





Chapter 7 Management models and the

business case

A model, processes,
system or a Body of
Knowledge

— Qualities of a good

model

The event management
environment:
Complexity and
Uncertainty

—» Management <€——

Evaluation of process

v

Event concept
from business/
social case

i

Event

Processes

Change

Time line

Olympic Torch,
Photo courtesy of Maxxam Events International
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Chapter 7 Management models and the

Complexity due

to:

Number of
stakeholders

Number of
reciprocal
dependencies

Multi-
objectives

Number of
changes or
modifications
to both the
product and
the project
Uncertainty of
goals

Uncertainty of
methods

business case

Process Complexity

Contributing factors

Diversity of industry :
exhibitions,

conventions, festivals

Immaturity of industry :
Lack of terminology
No communication

standards

Volunteers ; leading to
rework and unrecognised
task relationships

Pulsating
organisation

Uncertainty in
product

Complexity of
process
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Strategies for containment

complexity through

Containment of

teams

Work packages and
delegation to teams
and suppliers

Event coordination
rather than control

Stakeholder grouping
such as levels of
sponsorship




Chapter 7 Management models and the business
case

Dynamic System

Dynamic — change on many levels

Tightly coupled — changes in one area of
the management will quickly affect other
areas

Governed by feedback — any action will
have a result that will influence other similar
actions

Nonlinear — effect and cause are rarely
proportional

History dependent — actions are mostly
irreversible

Self-organising — semi-autonomous groups
or teams

Adaptive — can quickly respond to changes
to minimise their negative impact

Counterintuitive — difficult to exactly predict

Policy resistive — difficult to comprehend
and therefore control using linear methods

Characterised by trade-offs — the effects of
a decision in one area of event
management will be traded against the
results in other areas

Contributing factors

Multi-objectives and
changing objectives
of stakeholders

Attendee expectations

Product Complexity

Need for innovation

Complexity of
product (product
portfolio)

Market shifts

Wow, surprise

Intangibility of
outcomes

Product Complexity is an
essential part of events and
is often looked on as part of
the attraction. The role of
event management is to
optimise the product
portfolio to satisfy the
current and forecasted
objectives of the
stakeholders - in particular
the attendees of the event.
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Chapter 7 Management models and the business case

 Phases of event management and the event life cycle
— ldea — concept development

— Feasibility

— Planning

— Implementation
— Setup

— Event

— Shutdown

 Intangibility of outcomes

— ROI
— ROO
— ROE

Photo courtesy of Maxxam Events International



Chapter 7 Management models and the business
case

e The Business case
— The business case is the justification to proceed with an event
from a business point of view.
« Atemplate for a business case will include the
headings:
— Date: Event:
— Purpose:
— Event Description
— Target Audience
— Company Participation & Staffing
— Required resources
— Costs
— Company benefits: Direct
— Company benefits: Indirect
— Action recommended



Chapter 8 Setting up the management system

« Event project methodology
« Management framework during the feasibility/initiation

phase

— Scoping

- Draftl n g + Brie;—summaw EPARS
5 Expecttion: & ol Event planning, archiving
2 and review system
°%
h
E Me3sumble Objectives

P3st events : J-""--l-.! —
_ ored dita INFUT —bazeline plans — U#' Eehiitiony
rnanaa|
stakeholder

Scope : date,

who, where.. mahagement l
Work L
Breakdowin Risk Glossary of
Sractare / Register tetms
Sy S
Responsibility /
Checklists

T Other Doc
| Site map

Planning

Contact sheet
Prodaction Schad.

