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Abstract Events are complex value propositions that are realized by specialists to
meet different leisure and entertainment needs. They are highly intangible and
experiential-type products (Pencarelli and Forlani 2016) to which the application of
logical experience is particularly suitable (Bartolazzi et al. 2008; Pegg and Patterson
2010; Manthiou et al. 2014; Getz and Page 2016). This chapter aims to describe the
role played by events in the experience economy for territories involved in sus-
tainable tourism strategies. The authors also propose a model for event impact
analysis and evaluation. Starting from the idea that tourist destinations represent a
stage on which tourism products can be displayed, so as to satisfy the demands of
travelers seeking engaging experiences (Pencarelli and Forlani 2016), the impor-
tance of the role played by destination management in managing the events is
further underlined. Tourists searching such experiences want to be in the spotlight
and co-participate with territorial players in the creation of value. As such, event
management requires the use of tools such as planning, organization, and control in
order to design, plan, and put on a balanced program of events while monitoring the
impact on value creation for both tourists and regional stakeholders within the
perspective of sustainability. This chapter proposes to redefine the experiential
perspective of a set of indicators that are useful in holistically evaluating the
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performance of events in a traditional tri-faceted dimension, i.e., economic, social,
and environmental.

1 Tourism Events as a Systemic Offer of Experiences

The connection between events and tourism reveals itself to be complex and dif-
ficult to define, leaving a number of open issues that are harbingers of overlapping
and problematic definers, beginning with the very concept of a tourism event. Can
an event be defined as touristic simply because it justifies tourist flows and rep-
resents a motivation for someone to take a trip? Or should we consider touristic
those events that attract the predominating participation of tourists rather than
residents? Moreover, event management is a field of study that intersects tourism
and destination but which remains separate (Allen et al. 2000; Ferrari 2002;
Yoeman et al. 2003; Getz 2008; Crowther 2010; Berridge 2010; Getz and Page
2016). According to the logic we have adopted, in order to consider events in a
touristic context oriented toward sustainability, every event is the result of a sys-
temic offer of goods, services, information, tourist attractions, environment, and
culture. Such an offer is put out by local and nonlocal production systems, both of
which supply the customer with economic offers that go beyond a simple mix of
goods and services to aim more specifically and consciously for a product with high
experiential content (Rispoli 2001).

In this sense, then, events constitute an archetypal experience, in keeping with
Pine and Gilmore’s progression of economic value (1999, 2016), which aims to
intercept the use of the consumer’s free time. Having free time, in fact, fosters
consumer needs that have been considered unnecessary luxuries in the past but
which are now seen as a community’s social right; this creates needs that are
connected to the consumption of tourist experiences of various kinds, both genuine
and artificial. The consumer pays to spend time enjoying memorable events;
companies and territories use a physical facility, as though it were a stage upon
which to showcase experiences that intrigue or attract consumers at various levels,
including sensorial, emotional, and cognitive, and that can have an impact on the
emotional, intellectual, and spiritual values of the experiences they (the customers)
perceive. The consumption of experiences makes it paramount for the production
system to develop and make good on its experiential value promise (Experiential
Value Promise, Schmitt 2003); in other words, it must act upon multiple areas of
human perception and follow experiential policies able to increase the symbolic
value of the offer. What is traditionally supplied (good and services) must therefore
be enriched by experiential content that will satisfy the hedonistic needs of the
post-modern consumer. To “experientialize” an offer is equivalent to significantly
increasing the degree of involvement of the subjects in the act of consumption to
the point of allowing individuals to intentionally take advantage of the event and,
thus, to echo the words of Pine and Gilmore (1999, 2013, 2016), to pay for the
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experience itself (paying events) instead of limiting themselves to appreciating the
experientialization of good and services (free events).

Experience products must truly be unique, able to fully engage the consumer and
the hosting communities emotionally, physically and cognitively; it is for this
reason that these products must be innovative and capable of proposing new and
original solutions thanks to their format, content, time period, location, and par-
ticipants involved. No event should be (or can afford to be) a replica of another,
even in subsequent editions of the same event. This requires the creative intelli-
gence of all the subjects involved, including the viewers or participants, so as to
avoid banal standardization of any kind. Each event has specific features that
qualify it based on the venue where it is held and that highlight certain aspects of
dialectic contamination and critical bonding between experience and territory.

The connection between event and experience is explored by Maggiore and
Resciniti (2009), who proposes a model for managing events that is “experience
oriented.” According to the author, in order to design an event in which the
experiential dimension is enhanced, it becomes necessary to use the following three
elements, which make up what is called the event mix, as levers:

• the program, i.e., the core of the offer (theme, guests, shows, etc.);
• the location, i.e., the venue where the event is being held;
• the services, i.e., all of the interactions between the organization and the par-

ticipants that are aimed at producing value for the latter in terms of suitability of
the event.

The events may stem from initiatives proposed by either permanent or temporary
organizations and/or from the collaboration between them and/or a network of
professionals (artists, experts, etc.) who are coordinated through hierarchical
models, i.e., through network approaches that activate “cooperation chains” (Sedita
2009; Aiello et al. 2012). From this viewpoint, it is important to understand the
connections that exist among the event organization methods, the governance
model for tourist destinations, and the key actors’ approach to destination man-
agement. Events are the result of activities borne of the creative intelligences
(shared, but also not shared and unknown) of various subjects who are either
already present at the destination or who come from other territorial areas. Florida
(2002) considers people, when seen as human and artistic capital, to be the very
basis for creative capital. Creative capital is made up of talent (people’s creative
capacity), technology (businesses’ innovative capacity), and tolerance (the capacity
to accept and welcome diverse cultures and ethnicities). This, in turn, qualifies the
locations’ capacity to attract visitors and is a determining factor in realizing the
potential for development of those locations.

The task of synthesizing the system of players involved in the value creation
process relative to an event is a difficult but necessary one. The central role is taken
on by the organizer or the agent responsible (whether directly or indirectly) for all
of the activities related to putting on the event. The organizer/agent may act in
different ways based on:
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• the number of subjects involved: as a single entity or as a team;
• the legal nature: public, private or mixed entity;
• the timeline: continuous or occasional;
• objective of the event versus the organizer’s mission: the event being the

organizer’s mission (event as objective) or a collateral activity (event as a means
to an end);

• geographical location versus the venue for the event: local or external.

