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Thefirstdecadeofthetwenty-firstcenturyandinallcornersoftheworld,therehasbeensameinterest
andparticipationineventsastheyplayasignificantroleinthedevelopmentofculture,arts,education
andtourism(Bowdinetal.,2011).Inthehistory,eventsalwaysplayedanimportantroleinsociety,either
togetoutoftheroutineofdailylife,ortocelebratesomeimportantthingsorpersons(Shone&Parry,
2010).Eventshavelongplayedanimportantpartineverydaylifeofpeopleandsocieties.Theterm
eventisusedfordescribingdifferentactivitiesdesignedfordifferentpurposes.Theseactivitiescanbe
art,sports,recreationandsocialactivities,andcanalsobeactivitiesorganizedbygiantorganizersata
moreprofessionalandnationalorinternationallevel.AccordingtoGetz&Goldblatt,eventsareunique
momentsintimeandasidefromeverydayoccurrences(Berridge,2007).Nowadays,theabilityofevent
marketingtoprovidedeeperconsumerparticipationwithnew,interactiveandinterestingeventsattracts
greatinterestamongeventplanners(Closeetal.,2006).

Theeventsindustry,includingfestivals,meetings,conferences,exhibitions,carnavals,sportsanda
rangeofotherevents,israpidlydevelopingandgainsasignificantcontributiontobusinessandrecre-
ationrelatedtourism.O’Toole&Mikolaitis(2002)identifythat,asgrowthinthedemandforeventshas
occurredandtheeventsthemselveshavebecomeincreasinglycomplex,theeventorganizationshave
becomealsoincreasinglyprofessional(Daniel,Bogdan&Daniel,2012:5410).Eventmarketingisa
groupofactivitiesaimedathighlevelofparticipation.Theeventsincludethetargetgroup,company
andproducts,aswellasgivingthetargetgroupanexperiencethatappealstobememorable(Martensen
&Grønholdt,2008).Theimpactoftechnologycanbeclearlyseeninourdailylifeandallthefacets
ofbusinessesandeventorganizations.Technologicalinnovationshavechangedequipment,madethem
moresophisticatedandimpactful,andhaveledthewaytodevelopandpresentbetterandmemorable
events (Flowers,&Gregson,2012).Therehasbeenhugeadvances in technologyandwereapplied
tomorebusinessfunctionswiththeinclusionofInformation&CommunicationsTechnology(ICTs)
recently.Allthesetechnologicaldevelopmentswiththegrowthofgovernmentandcorporateinvolve-
mentineventsalsoaffecttheeventindustry.Information&CommunicationTechnologyisnowoffering
advanced,fastandreliablecommunicationpossibilitiesallovertheglobe.Eventsindustryhasadopted
itselftothesechangesaspowerfultoolstoimproveitsservicesandproductsrapidly,andhasattracted
considerableattentionwhichhascausedit tobe largelyexpanded.Thenewlyemergedcommunica-
tiontoolsandmediahavemadeitpossibleforeventplannerstoengageeasilywiththeircustomerson
networkortheotherwayaround.Moreinterestingly,theuseofsocialmedia,email,mobile,andother
platformsenablethemessagestobebetterdeliveredthroughoutthedurationoftheevent(Mahdzar,
Muhammaddin&Zulkepli,2017).
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WhileInformationandCommunicationTechnologiescreateadifferenceforeventplannersaround
theworld,itisimportanttoconsiderhowitchangestheeventindustry.Eventsbecomesomeofthetop
prioritybusinessesformarketers.Thereisacontinuouslyincreasingdemandandsupplyofevents.They
helptogeneratenewbusinessesatdestinations,createnewjobsandhelpimprovetheimageofdestina-
tions.Someofthemostsuccessfulfestivalsandcarnivals,forexample,arethemostimportantbusiness
activitiessuchasVenice,inItaly,SturgiseinUnitedStatesandRionCarnivalinBrazil.Likeanyother
sector,technologyisalteringthewayeventmarketers/organizersdo,developandpresentbusiness.For
example,eventorganizersarenowabletocapturedatafrompreferencesofinterestinvarioussessionsat
acongressanddevelopproductsandservicesaccordingly.Successfuleventmanagementneedsdistinct
setsofactivitiesfromeachotherandneedsdifferentskillstodevelop,plan,structureandrunanevent,
what arewidely regardedas the functionsofmanagement.Efficientmanagementof largecrowded
eventshasbeenalwaysachallengingsituation.Successfulmanagementofsucheventslargelydepends
ontheeffectiveuseoftechnologies(Yaminet.al.,2008).Theadvancesintechnology,communication
technology,thelinkingofinformationandtheinternet(Goldblatt,2008)alongwithotherinnovations,
haveaffectedthemarketingofeventsandcreatedaglobalopportunitytoenternewmarkets(Bowdin
etal.,2011;Getz,2012).Therearemanybusinesscaseswheretheuseoflatesttechnologycanvastly
improvetheirmanagement.Inrecenttimes,manytypesofartificialandsensordevices,includingRFID
tags,havebeendevelopedandeffectivelyusedineventenvironments.Suchtechnologies,combined
withappropriatesystems,canbeusedtoimprovethecrowdsandflowofeventateverystep(Yamin,
et.al.,2008).Itisimportantthateventdevelopersemployadvancetechnologytogatherinsights,use
thisinformationtoimprovecustomerexperience,andmonitorandtrackresults.Inordertoachievethis
end,businessesneedadetaileddigitalstrategythatcoversallaspectsoftheevent(Regalix,2019).Asa
result,Sherlock&O’Connor(2014)statethatthepositiveimpactsofeffectiveutilizationoftechnology
ineventbusinessisthegrowth,developmentandfeasibilityofevents.

