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TRAINING CONTENT 
PART 1: Tourism Networking and Sustainability & Protected Areas Tourism 
Professor Matías M. González Hernández ………………………………………………………. Page 1 
 
PART 2: Events Management for destinations and Tourism Marketing  
Professor Sergio Moreno Gil …………………………………………………………………………... Page 23 
 

 
SYLLABUS OF THE MODULES 
 
PART 1: TOURISM NETWORKING AND SUSTAINABILITY & PROTECTED AREAS 
TOURISM  
Professor: Matías M. González Hernández 

 
 

I. Introduction of the course  
Tourism is fundamentally a networked industry. As such, tourism destination 
competitiveness and sustainability hinges on the density, nature and quality of 
relationships between and across an array of private and public organizations involved 
in the provision of products and services. This practice-oriented course provides a 
conceptual tourism network and governance overview as well as practical tools of 
network analysis for participants to identify, visualize and assess these relationships – 
with a view to promoting cross actor collaboration and optimizing sustainable value 
creation within destinations. Training is focused on networking in protected areas as 
destinations for sustainable tourism activities.  
 
II. Course Aims and Outcomes  
Aims  
The aim of this course is to provide:   
 

(i) Key concepts of networking and governance in tourism destination, with a 
focus on protected areas, and  

(ii) a practical framework of network analysis to map, visualize and appraise 
complex sets of interactions between destination stakeholders, 
natural/cultural attractors and supporting resources that result in the 
delivery of a constellation of products, services and experiences for visitors. 
Thus, enabling course participants to begin to identify opportunities for 
enhanced collaboration between specialized firms, public organizations and 
host communities vis-à-vis competitive and sustainable tourism use of 
resources.  

 
Specific Learning Outcomes  
After finishing the course, participants will be able:  
 

• To identify core and supporting resources that drive and enhance 
[protected area] destination appeal and sustainability 
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• To distinguish, visualize and analyze the nature of relationships between 
destination actors and resources vis-à-vis the delivery tourism products 

• To expose opportunities for transforming and/or increasing the extent and 
quality of relationships and interactions between tourism destination actors 
to create economic, social, cultural and ecological value 
 

III. Course Information  
Methodology and Structure  
The course is organized into 3 parts: 
 

(i) Key concepts PowerPoint introduction to Tourism Networking and 
Sustainability & Protected Areas Tourism  

(ii) A PowerPoint overview of the selected tourism destination case study—
setting the stage for hands-on network analysis 

(iii) World Café format and Lego modelling used in combination to brainstorm, 
map and assess destination resources and stakeholders  
 

Duration (number of hours)  
• This is a 9-hour course 
 
IV. Course Content  
The course has the following content:  
 

• Key concepts for sustainable tourism networking and governance: a 
systems approach 

• Key concepts for protected areas as sustainable tourism destinations  
• (Lego-aided) Network appraisal tools and frameworks of select [protected 

area] tourism destinations 
 

V. Course Activities  
In class, activities will include:  

• Introductory Lecture on Networking and Sustainability & Protected Areas 
Tourism 

• Hands-on destination network analysis: identify, discuss and model 
resource & stakeholder constituent parts and relationships through practice 
with the World Café format 

•  Designing in-house training with and for tourism destination stakeholders 
 

VI. Course Resources for Students   
Participant will be provided with all materials, including:  
  

• Power point presentations in pdf file 
• Tourism Network Analysis Workshop Walkthrough 

   
VII. Bibliography and Additional Resource Readings  

• Aronson J.R.B. Ritchie., Crouch G.I., (2003). The Competitive Destination. A 
Sustainable Tourism Perspective: Cabi, Wallingford, UK (Example).  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• Scott, N., Baggio, R., Cooper, C. Network Analysis and Tourism. From Theory 
to Practice (2008) Channel View Publications, Clevedon, UK   

• World Café Method Resource Website http://www.theworldcafe.com/key-
concepts-resources/world-cafe-method/  

 
 

 
SLIDES OF THE MODULES  

 
In the following pages, you will find the slides of the modules of this training.  

http://www.theworldcafe.com/key-concepts-resources/world-cafe-method/
http://www.theworldcafe.com/key-concepts-resources/world-cafe-method/
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PART 2: EVENTS MANAGEMENT FOR DESTINATIONS AND TOURISM MARKETING  
Prof. Sergio Moreno Gil  
 
I. Introduction of the course  
Tourism is fundamentally a demand-driven industry. As such, tourism destination 
competitiveness and sustainability depends on the understanding of the customer 
journey experience. In addition, there is a need to understand the resources of the 
destination and how to transform them into memorable experiences. This practice-
oriented course provides a conceptual tourism marketing and events overview as well 
as practical tools for participants to identify, visualize and assess these relationships. 
Training is focused on improving the promotion and marketing activities of the 
destinations, with a special focus on events.  
 
II. Course Aims and Outcomes  
Aims  
The aim of this course is to provide:  
(iii) Key concepts of tourism destination marketing, with a focus on events marketing, 
and  
(iv) a practical framework of tourism marketing to map, visualize and appraise complex 
sets of interactions between destination stakeholders, to transform resources into 
memorable experiences for visitors. Thus, enabling course participants to begin to 
identify opportunities for enhanced collaboration between specialized firms, public 
organizations and host communities vis-à-vis competitive and sustainable tourism use 
of resources. The final goal is to be able to promote the potential resources of the 
destination.  
 
Specific Learning Outcomes  
After finishing the course, participants will be able:  
• To identify core and main principles of tourism marketing.  
• To distinguish, visualize and analyze the nature of relationships between destination 
actors, and how to transform resources into experiences  
• To get a preliminary knowledge on events managing.  
 
III. Course Information  
Methodology and Structure  
The course is organized into 3 parts:  
(iv) Key concepts PowerPoint introduction to Tourism Marketing and events 
management  
(v) A fieldtrip to visit some tourism destination resources  
(vi) A discussion on the applied concepts  
 
Duration (number of hours)  
• This is a 11-hour course  
 
IV. Course Content  
The course has the following content:  
• The tourism industry  
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• Managing a destination  
• Tourism marketing  
• Events management  
 
V. Course Activities  
In class, activities will include:  
• Introductory Lecture on Tourism Marketing and events management  
• Hands-on destination marketing analysis: field trip to some destination highlights  
• Designing in-house training related to tourism marketing  
 
VI. Course Resources for Students  
Participant will be provided with all materials, including:  
• Power point presentations in pdf file  
 
VII. Bibliography and Additional Resource Readings  
• Kotler, John Bowen, James Makens (2012). Marketing for Hospitality and Tourism, 
Fifth Edition. PrenticeHall  
• Hudson, Simon (2009). Tourism and hospitality marketing: a global perspective. Sage 
Publications.  
• Pine,J.and Gilmore, J. (1999) The Experience Economy, Harvard Business School 
Press, Boston,1999.  
• Schmitt, B. (2003) Customer Experience Management, The Free Press, New York, 
2003.  
 
This handbook has been written by Donald Getz and Sergio Moreno, based on “Event 
tourism concepts, international case studies, and research”. 
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INTRODUCTION TO EVENT TOURISM 
 
 
Learning Objectives 
 
Upon completion of this chapter the student should understand and be able to explain 
the following:  
 

1. The meaning and importance of the academic sub-field, and the professional 
practice of Event Tourism.  

2. Why Event Tourism is one of three major discourses related to planned events. 
3. How Event Tourism connect to other applied fields including leisure, 

hospitality, and sport.  
4. Career paths available within Event Tourism 
5. How Event Tourism relates to other forms of special-interest travel 
6. Demand and supply-side definitions, as well as demand and supply-side 

approaches to planning and development of Event Tourism. 
7. The instrumentalist nature and societal importance of Event Tourism, including 

its main economic economic and place-marketing roles. 
8. Types and Roles of Stakeholders 
9. Justifications for public-sector intervention in event tourism (policy and 

development) 
10. Categories of planned events, and typologies of events based on form and 

function. 
 
INTRODUCTION 
 
Event Tourism has become established as a major social phenomena and big business 
at a global scale. People travel for many reasons, and planned events figure 
prominently in many travel decisions. Just about every city, destination and country 
wants to employ events for a multitude of strategic and political reasons, with tourism 
at the fore. Competition has never been fiercer, and it will increase. Why? The limits of 
mass tourism have been reached in many places, and it might very well decline owing 
to a variety of constraints. Competitive advantages can be realized only through 
aggressive niche marketing and events constitute a prime area for attracting special-
interest segments. Furthermore, events can contribute greatly to branding and place 
marketing and generate numerous social, cultural, economic and environmental 
benefits for  residents. 
 
In this book I present an integrated and strategic approach to Event Tourism, with no 
attempt made to cover the actual production and management of events nor the 
facilities which are often required to support them. I argue that Event Tourism is not 
only a distinct discourse within the academic literature (that is, having its own terms 
and concepts and line of theory development) but is a strategic domain within tourism 
or destination development and marketing. What's more, Event Tourism is now 
inextricably linked to a variety of other policy domains, ranging from urban 
development and renewal to social and cultural policy.   
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Perhaps the greatest evidence of the ascendency of Event Tourism is the range of 
career paths now open to professionals. While they might have to understand the 
basics of tourism and event management, they can focus on event tourism in a 
number of ways: bidding; hosting; relationship management; provision of services; 
media management, etc. These are discussed in the text, with examples.  
 
The future of tourism and hospitality does not lie in mass tourism, but in niche 
marketing. If climate change, energy costs or financial crises do not halt the growth we 
have seen in international travel, thereby forcing change, then ever-more intense 
competition will cause the industry and destinations to focus more on people who 
have to travel, and those who have very compelling reasons for travel - not to mention 
the means to do so. This means that Event Tourism will become more important even 
as constraints on mass tourism take hold. This is the basic premise of the book.  
 
Events motivate a great volume of travel, generating demand for all the venues and 
services associated with tourism and hospitality. But more importantly, events can 
attract high-yield tourists, and in particular give people very specific (and often non-
substitutable) reasons for visiting particular cities and countries. Furthermore, the 
range of events that attract tourists is enormous, and in fact ever-expanding. While 
business events and sports are very well developed in many places already, the new 
and growing opportunities are within leisure, attached to lifestyle, and very much part 
of the experience economy. Here are virtually unlimited possibilities for new events 
and ever-more refined target marketing - all of which requires market intelligence and 
research. Oh, and some theory. 
 
 
FIVE BIG CHALLENGES 
 
These five big challenges are presented as themes through book, and they each 
require a short introduction here. 
 
1: Moving From a Supply-Side to a Demand-Side Approach 
 
A major innovation in this book is the switch in emphasis from supply-side to a 
demand-side approach to Event Tourism. This represents a paradigm shift that will 
necessitate adjustments on the part of many practitioners. Yes, we still need venues 
and they have to be marketed. There will always be events wanting to attract tourists. 
And bidding for one-time events will undoubtedly remain important. But the demand-
side approach opens up numerous avenues of development and marketing that have 
little if anything to do with the prevailing emphasis on sports and business events. 
Destinations looking for competitive advantages will have to get started soon before 
they are left behind. 
 
2: From Top-Down to Bottom Up (Liberating Innovation) 
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In keeping with the demand-side approach is the necessity for more bottom-up, as 
opposed to top-down planning. A top-down approach is typical, and is associated with 
one agency (say, a government tourism department) or organization (e.g., a DMO) 
preparing strategies and expecting everyone to implement them. It seldom works that 
way, its far too simplistic. We do not want to abandon strategic thinking, including 
visioning exercises, but top-down initiatives have to be in balance with, and support, 
bottom-up initiatives taken by the numerous entrepreneurs (social and private), 
organizations, events, and other stakeholders in Event Tourism who are much more 
likely to adapt quickly, to innovate, and to see new opportunities. 
In a highly competitive world, liberating innovation is the key to success. By definition 
we cannot say what the next great idea will be, or how competitive advantages will be 
found in the future. Any strategy that attempts to move all the stakeholders in one 
direction is doomed to failure. 
 
3: From Single Events to Portfolios 
 
Here is another relatively new idea developed in this book, and it is already being 
picked up by leading destination marketing and event development agencies. The 
focus has always been in single events, selling venues to them, bidding on them, 
developing and marketing them. The future lies in portfolios of events, all managed 
together as assets achieving multiple goals for the host cities and destinations. If you 
think its a challenge to organize or market one event, imagine the complexity involved 
in managing dozens or hundreds of events to satisfy numerous stakeholders! Within 
this new portfolio approach it becomes quite evident that the highest-value assets are 
events anchored in the destination or city, particularly Hallmark Events with long-term, 
institutional status, and Iconic events that attract niche markets. One-time events, 
usually one through sales and bidding, come with higher costs and sometimes dubious 
value. This especially applies to one-time mega-events that can incur enormous costs. 
Therefore, sustainability enters the picture as a major theme. 
 
4: Create Your Own Destination Events 
 
The destination perspective dominates in this book, as that is where most of the 
Event-Tourism action takes place (by that I mean strategy, policy, funding), but the 
book also covers single events and how they can be developed and marketed as tourist 
attractions. And we deal with entrepreneurial possibilities as well, featuring in a case 
study one company that creates and markets destination events - events you have to 
travel to.  In this context, the book presents new ideas on developing and marketing 
Hallmark and Iconic Events. These two special categories of planned events represent 
some of the best potential for creating long-term, sustainable benefits and for tapping 
into the virtually unlimited potential within the sport and leisure markets.  
 
5: An Integrated, Sustainable Approach 
 
The fifth big idea, or challenge, is to move from a narrow, supply-side approach 
stressing sports and business events (both heavily dependent upon expensive venues) 
to a fully integrated and sustainable development model. Principles of sustainability 
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can best be applied when portfolios of events and related facilities are managed 
together, and when the emphasis is broadened to include other types of events and 
venue-free strategies. This incorporates festivals and celebrations more fully, and also 
encompasses the basic ideas behind the demand-side, bottom-up approach. One new 
way of thinking is to avoid the traps presented by gigantism (venues and events getting 
bigger and bigger) and constant bidding on mega events.  
 