Whatever form the organizer assumes, the event not only represents the output of
a series of managerial activities, but it is also the result of the contribution made by
an indefinite number of local-area subjects who, albeit not directly responsible for
the event, sometimes become determining factors of its success. Therefore, there
exists a network of subjects who are external to the organization, i.e., a network of
relationships that represents a constellation of value associated with the event. In
our opinion, this created value represents the object to be evaluated and taken into
consideration in both the pre-event and post-event phases.

Moreover, events offer the opportunity to actively engage consumers/tourists
guided by the emotional and dream-like aspects of the decision-making process and
willing to be the co-producers of the experience product (van Limburg 2008; Pegg
and Patterson 2010; Boo and Lu 2015). Thus, their presence allows for the success
or failure of the event itself, just as the way in which they participate in the event
determines the performance (Mason and Paggiaro 2012; Pegg and Patterson 2010).

Consumers can express new categories of needs and can provide information
that is useful for programming or re-programming the event. Their participation can
also determine the situational climate and can contribute to the experience itself and
to the perception of authenticity by other participants (Gilmore and Pine 2007).
Further, anyone who takes part in an event is likely to foster future communication
about it through word-of-mouth and new technologies (social networks, chat rooms,
virtual communities, etc.). Finally, the participants can contribute to the innovative
aspect of the event by making available their own personal creativity or facilitating
access to the creativity of the social networks to which they belong (Pencarelli and
Splendiani 2010; Prentice and Andersen 2003; Richards and Wilson 2006).

On the basis of the above-mentioned aspects, we go beyond the “traditional”
concept of event—analyzed as a synonym of ceremony or ritual—and re-qualify it
as an occasion where time is spent in an entertaining way. In this sense, Shone and
Parry (2004) maintain that an event can be understood and, indeed, defined as “that
phenomenon arising from those non-routine occasions, which have leisure, cultural,
personal or organizational objectives set apart from the normal activity of daily life,
whose purpose is to enlighten, celebrate, entertain or challenge the experience of a
group of a people.”

Thus, events constitute important vehicles for increasing the touristic and cul-
tural attractiveness of destinations and, hence, for creating economic and social
value for the territory, although they must be managed and calibrated on the basis of
the crowd capacity of the venues (Fuentes et al. 2015; Pencarelli et al. 2013). To
maintain a long-lasting competitive edge, it is opportune that events follow the
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principles of sustainability, just as any other activity should that takes place in areas
that attract tourism (Pencarelli et al. 2013; Raj and Vignali 2010). Such principles
are based on a core value that is expressed in the triple-sided (economic, social, and
environmental) dimension. For this reason, it becomes desirable to develop event
management models and tools that dovetail with a sustainable approach to desti-
nation management (Pencarelli and Splendiani 2010).

Eventually, events become tools that tourist destinations can use to develop their
own competitive differentiation strategies (Crowther 2010). The differentiating
effect is of particular importance, especially when events are able to provide
experiential value that is specifically linked to that area (Bartolazzi et al. 2008). An
event, for example, that is focused on a local food and wine typology qualifies itself
as a proposal of unique experiences for customers (authentic experiences) that is
simultaneously capable of enhancing the resources of stakeholders in the territory
(e.g., by enhancing the experiential value of the typical local products).

From this perspective, events should be managed using experience logic in order
to maximize the effectiveness of the proposal in experiential terms (Pencarelli and
Forlani in this book). In particular, as observed above, it is important to:

1. create an identifiable theme for the experiences acting on different levels, taking
inspiration from the physical world and from philosophical and psychological
concepts, religious or political models, historical situations, art, popular culture
and fashion so as to involve consumers according to their willingness to pay to
live the experience or to enjoy the experientialization of goods and services;

2. harmonize the impressions related to the theme of the experience offered in the
event;

3. eliminate negative or nonpertinent cues with respect to the theme chosen for the
designed experience;

4. pay attention to the atmosphere connected to the event in order to create a
pleasant experience;

5. offer meaningful local souvenirs that can enhance a participant’s memory of the
event;

6. involve all of the consumers’ senses (sight, hearing, taste, smell, and touch);
7. ensure the authenticity of the proposed experiences;
8. stage the experiences according to a theatrical drama model and pay attention to

the dramatic structure of the events;
9. train front-line employees as though each of them were the most important

actors to ensure the best event experience;
10. closely couple backstage employees and front stage event experiences;
11. work to seek the welfare of individuals and of all stakeholder involved in the

event.

Governance implies the necessary involvement of the territorial subjects in
consideration of the nature of the “complex and systemic products” of the events
and outputs of the territorial production system, which includes participation of
players who are diverse by nature, objectives, or governance models. This implies
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that the governing territorial agent carries out activities to coordinate and guide the
players involved in building the event product and obliging them to follow the time
constraints, guidelines, and protocols imposed in compliance with the principles of
sustainability. Such principles must therefore represent the managerial framework
of reference for both the organizers and the territorial policymakers.

2 The Need for Shared Event Management:
Role of Planning

The use of strategic planning for tourism events has been the object of numerous
professional publications, but it remains a relatively unexplored research topic
(Getz 2008: 416–417). Among the various scientific papers that have contributed to
the literature (Getz 1991, 1997; Gnoth and Anwar 2000; Stokes 2008), the work
done by Stokes (2008) is worthy of note. This author examined different strategic
planning models for both single events and tourist destinations. The author
observed the growing importance of stakeholder theory in the analysis and inter-
pretation of the development strategies for tourism events and has underlined the
need to pay proper attention to the relationships between influential individuals and
groups regarding initiatives to be undertaken. This attention includes particular
consideration for the interactions and relationships with the local community,
businesses in general, local agencies, culture, and nature interest groups (Getz
1997) as well as with visitors and tourists.

