders

8.3 Key Components of an Event Portfolio
« Profile/introduction — background, mission, and areas of specialisation
« Portfolio of past events — photographs, videos, and case studies of executed events
« Client list and testimonials — names of past clients and quotes/reviews
« Awards and recognitions, if any
« Team and partner/vendor network overview
 Services offered — clear listing of event categories handled (weddings, corporate, exhibitions, etc.)
 Contact information and social media/website links

8.4 Formats of a Portfolio
* Print portfolio — professionally designed booklet/brochure for in-person pitches
« Digital portfolio — PDF, website, or online gallery for easy sharing
 Social media portfolio — Instagram/Facebook/LinkedIn pages showcasing ongoing work
 Video showreel — short highlight video summarising major past events

8.5 Best Practices in Building a Portfolio

 Use high-quality, professionally shot photographs and videos
« Keep it updated with recent, relevant work
« Tailor the portfolio to the type of client being pitched (e.g., corporate vs wedding client)

* Include measurable outcomes where possible (attendance numbers, media coverage, client
satisfaction)

« Keep design consistent with personal/company branding

Note: This unit is often tested through practical/application-based questions — e.g., 'list the components
you would include in a portfolio for a wedding-planning start-up.'



Unit 9: Business Opportunity Search

9.1 Meaning of Business Opportunity

A business opportunity is a favourable set of circumstances that creates a need for a new product,
service, or business, and that can be converted into a profitable venture.

9.2 The Opportunity Search Process

Environmental scanning — observing social, economic, technological, and cultural trends
Idea generation — brainstorming based on personal interests, skills, and market gaps

Market research — primary (surveys, interviews) and secondary (industry reports, competitor
analysis) research

Opportunity screening and evaluation — assessing feasibility against criteria such as market size,
competition, and resource requirements

Idea refinement into a concrete business concept

9.3 Sources of Business Opportunities in the Event Industry

Emerging trends — destination weddings, hybrid/virtual events, sustainable/eco-events, experiential
marketing

Underserved niches — budget weddings, corporate small-meetings segment, Tier-2/3 city markets
Networking and industry associations

Government schemes and tourism promotion initiatives

Technology-driven opportunities — event-tech platforms, online ticketing, event apps

9.4 SWOT Analysis for Opportunity Evaluation

Strengths — internal capabilities such as creative skill, vendor network, prior experience
Weaknesses — internal limitations such as lack of capital or brand recognition

Opportunities — external favourable factors such as growing demand or new market segments
Threats — external risks such as competition, regulation, or economic downturn

9.5 Criteria for Selecting a Viable Opportunity

Market demand and growth potential

Fit with the entrepreneur's skills, interests, and resources
Level of competition and entry barriers

Capital and resource requirements

Legal, regulatory, and location feasibility

Note: Practice applying SWOT analysis to a hypothetical event business idea, as this is a common
application-based exam question.



Unit 10: Business Plan Preparation

10.1 Meaning and Purpose of a Business Plan

A Dbusiness plan is a formal written document that describes a company's objectives, strategies, target
market, and financial forecasts. For an event management venture, it acts as a roadmap for the business
and a tool to raise funding or attract partners.

10.2 Key Components of a Business Plan

» Executive summary — a concise overview of the whole plan

« Company/business description — mission, vision, and legal structure

» Market analysis — target audience, industry trends, and competitor analysis

 Services offered — categories of events to be handled and unique selling proposition (USP)

» Marketing and sales strategy — branding, pricing, promotion, and client acquisition plan

» Operational plan — workflow, vendor network, staffing, and equipment/resources

 Organisational and management structure — roles and responsibilities of the founding team

 Financial plan — start-up costs, projected income statement, cash-flow forecast, and break-even
analysis

 Risk analysis and contingency plan

» Appendices — resumes, licences, letters of intent, sample portfolios

10.3 Steps in Preparing a Business Plan

« Conduct market research and opportunity evaluation (linking back to Unit 9)
« Define the vision, mission, and objectives of the venture

 Estimate start-up costs and funding requirements

« Draft financial projections for at least 1-3 years

» Review and refine the plan with mentors, advisors, or potential investors

10.4 Importance of a Business Plan
 Provides clarity and direction for the founder(s)
« Essential for approaching banks, investors, or applying for start-up schemes/loans
 Helps anticipate risks and prepare contingency measures
 Serves as a benchmark to measure actual performance against projections

Note: Be prepared to outline the structure of a business plan for a specific event-business idea (e.g., a
corporate event agency or a wedding-planning firm).