While sustainable events is a hot topic, sustainable Event Tourism presents us with a 
fundamental quandary. How can any activity or industry be 'sustainable' when it 
depends so heavily on energy consumption, built facilities, and the luxury of spending 
great sums of money on nice trips to faraway places? Is that sustainable? Academics 
and activists go on and on about sustainability, yet the 'industry' and government 
continuously collaborate to develop tourism and push the Event-Tourism agenda to 
the fore. It is a truly global phenomenon. Are they all going in the wrong direction? I do 
not try to answer this question, but green events and sustainability are mentioned in 
many places. It will be up to the policy makers and professionals to come up with 
solutions. A starting point is for everyone to consider this simple proposition: 
 
It is far better (in both competitive and sustainability terms) to motivate and facilitate a 
few people to travel for very specific reasons, with high yield to the industry and 
destinations, than to continue developing mass tourism. The more focused on niche 
markets you become, the more sustainable will be the outcomes.  
 
   
EVENTS AND TOURISM 
 
We first need to talk about events and tourism. When two fields of study combine like 
this, something unique happens. First, we apply concepts and theories from the two 
contributing fields (which in turn draw upon many foundation disciplines), that is event 
studies and tourism studies, then we undertake interdisciplinary research and theory-
building to explore the unique aspects of events and tourism combined. Academics 
and practitioners both want to know what is unique, and why this justifies separate 
treatment - otherwise event management would merely consider tourism as one 
market, and tourism management would simply recognize events as one form of 
attraction.  
 
It is the unique, new dimensions of Event Tourism that justify separate treatment 
within an academic context, and these are explored in this chapter and throughout the 
book. Ontologically (that is, concerning what we claim to know) Event Tourism has its 
own concepts and terminology, with new theories emerging such as the event travel 
career trajectory and a theory of Hallmark and Iconic events. These exist only when 
events and tourism are combined, with input from other fields and disciplines. 
Furthermore, if one becomes interested in the study of Event Tourism, by definition 
you have to understand fundamentals of both event and tourism studies, and that kind 
of synergy is always helpful to theorists and practitioners.  
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This issue has been considered in other fields, notably sport and tourism. An overall 
summary of the debate can be found in the book Sports Tourism: Participants, Policy 
and Providers, edited by Mike Weed and Chris Bull (Butterworth Heinemann, 2009). 
Those authors (p. 31) suggest that to be legitimate, sport tourism (and by implication 
Event Tourism) must demonstrate a body of research (and researchers devoted to the 
subject), quality, peer-reviewed journals, and texts on the subject. So far there is no 
specific Event Tourism journal (there should be!) but both event and tourism journals 
cover the field.  
 
In my 2008 review of the Event Tourism literature and discourse in (Event Tourism: 
Definition, Evolution, and Research, in Tourism Management, 29: 403–428) I noted 
that tourism dominated the discourse, reflecting the instrumentalist approach to 
events as tools for development and marketing. It was, and remains my conclusion 
that "Event tourism is both a sub-field within established academic streams, in realty 
at the nexus of tourism and event studies, and an area of destination management 
application", and that "It can be concluded that event tourism studies and related 
research are still in the early stage of development and there is great scope for 
theoretical advances" (p.421).  
 
Another important conclusion from that review (p.222) was that "A broad range of 
methodologies and methods drawn from foundation disciplines and closely related 
professional fields are appropriate and necessary for creating knowledge and 
developing theory in event tourism." Much of the content of this book draws from and 
elaborates upon material in that article, but many new ideas are presented, and 
theoretical advances can be claimed.  
 
WHAT IS EVENT TOURISM? 
 
Throughout this book I use Event Tourism as an integrating concept. It is capitalized 
wherever I mean the integrative study of events and tourism (which is in large part a 
social phenomenon) and the business practice of using events as instruments of policy, 
corporate and industry strategy, and in development. Consequently, three sub-
definitions of Event Tourism are required. The first two can be called supply-side 
definitions because they stress the importance of events to attract tourists. The third is 
a demand-side definition because it focuses on tourist demand for events.  
 
Event Tourism as a strategy or policy is instrumentalist, that is events are viewed as 
tools to achieve economic and other goals. Here is definition from the point of view of 
cities and destinations wanting to develop it: 
 
Event Tourism at the city or destination level is the development and marketing of 
planned events as tourist attractions, catalysts, animators, image makers and place 
marketers. This process includes bidding on, facilitating and creating events, and the 
management of portfolios of events as destination assets.  
 
Many event managers get involved with marketing to tourists, so Event Tourism from 
the individual event's perspective is that of marketing to a specific segment - those 
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who will travel to get to the event. And there are many purpose-built facilities that 
have to attract and host events, as that is there core business; there are many other 
facilities and even parks that want events and tourists to help realize their goals. If you 
are operating any kind of venue, you are automatically in the events business  - and 
tourists might very well be an essential or important client segment. So this is also a 
definition of Event Tourism: 
 
For individual events, Event Tourism means taking a marketing orientation to attract 
tourists, sometimes as an additional segment and sometimes as the core business.  
When tourists are the core business we can refer to "destination events".  
 
Event Tourism must also have a demand-side definition related to the strong 
propensity of people to travel to events, and because of events. We need to study why 
people travel to events, their patterns and preferences, and their impacts. To events 
and destinations, this is essential market intelligence. 
 
Event Tourism is travel to attend events, both on the part of dedicated event tourists 
who are motivated to travel for specific events, and other tourists who attend events 
while away from home.  
 
Further consideration must be given to media reach, as those who get exposed to, or 
informed about planned events might be influenced to travel.  
 
 
WHY STUDY EVENT TOURISM? 
 
One obvious reason for studying Event Tourism is the opportunity to develop a 
professional career or set up a business of the types mentioned above. But there are 
broader reasons. 
Within a tourism curriculum, events constitute such an important element of strategy 
and supply that a course on event tourism is certainly justified. Often it is subdivided, 
particularly into the three components that are given emphasis in this book: business 
events; sport events; festivals and other cultural celebrations, entertainment and 
private functions. This is the first book that integrates these major components, but 
more importantly this book provides a rationale and guidelines for fully integrated 
policies and strategies towards developing and marketing event tourism for 
destinations and for individual events. 
 
Event Tourism also belongs in event management degree programs, given the 
importance of tourism to many events. It is more than just one market segment, 
because a goal to attract tourists or be a tourist attraction requires considerable 
change to the typical event marketing mix. Events cannot simply say we want tourists! 
It has to start with a marketing or consumer orientation. Furthermore, tourism policy 
and strategy will impinge on the operations of many events whether they like it or not, 
and they will increasingly have to operate and compete within a managed portfolio of 
events, or within a population of events that are expected to generate many different 
benefits. Therefore, event managers have to understand tourism and related policy.  
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Event Tourism And Event Studies 
 
There is a very interesting thing about tourism, you can place numerous adjectives 
before the word and (apparently) create new sub-fields of study and niche markets. I 
also study food and wine tourism, for example, and there is virtually unlimited 
potential for this kind of sub-division. 
But is this process, which is quite evident in both the popular and academic research 
literature, actually necessary? Do we really need a book devoted to Event Tourism?  
 
For starters, it is clear that Event Tourism is both a distinct sub-field that merges 
events and tourism, and there are a variety of strategic reasons why it should be dealt 
with professionally by destination planners and marketers. What's more, Event 
Tourism is increasingly generating its own professional career paths.  
 
The Figure 1.1 below (from my book Event Studies, 2012) illustrates how Event Studies 
encompasses event management and Event Tourism. It makes equal sense to show 
how tourism studies encompasses events, but that diagram would also have to include 
all the other tourism sub-fields that connect to real-world phenomena, like agricultural 
tourism, parks tourism, urban tourism (i.e., tangible things that attract tourists) as well 
as numerous experiential realms of tourism such as food tourism, cultural tourism, 
ecotourism. What is of importance here is the fact that events make many aspects of 
tourism tangible: for example, urban and agricultural tourism are manifested through 
numerous celebrations, while desired ecological or cultural experiences are also made 
tangible through a variety of events in parks and cities.   
 
 
 
 
Figure 1.1: Event Studies, Event Management, and Event Tourism  
(from D. Getz, Event Studies: 2007; 2012) 
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As indicated in the diagram, there are important connections between event studies 
and other applied fields in which events figure prominently: hospitality, leisure, sport, 
theatre, cultural and arts management in particular. Event Studies attempts to unify 
the study of planned events, which means relating them to these other fields and 
drawing upon those fields for theory and methods. All of these fields are in turn 
dependent upon foundation disciplines for theory and methodology.   
 
The next diagram, Figure 1.2 elaborates on some of the specific connections between 
Event Tourism and closely-related, applied fields. For each of these links the diagram 
suggests the topics that help define Event Tourism. Hospitality studies focus on hotel 
and catering restaurant/ catering management, but all hospitality venues are in the 
events business and want to attract tourists (especially resorts). As well, event tourism 
generates additional demand for hospitality services. Sports management students 
cannot avoid competitive and recreational events as important aspects of their field, 
but Event Tourism is also of relevance because of the need to explain fan motivations 
and behavior including sport-event tourism. And again, sport venue managers are 
automatically in the events business. 
 
 
Figure 1.2: Linking Events to Closely Related Fields 
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LINKS TO OTHER FORMS OF SPECIAL-INTEREST TRAVEL 
 
Special-interest tourism can be conceptualized from either the demand or supply 
sides,  however Trauer (2006) argued that being 'special' lies in the experiences of 
tourists, and is not necessarily defined by what is offered to them. There are broad 
categories of special-interest travel that subsume events, such as cultural, business, 
sport, or leisure travel. But such broad categories mean little when it comes to 
pinpointing motivations and travel behavior - we have to be more refined. For 
example, within sport tourism a large sub-category is sport-event tourism, then it can 
be broken down by participant versus spectator, followed by types of sport, different 
settings and formats, etc. The whole idea behind 'special-interest' is that we should 
identify very specific, personally meaningful motivators that lead to particular patterns 
and forms of travel. We do that in Chapter 2 by examining serious leisure, social 
worlds, and event-travel careers. In each of Chapters 5 through 8 we examine very 
specific motivations and forms of leisure and business travel. 
 
What exactly might a special-interest tourist be interested in? Most commonly it will 
be an activity, that is the conative dimension of experience, such as fishing, spectating, 
eating or viewing.  But it can equally be a learning experience (e.g., I am interested in 
learning more about wine making and cooking) or an emotional experience (e.g., I am 
interested in sharing my beliefs, and celebrating with others who are part of my 
community). All experience dimensions can apply. A person might also want to have a 
special experience in a particular setting (wine tourism in France), or among particular 
company (friends at a marathon, family at a reunion, others in the community of 
dancers at a festival). The combinations of special interests, experience dimensions, 
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settings, travel and events are endless, literally. The term 'affinity group' comes into 
play here, as many people chose to travel (some or all of the time) with a pre-existing 
group such as a club or association, or the events they go to are aimed at such groups. 
,  
 
In the Figure 1.3,  Special Interests, Tourism, and Events, the broad relationships are 
indicated. Special-Interest travel occurs because of either intrinsic or extrinsic 
motivation (or combinations), the key point being that specific benefits/experiences 
are sought.  Benefits can be at the personal or group level, and in the case of extrinsic 
motivators they can be personal or corporate. In terms of the seeking-escaping model 
of Iso-Ahola (1980; 1983), special-interest travel is mostly about seeking, but we can 
assume there are underlying escapist tendencies, and it relates to both personal and 
social motivators because people are often influenced by the needs of family, friends 
and affinity groups who want to do things together.   
 
Figure 1.3: Special Interests, Tourism and Events 
 

 
 
 
 
 
There are a range of experience and setting options to meet these motivators, and 
some are planned events; the event can be part of, or the focus of the travel. There 
are also many event trips motivated by mixed reasons, leading to combinations of 
experiences - such as family holidays tied to a conference, or personal business added 
to participation in a sport event. 
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Almost any kind of travel and event fits into this model, which is both a strength and 
weakness. How special does the benefit or trip purpose have to be? presumably what 
is excluded is mass tourism for generic reasons such as relaxation or visiting friends 
and relatives, yet even these motivators can include events.  
 
In Figure 1.4  specific forms are described, and this is closer to what tour companies 
might offer as 'special-interest' travel. 
 