Indeed, subjects who are in any way interested in an event, whether actively or
passively, can play a significant role by either orienting the strategy of the event or
by having an impact on its outcome and success. By way of example, local busi-
nesses can take on a communication function that can strongly influence the whole
tourist experience.

From this perspective, it becomes advantageous to conceive of event planning as
a participatory and dynamic process aimed at catalyzing various forces within the
destination system toward the achievement of a common sustainable objective. This
requires adequate listening to and sharing with the stakeholders, taking into con-
sideration both of the categories in which they may be classified (Grunig and Hunt
1984), i.e., those who bring productive factors or resources that make the events
feasible (local agencies, organizers, businesses, sponsors, etc.) and/or those who
acquire the services that make up the system of events offered (visitors, tourists,
residents). In some cases, such as EXPO 2015 in Milan (Romanenko and Ferrazzo
2014), the local community’s weak level of attention can generate opposition from
citizens or other stakeholders, resulting in delays and difficulties in programming
and implementing activities. In fact, in mega events, it must be kept in mind that
managerial processes concern a variety of projects within one event, which in itself
represents a complex project. Event managers still must continue to pay close
attention to the gratification of the participants, making the experience of the event

96 G. L. Gregori et al.



unique and memorable for them. In this regard, it is important to involve the
participants in a positive way and make them the active protagonists of the event,
from the planning stage to the stages following the event. Subjects’ involvement
must be concretely achieved through tried and true methods successfully used in
numerous territorial planning experiences, such as focus groups, public forums,
public–private round tables, surveys to measure expectations or degree of satis-
faction, and so on. Along these lines, it bears noting that if, on the one hand, it is
worthwhile to include as many potentially interested subjects as possible—partic-
ularly for the diffusion of information—on the other hand, a selection process is
essential in order to discern those strategic choices and lines of action that best keep
with sustainable objectives. In pursuing the ultimate goal of shared strategic gov-
ernance, it is plainly evident that the expectations, opinions, and suggestions of the
different stakeholders should be gathered and the most relevant ones identified. As
highlighted by Napolitano and Riviezzo (2008: 135) in their work on strategic
marketing in reference to urban developments, it can prove useful to assign an order
of priority to the stakeholders based on their vested interest and on their power to
influence choices, decisions, and results.

The basic idea is to satisfy the expectations of those stakeholders who are
considered to be the most important, while, at the same time, create sustainable
value for the whole destination. Such an objective induces planners to emphasize, in
the context of the strategic planning process, the phases related to measuring and
analyzing the impact of a single event or of a system of events.

Evaluating the results can, in fact, make it possible to:

– foster improvement and innovation processes for the experience product event
because they are indispensable for both its success and its survival;

– obtain suggestions for the better allocation of resources toward those events
whose performance is better;

– define more rational objectives and actions (e.g., communication activities);
– improve the use of resources;
– create and maintain favorable event conditions within the territorial system;
– set up collaboration and cooperation projects with the stakeholders.

Therefore, in keeping with sustainability principles, pre-assessing the possible
impact of an event is essential when developing systems of events to be offered that
not only can more adequately respond to the stakeholders’ needs and expectations
but can also generate value for the hosting territory. A tourist destination should
therefore schedule its portfolio of events (Getz and Page 2016) through a selection
of the same (events to be organized, to be supported with contribution, to be
sponsored, not sponsored, to be avoided), which should coordinate with the terri-
torial stakeholders, evaluate the experiential qualities of the event (guaranteeing its
competitiveness), and evaluate the sustainability characteristics (fundamental to
qualifying its hold in the medium-to-long-term).
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3 Assessing the Impact of Events in the Context
of Sustainable Tourism Development:
Prospect of Value Creation

The concept of sustainable tourism is commonly understood as an approach to
tourism development that is capable of satisfying the current needs of tourists and
of the hosting regions while at the same time safeguarding and improving future
prospects. It therefore aims for the “management of all resources in such a way that
economic, social, and aesthetic needs can be fulfilled, while maintaining cultural
integrity, essential processes, biological diversity and life systems” (World Tourism
Organization). Taking a closer look, sustainable tourism is a topic that appears to
have significant management implications, in addition to ethical–cultural ones,
because it determines the need for managing and enhancing the natural and envi-
ronmental resources in a given destination. Such resources are the key factors in
that destination’s competitiveness (Crouch and Ritchie 1999; Franch 2010;
Pencarelli and Forlani 2016). Territorial policymakers who seek to implement
governance approaches that aim to maintain or recover sustainability are thus called
to orientate territorial strategies towards multidimensional objectives, i.e., ones
capable of highlighting the connections and the cause–effect relationships between
the tourism phenomenon and the economy and the environment and society (cf.,
Mihalic 2000). Events are, by all means, to be included among the elements that
constitute territorial strategy (cf., Cercola and Bonetti 2009) and, as such, are
objects to be considered in the sustainable tourism development programming for
destinations.

Impact analysis for an event in the hosting territory is a topic of major relevance,
particularly because of the critical issues related to subjectivity factors tied to the
value created and perceived by the territorial subjects. Event assessment appears to
be of particular interest to scholars who focus on event management. Getz (2008),
in analyzing the subject of future prospects for tourist destinations, proposes the
“event portfolio” approach, according to which the territory would think about and
plan events using the same logic adopted by companies when developing new
products. The author subdivides events into categories according to their attraction
potential and tourist flows, ranging from mega-events to local events. (Williams and
Bowdin 2007), instead, focus on the evaluation of single events and imagine a
three-step process: pre-event assessment in a preliminary phase; monitoring during
the event; and post-event analysis in the final phase. These authors also stress the
fact that the economic–financial profitability of events is actually crucial to their
survival, and so, for this reason, the area pertaining to the events must be closely
governed by control mechanisms. Their research showed, however, that this does
not always occur.

In fact, in the literature, the topic of event impact measurement in economic
terms remains preeminent when compared with the social and environmental
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arenas, where there are still very few consolidated evaluation models, although
progress is being made in this sense (Quinn 2006; Franch 2010; Deery et al. 2012;
Toraldo et al. 2012). The major focus remains centered on the economic effects of
the event and is attributable to the fact that this is where the greater interest lies, i.e.,
considering how important events are in influencing the economy of the hosting
territory and also considering the weight, in turn, that economic resources carry in
affecting social and environmental conditions.