ParticularattentionisgiveninthebooktotheconceptofICTevaluationandexaminationinthe
contextofevents.Suchaneffectiveutilizationofferstheeventparticipantsamorepersonalizedexperi-
enceandanincreaseinpractitioners’levelofprofessionalization.Thisbookpresentsdeepandbroad
informationonICTtechnologiesusedateventsandalsoincorporatesthemostup-to-datethinkingin
eventmarketing.Allthebookchaptersexaminetheissuesofnewtechnologicalsubjectsontheevent
sector.Somebookchaptersincludebestpracticesinevent.Thechaptersinthebookleadthereader
gentlythroughthenewtechnologicalapplicationsandpractices.Thisbookprovidesforpractitionerboth
conceptualunderpinningsofthisfieldandthepracticalrequirementsforsellingandensuringthefuture
successofevents.Thebroadapproachofthisbookmakesitusefultoacademicresearchers,students,
andpractitionersandallthosewithaninterestinthefieldofeventmarketing.

EMERGING TECHNOLOGICAL TOOLS IN EVENT MARKETING

Knowingevent technology trendsandadopting themostvaluableandeffectiveones to runvarious
typesofeventssuccessfullygivesplannersanddevelopersnewapproachesandvenuesforacompetitive
advantageovertheirrivals.Technologymakesmoreversatileapplicationstoappealtoallkindofevent
consumers.Meetingsbecomemoreinterestingwithvariousapplications,concertsaremoreexcitingwith
holographicpresentationsofpaststarssuchasMichaelJacksonorElvisPresley,andweddingsaremore
memorablewithlivebroadcastingallovertheworldforfamilymembersandfriends.Thetechnologyalso
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canimproveorganizedevents,attractmorecustomersandallowsautomationatacertainaccesspoints.
Appshelpeventplannerscreateacustomizedvisitorexperience.Theeventcompaniesarechanging
theirmindsetfortransformingthemselvestosuitandappealtheconsumerswithneweventtechnology.
Companiesareusingtechnologytostayclosertotheircustomers,usingsocialmediatocreateaware-
nessandusingwebsitestoshareinformationandimproveandgrowcollaborationamongpartnersand
stakeholders(Kang,Tang&Fiore,2014).Duetotherapidgrowth,developmentandcompetitionsur-
roundingofmanyevents(Goldblatt,2008)technologicalapplicationsarebeingwidelyusedthroughout
allthephasesofeventmanagement(Sherlock&O’Connor,2014).

