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March 1, 2009
Design a SenSational Event

‘Design without thinking is like a story with no plot’, Pat Hansen
‘Designers thinks, so that people can feel,’ Juan-Carlos Fernandez, Mexico

‘Design should never say, ‘Look at me’.  It should always say, ‘look at this.’ David Crab, Parable Design

Introduction

One of the most important things to remember about events, meetings, conferences (and life in general) is that the deepest human need is to BELONG -   to be part of a community, to connect to others, ideas and information and to be respected.  This must be paramount when you are designing events.   Your audience is number 1!!!!  Your audience is your client, your suppliers, the spouses, partners and friends of the delegate or such.  Hitting the emotions is where you will get the most bang for your buck and you deliver this experience by connecting to their SENSES!! 
If that is you most important outcome, then, when you go about designing any type of event there needs to be a process to follow so that you get it right.  If you are starting to design an event from scratch or if you are customizing an off-the-shelf already existing event, they all need to have an energy of creativity and knowledge that goes behind them.  The events you create are a marriage between the client, the event company and the audience.  The audience should never be left out of this equation.  

I like to draw the analogy that creating or building an event is like cooking a really delicious tasty gourmet meal.  The main focus of this cooking is, what is the overall purpose or meaning for creating the Meal.  

The client comes to you and says they want to have ‘a seven course meal, for example’ and you discover with them the purpose, the theme and the ingredients.  You then go about creating with those ingredients and coming up with some other special tastes, scents, colours and flavours that will make it a SenSational feasting experience for the guests.  

Once the purpose is established, there are specific ingredients that need to be addressed.  They fall into 4 different ingredients categories and they are used at different quantities.  The four categories of ingredients are the mental, physical, emotional and spiritual realms.  As already said, the meal doesn’t necessarily have to have an equal amount of ingredients from all categories, but there needs to be a reference of them with the overall eating experience.   

The other most important aspect of designing an event is to spend the time in the early stages to get everything in order as this will assist you greatly when further into the process.  You want to eliminate as much headache and stress for later.  Get all the answers/or as many as you can up front and spent the time early in the process.  DO NOT LEAVE ANYTHING TILL THE LAST MINUTE.  Of course there may be little things that is always the case, but that I suggest you build this into your schedule and planning.  

Plan also for the unexpected.  Go through your plan in the early stages and look at where things could go wrong or haywire.   Be aware of them and plan for the unexpected, so that when or if trouble appears, you are ready without to much adjustment or stress. 
Senses – Create the Energetic Experience
“All our knowledge has its foundations in the Senses.”

Leonardo da Vinci

As the designer you need to put yourself in the shoes of client, an audience member and your company.  These ingredients are important emotionally and spiritually to really push the event to a high energy experience.  Your main objective is to ‘touch’ the audience and the client in a more profound way.  You also don’t want to do this so it is in your face.  Subtlety is the best rule, but sometimes over the top also works depending on the context, theme and purpose.  

See:  
· what will they see in the space – colours, design, order of chairs, types of tables, and so forth.
Hear: 
· what will they hear, e.g. music – what type or genre, people in other rooms, an echo in the building / room.

Smell:  
· what will they smell, e.g. aromas that can be calming or energizing. 
Taste:  
· what will they taste, e.g. food, flavours, or will you leave a bad taste in someone’s palate (i.e. annoyed)
Touch:  
· how will you touch them, e.g. emotional, through colours, scents, music, hospitality, courtesy and so forth. 
‘Sometimes, when I’m in the middle of a meeting, I want to sit in the client’s lap, stroke his hair, and say, ‘Hey, funny face.’ Anonymous

Experience 1:  Not-Working!

In Dyads  

· What is your name? Company?
· What excites/stimulates you most about designing events?

· What is a SenSaTional event to you?
· Say Thank-you!

Client + You:  Get the Big Picture
‘Be well prepared and spend the time up front to get all your ingredients together.’  

The client may be king, but he’s not the Art Director.’ Von R. Glitschka
‘Budget determines the vehicle for an idea, not the strength of the idea itself.’  Thomas Vasquez
The Brief!!!!