As Bracalente et al. (2011: 1252) and Della Lucia (2013: 92) have remarked, the
overall impact of an event upon the economic system can be seen in the multiplying
effect that is generated by the demand for goods and services coming from both
organizers and visitors. Specifically, the impact can be said to be the estimated sum
of the various effects connected to the production and sale of goods and services.
This can be broken down into direct and indirect impacts.

– Direct: representing expenses borne by the organizers (e.g., rental fees for
buildings, stages or equipment, setup, publicity costs) and by the visitors (e.g.,
cost of tickets, overnight accommodations, food, shopping);

– Indirect: tied to providing the necessary input to supply the goods and services
requested (e.g., hospitality and welcoming, food catering, transportation, trade).

Another point of note is the induced multiplicative effect of increased con-
sumption in the local community, which follows in the wake of the distribution of
economic value and a rise in the standard of living. From a holistic perspective, the
impact of an event on the hosting territory can be seen, first of all, in three contexts
(Cherubini et al. 2009):

– Economic: the effects—direct, indirect, and induced—which are felt in the local
economy, both in quantitative terms and in terms of wealth distribution;

– Social: the effects relating to the changes that are brought about in the residents’
quality of life;

– Environmental: all of the effects that the event can produce vis-à-vis the natural
balance in the surrounding environment.

The three dimensions represent the same ambits in which territorial sustainability
is identified and, thus, assessed (Pencarelli and Splendiani 2010). At the same time,
they also represent three perspectives concerning value creation for stakeholders.

The prospect of sustainable value creation for the territories and for tourist
destinations implies the need to not only focus on the economic and social effects
but also to develop analytical models based on a holistic view that encompasses all
three dimensions. Such models must be applicable in the three assessment phases
described above, i.e., before, during and after the event (Gregori et al. 2013).

The integration of experiential logic with that of sustainability highlights the
capacity of events to create lasting territorial value, which depends on the capacity
of the events themselves to grasp and respond to the experiential consumption
needs of the target tourist segments and to satisfy demand by generating benefits
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that can be seen as superior to those offered by the competition. For this reason, too,
they should be considered elements that are not necessarily exclusive to what is
being supplied in the system of territorial tourism, but which, based on market
needs, can be integrated into other components and tourist products so as to make
up experiential packages that are suitably competitive.

In addition, as pointed out in the experiential literature (Zarantonello and Schmitt
2013; Johansson and Kociatkiewicz 2011; Bartolazzi et al. 2008), events produce
experiential communication that have a major impact on the visibility and image of
the territory, thereby contributing to brand place market positioning (Hanna and
Rowley 2013).

When using experiential managerial logic, it is appropriate to enrich the three
classical domains of the sustainability paradigm with some indicators that take into
account experiential performance to evaluate and monitor event performance. When
analyzing event performance, it is important to consider how all the realms of
experiences impact participants (Oh et al. 2007; Mason and Paggiaro 2012;
Akyildiz et al. 2013; Boo and Lu 2015; Geus et al. 2015).

The underlying argument is that sustainable events in a given territory in the
medium- to long-term must provide an experiential value aligned with the market
trends (the experiences required) and the positioning of the destination (thus
increasing the experiential value of the same).

In practical terms, while the assessment of the experiential competitiveness of
the event is the responsibility of the organizing entity that takes on the entrepre-
neurial risk, the relevant aspect to be assessed for the destination management
organization is the experiential coherence of the event itself with the territory’s
image. Event control metrics should therefore be able to assess the experiential
dimension of the event and its impact on the strategic positioning of the territory
and on the brand place. In fact, if there is coherence between the experience
generated by the event and the territorial values, then the experiential value of the
destination multiplies; but if there is not coherence, it causes an unwanted market
repositioning or nonpositioning effect. As Pencarelli and Forlani (2016: 220) state,
“According to the experience logic each touristic experience is unique and
non-repeatable because it is generated by the interaction between a guest and the
package of services, good, and commodities created by the system with the support
of the contextual platform and the contribution of the guests themselves, the
characterizing features of the experience production system are rooted in the ter-
ritorial touristic system. The latter, as a mix of offerings and the object of acts of
governance, must possess a series of requisites that make it attractive to target
tourist groups. It must be attractive, accessible, hospitable, appropriate (as a set-
ting), and lively.”

In the Forlani and Pencarelli chapter of this volume, it was also shown that this
model assumes that the governing body of a viable touristic system should
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coordinate,1 as a director, the staging of the show and its actions should be based on
a management philosophy addressed to the market. When considering the event as a
product experience, it can be emphasized that the task of territorial management is
to verify the coherence between the experience event and the territorial context,
both in terms of enhancing the elements of attraction and in terms of protection and
enhancing the appropriate setting and social (lively) resources while also in
coherence with accessibility and accommodation services.

The present paper underlines the need for an assessment that takes into account
the experiential coherence between the event and the host territory, both in terms of
impact on the elements of the operating structure and the place brand. This
assessment should be carried out by analyzing the perception of the relevant
stakeholders (i.e., tourists, tour operators, citizens, etc.).

4 Assessment Model to Measure an Event’s Capacity
to Create Value from the Perspective of Sustainability

One model for event impact assessment, formulated from the perspective of sus-
tainable tourism development, is an integration of what has been recognized in the
literature (Martini 2010) and adopted by the World Tourism Organization
(Guidebook on Indicators of Sustainable Development for Tourism Destinations
2004). In particular, the model analyzes four dimensions:

1. The economic and competitive dimension: This is defined as the capacity of the
event to generate market value in the host territory. This dimension, considered
by some to be the most important because it is the only one able to determine the
survival of the event itself over time, can be evaluated according to four sets of
indicators that are complementary, albeit distinct: economic–financial indica-
tors, strategic–competitive indicators, experiential performance indicators, and
experiential coherence indicators. The first set of indicators includes parameters
such as the number of participants, the volume of business generated, the
number of nights booked for the event, etc. Because they present the advantage
of accurate measurability, these indicators can be best used for post-event
assessment, as they are indicative of what has emerged from the event (although
they can also serve to forecast results and therefore can be used in both the
pre-event and the during-event assessment phases). The strategic–competitive
indicators, instead, can better represent the prospective capacity of the event to