Evalaation

Archive

Review and
Archiving
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Chapter 8 Setting up the

management system

Marketing

- Management framework as a A —
spreadsheet g Faw—
— Contents page

Venuel
e Link to all spreadsheets 10 Venue2 r

11 |Speakerftalent

- The SCOpe 12 |Contracts

13 |Gov Liaison

* The objectives of the event as well as |1 megation
the major responsibilities and
assumptions

— The organisation structure

 Temporary organisation structure that
IS time based

A | B | C| D | : | F | G |
1 Event Plan Scope
2 |End of Year party
3 |Date Period |Pax |Objectives/goals Notes Where |co'sl est
19" Dec |evening | 1200[to build up relationship between Board of Directors and senior officers|invite sponsors near sea/ $100 pax
4 unusual
venue
5 to strengthen relationship between divisions/individually identify key organisers
6 to share the good year prizes?
7 surprise the boss a boat? His music?
8 everyone has a good time will we do all this
inhouse?
9 safe event and keeping the reputation of the company ‘r—
10
- T




Management framework as a
spreadsheet

— The Stakeholder List

identification, engagement,
requirement analysis, planning,

implementation, control and evaluation

— Work Breakdown Structure

» a process of decomposition whereby a
complex project is broken up into
smaller units of work that can be easily

managed

— The Schedule: Milestones

dates that mark the conclusion of an

important task
Deliverables

Each milestone and its deliverable is a

mini project

Chapter 8 Setting up the
management system

B | ¢ | o | e | F |

Stakeholders reporting plan

New Years Eve Celebration in Shopping Mall

ian feb mar apr may lun ul
Stakeholders reporing plan
Public
Shop owners
Landlord
Security
Building managernent
event organisers
Police
Ambulance service
Senice Staff
Waolunteers
Az A 8 C | D | F | G
1 Work Breakdown Structure |
| 2 |Budget Category Period Milestone Responsibility
| 3 | 30,000 Venue Signed contract/July 14th BJ Team
| 4 | Sourcing June
| 5 | Availability
6 Booking
| 7 | 15,000 Design July Draft design plan May 22nd LR
| 8 | Enfrance
9 Curtains
| 10 | Surprise
| 11 | Theme
| 12 | 28,000 Program June/July Main act confract signed July 30 LR
=] MC
| 14 | Entertainment
| 15 | Games
16 Award
| 17 | Speeches
18 Freebees
19 50,000 Logistics July/Aug VIP Air tickets/ August 20th BJ Team
= 20| Booking/buy air ticket
21 Signage
22 Transportation
| 23 | Meet and greet
| 24 | Event licence
25 Hotel bookings



Chapter 8 Setting up the management system

Management framework as a spreadsheet

— The Resources
* outsource /inhouse and make/buy/hire decisions

| 0| E | F | s | H | ! [
1 Resources
- I h e b u d g et 2 WBS Resources Inhouse Make Hire Buy Quote Quote Contacts Contract status
3
Yes —
4 |Admin IT equip laptops,
— The programme e
5 |a Office space yes
6 |a Office stationery yes
- - 7 |Marketing Creative Agency yes Office space
— e risK reqgister e, s - ortce
m gency v stationery
9 |m Printing yes
= 10 |m Brochures and collateral yes
— The site ma T
| 12 |m Designer yes
13 m Web design yes
. 14 |m Graphics yes
— The event checklist HE
16 |l Couriers yes
17 |l Transport yes
18 |l Shuttle bus yes
19 |l Travel agents yes
20 |l Limo ves
21 |l Taxis yes
A B [ C [o ] e[ ¢ ] G | H [ 1
1 Risk Register
2 |\WBS Risk Result Lik Con Level Treatment options  Responsibility Deadline
3 |Site Building not ready Launch delayed pos maj Extreme  Change scope (date)
4 Event scope changed
5 |Finance Cut in Budget Scope changes pos mod  High Sign contract well in
advance
6 L ack of resources Cancellation/postponement
clause
7 Different priorities
8 |Resources Lack of Supplier Show details change |unlik minor Moderate [Invite international tenders
9 Budget increase -
change
Civil Aviation No flying in of VIPs to Make government part of
10 |Legal permission not 0 flying rare  minor Low g p
. sife the event
happening
Have alternative e g. luxury
1
yacht
12 [Site Rain during the event  Guests get wet lik mod  High Plan alternative
13 Fquipment damage Lacal_and experienced
suppliers
14 Traffic problems Discuss with traffic police
Contracts/re Performers do not tum Gap in entertainment . . .
15 lik minor Moderate Bring them early
Photo courtesy of Peter Kagwa, Eventswarehouse, Uganda | |sources  up program T
16 Flag possibility with other
performers
17