Figure 1.4:   Specific Forms of Special-Interest Tourism and Events 
 

INTEREST 
CATEGORIES AND 
EXAMPLES 

RELATED, NORMAL 
TOURISM ACTIVITY 

TRAVEL TO EVENTS 

Cultural interests 
-the arts 
-religion 
-spiritualism 
-ethic and racial 
connections 
 

-visit museums and 
galleries, heritage 
sites and shrines 
-visit homelands 
('roots pilgrimages') 
-tours to explore 
exotic places 
-live abroad 

-attend special art exhibits 
-religious pilgrimage 
events 
-ethnic and multicultural 
festivals 
 

 Lifestyle: 
-food, wine, design, 
shopping 
-entertainment 
(artist and musical 
preferences) 
 
-hobbies 
(photography, 
models, games) 
 
 
 

-secular pilgrimages 
to sites of importance 
-tours or destination-
specific trips for 
related activities (e.g., 
taking photos) 
-taking pictures while 
on holidays; travelling 
to famous/special 
sites for painting 

-food and wine classes, 
demonstrations, 
competitions, festivals 
-shopping festivals  
-concerts and award 
ceremonies 
-game/hobby conventions 
and competitions 
-hobbyist conventions and 
exhibitions 
-special sales or markets 
for collectibles 

Sport Interests 
-exercising 
-serious training 
-competing 
-meeting unique 
challenges 
 

-travel to places for 
individual activity 
(e.g., fishing, hiking) 

-travel to destination 
events like TransRockies 
-trips to sport events 
singly or in affinity groups 
-going to compete at 
events, or on tours with 
teams 
-travel to spectate 

Personal and Family 
Interests 
-rites of passage 
-maintaining family 
relations 

-trips to friends and 
family 
-trips for personal 
business 

-travel to reunions, 
weddings, parties 
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-personal business 
Business Interests 
-career and 
professional 
development 
-business operations 
and development 
(marketing, trade) 
-job obligations 
 

-normal business 
travel (sales, small 
meetings, relationship 
management) 
-educational travel 
(long-term study) 
 

-travel to conferences, 
trade shows and 
exhibitions 
-travel to educational 
seminars, courses 

 
 
CAREERS IN EVENT TOURISM 
 
The most generic career related to Event Tourism is marketing and sales, because all 
events, venues and destinations are constantly selling their space and services.  As 
well, there are a variety of generic, event-related jobs in these venues, ranging from 
co-ordination to actual event production. What differentiates Event Tourism careers 
from others in event and tourism management are the unique, focused and dedicated 
careers that are necessary for the planning, delivery and management of Even 
Tourism. These related to the need for professionals to plan and manage Event 
Tourism within DMOs, event development agencies, and at events or venues. 
 
At dramatic rise in the number and variety of professional careers specifically tied to 
Event Tourism has become evident. There is no one landmark date or development I 
can identify as a starting or turning point, it has been more of an evolution. Certainly 
the pioneering work of event development corporations in Australia can be cited, and 
these had their origins in the 1980s, but elsewhere the trend can be seen in 
progressive destination Marketing Organizations or tourism agencies around the 
world. The case study of Calgary Sport Tourism Authority (see Chapter 6) shows how 
recent the surge in Event Tourism initiatives has been, although Calgary previously 
hosted the 1988 Winter Olympic Games and in 2012 celebrated 100 years of the 
famous destination event - the Calgary Stampede. This shows that Event Tourism is not 
an invention,  is a progression towards more sophisticated and competitive marketing 
and development.   
 
Once the preserve of marketing professionals, now numerous DMOs (Destination 
Marketing Organizations) and special-purpose event development agencies are 
employing event-tourism professionals who understand the roles events can play in 
destination development and marketing. A background in tourism, events and 
marketing is ideal, but increasingly there will be specializations within event 
development agencies and DMOs. The table presents a number of positions and key 
associated tasks. Note that sales is not really specific to tourism, but is a large part of 
what DMOs, convention centers, and venues have to do.  
 
As well, event coordinators in venues are not necessarily engaged in tourism-related 
work, but are essential to the event-tourism process. Meeting planners deal with 
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venues and destinations, therefore they require some knowledge of tourism-related 
issues.  
 
 
Figure 1.5: Event Tourism Career Paths 
 

TYPICAL FUNCTIONS MAJOR TASKS 
Event 
Facilitator/Coordinator 
 

-work with events in the destination to 
help realize their tourism potential 
(funding, advice, marketing) 
-liaison with convention/exhibition 
centers and other venues -liaison with 
sport and other organizations that 
produce events 

Event Tourism 
Producer 

-create and produce events specifically 
for their tourism value 
 -stakeholder management (with 
numerous event partners) 

Event Tourism Planner 
 

-develop a strategy for the destination 
 -integrate events with product 
development and image 
making/branding 

Event Tourism Policy 
Analyst and 
Researcher 
 

-work with policy makers to facilitate 
event tourism 
 -conduct research (e.g., feasibility 
studies, demand forecasting, impact 
assessments and performance 
evaluations) 

Event Bidding 
 

-bid on events 
 -develop relationships leading to 
winning events for the destination  
-conduct risk assessments and feasibility 
studies for each potential bid 

Event Services 
 

-provide essential and special services to 
events (e.g., travel and logistics; 
accommodation and venue bookings; 
supplier contacts) 

Event Sales -convention and exhibition sales (i.e., 
attracting events) 
-other venues selling event spaces and 
services (hotels, resorts, etc.) 
-selling to exhibitors and the public (for 
exhibition companies) 

Meeting Planner -assess potential venues and 
destinations; negotiate with suppliers; 
arrange services for events; organize and 
produce events 
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Research on Careers 
 
Very little has been published specifically on Event Tourism careers. in the mainstream 
of event studies, Baum et al (2009) wrote a book entitled people and Work in Events 
and Conventions and this was the first to cover research on HR issues in the events 
sector. In that book, Jago and Mair (2009) discuss career theory applied to major 
events, pointing out a number of important trends and issues. They referred to 
McCabe's (2008) identification of a career pattern called "butterflying", at least 
applicable in convention and exhibition professionals (see the Research Note). And 
they noted the difficulties associated with "pulsating" event organizations and one-
time events. Many event professionals, out of preference and necessity, do not stay 
long in one job, and full-time, traditional careers are in short supply (this might not 
hold true for festivals, however). One consequence is the rotating of key staff between 
major events, and a career pattern that is described as "episodic" - moving from one 
major event to another, in sequence. In this way, expertise from the Olympics, for 
example, gets transferred to the next one. Another trend is for private firms to provide 
staff to multiple events, or to produce many events professionally, for profit.  
 
Careers related to meetings, conventions and exhibitions have been studied the most, 
presumably because they are usually associated with major venues. Similar research 
on festivals and sport-event careers is needed.     
 
Research Notes on Event Careers: 
 
McCabe, V. (2008). Strategies for career planning and development in the 
 Convention and Exhibition industry in Australia. International Journal of 
Hospitality Management, 27 (2): 222-231. 
 
This paper examines the career planning and development strategies of individuals in 
the Convention and Exhibition industry in Australia. Through a structured 
questionnaire career information was received from a sample of individuals (n=126) 
employed within the industry. The exhibition sector is dominated by well educated, 
career mobile females who follow a strategy of ‘butterflying’ between jobs and sub 
sectors of the industry. They also use a range of personal career planning and 
development strategies that may be affected by their age but not their gender.  
 
 Ladkin, A., and Weber, K. (2010). Career aspects of convention and exhibition 
 professionals in Asia. International Journal of Contemporary Hospitality 
Management,  22, (6): 871-886. 
 
The paper reviews the key literature relating to life and work history research, career 
profiles and human capital, which is followed by a discussion of findings of an online 
survey of C&E industry professionals in Asia. Findings indicate that there is no specific 
career route/path into the industry, with experience being generated in a wide variety 
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of sectors, and primarily gained in management, sales  variety of challenges 
relating to environmental, customer and job demands. 
 
 
One study specific to Event Tourism operations was conducted by Krysztof and 
Davidson (2008).  They examined the educational and career backgrounds of 
professionals in destination marketing organizations with a focus on those charged 
with attracting events.  
 
Research Note on Event Tourism Professionals 
 
Krysztof, K., and Davidson, R. (2008). Human resources in the business events industry. 
In, J. Ali-Knight (Ed.), International perspectives of festivals and events - paradigms of 
analysis, pp. 241-252. London: Elsevier.  
 
The extent to which any city or country may be successfully branded, positioned and 
promoted as an events destination depends largely on the availability of a wide range 
of resources within the destination itself. These may include infrastructural, natural 
and cultural resources. However, increasingly, attention is focusing on human 
resources as a critical success factor in the events industry in general and the business 
events sector in particular. The dedication, expertise and creativity of all events 
professionals operating in any destination are clearly of great importance in 
determining that destination’s level of success in this industry. But while this has been 
widely acknowledged in the case of the men and women who conceive, plan and 
deliver the actual events (with job titles such as events managers, events planners and 
events coordinators), far less attention has been paid to the human resources element 
represented by those professionals who are responsible for marketing their 
destinations as attractive places in which to hold events. As competition to ‘win’ 
events of all types intensifies worldwide, it is becoming clear that the degree of 
success of any city or country in attracting such events depends partly on recruiting 
and retaining professionals of the right caliber into these key destination marketing 
positions. Destinations that are eager to succeed as places that host highly lucrative 
business events such as conventions and incentive trips need to attract and retain 
professional staff capable of using their initiative and innovative skills to secure these 
types of events for their particular city or country. 
Nevertheless, despite the widely-acknowledged importance of the role played by 
marketing professionals in attracting events to their destinations, very little is known 
about how these vital stakeholders are educated and trained for, as well as recruited 
into, such positions. This chapter therefore explores the issue of the education and 
careers backgrounds of professional staff in destination marketing organizations, with 
particular emphasis on those who are responsible for attracting business events to 
their destinations. It examines the extent to which the educational community is 
contributing to preparing young people for employment in these organizations and 
investigates the career paths that currently lead to this particular occupation. 
 
 
 



40 
 

Educational Programs Related to Event Tourism 
 
Currently there are very few programs of study that are called Event Tourism, but 
there are many that blend Event Tourism with event management, or subsume 
aspects of it (such as a specialization in conventions and meetings) under tourism or 
events.  Current practitioners probably came from generic marketing and 
communications, or from tourism, hospitality, leisure, sport, event management or 
business backgrounds.  
 
 
 
INTEGRATING THE ELEMENTS OF EVENT TOURISM 
 
There are several integrative ways of looking at Event Tourism that both justify its 
teaching as a sub-field (or a least as a unified subject), and which introduce the various 
elements of Event Tourism that have to be brought together for effective development 
and management. The first framework is taken from my approach to Event Studies. 
 
 
A Framework For Understanding and Creating Knowledge About Event Tourism 
 
Figure 1.3 is the framework for understanding and creating knowledge about event 
studies (from Getz 2007; 2012) which has been adapted to Event Tourism. You can 
start thinking about Event Tourism anywhere in this system, for example with Personal 
Antecedents and Decision Making. Why do people travel, and therefore what benefits 
/ inducement to offer them is the basic Event-Tourism marketing question. But we also 
want to understand economic, cultural and social factors that shape interest in, and 
demand for events -  not to mention constraint that act against Event Tourism.  
 
'Outcomes' refers to the goals of policy and strategy for Event Tourism, especially the 
economic benefits desired by events and destination, but we also need knowledge and 
theory on the personal, social and ecological impacts.  Some outcomes will be negative 
and unpredictable, so we cannot assume the Event Tourism is always good. 
 
The 'Planning and Marketing of Event Tourism' is conducted principally by individual 
events and venues (like convention centers and sport arenas), by DMOs (destination 
management or marketing organizations) and increasingly by event-specific 
development, marketing and bidding agencies. Many other stakeholders are involved, 
as will be discussed. What do they all want - are all their goals the same? How do they 
collaborate? These are essential concerns in the study of Event Tourism. 
 
The Core Phenomenon really defines a field of study. For this sub-field, located at the 
nexus of event and tourism studies, it is events serving as attractions that defines the 
core. All else in Event Studies follows from this basic phenomenon - events attract 
people and generate travel. related to that is our concern for why people travel to 
events and this requires us to focus on event-tourist experiences: not just the event 
itself, but the event as part of travel and even event-tourist careers. Finally,  
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experiences have meanings, and Event Tourism has both personal meanings to the 
tourists but the phenomenon has economic, societal, cultural and environmental 
meanings that have to be considered.  
 
Figure 1.6: Event Tourism Within the Event Studies Framework 
(Adapted from Getz, Event Studies: 2007; 2012) 
 

 
 
The rest of the system consists of  dynamic patterns and processes shown as 
connections on the model. Tourism is a spatial-temporal phenomenon, that is people 
travel from home to destinations, covering specific routes, at particular times. Events 
are shapers of tourism, and are especially useful in attracting tourists outside the usual 
peak seasons, and to places where they would not otherwise go. Policy is always 
shaping Event Tourism, and we pay particular attention to policy contexts in this book, 
and to how policy and strategy evolving. Finally, the model includes knowledge 
creation, both market intelligence for strategists and event operators, and research to 
advance general and theoretical knowledge of this sub-field.   
 
Management System (Resources, Stakeholders, Networks, Collaboration, Evaluation) 
 
Figure 1.7 is a different kind of system model (adapted from Getz and Frisby, 1988). In 
this framework the developers and marketers are at the center. They are engaged in a 
transforming process, turning various inputs into desired outcomes. When a specific 
event is at the center (as discussed in Getz, 2005), tourism is merely one of the 
outcomes desired by organizers. If we place a DMO or Event-Tourism development 
agency at the core we expand the scope considerably to include various tourism, place 
marketing and urban development goals. 
 
An important concept in Event-Tourism is that of events in a managed portfolio. They 
are transforming processes intended to fulfill a range of goals pertaining to the various 
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roles of events in economic and place-marketing policy. The community, and specific 
stakeholder groups, will, however, have more expectations from their events, so that a 
triple-bottom line approach becomes inevitable.  The portfolio can be 'managed' to 
various degrees, depending on intervention by government, industry and others.  
 
The advantage of looking at Event Tourism this way is that you can easily visualize how 
resources must flow, what stakeholders are involved, the nature and evaluation of 
outcomes - all as an integrated system. A system is a set of inter-dependent or 
interacting elements, and all conceptual systems (or policy domains) like this are 'open 
systems' that depend on, and influence, the environment around them.  
 
Inputs consist of all those things needed to develop and market Event Tourism, 
including: tangible resources, such as money, equipment and facilities; venues; human 
resources, both volunteers and staff; political and moral support; information, 
including feedback from evaluation processes and market research. Inputs for local 
Event-Tourism agencies come mostly from local government and the tourism-
hospitality industry (often as members of a Destination Marketing Organization). For 
state or national Event-Tourism agencies the inputs additionally come from state or 
central governments.  
 