1Just like on a stage where the actors play and the quality of the show depends on their capacity to
get the public emotionally involved, in the same way on the stage of the territory there are both
tour operators and the local population, which are operative protagonists of the touristic offer and
responsible for the final performance. The governing body, just like the theater director, is in
charge of realizing the best performance. But once it has begun, he can only give directions from
backstage.
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generate economic value, as they are primarily tied to the competitive capacity
of the event in relation to other competing events and, consequently, to its
potential for increasing the attractiveness of the hosting territory. These indi-
cators include participant satisfaction and loyalty, event-related brand recogni-
tion, etc. The experiential performance indicators allow for evaluation of the
experiential nature of the event and its potential competitiveness as a product
experience. The experiential coherence indicators allow for assessment of the
coherence between the experiential dimension of the event, of the territory and
its brands:

a. Economic–financial indicators: number of tickets sold (experience products
sold) and number of participants, revenues from ticket sales or from goods
and services sold (directly or indirectly connected to the event), resources
invested in putting on the event, ROI for the event, number of people
employed, number of people arriving or present because of the event,
increase in real estate value of the hosting areas and sites.

b. Strategic–competitive indicators: participant satisfaction/enjoyment, degree
of accessibility (physical and economic), loyalty rate of participants,
event-related brand recognition, uniqueness of the event on national/
international level, innovative capacity of the event (compared with previous
editions), how well it fits in with the host territory’s strategy, capacity to
engage in synergetic and co-marketing activities with the host territory
(consistency with the territory attractivities and the values that are commu-
nicated), capacity to create jobs and foster entrepreneurship (consistency
with the accommodation facilities in the territory and their value
proposition).

c. Experiential performance indicators: presence of a light theme, dramaturgy
of the event (program of activities/shows) consistent with the theme, con-
sistency of the setups and scenery with the theme, proposal of souvenirs
(gadgets/merchandising/souvenirs) in line with the theme, ability to engage
the visitor’s five senses (sight, hearing, taste, smell, feel), degree of origi-
nality of the proposed experience (original, format, imitation, etc.).

d. Experiential coherence indicators: consistency between place brand expe-
rience and event brand experience (Zarantonello and Schmitt 2013), how the
event had an impact on the place brand image and the experiential posi-
tioning of the territory, capacity to engage in synergetic communication and
co-marketing activities with the host territory (consistency with the values
communicated by the territory).

2. The social dimension: This is defined as the capacity of the event to generate
well-being in the host territory. This capacity can be measured by taking into
consideration some tangible and intangible aspects related to the concept of
quality of life, such as a strengthened spirit of cohesion and integration of the
residents, the latter’s satisfaction level vis-à-vis the experience and the image of
the territory that is projected through the event hosted, the opportunities for
learning and innovation, the improvements brought to area infrastructure, job
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opportunities, security and personal safety (which could be compromised or
threatened because of the events held, especially those that attract big crowds).
Another point worthy of consideration is the effect of “cultural contamination”
between residents and tourists, elements that generate knowledge and innova-
tion spillover within the territory (cf., Migliaccio and Rivetti 2012). One study
on the social impact of events (Deery et al. 2012) highlights that some important
variables can influence residents’ perceptions concerning the effects of an event.
These variables include the economic interests tied to the event, the distance
between a resident’s home and the place of intense tourist activity, the level of
contact with the visitors or the tourists and the use of common services and
spaces, the ratio of visitors/tourists to residents (an excessive number of people
coming from outside the territory could lead to conditions of intolerance), the
emotional attachment to the location (this can depend on the length of residency,
if it is a resident’s birthplace) and the political, social, and environmental values
held. Therefore, all of these values must be considered when assessing the social
impact of an event. This also implies that there cannot be a generalized eval-
uation made without taking into account the possible differences of perception
within the local resident population, which is not homogeneous. Within the
social scope, those aspects tied to employment and the birth of new business
activities also ought to be considered, along with economic–financial elements
that should be seen in the context of social innovation and the creation of
innovative and entrepreneurial networks (Holt and Lapenta 2013). The indica-
tors related to the social dimension can be grouped together according to the
following variables:

a. The hosting community’s acquisition of benefits deriving from the event:
level of involvement of local businesses and of local workers, amount of
investments made in the territory (e.g., sports facilities), fiscal revenues
generated, enhancement of territorial brand, event-territory-local business
co-marketing initiatives undertaken, maintenance and growth of real estate
values, new entrepreneurial activities generated locally, matching of event
objectives and territorial policymakers’ objectives (e.g., de-seasonalization
of tourist flows), innovation and know-how brought into the territory.

b. Participation, enjoyment, and satisfaction of residents: number of residents
participating in the event and their degree of satisfaction, satisfaction of local
business people, degree of integration between local culture and that of
non-residents.

c. Health, safety, modified habits of residents: level of safety in organization
process, number of work-related incidents/accidents recorded, number of
crime incidents, number of emergency calls, costs to local public authorities
to guarantee safety and traffic conditions.

3. The environmental dimension: This is defined as the capacity of the event to
allow the ecological balance of the host territory to remain unaltered.