Chapter 8 Setting up the
management system

The developing event: a maturity model
How events start and their pathway to growth
— Informal
— Formal
— Accountable
— Adaptable and improvable

12



Chapter 9 Event management processes

« From domains to a process model

1. Domain
2. Phase
3. Processes that are employed

A process is series of step by step tasks or activities repeated in the

management of an event

Process groups
e Scope: the integration and control of all the work flows
o Stakeholders including sponsorship management
e Design
* Marketing
* Finance
« Time
* Risk
« Communication
 Procurement
* Human Resources

13






Chapter 9 Event management processes

* Process
groups
— Scope: the
integration
and control
of all the
work flows

Scope Management
Process

Stakeholder
requirements
and
expectations

N

v

Scope definition

v

Feasibility <

Event impact

i

Work Breakdown
Structure

assessment

Time
mangement

4

4

A
All other
management
proceses

Evaluation of scope

A

Event

Task analysis Integration plan

© W.J.O'Toole, www.epms.net
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Process groups

Chapter 9 Event management processes

Stakeholders
including
sponsorship
management

Stakeholder Management Chentsponeer
requirements and
P rO CeSS qexpectations

A

Identify and

describe
stakeholders

)

Analysis and

A

classification

)

Trend analysis p IO ETE :

Assess possible impact
on event over the
project

Risk Stakeholder

management management
plan
plan
Evaluation

Finance

© W.J.O'Toole, www.epms.net

Scope
(feasibility)
Categories:
Primary/Secodary Marketing
Positive/Negative
Internal/External
Covert/obivous
interests
Categories:
Direct
> Indirect
in Combination
Reporting
\/\

16




Chapter 9 Event
management processes

Process groups
— Design
* Event site
* Programme
— Marketing
* Marketing mix
* Promotion

Design Process Stakeholder

requirements and
expectations

Creative techniques:
Brainstorming
»~—1Mind mapping

Storyboarding y

Attribute analysis 1 . .
Morphological box. Design Scope Marketing
Triz

Identify staging
elements

Product definition |«

Evaluation of event design M

Site choice
o @
utput
4 Site layout Output A
Output l
h 4
Event Site plan (map) Staging plan
programme
© W.J.0'Toole

Marketing Process

Client or sponsors
requirements and
expectations

v

Consumer
decision analysis

v

Marketing Mix -
optimising variables
product, promotion,

price, place

Product

( N
\
Market research « Deﬁn_lng_event
objectives
v
Target market Marke_t
identification/ |« segmentqtlon -
needs analysis matching

Communication
Promotional
strategy

definition

G

Evaluation of Marketing

> Scope

© W.J.O'Toole
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Chapter 9 Event management processes

« Process groups

— Finance
 Budget
* Pricing
 Cost

e Cash flow
* Pricing event
management services

Tools and techniques
Cash Flow Management
Leverage

v

Cost analysis - classification ‘

Cost Control planning
Commitment accounting

v

Create Budget and controls

Financial Management Process
Jwiiliviit i 1 Vvwouw
- Grants Finance Forecasting
= 0 [l and Sourcing
- Ticket sales Scope -
- Loans f feasibility
- Sponsorship Cost/Benefit analysis
- Merchandising Economic Impact
v Stakeholder

Marketing

Evaluation of Finance
management
© W.J.O'Toole, www.epms.net




Chapter 10 Event management processes — section two

Time
management
process
e Event
Date
 Deadline
Manage
ment

Process

Time Management

Stakeholder
requirements and
expectations

v

Establish deadline

A

Establish
milestones

Event Progamme <-L

Production Schedule
Run sheets
Cue sheets

Fill-in schedule

v

Critical task
analysis

v

Establish

-

¢

Marketing

Scope

Risk

contingencies

v

Reporting and
monitoring

4

Turn around
time
Lead time

Event
Evaluation of schedule OO, WS

19




The deadline

The immoveable deadline is one of
the defining characteristic of most
events

Every decision and change must
take into account the effect on the
deadline

The deadline analysis flowchart is a
universal process in the event
management model