The diagram also shows a general 'environment' which can be thought of as the global 
context as it influences supply and demand, especially competition and economic 
conditions, but in fact all the forces discussed later in this chapter. It is essential to 
develop networks and alliances with government agencies, professional associations, 
tourist industry groups, or other special interests in order to monitor and understand 
the various trends and forces impacting upon tourism and events. It is a very complex 
environment.   
 
An internal evaluation system is usually concerned with efficiency and effectiveness of 
this Event-Tourism system. The agency responsible will measure how well resources 
were utilized and calculate various return on investment measures  (this is the 
efficiency part), and the degree to which goals have been obtained  (i.e., 
effectiveness). But it has to be remembered that outcomes are not always going to be 
as expected, or positive. An evaluation system must include the means to uncover 
unintended outcomes, and to report on negatives. Feedback should change the way 
things are done. One key goals is to continuously improve the portfolio and its 
outcomes.  
 
External evaluation is undertaken by stakeholders, including the politicians, industry, 
residents and special-interest groups, all of which have different perspectives on Event 
Tourism and its impacts on them. While outcomes include everything changed by the 
system, impacts are what people and groups feel happens to them! They might be 
unhappy, so the system has to be responsive to their legitimate claims. 
 
Various external stakeholders evaluate outcomes differently than mangers and 
owners, unless they have agreed-upon, common goals. When events take money and 
other support from external stakeholders, such as tourism, then an obligation to 
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account for Return On Investment is introduced.  Social, cultural, environmental and 
ecological watch-dog groups will also be evaluating, employing their own criteria.  
 
A system model is more than a theoretical framework - it can be used to systematically 
evaluate the organization or an event, and to diagnose specific problems. The model 
helps identify the flows and uses of resources, including money and information that 
are the life-blood of all events and development. It helps identify key stakeholders 
who have to be brought into decision-making. And systematic evaluation helps the 
manager keep the whole picture in mind, whereas the natural tendency is to get lost in 
daily problem solving. 
 
Figure 1.7: The Event-Tourism System Model 
 
 

 
 
 
The Specialized Marketplace Perspective 
 
This perspective is strategic in nature, viewing Event Tourism as a specialized 
marketplace occupied by buyers and sellers. This marketplace requires specialized 
expertise and separate policy and strategy to be successful.  
 
On the one side are suppliers, namely events that want tourists, cities/destinations 
engaged in place marketing and event tourism, and all sorts of event-specific venues 
and other facilities that require events. On the other side are the main markets of 
leisure, sport, and business events. Some selling goes on all the time, plus lots of 
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bidding, but ongoing relationships must be sustained and reputation-building and 
branding must be strong.  
 
Approached from the point of view of a destination marketing organization (DMO), or 
a national tourism organization (NTO), all of which seek to foster competitive 
advantages in attracting tourists, the development and marketing of events is a major 
and growing part of their business - so much so that many cities, regions and countries 
have already established event development agencies or major-event units within 
tourism bodies. In other words, event tourism is a unified subject from the supply side 
of tourism. It makes sense to treat events as one area of competitive advantage 
requiring specific policies, strategies, funding, and staff. Of course, it is not necessary 
to compete in all the sub-areas of event tourism, and many cities, for example, stress 
conventions and exhibitions; others focus on sports or festivals. Most engage only in 
strategy and marketing, while some (see the Visit Denver case study) produce their 
own events.  
 
An illustration is contained later in the book (Figure 4.3) for the specific, specialized 
marketplace associated with bidding on events. That model shows how destinations 
must engage in relationship marketing and intelligence gathering with, and about the 
organizations that own events. Event-tourism agencies must also decide what events 
they need and want, and their capacity to win and host these events. When bidders 
and owners interact, it will often result in formal bid processes, but sometimes other 
transactions will occur, such as when a venue is sold to a meeting planner, or an event 
owner decides there is only one destination that meets its needs. 
 
The marketplace analogy implies an open market, and of course that is not always the 
case. Some deals are done through a closed process. In these cases the public does not 
find out what the real costs are, and the bidding agency probably does not want them 
to learn about all the impacts either. While that might be an efficient way to do 
business, it certainly cannot be justified in otherwise open and democratic nations. It 
will change, but only when enough stakeholder power is martialled to convince 
governments.  
 
The Place Marketing Perspective 
 
This perspective is broader than that of tourism and events management as it starts 
with a corporate or community vision for the town, city or destination and progresses 
to describe goals and strategies that will incorporate events and tourism. This 
approach also ties in with urban planning/renewal and economic development. Quality 
of life is an important component, as is efficiency and other economic / financial 
consequences of government spending and policy-making. 
 
Both facility and event needs are articulated, leading to considerations of the event 
portfolio and its specific relationships with facilities. City branding implications flow 
from the visioning. A key question has to be: who can participate? If its done just by 
the corporate elite, public reaction might be hostile and many important opportunities 
could be missed.  



45 
 

 
What is really important about the place marketing perspective on Event Tourism is 
that it elevates the process, including inputs, goals, outcomes and evaluation, to a 
much higher policy domain - in fact, to a set of inter-related domains. Elsewhere I have 
argued (Getz, 2009) that events-related policy must be better integrated with many 
other policy fields, and this includes urban renewal and development, social and 
cultural, leisure and recreation, environment and community. Events and tourism both 
gain in recognition and importance when they are affiliated directly with other policy 
domains. 
 
A Demand-Side Perspective (The Event Tourists) 
 
Event tourism is less unified from the demand side, given the enormous differences in 
motivation and behavior between groups holding a convention and individuals 
competing in marathons, or celebrants at a festival versus exhibitors at a trade show. 
Despite these differences, it is still logical to view all event-tourists together as 
opposed to lumping them in with demand for built attractions (such as theme parks 
and art galleries), or with other forms of special-interest tourism such as those based 
on setting (e.g., nature-based), lifestyle pursuits (e.g., gastronomy) or very general 
categories like 'cultural tourists'. Events overlap with all of these, as will be discussed 
in this book, but events are developed and marketed in a number of unique ways. 
 
In Chapter two various theoretical approaches to studying and explaining event-tourist 
motivation and behavior are explored. The one I am personally trying hardest to 
advance is called the Event-Tourist Career Trajectory, and it applies to anyone who 
becomes sufficiently involved with a particular leisure or lifestyle pursuit that they 
start attending events and develop 'careers' that generate more and more event 
tourism. it can also apply to professionals, but that has yet to be tested.  
 
Reactive Perspectives 
 
Event tourism initiatives can arise from the desire of existing events to market 
themselves to tourists, or simply to expand their revenue-generation potential, and 
this might spur tourism and destination agencies to at least assist in the process. A 
similar reactive approach to event tourism is to simply assist local organizations, 
businesses and diverse interest groups to organize and bid on events that suit their 
specific purposes. Over time, the effectiveness of an ad hoc approach to event tourism 
pales in comparison to the results achieved by destinations aggressively pursuing this 
business. 
 
 
Portfolio Approach 
 
This book covers the portfolio approach in detail, with a number of models presented 
in later chapters. The idea is to develop and manage events as destination assets, 
although the same concept applies to a venue, company or an agency. The key is to 
expand one's thinking from single events in an ad hoc approach to multiple events 
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managed strategically. A full portfolio will consist of various types of events, for 
different target markets, held in different places, and at different times of the year, in 
pursuit of multiple goals. Obviously it is a big task, and undoubtedly requires the 
systems approaches described above. There are any number of specialized 
marketplaces to consider. 
 
Equally important is the pursuit of synergies, with the portfolio achieving much more 
than a mere sequence of uncoordinated events.  Synergies can arise in several areas, 
which will be examined in greater detail later: economic benefits; social and cultural 
capital; stability and sustainability of events; environmental sustainability. In a 
portfolio approach the types of events, and their host or owners, will often be of less 
importance than the cumulative effects. 
 
Stakeholders 
 
Common to any perspective on Event Tourism, or any strategy and development plan, 
are stakeholders. The term comes up again and again in this book, so here is a good 
place to define and explain the term.  
 
'Stakeholders are people or organizations that can influence events and Event-
Tourism, and those impacted by events and Event Tourism. The degree to which they 
are consulted and supportive can determine your success, so proactive stakeholder 
management is vital. Consider a possible list of key stakeholders for a single event: 
 

 the customers 
 volunteers and staff  
 suppliers, venues, performers and other participants 
 agencies providing grants 
 corporate sponsors  
 participating organizations (i.e., partners and allies) 
 the media 
 the local community/residents 
 social and environmental lobby groups 
 potential customers 
 regulators: governmental agencies at all levels 

 
There are additional stakeholders for Event Tourism, starting with the tourism and 
hospitality sectors through their collective associations. 'Internal stakeholders' include 
owners, directors, staff, volunteers and participants. 'External stakeholders' might 
have power to influence you, or can become allies, while others will be impacted by 
your actions. These groups have to be managed differently. For general references on 
stakeholder theory see Freeman (1984) and Jawahar and McLaughlin (2001). Applied 
to events, there are several research papers available  (Larson: 2002; 2009). 
 
Research Note on Event Stakeholders 
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Larson. M. (2009). Joint event production in the jungle, the park, and the garden: 
Metaphors of event networks. Tourism Management, 30 (3): 393-399. 
 
This article argues that actors in different event networks experience different 
dynamics in terms of the joint organising of the event. The Political Market Square 
(PSQ) model is used to describe, analyse and compare the interactions and dynamics 
going on in three event networks. The purpose is to categorise different kinds of PSQs 
in terms of actors' interactions and network dynamics, which, in turn, contributes to 
knowledge on how events are produced using a network perspective. An analysis of 
the different event networks resulted in three different categories of Political Market 
Squares – the jungle, the park, and the garden, representing a tumultuous, a dynamic, 
and an institutionalised event network. The institutionalised PSQ (the park) is often 
prescribed in literature on event organising. Therefore, more research focused on 
understanding tumultuous and dynamic event networks (the jungle and the park) are 
needed. 
 
'Legitimacy' is a term of importance in stakeholder theory. Some persons or groups will 
want to be consulted or will seek to influence your actions, but you do not see them as 
being 'legitimate'. What is to be done with them? In some cases, it is wise to accept 
their self-defined legitimacy, in others to ignore them. There are no hard and fast rules 
about this, but perhaps it is wise to be as inclusive as possible and not shut out too 
many potential stakeholders. 
 
Now consider those who are likely to be impacted by an any planned event or tourism 
in general, and those who will want a say in how it is developed. These stakeholders 
should be consulted, although perhaps they do not require permanent, formal links of 
the kind you need with those on whom you are dependent. For issues such as 
environmental quality or community support you might have to deal with elected 
officials and special-interest groups that feel they represent those perspectives, so 
stakeholder management can be a very political process. 
 
Stakeholders for Event Strategies in Queensland 
 
In 2008 a review was completed by consultant David Williams who compiled the 
following table, referred to as the "strategic partnership framework for developing a 
major events strategy". Notice the overlapping of agencies related to various 
strategies, all of which are necessary for the bidding on, and production of major (i.e., 
tourism-oriented) events in the State of Queensland. Also observe how events inter-
connect with other development strategies including film and culture. How these 
strategies and agencies inter-relate, and the role of the lead agency can determine 
how effective the overall strategy will be. As identified in this Queensland review, the 
degree to which the agency and the strategy hold political credibility, and the priority 
given to these inter-related strategies, are also of critical importance. 
 
Figure 1.8: Event-Tourism Stakeholders, Queensland, Australia 
 

STRATEGIES PARTNERSHIP AGENCIES 
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Stadiums Strategy 
 

-Queensland Events 
-Stadiums Queensland  
-Tourism Queensland 
-Department of Sport and Recreation 

Sport Strategy 
Sub strategies for:  
1. growing existing events to their 
optimum potential  
2. identifying and securing new 
events 
 

-Queensland Events  
-Department of Sport and Recreation 
 

Cultural Strategy 
Sub strategies for:  
1. Film  
2. Exhibitions  
3. Festivals 
 

-Queensland Events  
-Arts Queensland  
-Department of the Premier and Cabinet 
-Major Brisbane Festivals  
-Pacific Film and Television Commission   
-Queensland Art Gallery   
-Gallery of Modern Art  
-Tourism Queensland  
-Asia Pacific Screen Awards  
 

Business Events Strategy covering:  
• Incentive travel  
• Association meetings 
• Tradeshows  
• Exhibitions 

 

-Queensland Events  
-Department of the Premier and Cabinet  
-Department of Tourism,  
   Regional Development and Industry 
-Tourism Queensland 
-Convention Centers  
-Convention Bureaus  

Regional Events Strategy 
 
 

-Queensland Events 
-Tourism Queensland  
-Department of the Premier and Cabinet   
-Arts Queensland 
-Department of Sport and Recreation 
-Department of Tourism, Regional 
  Development and Industry 
 
 

 
 
EVENTS as INSTRUMENTS OF POLICY AND STRATEGY 
 
Events are sometimes organically grown, literally springing from the needs and desires 
of communities and interest-groups. But in the modern world most are produced - or 
at least subsidized and marketed - as instruments of public policy or the strategies of 
industries (like tourism) and the corporations that sponsor or produce them.  
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In Figure 1.9  these roles are illustrated, placing the tourism-related role of events 
alongside environmental, social, cultural and place-marketing goals, then showing 
specific, secondary roles of Event Tourism below. This is a complex destination or city 
environment into which events and tourism must fit.  
 
There are two sides to 'Environment' which will be discussed throughout the book, one 
pertaining to ecology and the resource base, the other to the built environment. 
Tourism and events impact upon both. Social policy encompasses the roles of events in 
establishing civic pride, as social integrators, and as sport/leisure/entertainment 
outlets that enhance quality of life. As creators of social capital, events can expand 
community development capacity. Within cultural policy, events provide a means for 
preserving authentic traditions and boosting interest or participation in the arts. 'Place 
marketing' entails a bunch of inter-related strategies and actions which overlap Event 
Tourism, as events are often viewed as ways to enhance a city's image for tourists, 
investors and residents, and to improve its quality of life.  
 