Sustainable Management of Events in an Experiential Perspective 103



Monitoring the environmental effects is quite important for a destination, both
from the standpoint of preservation of touristic resources and that of following
consumer trends. In fact, “the concept of environmental sustainability will
always represent a critical factor in the choice of a destination because the
quality of the environment is part of the touristic experience” (Gregori and
Bolzicco 2009; Laing and Frost 2010; Ruozi 2005). In addition to the effects on
the natural environment, other factors must also be considered, such as those
tied to the deterioration of artistic, historic and cultural heritage and, more
generally, to the landscape, particularly in cases when the capacity of a location
is not complied with and visitors/participants do not behave respectfully. The
assessment of such an impact would seem especially useful, then, to strike the
right balance between safeguarding the environment in a wide sense, as an
ecosystem, and the enjoyment of the benefits of which it is composed. The
indicators relative to the environmental dimension can be grouped together
according to the following variables:

a. Pollution generated: emissions levels harmful to the atmosphere (CO2, fine
particulate matter, etc.), levels of acoustic emissions (noise pollution).

b. Consumption of energy and of natural resources: electrical energy con-
sumption, per capita quantity of energy per participant, percent of energy
from renewable sources, water consumption, percent of water savings,
dimensions of area destined for the event and impact on flora and fauna.

c. Waste management: total quantity of waste and refuse produced, per capita
quantity of refuse per participant and percent of separated (recyclable) refuse
in total.

d. Conservation and redevelopment of historic-artistic heritage: in the selection
of events to be supported, those who offer experiences that are consistent
with culture (art, monuments, etc.) and local resources (typical products,
crafts, etc.) should be preferred. This way, the event will not only promote
itself but also the territorial context. The events that do not detract from the
location should also be chosen, and it is even better if alternative venues are
to be upgraded (maintenance, adaptation and improvement).

e. Active policies on sustainability and certifications: communication policies
connected to sustainability issues, possession of environmental certifications
for the events.

A process of event management must, ultimately, have an overall guideline to
which it refers (Table 1) that is a synthesis of the four perspectives outlined above
and which is connected to a set of measurable and relevant indicators. Moreover, at
the destination level, it would be useful in any case to adopt the event portfolio
approach, according to which diverse events can coexist, displaying different types
of performances and targeted to different objectives, but which all aim to achieve
satisfactory results in every dimension and, hence, are sustainable in the long term.
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5 Concluding Remarks and Managerial Implications
for Policymakers

In the context of growing territorial competition and limited resources, we believe
that adopting a managerial approach to the overall handling of tourism events, in
line with principles of management and marketing, can offer a valid solution for
destination managers who intend to develop tourism supply systems that are ori-
ented toward value creation for the territory. In fact, because of the increasing
importance of these events as sources of territorial attractiveness and competi-
tiveness, event management represents an inescapable critical factor for the gov-
ernment agencies of territories that depend on tourism. An event’s capacity to
generate tourist flows, and therefore to be the main reason for the trip, represents
that factor that best helps us to conceptually distinguish generic events (regardless
of theme) from tourism events.

Merely forecasting and even organizing a calendar of events remains never-
theless insufficient in touristic contexts that are governed strategically, i.e., in those
where there is a strategic horizon and objectives that are recognized, shared, and
followed. Fully included among territorial strategic activities undertaken, events
must be the objects of a shared management approach and, as such, subject to
processes of planning, assessment, and control that involve territorial stakeholders
in decision-making and evaluation.

In those cases where governing authorities intend to imprint events with sus-
tainability in the experiential perspective, their very assessment takes on holistic
and multidimensional connotations because it is not only the economic–financial
dimension but also the competitive and experiential (market dimension) and the
environmental and social dimensions that will be taken into consideration. The
value created for the territory, expressed through the three dimensions illustrated
above, represents the object of measurement and the fundamental point of reference

Table 1 Synoptic table of the dimensions and variables of the model

Dimension Variables/groups of indicators

Economic and
competitive

a. Economic–financial
b. Strategic–competitive
c. Experiential performance
d. Experiential coherence

Social e. Hosting community’s acquisition of benefits deriving from the
event

f. Participation, enjoyment, and satisfaction of the residents
g. Health, safety, and modified habits of the residents

Environmental h. Pollution generated
i. Consumption of energy and of natural resources
j. Waste management
k. Conservation and redevelopment of historic-artistic heritage
l. Active policies on sustainability and certifications
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in each phase of the management process, whether it be for a single event or for a
portfolio of events.

However, a number of difficulties come to light in the attempt to realize such a
theoretical forecast in real contexts. What are the determinants of perceived value
vis-à-vis the single beneficiaries? What degree of intensity can be attributed to those
values and how does one measure created value? How is it possible to measure the
experiential performance of the events from the guests’ point of view, as the value
concept is value-in-use contextualized? The schema proposed here, while not
presuming to be exhaustive, represents a holistic assessment model based on a set
of indicators oriented toward sustainability and the experiential perspective con-
ceived as the balance of the three perspectives. This is the only way to guarantee the
continuity of an event and the growth of lasting value for the territory.

The assessment model can be adopted as a managerial yardstick for destination
manager organizations to orient and guide the realization of sustainable and
experiential events, which, besides fostering consensus and social cohesion, are also
able to create territorial economic value in a way that does not upset the environ-
mental balance of the area. Therefore, events must be capable of ensuring the
satisfaction of both the tourists and the hosts who participate in the events, as well
as the territorial stakeholders who are involved in supplying the experience product
(the organizers, the agencies, and institutions that provide public areas and facili-
ties, financers, sponsors, etc.). The set of indicators proposed can be expanded,
refined or more narrowly focused, according to the following:

• the specifics of the events as classified by nature and theme (sports, religion,
culture, music, food and wine, etc.), size (small, large, etc.), frequency
(one-time, annual, monthly, etc.) or target (local, national, international);

• the venues (mountain, rural, urban, coastal destinations, archaeological areas,
etc.);

• the resources activated by direct beneficiaries of the events (free or paid events)
or by indirect beneficiaries (totally or partially sponsored events or financed by
private or public funds from outside the organization).

This model can also provide a basis for starting a quality certification process in
compliance with the standards outlined in ISO 20121, specifically concerning event
qualification for sustainability. Furthermore, in some cases, having information
regarding event performance can be useful to either reposition or modify certain
features of the event. This would allow, for example, an event to go from being free
to paid, from a one-time event to periodically repeated during the year, from being a
high-season event to a shoulder- or low-season one and so forth.

This paper aims to provide a conceptual contribution that serves to highlight the
connections that exist between tourism events and the sustainable development of
tourist destinations through the perspective of managerial analysis that uses the
logic of experience. As such, there is clearly a significant limitation in the lack of
empirical validation of the model proposed. A further limitation resides with the
difficulties in measuring some of the indicators, for reasons tied to the need for
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instruments and tools that are not easily mobilized (e.g., amount of refuse collection
and recycling, measurement of CO2 emissions, etc.) or because of the possible
co-presence or overlapping of other events at the same destination, making it dif-
ficult to isolate the figures.