Unit 11: Managing an Event Management Company

11.1 Organisational Structure

Event companies are typically organised around functional departments, even in small firms where one
person may wear multiple hats:

+ Client servicing/business development

 Creative and concept design

» Operations and logistics

» Finance and accounts

» Human resources and vendor coordination

» Marketing and public relations

11.2 Human Resource Management
« Recruitment of core, permanent staff versus hiring freelancers/temporary staff for specific events
 Training on client handling, safety, and technical skills
» Performance evaluation after each event
« Motivation and retention of a largely project-based workforce

11.3 Vendor and Supplier Management

 Building a reliable network of vendors (catering, décor, AV, security, transport)
» Negotiating contracts, rates, and service-level agreements
« Monitoring vendor performance and maintaining backup vendors for contingencies

11.4 Client Relationship Management

« Understanding and documenting client requirements clearly (event brief)
» Regular progress updates and approvals at each planning stage
 Post-event feedback collection to strengthen future relationships and referrals

11.5 Legal and Regulatory Aspects

 Business registration and licensing (shop & establishment, GST registration, etc.)

« Event-specific permissions — police/local authority permission, fire safety clearance, noise
regulations

« Contracts with clients and vendors covering scope, payment terms, and cancellation clauses
« Insurance — public liability insurance, event cancellation insurance
« Copyright and licensing for music/performances where applicable

11.6 Quality Control and Standard Operating Procedures
« Developing checklists and standard operating procedures (SOPs) for repeat processes
« Conducting rehearsals/dry runs before major events
» Post-event debriefs to capture lessons learnt and improve future execution



Unit 12: Financial Management

12.1 Importance of Financial Management in Events

Sound financial management ensures that an event is delivered within budget while generating a
reasonable margin for the organiser, and is critical given the fixed, non-negotiable deadline and largely
fixed-cost nature of events.

12.2 Event Budgeting

« Estimating all expected costs — venue, catering, décor, AV/technical, artists, staffing, marketing,
contingency

+ Estimating all expected revenues — sponsorship, ticket sales, client fee, exhibitor fees
+ Building in a contingency reserve (commonly 10-15% of the budget) for unforeseen costs

12.3 Costing and Pricing
 Fixed costs — costs that do not vary with attendance (e.g., venue rental, core staff)
» Variable costs — costs that vary with the number of attendees (e.g., catering per head)
» Cost-plus pricing — adding a profit margin over the total estimated cost
« Competitive/market-based pricing — setting fees based on prevailing industry rates

12.4 Revenue Streams for an Event Business

+ Client/management fee for planning and execution services
« Commission or mark-up on vendor services
 Sponsorship revenue

 Ticket/registration sales

 Exhibitor/stall fees (for exhibitions and trade shows)

« Merchandising and ancillary sales

12.5 Break-Even Analysis

Break-even point is the level of sales (tickets/attendees) at which total revenue equals total cost,
resulting in neither profit nor loss. It is calculated as: Break-even units = Fixed Costs + (Price per unit —
Variable cost per unit). This helps organisers decide minimum ticket prices or sponsorship targets
needed to avoid a loss.

12.6 Financial Controls

« Maintaining detailed records of all quotations, invoices, and payments

« Comparing actual expenditure against the budget at each planning stage (variance analysis)
« Setting up approval levels for expenditure beyond a threshold

« Timely vendor payments and clear payment-term contracts to avoid disputes

12.7 Post-Event Financial Evaluation
 Preparing a final profit and loss statement for the event
« Comparing actual costs/revenues with the original budget to identify variances
« Documenting learnings to improve budgeting accuracy for future events
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