 
Figure 1.9: Major and Secondary Roles of Events as Instruments of Policy and Strategy 
 

 
 
 
 
Events as Attractions 
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Although many tourism organizations stress international tourism, there is no doubt 
that most festivals and events are dependent upon local and regional audiences. But 
whether events are true tourist attractions (i.e., motivating overnight or non-local 
travel), or a reason for visitors already in an area to stay longer, they can have tourism 
value. Events can also have the effect of keeping people and their money at home, 
rather than traveling outside the region. Event 'drawing power' or 'attractiveness' to 
tourists is discussed in detail in Chapter 2. A particularly important goal is the 
spreading of tourist demand over time (to overcome the tourist seasonality problem) 
and space (to spread demand throughout a country or region). The following research 
note is a classic, being (as far as I know) the first published research article clearly 
about Event Tourism. 
 
Research Note on Events and Seasonality 
 
J.R. Brent Ritchie and Donald Beliveau (1974). Hallmark Events: An Evaluation of a 
Strategic Response to Seasonality in the Travel Market. Journal of Travel Research, 13 
(2): 14-20. 
 
Cyclical demand in the leisure, recreation, and travel markets is a major factor 
contributing to low productivity and low returns on investment among the suppliers of 
goods and services to these markets. One strategic response to "the seasonality 
problem," which has had varying degrees of success in different regions, is termed the 
Hallmark Event. Such events, built around a major theme, serve to focus tourism and 
recreational planning on a particular period of the year. The present research provides 
both an in-depth, cross-sectional study of one such activity (The Quebec Winter 
Carnival) as well as a longitudinal analysis of the event's evolution over its 20-year 
history. Finally, the social and economic implications of the findings are discussed with 
a view to aiding persons interested in developing such events. 
 
The tourism industry is in many places preoccupied with overcoming traditional 
'seasonality problems' - that is, demand is concentrated in one or more 'peak seasons' 
rather than being spread uniformly over the year. Events have unique advantages in 
overcoming seasonality. They can capitalize on whatever natural appeal the off-season 
presents, such as winter as opposed to summer sports, seasonal food and produce, 
and scenery or wildlife viewed in different places and under changing conditions. Or 
events can ignore the climatic differences altogether and concentrate on indoor 
activities. Also, in many destinations the residents prefer the off-season for their own 
celebrations, and these provide more authentic events for visitors. Of course, if this 
strategy is too successful, there will be no off-season 
 
Certain tourist segments have a natural preference for off-peak travel, either because 
of potential cost reductions, or a desire to avoid crowds of other tourists. Retired 
persons and upper-income segments with more than one holiday opportunity a year 
are the key targets. Events can pull them for short breaks or even main holidays. 
Dedicated music-lovers, athletes, sports fans, and other special-interest travellers will 
potentially attend events at any time of the year to satisfy their desire for special 
experiences. These target markets might be smaller, but also more loyal and easily 
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reached through targeted promotions. Meeting and convention travel often favors off-
peak seasons, both to secure lower costs for participants and to ensure sufficient 
space in facilities. 
 
Despite the advantages events have in creating off-peak demand, festivals and sports 
events tend to adhere to the tourism peak season - generally summer. Janiskee (1996) 
examined a large database of American community festivals and determined that 
January was the least popular month and July the most popular. He concluded (p.131): 
"The first weekend in May can be regarded as the unofficial start of the high season for 
festivals." The numbers dropped dramatically after mid October. Regional variations 
related to climate were observed, and it became clear that certain periods of time 
were congested with events. 
 
A study of event demand in the American Midwest (Wicks and Fesenmaier, 1995) 
proved that summer was most popular, followed by fall, for attending events. The 
dearth of participation in spring and winter could, of course, reflect supply, but it also 
suggests the need for caution when planning off-peak events. Wicks and Fesenmaier 
recommended identification of a market niche which was prepared to travel at off-
peak times for specific events. 
 
Events as Animators 
 
Resorts, museums, historic districts, heritage sites, archaeological sites, markets and 
shopping centers, sports stadia, convention centers, natural parks and theme parks all 
develop programs of special events. Built attractions and facilities have everywhere 
realized the advantages of 'animation' - the process of programming interpretive 
features and/or special events which make the place come alive with sensory 
stimulation and appealing atmosphere. The potential benefits of animation through 
events are of major importance to facility and attraction managers: 
 
• to attract people who might otherwise not make a visit because they perceive 
the facility  
           or attraction itself to be uninteresting 
• to encourage repeat visits by people who might otherwise think that one visit is 
enough 
• to attract visiting friends and relatives who might ask their hosts what is going 
on 
• to attract publicity for the site or facility, including the highlighting of historical 
events 
            associated with the site 
• to encourage longer stays and greater spending 
• to target groups who need a venue for private functions 
 
Research Note on Animation: 
 
Axelsen, M. (2006). Using special events to motivate visitors to attend art galleries. 
Museum Management and Curatorship, 21 (3): 205-221. 
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The contemporary directions of art galleries worldwide are changing as social patterns 
and demands, as well as visitor expectations of their experiences at art galleries, 
change. New programs and strategies are being developed in galleries to make these 
institutions more appealing to people who would not normally visit them, and one 
such strategy is the staging of special events. However, because galleries are staging an 
increasing number of special events, the factors motivating visitors to attend these 
institutions are changing. Visitors hope to have different experiences and encounters 
in the gallery during special events. This paper presents the findings from a study in 
Australia about visitors’ motivations to attend special events in galleries. It highlights 
the different factors that motivate visitors to attend the gallery specifically for a special 
event in comparison to visiting the gallery's permanent collections. 
 
Events as Image Makers 
 
It is apparent that major events can have the effect of shaping an image of the host 
community or 
country, leading to its favorable perception as a potential travel destination. With 
global media 
attention focused on the host city, even for a relatively short duration, the publicity 
value is 
enormous, and some destinations will use this fact alone to justify great expenditures 
on  
attracting events. For example, Wang and Gitelson (1988:5) observed that the annual 
Spoleto  
Festival in Charleston, South Carolina does not appear to be economically justifiable, 
"but the  
city holds it every year to maintain a desirable image." Cameron (1989) noted the role 
of festivals and events, and cultural tourism in general, in altering the image of the 
Lehigh Valley in  
Pennsylvania.  
 
Longitudinal studies of the impact of hosting the 1988 Winter Olympic Games on 
Calgary (Ritchie and Smith 1991) showed how a definite positive image boost grew, 
peaked and started to decline afterwards, so there is a life-cycle related to the 'halo 
effect' one-time events. But additional gains in tourism infrastructure and the legacy of 
enhanced tourism marketing and organization can potentially sustain the effect. 
 
What happens when negative publicity strikes a destination? To a degree, bad news 
events can be managed - both to minimize the negative impact and to fight back. 
Ahmed (1991) argued that negative images can be turned into positive ones by 
organizing festivals and commemorations of the event, although this is restricted 
mostly to natural disasters and entails the risk of stirring up unhappy or controversial 
memories. Gwinner (1997) proposed that an event’s image is a function of the type of 
event (e.g., sports, festival, arts), the event characteristics (e.g., size, professional 
status, history, venue, promotional appearance) and individual factors (e.g., meanings 
associated with the event, strength of meanings, and history with the event).  
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Research Notes: Image Effects of Major Events 
 
Kim, S.S., and Morrison, A. (2005). Change of images of South Korea among foreign 
tourists after the 2002 FIFA World Cup. Tourism Management, 26 (2): 233–247. 
 
This research examined changes in the images of Korea over two points in time among 
Japanese, Mainland Chinese and US visitors to South Korea. Between October 4 and 
November 10, 2002, about 3–4 months after the 2002 World Cup ended, 223 tourists 
from Japan, 143 from Mainland China and 173 from the US completed the survey 
instrument. According to the results of paired t-tests, the visitors from all three 
countries had more positive images after than before the World Cup. The findings 
from the ANCOVA tests indicated that the image changes due to the World Cup were 
different among the three nationalities. The correspondence analyses results also 
showed that the image changes after the World Cup varied according to nationality, 
educational level, age and occupation. Collectively, the study suggests that an 
internationally significant event can change the image of a tourism destination in a 
short time period. 
 
 
 Green, B. C, Costa, C., and Fitzgerald, M. (2008). Marketing the host city: 
Analyzing 
 exposure generated by a sport event. In, M. Weed (Ed.), Sport and Tourism: A 
Reader, 
 pp., 346-361. London: Routledge. 
 
 This research in San Antonio, Texas, attempted to add to the limited research 
on the 
 media impacts of hosting events. The researchers studied the 2002 NCAA 
Women's Final  Four Basketball Championship through content analysis of 
ESPN's television coverage.  They measured how many times San Antonio was 
mentioned, and images of the city  shown in the broadcasts. "Overall, the findings 
question the value of the exposure   generated by events as a tool for place 
marketing. however, three key findings have  practical implications for potential 
implementation of event-based place marketing  strategies: (1):  the minimal 
exposure obtained for the host city via event telecasts; (2)  relative exposure obtained 
by the event logo and by actual host city images; and (3) the  need for cities to 
differentiate themselves from their competitors." Logos for events  should 
ideally incorporate city images, or be linked to them, and athletes and event 
 personalities should be featured in city-showcase settings. Relationships have 
to be built  with the media, especially event announcers, and materials provided to 
them.     
 
 
Events and Place Marketing 
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Kotler, Haider, and Rein (1993) in their book Marketing Places, identified the value of 
events in enhancing the image of communities and in attracting tourists. They 
demonstrated how places compete for investments, quality people, and tourists, all in 
pursuit of more livable and prosperous communities. Place marketing provides a 
framework within which events and event tourism find multiple roles, as image-
makers, quality of life enhancers and tourist attractions. More traditional approaches 
to economic development stressed industrialization, provision of physical rather than 
cultural infrastructure, and downplayed the economic value of tourism. 
 
One key feature of place marketing is its attention to cultivating a positive image. Thus, 
events produced or assisted by economic development departments, Mayor's offices, 
tourist agencies or convention and visitor bureaus all must attract media attention, 
portray the place in the best possible light, and be tangibly linked to other promotional 
campaigns. This can, of course, distort event goals and lead their managers into 
potentially difficult political territory.  
 
Research Note on Place Marketing and Events: 
 
Gotham, K. (2002). Marketing Mardi Gras: Commodification, spectacle and the political 
economy of tourism in New Orleans. Urban Studies, 39 (10): 1735-1756. 
 
Recent urban scholarship on the rise of the tourism industry, place marketing and the 
transformation of cities into entertainment destinations has been dominated by four 
major themes: the primacy of 'consumption' over 'production'; the eclipse of 
exchange-value by sign-value; the idea of autoreferential culture; and, the ascendancy 
of textual deconstruction and discursive analyses over political economy critiques of 
capitalism. This paper critically assesses the merits of these four themes using a case 
study of the Mardi Gras celebration in New Orleans. The analytical tools and categories 
of political economy are used to examine the rise and dominance of tourism in New 
Orleans, explore the consequences of this economic shift and identify the key actors 
and organised interests involved in marketing Mardi Gras. 'Marketing' is the use of 
sophisticated advertising techniques aimed at promoting fantasy, manipulating 
consumer needs, producing desirable tourist experiences and simulating images of 
place to attract capital and consumers. The paper points to the limitations of the 
'cultural turn' and the 'linguistic turn' in urban studies and uses the concepts of 
commodification and spectacle as a theoretical basis for understanding the marketing 
of cities, the globalisation of local celebrations and the political economy of tourism. 
 
 
 
Events as Catalysts 
 
Mega-events, such as World's Fairs and Olympics, have been supported by host 
governments in large part because of their role as catalysts in major redevelopment 
schemes. The Knoxville World's Fair was conceived as a catalyst for urban renewal 
through image enhancement and physical redevelopment, and left a legacy of 
infrastructure, a convention center, private investments, a better tax base and new 
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jobs for the Tennessee city (Mendell et al 1983). Dungan (1984) gave a number of 
examples of the indirect and direct physical legacies of major events, including 
improvements to the Los Angeles airport, Montreal's subway system, Knoxville's 
freeways, fairground renovations in Oklahoma City, parks in Chicago, and various 
urban renewal schemes. He also pointed out that physical structures, particularly 
those created for World's Fairs, such as the Eiffel Tower in Paris or Seattle's Space 
Needle, have become valuable permanent symbols for their cities. 
 
Atlanta's 1996 Summer Olympic Games generated two billion dollars in construction 
projects in Georgia, including sport facilities, an urban park in central Atlanta, housing 
improvements and educational facilities (Mihalik 1994). In particular, the Games were 
a catalyst for achieving a $42 million federal housing grant to revitalize a low-income 
housing project next to the Olympic village. The Olympic Park, funded privately, was 
said to be valuable in restoring a blighted area next to the city's convention center. 
 
Major events tend to attract investment into the hospitality sector, especially hotels 
and restaurants. Sometimes these additions have been brought forward in time, while 
others represent new infrastructure related to expected longer-term increases in 
demand. Sport events generally lead to new or improved facilities which can be used 
to attract events in the future, and improvements to convention or arts centers can 
have a similar event. In this way a community can use the event to realize a 'quantum 
leap' in its tourism development, accelerating  growth or jumping into a higher 
competitive category.  
 
The concept of an event legacy has been expanded substantially to include many 
social, cultural or environmental benefits, and indeed these can be more profound and 
sustainable than economic and tourism gains - at least in the minds of residents. In this 
context, events can be the catalyst for augmenting participation in the arts or sports, 
for increased volunteering and skills acquisition, or for capacity-building at the 
community level (that is, heightened competence and commitment to solving their 
own problems).    
 