Nevertheless, as with any control system, what must be kept in mind is that what
cannot be measured cannot be assessed. Therefore, the model aims to serve as a
support tool and a catalyst for managerial innovation in the field of tourist desti-
nation management, within which events represent the emblem of highly experi-
ential products capable of increasing the competitiveness of the destinations
themselves. This study could be especially useful to territorial policymakers who
are being called to give event management a high priority in the planning process
for territorial tourism. This inevitably means weighing the impact of events, as seen
in the three dimensions—social, environmental, economic—by adopting a holistic
approach to assessment that can monitor value creation for territorial stakeholders
alongside of sustainable development for destinations. These goals are anything but
conflicting; on the contrary, they are closely connected and interdependent.

References

Aiello G, Donvito R, Grazzini L (2012) Network creativi, network innovativi e territorio. In:
Proceedings of the XXIV Convegno Annuale di Sinergie, Università del Salento, Lecce, 18–19
Oct 2012

Akyildiz M, Argan MT, Argan M, Sevil T (2013) Thematic events as an experiential marketing
tool: kite festival on the experience stage. Int J Sport Manag Recreation Tour 12:17–28

Allen J, Harris R, Jago LK, Veal AJ (2000) Events beyond 2000: setting the agenda. In:
Proceedings of the conference on event evaluation, research and education, Sidney, July 2000

Bartolazzi FV, Forlani F, Fortezza F (2008) Caratteri e potenzialità degli eventi come “esperienze
mediterranee”: il caso “Palio de lo Daino”. Mercati e Competitività 4:71–99

Berridge G (2010) Event pitching: the role of design and creativity. Int J Hospitality Manag 29(2):
208–215

Boo S, Lu X (2015) Tourists’ world expo experiences. Event Manag 19(1):123–142
Bracalente B, Chirieleison C, Cossignani M, Ferrucci L, Gigliotti M, Ranalli MG (2011) The

economic impact of cultural events: the Umbria Jazz music festival. Tour Econ 17(6):
1235–1255

Cercola R, Bonetti E (2009) Il valore degli eventi nella prospettiva del marketing Territoriale. In:
Cherubini S, Bonetti E, Iasevoli G, Resciniti R (eds) Il valore degli eventi. Valutare ex ante ed
ex post gli effetti socio-economici, esperienziali e territoriali. Franco Angeli, Milano, pp 64–96

Cherubini S, Bonetti E, Iasevoli G, Resciniti R (2009) Il valore degli eventi. Valutare ex ante ed ex
post gli effetti socio-economici, esperienziali e territoriali. Franco Angeli, Milano

Crouch GI, Ritchie JB (1999) Tourism, competitiveness, and societal prosperity. J Bus Res 44(3):
137–152

Crowther P (2010) Strategic application of events. Int J Hospitality Manag 29(2):227–235
Deery M, Jago L, Fredline L (2012) Rethinking social impacts of tourism research: a new research

agenda. Tour Manag 33(1):64–73
Della Lucia M (2013) Economic performance measurement systems for event planning and

investment decision making. Tour Manag 34:91–100
Ferrari S (2002) Event Marketing: i grandi eventi e gli eventi speciali come strumenti di marketing.

Cedam, Padova

Sustainable Management of Events in an Experiential Perspective 107



Florida R (2002) The rise of the creative class. Basic Books, New York
Franch M (2010) (ed) Marketing delle destinazioni turistiche. Metodi, approcci e strumenti.

McGraw-Hill, Milano
Fuentes RC, Moreno-Gil S, González CL, Ritchie JB (2015) Designing and promoting experiences

in a tourist destination. An analysis of research and action needs. Cuadernos de Turismo
35:435–438

Getz D (1991) Festivals, special events and tourism. Van Nostrand Reinhold, New York
Getz D (1997) Event management and event tourism. Cognizant Communications Corporation,

New York
Getz D (2008) Event tourism: definition, evolution, and research. Tour Manag 29(3):403–428
Getz D, Page SJ (2016) Progress and prospects for event tourism research. Tour Manag 52:

593–631
Geus SD, Richards G, Toepoel V (2015) Conceptualisation and operationalisation of event and

festival experiences: creation of an event experience scale. Scand J Hospitality Tour 16(3):
274–296

Gnoth J, Anwar SA (2000) New Zealand bets on event tourism. Cornell Hotel Restaurant Adm Q
41(4):72–83

Gregori GL, Bolzicco C (2009) Gli strumenti operativi della comunicazione turistica territoriale.
In: Pencarelli T, Gregori GL (eds) Comunicazione e branding delle destinazioni turistiche. Una
prospettiva manageriale. Franco Angeli, Milano, pp 144–169

Gregori GL, Pencarelli T, Splendiani S, Temperini V (2013) Sustainable tourism and value
creation for the territory: towards a holistic model of event impact measurement. Qual Access
Success 14(135):97–102

Grunig J, Hunt T (1984) Managing public relations. Holt, Rinehart and Winston, Austin,
New York

Hanna S, Rowley J (2013) Place brand practitioners’ perspectives on the management and
evaluation of the brand experience. Town Plann Rev 84(4):495–515

Hansen AH, Mossberg L (2013) Consumer immersion: a key to extraordinary experiences. In:
Sundbo J, Sorensen F (eds) Handbook on the experience economy. Edward Elgar, Cheltenham,
pp 209–227

Holt F, Lapenta F (2013) The social experience of cultural events: conceptual foundations and
analytical strategies. In: Sundbo J, Sorensen F (eds) Handbook on the experience economy.
Edward Elgar, Cheltenham, pp 363–380

Johansson M, Kociatkiewicz J (2011) City festivals: creativity and control in staged urban
experiences. Eur Urban Reg Stud 18(4):392–405

Laing J, Frost W (2010) How green was my festival: exploring challenges and opportunities
associated with staging green events. Int J Hospitality Manag 29(2):261–267