ONtheotherhand,technologyisconstantlyevolving.Digitaltransformationusingdigitaltechnology
toautomatestandardprocessesisanessentialandviabletrendineveryphaseofourdailylifeandlifeof
allbusinesses.Technologyisnotonlytransformingthewaywedobusinessbutalsohelpingpeopleto
leadmorecomfortablelifeswithmoreaffordablegadgetsandapplications.Withtechnologybecoming
increasinglydominantinsocietyandintheeventsindustry,theshapeandprocedureshavechangeddue
totheinnovationsanddevelopmentsineventtechnologies(Bizzabo,2019).Theroleoftechnologyin
theeventsindustryisbecomingincreasinglyimportantwiththedominanceoftechnology.Technology
inrecentyearshasgainedadominantroleindevelopingandplanningevents(Peacock,1995)andhada
majorparttoplayinthegrowth,developmentandfeasibilityofmanyevents(Goldblatt,2008).Utilizing
technologyintheeventsindustrymeansmoreprofessionalplanning,morereliableandflexibleexecu-
tion,newproducts,servicesandofferingsforeveryneedsandexpectationsofcostumersandsuperior
transportalongwiththebenefitofglobalization(Krugman&Wright,2007).Recentdevelopmentin
technologyhasbeenincomparablyastonishing,cuttingacrossallareaofhumanlifestyle.Itrangesfrom
seriesofeventsliketechnologymeetingsandtradeshowstotechnoshowswhererobots,artificialintel-
ligenceandnewequipmentsmeetstheeveryexpectationofattendees.Andmanyoftheseeventtrends
keepexhibitingnewinnovations(Hindman,2018).

Eventorganizersarenowattemptingtoadapttheirstyleandmethods,inordertoembracethenew
erawheredigitalization,artificialintelligenceandvirtualrealitywillbecometheruleroftheindustry.
Advancedtechnologyisonthewayofimprovedvisualizationandapplication,aswellasspeedyand
seamlessaccessibilityforbettercustomerexperience.TheCEOofMbookedorganizations,Michnowski
expressthatoneofthemostimportanttrendsfor2020thateventplannersneedtowatchoutforusing
ofsocialmediaforcommunications,eventpromotion,andcommunitybuilding(Michnowski,2019).
Technologyallowseventdevelopersandorganizersforautomationofvariouselementsofplanningand
managingeventswhilstitpresentsbothopportunitiesandchallengesfortheeventsindustry.Asevent
technologycontinuestodevelopandberefined,itbecomeseasiertoimplementwhateverthecustomers
wantsandexpects,evenexceedstheirexpectationsinvariousinstancesandmakeaccessibilitytoevents
allovertheworldbetterthanever.ThelatesteventtechnologytrendsareVirtualReality,ArtificialIntel-
ligence,5GTechnology,ChatBots,InternetofThings,BigData,andAugmentedRealityarechanging
andwillcontinuetochangetheshape,structureandrivalryintheeventindustry.Newmarketingplatforms
andtechnologicalinnovationscreatecomprehensiveexperiencesaroundeventsbyusingsocialmedia
anddigitalcommunities.Witheasyaccesstodataandtechnology,humanwillalsowitnessashiftin
versatilityofeventsinsteadofuniformproductsandservicestohighlypersonalizedevents.
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ORGANIZATION OF THE BOOK

Thisbookisacombinationofconceptsandpracticesrelatedtomanagementandmarketingofevents
inregardtoICTsandconsistsof16chaptersintotal.Theorganizationofthebookfollowsageneralto
specificapproachtoeventmanagementandmarketing,andtechnologyprocess.Abriefdescriptionof
eachofthechaptersfollows:

Chapter1reviewsthefactorswhichcanaffectthesuccessofeventsactivitiesinthecontextofICT.
Theauthorsofthischapterprovidearoadmaptothetargetaudienceforthesuccessoffutureevents.
Theystressthefactthattechnologicalapplicationsthatmaybeamongthekeyfactorsinfuturefestivals.

Chapter2presentsadeepviewbetweensocialmediaandeventsbasedonliteratureandbuildacon-
ceptualframeworkofthisrelationship.Theauthorelaboratestheintegrationofsocialmediaandnew
eventpracticeswithstudiesandresearchreportsinthefield.

Chapter3examinesmarketinginnovationsinindustry4.0andtheirimpactsoneventsmarketing.The
chapteridentifiestheeffectsofthedevelopmentprocessandcomponentsoftheIndustry4.0concepton
eventmarketing.ItexplainsmarketinginnovationsintheIndustry4.0perspectiveandevaluatesevent
marketingtomeettheexpectationsofthetargetgroups.