Research Note on Events as Catalysts: 
 
Bergsgard, N., and Vassenden, A. (2011). The legacy of Stavanger as Capital of Culture 
in Europe 2008: watershed or puff of wind? International Journal of Cultural Policy, 17 
(3): 301-320. 
 
When studying the impact of cultural mega events, researchers tend to scrutinise their 
economic benefits, cultural identity, competitive advantage in attracting the attention 
of important stakeholders or the effect on regional development and urban 
regeneration. The impact on the field of cultural production has received less 
attention. In this article, the authors highlight the latter. Stavanger, Norway, was the 
2008 European Capital of Culture. We present an analysis of the impact of this mega 
event on the cultural sector in the Stavanger region. Using Bourdieu’s notions of social 
field and social capital, this article explores the interplay between this mega event and 
the structure of the local field of culture. The authors analyse (1) the impact on the 
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field itself; and (2) how it affected different parts of the sector differently. The article 
concludes that the field was ‘lifted’. At the same time, the larger and most 
institutionalised producers – the core arts institutions – gained the most, especially by 
increasing their social capital. 
 
 
JUSTIFICATIONS for PUBLIC-SECTOR INTERVENTION 
 
It is possible that the industry and especially DMOs could completely plan and develop 
Event Tourism, but public-sector (i.e., governmental) involvement is widespread and 
perhaps necessary. How can governments at all levels justify their interventions, 
especially when it comes to investment and planning to promote and develop Event 
Tourism?  
 
The Public Good Argument 
 
The key to this powerful argument is to demonstrate important benefits from events 
and facilities that accrue to society as a whole - or to the economy (which should 
clearly benefit us all), and to the environment (everyone supports a healthier, safer, 
mores sustainable environment). When backed by research, expert testimony, and 
public opinion surveys showing support for sport and events, the ‘public good’ 
argument cannot easily be refuted. 
 
But in order to make the ‘public good’ argument valid and convincing, the following 
criteria have to be met: 
 

• facilities and events must fit into accepted policy domains including culture, 
health, and the economy 

• public benefits have to be substantial (i.e., its worth our while to get involved), 
inclusive (everyone gains), and they can be demonstrated or proved 

• there must be  rules and accountability for money spent and other actions 
taken 

 
Social Equity: The ‘social equity’ principle is really a part of the ‘public good’ 
justification. In the context of facilities and events it can be stated this way: subsidies 
to venues and event are justified in order to ensure that everyone has the opportunity 
to participate... OR...direct provision of events is justified to fill an important gap in 
opportunities that are deemed essential for the public good (e.g., health, culture, jobs 
creation) but are, in the free market, not equitably  provided.   
 
‘Social Equity’ literally means that access to a public good or service, and to the 
benefits of public investment, is based on principles of fairness, justice and need. This 
is not the same as ‘equality’, wherein everyone gets exactly the same thing. For 
example, ‘equal access’ to events or the benefits of events would mean that everyone 
gets the same, but that principle is not widely held to be feasible or desirable.  
 
Failure (or Inadequacies) of the Marketplace 
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This economic justification for public involvement rests on the premise (or ideological 
belief) that economic development in general is best left in the hands of the private 
sector, but in some cases the ‘free market’ does not provide sufficient incentive or 
reward to stimulate entrepreneurial activity or to generate public goods and services. 
Accordingly, giving money to tourism marketing organizations, participating in joint 
ventures with the private sector, or providing tax incentives or subsidies to investors 
(including facilities and events), can all be justified as a necessary means to achieve 
public policy aims. 
 
Mules and Dwyer (2006) and Burgan and Mules (2001) argued that fewer sporting 
venues would be built and fewer events would occur without public support, because 
market forces will not support them. Yet many of the direct benefits accrue to the 
hospitality and travel industry, so why should the public sector intervene? The supply 
of events would eventually reach equilibrium with demand (i.e., what consumers are 
willing to pay) only if a completely free market existed. At that equilibrium point there 
would theoretically exist the number and types of events that were ‘demanded’ by 
paying customers. But a relatively ‘free market’ really only exists for certain types of 
events, namely those produced by for-profit corporations for companies or consumers 
that are looking for specific entertainment, learning or marketing opportunities that 
can only be met by these types of events. This might apply to weddings or private 
parties. But most event entrepreneurs have to compete with subsidized events and 
event venues in the public or non-profit domains, which distorts the marketplace.  
 
Return on Investment and Economic Efficiency  
 
Numerous studies have shown that governments at all levels realize substantial tax 
gains from tourism in general, and event tourism in particular. Events stimulate 
consumption of goods and services that are heavily taxed. Purely on a profit basis, 
public sector investment is thereby justified. However, there has to be proven 
feasibility, accountability, and professional management in place.  
 
Efficiency is also gained when events with surplus capacity are marketed to tourists, 
and when events are held in public facilities and spaces that both have surplus capacity 
and need additional revenue. In these cases, spending a little on events can realize 
important benefits for residents.  
 
Justifications Based on Intangible Benefits (Psychic and Existence Values) 
 
‘Psychic benefits’ accrue to people when they value something more than its related 
costs, as was calculated in the landmark event impact study by Burns et al (1986). This 
is similar to ‘consumer surplus’, meaning that people are willing to pay more than the 
actual cost to them.  
Researchers might also be able to show that people value events even when they do 
not attend, because it leads to pride in their community or they anticipate indirect 
benefits. This ‘existence’ value can be given weight through use of ‘contingent 
valuation methods’. Andersson (2006) concluded that researchers have generally 
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found citizens to approve of public expenditure on culture, whether or not they are 
users.  
 
In Chapter 10 we examine use and non-use values more carefully, the intent being to 
place an economic value on some of these psychic benefits.  
 
DEFINITIONS and TYPOLOGIES  
 
More detailed examination of definitions and classifications is found in Event Studies 
(Getz, 2007; 2012), with the following discussion providing a summary. The emphasis is 
placed on relevance to Event Tourism, and with a view to clarifying terminology used 
in later chapters. 
 
Planned Events 
 
For our purposes in this book, we are only interested in planned events. Yes, a riot or 
protest or spontaneous celebration is of interest within event studies, and might affect 
tourism, but these events are not what we want to include in portfolios and strategies.  
 
All planned events have the following characteristics: 
 

• a beginning and an end (they are scheduled; they only occur once) 
• a given place (in a venue or marked space) 
• a special set of circumstances or experiences available to customers and 

participants which constitute a value proposition from the organizers, and 
sometimes also from the destination  

• they are unique and cannot be replicated  
• they are live and social in nature (i.e., they bring people together) 

 
However, what we call planned or special events are social constructs. If a DMO wants 
to call a year-long packaging of events and promotions an event, such as Visit U.S.A. 
Year, then its an event. Some aspect of setting, people, and program will ensure that 
events are always tangibly different, and this uniqueness makes them attractive, even 
compelling. Cultivating a ‘once in a lifetime’ image for an event is the marketer’s goal. 
All the planned events we talk about in this book are social events. They are for 
people, and not merely events in our own, personal lives.  
 
Virtual Events 
 
While online or tele-conferenced events have their place, they are not replacements. 
In this book we talk about virtual events in several places, but they are not the object 
of, nor at the core of Event Tourism. Online communications, or social media can 
augment the appeal and reach of live events.  
 
Destination Events 
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Marketers want people to travel to events because of the allure of the event itself, and 
many events are in fact produced mostly or completely with tourists as the target 
market. We call these 'destination events'. Several of our case studies are of 
destination events, and it is an important part of the event travel career. 'Hallmark' 
and 'Iconic' events (defined later) are special cases of destination events. 
 
Participatory Events  
 
Some events do not exist without participants, including meetings, conferences, sport 
competitions, performing arts, etc. Others provide opportunities for different kinds of 
participants, including volunteers and officials. Observers, such as media people and 
sponsors are not really 'participants' in this sense. Spectators might be present, but 
they also are not participants in this context. Because every special-interest and social 
world stimulates a desire for its own events, in part to be with others sharing their 
interests, the scope for participation events is virtually unlimited.  
 
Spectator Events 
 
Professional sports and major competitions like the Olympics require spectators, 
usually as paying customers. Spectator events also include the theatre and festivals -  
wherever you find an audience. We usually associate the term spectator with sports 
and entertainment and it implies passivity rather than activity or participation. 
However, there are many events that blend opportunities for participation, action and 
spectating. A special case is that of the 'fan', or fanatic, as that label implies a high 
degree of involvement or identity with the sport or pursuit. 
 
Cause-Related Events 
 
Numerous events are held for the purpose of raising money or generating awareness 
and support for a cause. These are also called 'charity events' or 'fund raisers'. And 
there are events held for the purpose of  'social marketing', as in anti-smoking 
campaigns, that aim to change attitudes and behavior. These worthwhile events are 
not necessarily tourist attractions, but they could be. Those with big-name celebrities 
have the potential to generate travel. 
 
Media Events 
 
Some events might never attract large numbers, but still generate enormous exposure 
through media coverage. These 'media events' are gaining in popularity, based 
especially on the power of television and internet coverage to reach global mass 
audiences, or very targeted segments. Examples are sport events in which spectating is 
impractical but television appeal is high, such as cross-country eco-challenges. Media 
events are created primarily for live and/or delayed broadcast (television and internet) 
as opposed to those held for large spectator audiences.  
 
Created solely or mainly for TV or online audiences, media events do not need 
spectators, but they do require participants. A remote eco-race or a surfing event can 
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be held primarily for later broadcast packaging. On the other hand, any event can have 
media appeal.  
 
One-Time vs. Periodic Events 
 
'Periodic events' occur regularly, as with festivals held every year in the same place, or 
events that are held regularly but in different locations each time. 'One-time events' 
are completely unique, such as a never-to-be-repeated exhibition. But the term is also 
used to describe events that move around and seldom, if ever, return to the same 
place. Countries, tourist organizations and venues systematically bid on such events, 
including meetings, exhibitions, World’s Fairs and sport competitions, and they are 
considered to be one-time events from the perspective of the hosts.   
 
Typology of Planned Events and Venues  
 
Figure 1-10  combines the major categories of events with venues/facilities that are 
most connected to them, and clusters the events in four broad categories. For a 
detailed discussion of  each type and sub-type see Event Studies (Getz, 2007; 2012). 
The four broad categories are  elaborated upon in subsequent chapters.  
 
The universe of events is amazingly diverse, and any classification is bound to be 
incomplete. This one is based on the form of events, being a social construct describing 
their expected form and programming, and even the venues they are usually located 
in. But keep in mind that different cultures and sub cultures might have a different 
view as to what a festival means, or what a fair should contain. Also, it has to be 
emphasized that people can have any kind of experience at any kind of event, 
depending in large part on their expectations, what they bring to the event in terms of 
mood, experience and friends/family, and what they decide to do.  
 
The need for business events is as old as commerce and trade, whereas the other 
three clusters are dependent upon the rise and democratization of leisure and travel 
and therefore can be considered modern phenomena. True, ancient Greeks travelled 
to see, and take part in the Olympic Games, but this was leisure for an extremely small, 
privileged class; probably every society throughout history has similar examples. We 
did not see large-scale travel to sport events until the age of steam trains began and 
fans could move between cities. Travel for cultural and entertainment events is an 
even more recent trend. 
 
Business Events and Venues 
 
Sometimes referred to as the MICE sector (for Meetings, Incentives, Conferences and 
Exhibitions) this is without question the best established component of Event Tourism 
- at least in terms of venues, professional associations, and agencies devoted to selling 
space in convention/exhibition centers. Most Destination Marketing Organizations are 
fully into this sector. Numerous hotels, resorts, and other facilities are also in this 
business, as there is plenty of demand for unique places in which to hold a meeting, 
convention, exhibition (trade and consumer shows) or retreat. 'Corporate' events 
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include the usual meetings, but also marketing and PR events such as product launches 
and publicity stunts and business to business hospitality. 'Incentives' fit in here as well, 
as they are often combine tours and meetings as rewards to employees or 
salespersons. Government and political parties also hold business events, while 
international summits and academic conferences typically require the same facilities 
as conventions and exhibitions.  
 
The term 'fair' can be confusing, as it is sometimes applied wrongly to festivals or 
carnivals. In this book it is used as a synonym for 'exhibition' (see our example of the 
Canton Fair), and for State Fairs (which are more like festivals and exhibitions rolled 
into one). A  'world's fair' (or Expo) falls into this cluster. Similarly, 'exhibition' is a term 
that gets applied to different types of events, but in this book it refers to trade and 
consumer shows (which are generally lumped together and called the exhibition 
industry). 
 
Private parties and other small-group functions are part of this cluster, mainly because 
they tend to use commercial accommodation and hospitality services, such as 
weddings in hotels (or special-purpose chapels). Most of this work is sales (both venue 
and services being offered) while many larger business events demand competitive 
bidding.  
 
Sport Events and Venues  
 
There are endless varieties of sports, and more appearing all the time. Any sport can 
be sub-divided, and any recreational pursuit can conceivably be elevated into a sport  - 
complete with rules and regulations, hierarchical organization, and sanctioned events. 
Today, cities build huge sports arenas and special-purpose stadia that are well beyond 
the needs of residents alone - they are catering to professional teams and many 
different types of one-time events.  
 
However, these sport-specific criteria do not matter all that much when it comes to 
event-tourism strategy and development. It might be more important to consider the 
relative advantages and costs of spectator versus participant sports and the special 
venues required by different sports and event formats. Indeed, a supply-side approach 
could begin with determination of what venues a destination has and the events it 
could feasibly host. Venue capacity and quality very much restricts the Event-Tourism 
'league' cities play in, whether it is regional, national or international in sale.  
 