Maggiore G, Resciniti R (2009) La prospettiva dei partecipanti: il modello dell'event experience. In:
Cherubini S, Bonetti E, Iasevoli G, Resciniti R (eds) Il valore degli eventi. Valutare ex ante ed ex
post gli effetti socio-economici, esperienziali e territoriali. Franco Angeli, Milano, pp 133–158

Manthiou A, Lee S, Tang L, Chiang L (2014) The experience economy approach to festival
marketing: vivid memory and attendee loyalty. J Serv Mark 28(1):22–35

Martini U (2010) Il turismo nella prospettiva dello sviluppo sostenibile. In: Franch M
(ed) Marketing delle destinazioni turistiche. Metodi, approcci e strumenti. McGraw-Hill,
Milano, pp 1–22

Mason MC, Paggiaro A (2012) Investigating the role of festivalscape in culinary tourism: The case
of food and wine events. Tour Manag 33(6):1329–1336

Migliaccio M, Rivetti F (2012) Knowledge spillover, eventi culturali e vitalità del territorio.
In: Proceedings of the XXIV Convegno Annuale di Sinergie, Università del Salento, Lecce,
Oct 18–19

Mihalic T (2000) Environmental management of a tourist destination: a factor of tourism
competitiveness. Tourism Manage21(1):65–78

Napolitano MR, Riviezzo A (2008) Marketing e gestione strategica dei centri urbani. Teoria,
metodologie ed esperienze. Franco Angeli, Milano

108 G. L. Gregori et al.



Oh H, Fiore AM, Jeoung M (2007) Measuring experience economy concepts: tourism
applications. J Travel Res 46(2):119–132

Pegg S, Patterson I (2010) Rethinking music festivals as a staged event: gaining insights from
understanding visitor motivations and the experiences they seek. J Convention Event Tour
11(2):85–99

Pencarelli T, Forlani F (2016) Marketing of touristic districts-viable systems in the experience
economy. Sinergie Ital J Manag 34(101):199–238

Pencarelli T, Splendiani S (2010) Il governo delle destinazioni turistiche in una prospettiva di
sostenibilità. Profili concettuali ed evidenze empiriche. In: Proceedings of the 9th international
marketing trends conference, Venice, 21–23 Jan

Pencarelli T, Migliaccio M, Rivetti F, Splendiani S (2013) Creativity and innovation in Tourism:
the role of Events. In: Kozak M, Andreu L, Gnoth J, Lebe SS, Fyall A (eds) Tourism marketing.
On both sides of the counter. Cambridge Scholars Publishing, Newcastle, pp 241–260

Pine BJ, Gilmore JH (1999) The experience economy: work is theatre & every business a stage.
Harvard Business Press, Boston

Gilmore JH, Pine BJ (2007) Authenticity: what consumers really want. Harvard Business School
Press, Boston

Pine BJ, Gilmore JH (2013) The experience economy, past, present and future. In: Sundbo J,
Sorensen F (eds) Handbook on the experience economy. Edward Elgar, Cheltenham, pp 21–44

Pine BJ, Gilmore JH (2016) Integrating experiences into your business model: five approaches.
Strategy Leadersh 44(1):3–10

Prentice R, Andersen V (2003) Festival as creative destination. Ann Tour Res 30(1):7–30
Quinn B (2006) Problematising “festival tourism”: arts festivals and sustainable development in

Ireland. J Sustain Tour 14(3):288–306
Raj R, Vignali C (2010) Creating local experiences of cultural tourism through sustainable

festivals. Eur J Tour Hospitality Recreation 1(1):51–67
Richards G, Wilson J (2006) Developing creativity in tourist experiences: a solution to the serial

reproduction of culture. Tour Manag 27(6):1209–1223
Rispoli M (2001) Prodotti turistici evoluti. Casi ed esperienze in Italia. Giappichelli, Torino
Romanenko S, Ferrazzo R (2014) Analysis of mega events from multi-project perspective. Case

study: Expo Milan 2015. Dissertation, Politecnico di Milano
Ruozi R (2005) Sostenibilità e competitività nel settore turistico. Economia Manag 2:95
Schmitt BH (2003) Customer experience management: a revolutionary approach to connecting

with your customers. Wiley, Hoboken
Sedita SR (2009) Le organizzazioni project-based. In: Sedita SR, Paiola M (eds) Il management

della creatività. Reti, comunità e territori. Carocci, Roma
Shone A, Parry B (2004) Successful event management: a practical handbook. Cengage Learning

EMEA
Stokes R (2008) Tourism strategy making: insights to the events tourism domain. Tour Manag

29(2):252–262
Toraldo ML, Mangia G, Canonico P, Mercurio R (2012) Socio-economic impact of creative

organisations and lifestyle enhancement: an insight from the Napoli Teatro Festival. In:
Proceedings of the XXIV Convegno annuale di Sinergie, University of Salento, Lecce, 18–19 Oct

UNWTO (2004) Indicators of sustainable development for tourism destination. A guidebook
van Limburg B (2008) Innovation in pop festivals by cocreation. Event Manag 12(2):105–117
Williams M, Bowdin Glenn AJ (2007) Festival evaluation: an exploration of seven UK arts

festivals. Managing Leisure 12(2–3):187–203
Yoeman I, Robertson M, Ali-Knight J, Drummond S, McMahon-Beattie U (2003) Festival and

events management: an international arts and culture perspective. Butterworth-Heinemann,
Oxford

Zarantonello L, Schmitt BH (2013) The impact of event marketing on brand equity: the mediating
roles of brand experience and brand attitude. Int J Advertising 32(2):255–280

Sustainable Management of Events in an Experiential Perspective 109


	5 Sustainable Management of Events in an Experiential Perspective
	Abstract
	1 Tourism Events as a Systemic Offer of Experiences
	2 The Need for Shared Event Management: Role of Planning
	3 Assessing the Impact of Events in the Context of Sustainable Tourism Development: Prospect of Value Creation
	4 Assessment Model to Measure an Event’s Capacity to Create Value from the Perspective of Sustainability
	5 Concluding Remarks and Managerial Implications for Policymakers
	References