Industry:      Automobile

Event:           Launch of a New Automobile

Budget:        1 million euros

Season:        Spring

Colours:       Red, Black, White

#of People:   international, 500 buyers

Location:      Southern California
#of Days:      2 days worth of events = 7 events, including 1 meeting of buyers; 1 opening address and ceremony; major unveiling of the new car; tours of location; finale dinner; 1 cabaret evening; 1 board of directors meeting

THIS EVENT:  cabaret setting (car theme) – in this room – transform it.
Start with the End in Mind

It is always good to start with the end in mind by beginning with a well-formed outcome.  This does not only mean what is the purpose and what does the client want, but it is about the sensation level.  Ask the client and yourself the following questions;

· What do you want your audience to come away with?

· What do you want your audience and client to see when they enter the event?

· What do you want your audience and client to feel?

· What do you want to hear (say) around you from the audience and client?

· How do you want to feel when you finish this (besides exhaustion and finally it is over!) event?
Experience 2:  Tell a story of a SenSational event.   

In Dyads

· Tell a story of an experience you have had of a SenSational Event you were involved with.  Be colourful and expressive! 

· What did you learn from this story?  

· If you were to distill the learning to one word or AHA what would this learning point be?  

TIP

It is also very good to brainstorm and debrief with your teams regards what worked, what didn’t work and what do you want to change in the future when designing events. 

Experience 3:  SEED GAME
· This seed game if meant to open the creative mind!! 

· Go to the Clients brief and now take one word from this brief and rapidly do a word association with this word.  
TIP

Don’t think about the association – just let the words come into your mind as fast as possible.

‘It is not the answer that enlightens, but the question.’, Eugene Ionesco, French Playwrite
TIP – VERY IMPORTANT!!!
Powerful questions!!!  Ask your client or the agent some powerful questions that will get you more answers on the brief and so you can create brilliant solutions.  These questions ought to fall into the categories below or the Ingredients of a SenSational Event
Ingredients of a SenSational Event

Mental Ingredients

These ingredients are when you are doing the mental, creative and planning work.  

Answers:  how, when, where, with whom, for whom, what, why
For example: 

· Team (different departments)

· Age range
· Cultural diversity

· Size of the event
· Objectives
· Theme
· Metaphors
· Colours of logos
· Colours of company 

· Desired outcomes
· Dates
· Locations
· Scheduling
· Logistics
Physical Ingredients

These ingredients are the practical aspects including the physical elements that going into the actual structure and appear in the space.   
Answers:  where, how, with what, when, for what reason, 

For example:
· Location
· Spaces
· Nutrition
· Playfulness
· Décor / Props / Sets
· Lighting

· Music
· Equipment – sound / lighting, flip charts, pens, pencils, markers,  …

· Seating? Tables
· Cuttlery, plates, table cloths, napkins, glasses
· Liquor / Wine / Juice / Water
· Booth preparations 

Emotional Ingredients

These ingredients are the more touchy feely aspects, human communication and the impact that you want to create.  Leadership is a big one here as this will result in how smoothly this pre production and production phases will go. 
Answers:  what, for what reason, how,  

For example:
· Leadership
· Communication
· Senses

· Colours

· Emotions you want to evoke

· Emotions connection 
· Caring 

Spiritual Ingredient

These ingredients are the real inside core elements that relate to the purpose of the event, your personal involvement and the client and audience.
Answers:  what do you want … , what is important to …, what is the purpose …
· Values of company 

· Metaphors you want to create

· Taking them to a deeper level (through music, performance,) 
TIPS
· Big Picture
· Think Big
· Define your silos / horizontal integration

· Breakdown to small chunks (divide and conquer)

· Time Line

· Prepare well and early

· Expect the unexpected

· Keep team focused and motivated
· Encourage using your full potential 

· Create a happy surrounding
· ‘Strong as your weakest link’

· Enjoy the ride with passion!

· Expand your mind to all possibilities

· Dream and go MADDD!

· Push limitations

· Recommendations to client, changes, new ideas, budget, locations and so forth

· Think out of the box

· HOW would you package this proposal to present to your clients?