A demand-side approach starts with an assessment of the markets for various sports 
and sport-event formats. Many sport events attract a variety of tourists, each with 
different spending patterns. Professional athletes might get paid to attend, or win 
prize money, therefore leakages to the area occur. Amateur participants on marathons 
often come in groups or bring spouses and families. Spectators, including the friends 
and relatives of participants, are valuable tourists who will likely stay in commercial 
accommodation.  
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From an event-tourism perspective a different kind of classification makes sense, as 
advocated by Gratton et al (2000) and Gammon (2012). It combines the notion of an 
event hierarchy (from mega-events like the Olympics and World Cup of Football down 
to international, national, and local championships) with various tourism and event-
related criteria (e.g., media interest, tourism potential for spectators or competitors, 
sport development opportunity).  
 
There are different kinds of hierarchies that should be considered. Size is an obvious 
one, but size has to be measured in terms of one or more of these variables: cost, 
tourist demand, media impact, venues required, etc. For the leisure markets a social-
world hierarchy could be more important, with internationally iconic events at the top 
(e.g., Boston Marathon) and locally-important events at the bottom. In the social-
world frame, 'iconic'  events stand for the biggest, best, most unique, most prestigious 
or challenging.  
 
The concept of Destination Sport Events is important in this context. These are sport 
events that are fixed in place and anyone wanting to participate or spectate has to go 
to the event, when and where it is held. In other words, they are tourist attractions. 
Some of these are moveable (they can be bid on, or the owners can relocate them) 
and some are permanently attached to venues and destinations (like professional 
sports). While most cities recognize the value of hosting professional sport teams with 
this drawing power (not to mention image-boosting), not all destinations have realized 
the potential of other types of destination events. To be successful they have to be 
iconic within particular social worlds and/or very well marketed.  
 
 
Festivals and Cultural Celebrations 
 
This category is dominated by festivals, but also includes carnivals and Mardi Gras, 
heritage commemorations, religious rites and pilgrimages, and many parades. Parades 
and processions are common elements in festivals, but those that are held on their 
own also display many celebratory elements. Here is my simple definition of festival:  
    
          A festival is a public, themed celebration. 
 
 
For a fuller definition and discussion of the social and anthropological meanings of 
festival and festivity see Getz 2011 and 2012, and as summarized in Chapter 8. 
 
To many young people, 'festival' has come to mean outdoor music, either one concert 
or a whole program of them. The term is rather over-used and often mis-used. A real 
festival has a theme, something to be celebrated or commemorated. Festival-like 
programming, including spectacle and entertainment, are frequently added to sports 
and other types of event to make them more appealing. Some call this process 
'festivalization', or the 'carnivalesque'.  
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Galleries, museums and other art facilities are formally in the exhibition business, but 
their normal displays of art are sometimes replaced by “touring exhibitions” or one-
time-only exhibits. These can have major drawing power, generating substantial 
income for the producers and hosts, and for destinations.  
 
Figure 1.10: Typology of Planned Events and Venues: A Portfolio Approach 
 

 
 
Many outdoor fields and city streets or plazas are utilized as festival/parade venues, 
but cities have in many cases constructed event districts and festival places in order to 
host large assemblies. This can be an important advantage in the Event Tourism 
marketplace. Places with indoor theatres and arts centers have advantages when it 
comes to limited-seating, ticketed concerts and shows. It is no longer unusual for cities 
to advertise sport, entertainment and cultural districts or precincts.  
 
Entertainment 
 
Although it is often said that there is a huge 'entertainment industry', this is 
misleading. People can find anything to be entertaining (even solemn, religious 
ceremonies or political speeches), and entertainment is generally a part of all sport 
and cultural events. Most conventions and exhibitions also provide entertainment. 
What is included in this cluster are the stand-alone events such as concerts and award 
shows that are clearly not part of something else. In terms of venues, entertainment 
generally utilizes sport and culture facilities, both indoors and out; there are huge 
financial savings in building multi-purpose facilities. The private sector is most 
associated with entertainment (as opposed to festivals) because of the profits realized 
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from music in particular. Later we will look at the UK music concert sector as an 
example. 
 
In Chapter 8 entertainment events are considered in more detail, and for convenience 
private functions (like parties) are included. Many such functions are indeed of the 
entertainment variety, although others are solemn and ritualistic. 
 
Typology Specific To Event-Tourism Portfolios 
 
We can also classify events on the basis of their functions within an Event Tourism 
context, connected explicitly to the portfolio concept illustrated later. This typology 
combines size, drawing power, and value considerations, all of which are relative -  in 
other words, there is no absolute measure of mega or hallmark, local or regional, they 
are defined contextually. I argue that the most value comes from permanent Hallmark 
Events, and the related concept of Iconic Events, and not from occasional mega 
events.  
 
Mega-Event 
 
'Mega' means large or huge, or more precisely 'one million' in the metric system. 
Marris (1987), summarizing a conference of the International Association of Tourism 
Experts (AIEST 1987) that was themed on the subject of mega-events and mega-
attractions, noted that mega-events can be defined by reference to their volume of 
visitors, their cost, or by psychological criteria. Their volume should exceed one million 
visits, their capital cost should be at least five hundred million dollars, and their 
reputation should be that of a "must see" event. Marris thought the key to getting 
mega-events through the political approval process was the prestige factor. Others 
might prefer a definition that stresses the economic impacts of the event, rather than 
its costs, size, or image. Vanhove and Witt (1987), in the same conference, stressed 
that a mega-event must be able to attract worldwide publicity.  So an event can be a 
mega success if it generates exceptional levels of coverage or fosters a strong positive 
image among key target segments. 
 
If we equate ‘mega’ with large size, then it usually refers to World’s Fairs, Olympics, 
and other international sport events. But even a small music festival can have mega 
impacts on a small town in terms of tourists, economic benefits or disruption. It can 
also refer to media coverage and impacts on image. Accordingly, I define them this 
way:   
 
Mega events, by way of their size or significance, are those that yield extraordinarily 
high levels of tourism, media coverage, prestige, or economic impact for the host 
community, venue or organization. 
 
The definition of mega-events will therefore always remain subjective. It is really more 
a question of the relative significance of an event, rather than any particular measure 
of size. In general, there has been a trend towards 'gigantism' in the events world, and 
in my opinion this is a big mistake. So-called mega-events have been glorified, and it is 
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mistakenly believed by many that they generate mostly positive, long-term legacies. 
This view has been perpetuated by several elite groups in society that directly benefit, 
even while the public often pays an immediate and long-term cost well in excess of any 
tangible benefits.  
           
Hallmark Event 
 
The earliest reference to hallmark events in the research literature was by Ritchie, JRB, 
and Beliveau, D. (1974: 14) who succinctly defined the seasonality problem and the 
event’s function in these terms: "Cyclical demand in the leisure, recreation, and travel 
markets is a major factor contributing to low productivity and low returns on 
investment among the suppliers of goods and services to these markets. One strategic 
response to "the seasonality problem," which has had varying degrees of success in 
different regions, is termed the Hallmark Event. Such events, built around a major 

theme, serve to focus tourism and recreational planning on a particular period of the 
year." A decade later, J.R. Brent Ritchie (1984:2) elaborated on hallmark events by 
addressing their economic, physical, socio-cultural, psychological and political impacts, 
and by defining them as follows: "Major one-time or recurring events of limited 
duration, developed primarily to enhance the awareness, appeal and profitability of a 
tourism destination in the short and/or long term. Such events rely for their success on 
uniqueness, status, or timely significance to create interest and attract attention."  
 
In Ritchie’s perspective, events were instruments of strategy to solve the seasonality 
problem. The type of event, and its permanent or periodic status, were not of principle 
concern. However, C.M. Hall (1989: 263) defined hallmark events this way, 
incorporating the key consideration of international stature: "Hallmark tourist events 
are major fairs, expositions, cultural and sporting events of international status which 
are held on either a regular or a one-off basis. A primary function of the hallmark event 
is to provide the host community with an opportunity to secure high prominence in 
the tourism market place." In his subsequent book on Hallmark Events, Hall added (p. 
1): “Hallmark events are the image builders of modern tourism...”, but he also equated 
the term with “mega or special events”.   
 
What remains consistent in the events and tourism literature is an emphasis on how 
hallmark events, as attractions, can help in overcoming seasonality, and how they can 
attract attention and enhance the destination’s image. There has been no agreement 
on types of events or periodicity as defining variables. Indeed, the term ‘hallmark’ can 
hold a variety of other connotations. For example, Graham, Goldblatt and Delpy (1995: 
69) referred to hallmark sport events as being those that mark an important historical 
anniversary. According to Westerbeek, Turner and Ingerson (2002), size is a major 
factor, but their definition is more akin to mega events, as they give the Olympics as a 
prime example.  
 
Getz (1991: 51) turned to a dictionary, where 'hallmark' refers to a symbol of quality or 
authenticity that distinguishes some goods from others, or pertains to a distinctive 
feature. An event, therefore, can aspire to be the hallmark of its organizers, venue or 
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location, thereby placing the emphasis on permanent, recurring events. In 2005 (p.5) 
he defined them this way:  
 
The term hallmark event is used to describe a recurring event that possesses such 
significance, in terms of tradition, attractiveness, image or publicity, that the event 
provides the host venue, community or destination with a competitive advantage. Over 
time, the event and destination can become inseparable.  
 
More recently, in the context of working with Swedish colleagues to help a small resort 
town develop a new hallmark event, greater elaboration of the concept resulted in this 
three-part definition (from D. Getz, Bo Svensson, Robert Peterssen, and Anders 
Gunnervall: unpublished):  
  
Hallmark Event refers to the function of events in achieving a set of goals that benefit 
tourism and the host community, namely: attracting tourists; creating and enhancing a 
positive image that is co-branded with the destination/community; and delivering 
multiple benefits to residents.  
 
Over time, the Hallmark Event as a tourist attraction also becomes an institution and 
its permanence is taken for granted. Its traditions generate a stronger sense of 
community and place identity. The event and city images become inextricably linked.  
 
Hallmark Events can also exist within the context of social worlds and for special-
interest groups as iconic tourist attractions that facilitate communitas and identity 
building.  
 
In Chapter 4 a planning and marketing process for Hallmark Events is detailed, with 
additional considerations for Iconic Events provided in Chapter 5. 
 
Local and Regional Events 
 
Every city and destination contains many one-time and permanent events, the 
majority of which typically hold little or no drawing power for tourists - nor are they 
produced with tourism in mind. Some have the potential to grow, if assisted, and some 
could be developed into major destination events if that was an agreed-upon goal. 
Over time, some local, resident-oriented events will naturally evolve into permanent 
institutions and Hallmark Events. And others might take on that role within specific 
social worlds, becoming iconic for a particular community of interest. 
 
Even if they do not attract tourists or generate much in the way of co-branding, the 
population of local and regional events is likely to perform two vital functions that 
should be recognized and facilitated. They help animate the city or destination, giving 
it cultural and social life, providing outlets for residents to take visitors, and giving 
people reasons to visit or re-visit otherwise static attractions.  
 
Second, they are important in place marketing, not for the image-boosting, co-
branding effects desired by marketers, but in terms of making the place more 
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attractive for residents and especially contributing to creative cities. This is usually 
thought of as a cultural or social policy domain, but it is of equal important to all forms 
of tourism and economic development. You cannot satisfy tourists if residents are 
unhappy and bored.  
 
Olympic and Mega-Event Studies 
 
Although mentioned frequently in this book, it is not specifically about the Olympics, 
nor other mega events such as world's fairs and the largest international sport 
competitions. The Olympic movement has its own culture and Olympic Games are also 
accompanied by much politics, debate, and dissent. I consider them to be a-typical of 
the events world, and of only secondary interest in the context of Event Tourism. 
Consider the infrequency of hosting the Olympics or other mega-event in any one 
place, the enormous cost, the relatively few tourists who can obtain or afford tickets, 
and you can easily understand why they do not fit into my portfolio approach. Instead, 
think more about permanent (anchored) Hallmark and Iconic events. 
 
Mike Weed's book Olympic Tourism (2008) notes that research on the Olympics has 
burgeoned, with various themes being politics, impacts, history, and ideology. This is in 
addition to the literature on Olympic sports and athletes. In his assessment of Olympic 
tourism, Weed covers pre and post-games activity, as well as halo or legacy effects for 
the host destination.  With regard to the Beijing Summer Olympics of 2008, Weed 
notes how the event helped Beijing position itself as a "global city" and was part of a 
global campaign to open up China for tourism. Indeed, it seems likely that only world 
cities can how host the Games, and their reasons for doing so will have little to do with 
immediate, event-specific tourist flows.   
 
Debate about the costs and impacts of the Olympics and other mega-events will 
continue, indeed I expect it to get very intense. On the one hand are those who stand 
to gain (see the research note by Mores, below) and on the other are a large number 
of critics (count me in this camp) who believe such gigantic events cannot be justified 
on any grounds (see the e-journalist Commentary on Athens, below, which also takes a 
stab at London 2012). 
 
 
Research Note on Olympic Tourism 
 
 Morse, J. (2001). The Sydney 2000 Olympic Games: How the Australian Tourist 
 Commission Leveraged The Games for Tourism. Journal of Vacation, 7 (2): 101-
107. 
 
This paper outlines the key strategies used by the Australian Tourist Commission (ATC) 
in leveraging the Olympic Games to boost tourism to Australia. In 1995, the ATC 
established its Olympic Games Business Unit. The key elements of the pre-Games 
strategy were in developing joint-promotions, the establishment of a major media 
programme, working with TV broadcasters, and the setting up the Business 
Development Programme. Following the success of the Sydney 2000 Olympic Games, a 
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twelve month post-Games strategy was operationalised. It has included tactical 
advertising in key markets, the use of direct marketing, working with key market 
segments such as the business tourism sector, and developing research to monitor the 
success of the strategy and tactics. The ATC strategy has also been recognised by the 
International Olympic Committee (IOC) as a benchmark on how to maximise the 
benefits for both the Games and the host country. 
 
