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Event management: how to plan and run a great event (part one)

Hello and welcome to part one on Event management: how to plan and run a great event. The first step you need to take when embarking on planning an event is determining the aims and objectives - why you are running the event and what you are trying to achieve. Here are a few things you need to consider at this stage when thinking about aims.  
Is it to raise funds? Connect people with others? Thank volunteers and supporters? Celebrate a success? Promote a piece of work or project? Educate others? 
There may be more than one aim to your event but it should be about what your overall intention is. It should be quite broad and ambitious, but not beyond possibility.
At this point you should also be starting to think about your audience. Who are they? What are their personas like, for example are they business minded, wealthy donors who like to spend money on lavish meals or are they young volunteers with little time or money? Are you going to have more than one audience? This will affect everything from the type of event you run, how you’re going to promote it, where you hold it, how much you’re going to charge for tickets, health and safety and the content of the event. You will also need to consider your participants’ schedules – their work commitments, holidays (including school holidays) and so on – and also what their access or interpreting requirements might be.

Once your aims and audience are set you will need to consider your objectives – how you will achieve your aims. There are numerous types of events from month long mass-participation fundraising events such as ‘Movember’ to small workshops and awards dinners to name just a few. To help you consider what event will work for you I’ve pulled together a list of event formats and some examples of how they might be used. You can download it from the web page of the course. 
Thinking SMART – Specific, Measurable, Attainable, Realistic and Timely – can help sharpen your focus when setting your aims and objectives. To help you think through SMART aims and objective setting I will talk you through some examples.
First up, Specific

Here’s an example of a vague aim:
This event will educate people about the arts.
To make this more specific think about your target audience, the geographic boundaries of your event and the particulars of what you’re trying to achieve, for example:
This event will educate all young adults (aged 18-25) about how to get involved in visual arts careers (painting, drawing, sculpture, design and film) in Manchester.
Secondly, Measurable

To be measurable start to think about how your event’s aims will be measured  after the event  .Some examples of this can be incorporated into your aims include: 

•
90% of young people will know more about arts opportunities. This will be measured through a post-event survey

•
10 new subscriptions to the visual arts mailing list as a result of event bookings will increase the number of young adults educated in visual arts

•
At least one young adult from every school in Manchester will be in attendance at the event

•
Marketing support from at least five visual arts organisations in Manchester will ensure we reach a wider audience
To make your event Attainable think carefully about how much you are realistically going to be able to achieve when setting your aims and objectives. If you know you can only dedicate one day a week to managing the event you may need to adjust your events objectives. 
For example, this event will educate as many young adults as possible, instead of this event will educate all young adults.

If, for example, your organisation is interested in educating young people about visual arts think about how your event will be relevant to achieving this aim – you might want to run a festival of visual arts, offering a broad range of case study led workshops and stalls run by visual arts organisations so participants can learn first-hand about career opportunities from people who have been there and experienced it. 
Finally, make sure your aims are timely and that you’ll be able to deliver what you plan to deliver. You’ll need to think about the resources you have (staff, volunteers and time) and you’ll need to start thinking about setting your budget which I will come on to in a minute. 
The next step is to check the legals – what you can and cannot do. For example selling alcohol. If you want to sell alcohol and the premises you are using is not licensed then you may be able to get a temporary license for a special event. For more information contact the licensing department of your local council.  
In terms of the budget, be clear and realistic about this from the start. As well as obvious costs such as venue hire, take into account hidden costs such as staff time and admin expenses. For larger, paid-for events such as seminars or conferences, it may be that you offer discounted rates to encourage participation – these could include ‘early bird’ rates (for people who book before a certain date) and multiple booking discounts. Calculate the point at which your costs and revenue will be equal – otherwise known as the break-even point. You can download a basic budget template and start to populate it with your own event’s expenses and income. 

Finally here’s a word on Market research.

To help you in the early stages of your event planning it may be important to carry out market research to help you determine some of the steps outlined, such as your audience and budget. 
It is important to identify what you want the market research to achieve. Have some questions in mind that you’d like answers to and ensure your research remains focussed by also highlighting what it won’t be covering – perhaps you can’t change the location or budget for example.  

In Part two we will cover the key components of managing an event.