Deadline Analysis

Change

yes
v

Assessment tools

- Sensitivity analysis

- Expert opinion

- System analysis

- Comparison to tolerances
- identify crucial tasks (CPA)

4

Direct

L

Immediate action

Influence

Stakeholder

deadline?

yes
Indirect -
Secondary
A
Assess risk <—>< Risk <

v

v

Identify and use

contingency

Cancel secondary
products

Marketing

<«

oy

Increase
resources and
funding

Design

Finance

e

© W.J.O'Toole, www.epms.net
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Chapter 10 Event management processes — section

Risk Management
Process

* Operational Risk and
Upstream Design

Queen’s Baton Relay 2010, Namibia,
Photo courtesy of Maxxam Events International

two

Risk Management

Process

Client or sponsors
requirements and
expectations

A

social, legal and

Risk context: political,

economic environment

A

Risks unique to events

|
v

v

Event Design

Marketing

(Target Market)

Identification <>

Analysis

k—

Mitigation action :

solutions

Hierarchy of controls
Communication of risks and

!

Risk Register

A 4

Evaluation of risk
management

Tools:

Cause to effect
Scenarios/Table top
exercises
Consultation

o
)

Critical tasks

© W.J.O'Toole, www.epms.net

21




Chapter 10 Event management processes — section

Communication process

External Communication —
Promotion
Internal Staff
— Documentation/Office
— Administration Manual
— IT system
— Internal Volunteers
— Meetings, briefings
Internal — during event :

— Onsite Communication
systems

— Operation manual

External — stakeholders:

— Progress Reporting such
as legal requirements

— Promoting (audience)
— Development (sponsors)

two

Communication
Management Process

Client or sponsors
requirements and

expectations
- External ‘
L % Event Design @
Identify /
communication |« \ Scope <
channels
Marketing
(Target Market)

A

Advertising process

v

Public relations
process

Feedback to event design

A

Promotion
schedule

Evaluation of
Communication

~ Time

© W.J.O'Toole, www.epms.net
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Chapter 10 Event management processes — section
two

 Procurement Process
e Contract management

e« Human Resources Process

* HR and Delegation

Procurement Process

Client or sponsors
requirements and
expectations

Client or sponsors

Human Resources
Process R

I
l
HR forecast and

plan
Volunteer/paid staff
Volunteer Staff recruitment
recruitment job descriptions

, !

Volunteer training
- Motivation

- Teams

- Rewards

© W.J.O'Toole, www.epms.net
Evaluation of HR

Staff training

Supplier
assessment

A

Work packaging

y

matrix

Identifying
suppliers, RFT

A

Comparison/
Tender/Bids

v

Contract
management

Evaluation of Procurement

Scope (task
analysis)

Financial
management

© W.J.O'Toole, www.epms.net
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Figure 11-1 Risk exposure over time

Chapter 11 Event metrics
and checklists //

e Metrics
— Exposure Profile

e Return on Investment
— (Income - Cost)/Cost

— Compare investments — a .
commensurable variable A 5 c

— Return on Objectives (ROO) Time

— The general process of ROI
analysis is:
» Establish the client of the ROI

|

activity spike i

» Establish objective of the client i
» Create a system for correctly costing the :

event

* Analyse the elements of the event that
directly contribute to the income

* Analysis of the elements that indirectly
contribute to the income

» Develop a measure for the intangible

k)
e

Venue deposit

Exposure : $, Reputation..

Tickets on sale

Star attraction
“_\——.

Figure 11-2 Spike in economic activity due to an event

|
aspects | :
! !
» Establish the time frame of the incoming “ i ;
* Analyse the efficiency of the elements of the time !

event to deliver the incoming

epms.net