Commentary on the Athens Olympics 
 
 Greek Financial Crisis: Did 2004 Athens Olympics Spark Problems In Greece? 
 DEREK GATOPOULOS   06/ 3/10 02:10 PM ET  
 In: www.huffingtonpost.com/.../greek-financial-crisis-olympics_n_5988...  
 
 "While many factors are behind the crippling debt crisis, the 2004 Summer 
Olympics in  Athens has drawn particular attention. If not the sole reason for this 
nation's financial  mess, some point to the games as at least an illustration of 
what's gone wrong in Greece.  Their argument starts with more than a dozen 
Olympic venues – now vacant, fenced off  and patrolled by private security guards. 
Stella Alfieri, an outspoken anti-Games  campaigner, says they marked the start of 
Greece's irresponsible spending binge. 
 The 2004 Athens Olympics cost nearly $11 billion by current exchange rates, 
double the  initial budget. And that figure that does not include major infrastructure 
projects rushed  to completion at inflated costs. In the months before the games, 
construction crews  worked around the clock, using floodlights to keep the work 
going at night. In addition,  the tab for security alone was more than $1.2 billion. Six 
years later, more than half of  Athens' Olympic sites are barely used or empty. 
The long list of mothballed facilities  includes a baseball diamond, a massive man-
made canoe and kayak course, and arenas  built for unglamorous sports such as table 
tennis, field hockey and judo. 
 
 London's main Olympic budget now stands at $13.3 billion. Last week, Britain's 
new 
 coalition government announced $38 million in Olympic budget cuts as part of 
efforts to 
 slash the nation's budget deficit." 
 
CHAPTER 1: SUMMARY AND STUDY GUIDE  
 
This chapter introduces key terms and concepts related to the study of Event Tourism, 
and in particular explains why an integrated approach to Event Tourism is desirable 
and how it can be framed. Several systems models were presented to specify the 
elements of Event Tourism and how they are connected, both in terms of the 
stakeholders involved and the flows of information and resources necessary to make it 
happen. Justifications for public-sector involvement were examined, as these are the 
bases for policy and for public-private partnerships to plan and develop event and 
tourism. 
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Potential career paths were illustrated with profiles and interviews with professionals. 
The main roles of events and tourism were introduced, along with the a discussion of 
how and why Event Tourism links with other fields, and other important policy 
domains. Event Tourism is considered in the context of special-interest tourism, and it 
is argued that every special interest you can think of translates into demand for 
planned events.   
 
Five key challenges, or big ideas are introduced, and these are developed throughout 
the book. While the dominant approach to Event Tourism right now is what I call a 
'supply-side approach', based on marketing events and venues and focusing on sales 
and bidding, for competitive advantage cities and destinations will have to move 
towards more 'demand-side' development - based on detailed understanding of target 
markets. This should be accompanied by a bottom-up approach to planning and 
development that engages all the stakeholders, liberates innovation, and generates 
new, emergent strategies. Destinations will have to move from a focus on single 
events to a portfolio approach, including ownership of their own hallmark and iconic 
events. A sustainability theme runs through the book, and this applies both to 
sustainable event and portfolio management. Each of these key challenges is 
developed in multiple locations throughout the book, and they make for potential 
essay questions or term-paper themes. They are summarized in the final chapter. 
 
 
Study Questions 
 
Start studying with the learning objectives, which tell you what is really important in 
each chapter. The study questions are possible exam questions, so writing out full 
answers is the best way to prepare.  
 
-Define Event Tourism and explain it both as business and an academic sub-field. 
-What is special-interest tourism? is Event Tourism a special interest? 
-Explain the differences between supply-side versus demand-side definitions and 
development approaches. 
-Are their career paths specific to Event Tourism? what knowledge is required? 
-Explain event typologies by form and function, with particular emphasis on a portfolio 
approach. 
-What are the four main sectors of Event Tourism in terms of venues and events? 
-What are the main tourism and economic roles of events? Define the key terms (e.g., 
catalyst). 
-What other policy fields involve events and tourism? give examples and describe key 
stakeholders outside Event Tourism. 
-Can you justify public-sector involvement in Event Tourism? what are the main 
justifications? 
-Use the 'public good' justification to explain government subsidies for Event Tourism. 
-Outline the five big challenges or ideas introduced in this chapter (you will need the 
full book to give complete answers - see the summaries in Chapter 11). 
 
Additional Readings and Resources  



70 
 

 
-Getz, D. (2012). Event Studies: Theory, Research and Policy for Planned Events. 
-Page, S., and Connell, J. (2012). The Routledge Handbook of Events. 
-Hiller, H. (2012). Host Cities and the Olympics: An Interactionist Approach.  
 
-Event-related research journals: Event Management; Journal of Convention and Event 
Tourism; International Journal of Event and Festival Management; International 
Journal of Event Management Research (online at:  www.ijemr.or). International 
Journal of Event Management Research (online at:  www.ijemr.or). 
 
Some Introductory Tourism texts: 
-Goeldner, C., and Ritchie, J.R.B. (2012). Tourism: Principles, Practices, Philosophies 
(12th ed.). 
-Page, S. (2011). Tourism Management: An Introduction (4th ed.) 
 
Some Introductory Event Management Texts: 
 
-Goldblatt, J. (2011). Special Events. (5th ed.) 
-Allan, J., O'Toole, W., Harris, R., and McDonnell, I. (2011). Festival and Special Event 
Management (5th ed.). 
-Bowdin, G. et al (2011) Events Management (3d ed.).  
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Additional reading 
 
Reading: Rendering memorable experiences 
 

From a destination marketers’ or tourism managers’ perspective, a tourist is a 
consumer and the significance of marketing and economic value of tourism activities 
lie in each tourist’s consumption and spending. Considering that the tourism industry 
is in the business of selling experiences (Li, 2000; Mannell & Iso-Ahola, 1987; Ooi, 
2002; Prentice et al., 1998; Waitt, 2000), the revenue of tourism businesses can only 
be promised when they provide exciting and pleasant experiences to tourists. It is 
because customer experiences significantly affect customer satisfaction as well as 
customer evaluation of a service (Otto & Ritchie, 1995). Moreover, people develop the 
recognition of a company, brand, product, or service after they get experiences from 
attending activities and being stimulated by them (Schmitt, 1999).  

Additionally, considering that the characteristics of experiences are intangible, 
ever fleeting, and continuously on-going (O’Dell & Billing, 2005), if they are not 
remembered by a customer and, therefore, not retrieved during the decision-making 
process, then it may be hard to ensure future revenue. Previous researchers supported 
the notion that experiences are valuable only when they are stored and remembered 
through the recollection process (Clawson & Knetsch, 1966). In addition, marketing 
researchers found a positive correlation between remembered experiences and future 
decision-making (Hoch & Deighton, 1989; Kerstetter & Cho, 2004; Raju & Reilly, 1979).  

Acknowledging the importance of delivering memorable experiences, 
researchers in the tourism field also have identified experiential factors that are the 
most likely to be remembered by a tourist (Kim, 2009; Larsen & Jenssen, 2004; Wirtz et 
al., 2003). For example, in a recent scale development study, Kim (2009) suggested 
that memorable tourism experiences are composed of seven subjective experiential 
factors, such as hedonic, refresh, local culture, meaningfulness, knowledge, 
involvement, and novelty. However, less effort has been paid to identifying the effects 
of theses memorable tourism experiences on future behavioral intentions. Specifically, 
the causal connections between memorable experiential factors and future behavioral 
intentions are obscure. Results of studies attempting to identify which specific 
memorable experience factor(s) affect(s) future behavioral intentions would 
significantly support tourism businesses, as they would then be able to efficiently 
allocate their resources when designing and planning tourism programs.  

Therefore, the primary purpose of the present research is to gain a better 
understanding of memorable tourism experience by developing and testing a model 
that examines the relationship between memorable tourism experiences and future 
behavioral intentions. The influence of individual differences, including both 
demographics and an individual’s travel information (i.e., types of accommodation, 
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transportation modes, and purpose of the travel) on memorable tourism experiences 
were also examined in this study. 

 
Researchers in the marketing literature have emphasized the importance of 

providing memorable experience to customers. According to Alba et al. (1991), 
customers falsely believe that they already possess enough knowledge and 
information to make a choice. Therefore, they often have a low motivation to actively 
search for information and, instead, rely heavily on previous experiences to make a 
decision. Hoch and Deighton (1989) stated three important facts about the importance 
of memory. First, the level of motivation to purchase a product and the involvement 
with a product are high when information is drawn from an individual’s past 
experiences. Second, past experiences stored in an individual’s memory are valuable 
information sources because they are perceived as highly credible. Third, past 
experiences greatly influence future behavioral intentions.  

In the tourism literature, researchers also emphasized the importance of 
providing memorable experiences because memory is the single most importance 
source of information when an individual is deciding whether one will revisit a location 
(Kozak, 2001; Lehto, O’Leary, & Morrison, 2004; Mazursky, 1989; Wirtz et al., 2003). 
One of the most popular areas of memorable tourism research is identifying the 
components of memorable tourism experiences (Larsen, 2007). In this area, 
researchers have discovered that affective feelings, such as sociable, pleasant, happy, 
irritated, guilty, sad, and worried (Larsen & Jenssen, 2004; Wirtz et al., 2003), make up 
of an individual’s memorable tourism experiences. When comparing students’ school 
trip motivations within different time frames (three month before the trip, during the 
trip, and two weeks after the trip), Larsen and Jenssen (2004) found even though 
students could not vividly recall the experience (i.e., where they went and when they 
returned home), they evaluated their overall positive feelings about the school trip. In 
another study that examined spring break experiences, Wirtz et al. (2003) discovered 
that even though college students remembered their positive emotions significantly 
more than negative ones, they remembered both the positive and negative emotions 
from their vacation experiences. Extending previous research that studied memorable 
tourism experiential factors, Kim (2009) developed a memorable tourism experience 
scale. According to his study, memorable tourism experiences are composed of seven 
experiential factors: hedonic, local culture, meaningfulness, novelty, refresh, 
knowledge, and involvement. Individuals who perceive a tourism experience as 
memorable were found to recall these seven factors.  
 
Questions and exercise: 
 

• Identify the main events in your destination. 
• Analyze them using the categorization used in this manual. 
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• Write a personal evaluation on the customer experience regarding those 
events. 

 



ANEX  
Tourism Network Analysis Workshop Walkthrough 

Institute of Tourism and Economic Sustainable Development 
University of Las Palmas de Gran Canaria 

 
 
Tourism is essentially a networked industry: the tourism product is the entire experience of 
the visitor, which arises from a variety of components provided by a broad range of individuals 
and organisations. In this way, competitiveness and sustainability of a tourist destination 
depends on the density and quality of relationships between public and private organisations 
involved in the design and provision of products and services. 
 
This is a walkthrough1 of the practical Tourism Network Analysis workshop run by Matías M. 
González Hernández and Orla de Díez at the University of Las Palmas de Gran Canaria (ULPGC) 
in January 2018, in the framework of the ROAD project, for Kyrgyz and Turkmen Delegates to: 
 
 (i) identify key actors, attractors and resources at select destinations in   
 Kyrgyzstan and Turkmenistan, and   
 (ii) visualise and analyse the nature of relations between these actors and  
 resources 

 
Following the Tourism Networking and Sustainability & Protected Areas Tourism introduction, 
and select tourism destination case study presentations delivered by Kyrgz and Turkmen 
participants respectively for context, the analysis was structured in three parts or challenges 
preceded by a warmup exercise:  
 
Warmup  
 

First, participants are asked to build a model out of Lego that represents   
 their role and contribution in ROAD (5 minutes). 
 

Second, in plenary session participants take a minute each to discuss their  
 Lego models.  
  
Destination stakeholder and resource brainstorm and Lego modelling   
 
Small Group Challenge 1 (1 hour) 
 

First 15-minute round, as per Ritchie and Crouch’s Conceptual Model of Destination 
Effectiveness2, participants split into small groups of not more than 4-5 people to 

                                                      
1 For future replication and training purposes. 
2 Source: J.R.B. Ritchie. Y Crouch G.I., (2003). The Competitive Destination. A Sustainable Tourism 
Perspective: Cabi, Wallingford, UK. 



identify and model 1 or 2 designated sets of key destination resources and attractors 
(Physiology and climate; Culture and History; Mix of Activities; Special Events; 
Entertainment; Superstructure and Market Ties).  
 
Second 15-minute round, as per Ritchie and Crouch’s Conceptual Model of Destination 
Effectiveness, participants identify and model 1 or 2 designated sets of key factors and 
infrastructure: Infrastructure; Accessibility; Facilitating Resources; Hospitality; 
Enterprise and Political Will.  
 
Third 15-minute round, as per Ritchie and Crouch’s Conceptual Model of Destination 
Effectiveness, participants identify and model key destination stakeholders. 

 
At the end of Challenge 1, tangible outcomes include a broad-stroke written syntheses of the 
constituent parts of the respective tourism destination systems, and Lego models of 
stakeholders and resources.  
 
Destination stakeholder and resource synthesis  
  
Plenary Challenge 2 (1 hour) 
 

Participants use mural-sized version of Ritchie and Crouch’s Conceptual Model of 
Destination Effectiveness to collect, connect and discuss—via post its—all group-
based contributions regarding (i) Core Resources and Attractors (ii) Supporting Factors 
and Resources; and (iii) Stakeholders, at selected destinations.  

 
The tangible outcome of Challenge 2 is a mural-sized canvas, which reflects group patterns of 
discussion. 
 
 
Destination stakeholder, resource and relationships analysis   
 
Plenary Challenge 3 (1 hour) 
 

Participants use the previously assembled Lego models and the guiding questions 
below to visualise and assess the nature and frequency of interactions between 
destination stakeholders and resources on a large sheet of paper.  
 
Where and how do actors interact? 
How do ideas, human and financial capital come together? 
What are the lines of communication between actors? 
What are actors already doing to stimulate tourism? 
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