Chapter4evaluatesthenewemergingtechnologiesfromtheeventindustryperspectiveandcontains
conceptualapproach.Toprovideinformation,existingliteratureandrelatedwebsiteshavebeenreviewed.
Someofthemainapplicationsfrequentlyusedineventsareexpressedwithexamples.

Chapter5presentstheconceptofdigitalmarketingandthedigitalmarketingmethodsarediscussedin
thefirstpartofthestudy.Thechapteralsoisdescribedanddigitalmarketingapplicationsineventtour-
ismandalsogoesintogreatdetailonhowICTcanplayaroleineffectivemarketingactivitiesforevents.

Chapter6describestheimportanceofICTinhumanresourcesmanagementandevaluationinterms
ofevent.Chapteraddressestheissueofhoworganizationswillperformthefunctionsofselectionand
recruitment,jobanalysis,education,compensation,planning,andmotivationofvolunteeremployees,
performanceevaluationandoccupationalhealthandsafety,whichmustbecarriedoutinordertoman-
agethehumanresourceatevents.

Chapter7presentsabroadoverviewoftheopportunitiesandchallengesofeventmarketinginthe
digitalera.Itstatestheeffectofdigitalizationoneventmarketing.Italsofocusesmainlyontheoppor-
tunitiesandchallengescreatedbyICTsandICTinthetourismindustry.

Chapter8whichexaminesorganizedeventswithintheframeworkofartactivitiesoffersanewper-
spectiveondigitalartanddigitalmuseums.Theauthorarguesthatdevelopmentofdigitalarthasledto
theemergenceoftouristattractioncenters.

Chapter9describestherelationshipbetweenthesocialmediaandevent.Suggestionsareprovided
foreventplanneraboutkeeptheparticipants’interestalivebyestablishinguninterruptedtwo-waycom-
municationduringtheeventandusesocialmediatoensurethattheeffectlastslongerwhentheevent
isover,toreachpotentialparticipantsinthefutureandtomakestrategicevaluationsabouttheevent.

Chapter10providesageneralperspectiveofeventmarketingandneweventtrendstheauthorex-
aminessomeadvantagesofeventmarketing.Theyalsocoveredindetailsthenewchallengesandnew
opportunitiesineventmarketing.

Chapter11presentsattherolesofvirtualreality(VR)inordertocreateaqualityeventplanningand
managementanditprovidestheunderpinningimplicationsforeventpractitionersaboutVR.Thechapter
endswiththreemainimplicationsforeventpractitioners,includingimprovingeventmanagementwork,
enhancingeventvolunteerperformanceandexperienceandacquiringVRcompetencies.
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Chapter12isconcernedwithartificialintelligenceapplicationsforeventmanagementandmarketing.
Theauthorexplainstheartificialintelligenceapplicationsusedintheeventindustryandthecontribution
oftheseapplicationstotheeventstakeholders.

Chapter13coverstheneweventtrendsinthecontextofcommunicationdigitalmarketingcommu-
nication.Ithighlightstheneweventtrendsusedindigitalmarketingcommunicationssuchasreal-time
events,socialevents,storytelling,virtualrealityandaugmentedrealityapplications,influencersand
virtualcommunities.

Chapter14bringsanewperspectiveandevaluatestheapplicabilityofindustry4.0ateventsorga-
nizedinthecontextofgastronomy.Theauthorsfocusedontheemphasisonnewtechnologyinbanquet
organizations.Theauthorexaminesaugmentedrealityinrestaurantmenus.

Chapter15isconcernedwithimportanceofsocialmediaintermsoftheeffectiveandefficientmar-
ketingofevents.Inaddition,thesectiondiscusseswhysocialmediahasbecomesoimportantfortoday.
Conclusionshavebeenmadeaboutthefutureofthesocialmediaandeventsindustry.

Chapter16isconcernedwitheffectiveusingofwebsiteinlarge-scaleeventwithanexampleand
providesageneralperspectiveofpropertiesoftheeventwebsitesandexpressthatwhatbenefitswill
websiteoffertoeventusers.Theauthorofthischaptercontendsthatlarge-scalemegaeventsaremore
easilynoticedbytheparticipantsthroughtheeffectivenessofwebmarketing.Theeffectivenessofweb
marketingintheperspectivesoftheparticipantsoftheeventbecomesanimportantelementandposi-
tivelyaffectsthepreferencesofthevisitors.
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