‘The moment clients realize that the revisions are not all-you-can-eat buffet, suddenly, they realize they are not hungry.’  Soonduk Krebs
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TIPS

·   Ph your client for clarity and introduce yourself

·   Brainstorm with your colleagues / Communicate

·   Define what is your company’s added value to this brief

·   Define roles with brief and contact person

·   Get curious about the brief and creativity

·   Set realistic time lines 

·   Be creative with your branding and  packaging/pitch

·   SERVICE, SERVICE, SERVICE

·   Follow up, Follow up, Follow up
1.  Aromatherapy scent meanings and effects
http://www.essortment.com/lifestyle/aromatherapysce_sddb.htm
The term aromatherapy is a modern one. The use of essential oils to promote better health and well-being is centuries old.  Aromatherapy uses your sense of smell to help your body with overall healing. Natural healing has become a way of life for many people these days and aromatherapy can help them better utilize these natural resources. 

Stimulating your sense of smell with aromatherapy can change the way you feel and sometimes even provide a health benefit using various herbs, oils. The most widely used aromatherapy treatment is the use of essential oil extracts of plants. These oils can be found in candles and the pure oil form. 

The essential oils are diffused in the air using special diffusers available at stores and online. Some people find an aromatherapy massage beneficial as well. One thing to look out for is the quality of the product as most aromatherapy experts will tell you that diluted or chemical oils do not have the same healing properties as the pure form of the oil. Another thing to be careful of is existing health problems or pregnancy. Ask your doctor and a local aromatherapy dealer what oils and herbs may or may not be harmful in certain conditions. 

Lemon - Lemon is an energizer also helping as a disinfectant. It also has natural bleaching qualities. 

Lavender - Lavender is a great stress reliever,  promoting peace and well-being. 

Hyssop - Hyssop has been around for centuries. It has healing properties that have been used by many throughout the years. It helps with cold and flu. It can also be used as a skin-improving agent, helping fight against blemishes. 

Jasmine - Relaxing and soothing properties. Sometimes used as an aphrodisiac. 

Basil - Helps with concentration. Also used in a wide variety of health conditions such as, upset stomach, headaches and flatulence. 

Chamomile - Used to promote sleep, relaxation and meditation. 

Sandalwood - This is still burned in many homes today in incense form. A very sweet woody scent helping promote relaxation and spiritual harmony. Also, help with dry hair and skin. 

Rose - There are many different types of roses. They all have some differences in healing properties. Rose is known for its soothing and calming abilities. It can also help with various skin problems. 

Peppermint - A true energizer. Often used to combat fatigue and muscle aches and pains. 

Eucalyptus - Powerful decongestant. Used for centuries to help with cold symptoms. It also has antiseptic qualities. 

Ginger - An energizing scent, ginger is widely used to help with nausea. 

Nutmeg - Used by some to help with sleep and indigestion. 

Aromatherapy has been used for centuries in different countries around the world. Many people have used aromatherapy to improve their mood, health and overall will being.



	2.  Colour Meaning and Symbolism

	
	

	Colour
	Meaning

	 
	 

	Calm Colour
	 

	 
	 

	Blue
	trust, loyalty, wisdom, confidence, intelligence, faith, truth, heaven, tranquility and calmness, consciousness and intellect; suppresses appetite; masculine

	Light Blue
	health, healing, tranquility, understanding, and softness

	Dark Blue
	depth, expertise, and stability; knowledge, power, integrity, and seriousness; corporate America

	Green
	nature;growth, harmony, freshness, and fertility;safety;healing power; stability and endurance; most restful color for the human eye 

	Dark Green
	ambition, greed, and jealousy; money, the financial world, banking, and Wall Street

	Yellow Green
	sickness, cowardice, discord, and jealousy

	Aqua
	emotional healing and protection

	Olive Green
	peace.

	White
	light, goodness, innocence, purity, virginity, perfection,safety, purity, and cleanliness

	Silver
	intuition, dreams, astral energies, female power, communication, goddess, ornate riches, sleekness, modernity

	 
	 

	Excitement
	 

	 
	 

	Red
	fire and blood; energy, war, danger, strength, power, determination as well as passion, desire, and love; human metabolism, increases respiration rate, and raises blood pressure; courage; stimulate people to make quick decisions; energy; 

	Light Red
	joy, sexuality, passion, sensitivity, and love

	Pink
	romance, love, and friendship. It denotes feminine qualities and passiveness

	Dark Red
	vigor, willpower, rage, anger, leadership, courage, longing, malice, and wrath

	Brown
	stability and denotes masculine qualities; friendships, special events, earth, materialistic thoughts, hearth, home, outdoors, inexpensive, reliability, credibility, comfort, endurance, stability, simplicity

	Reddish Brown
	harvest and fall

	Orange
	energy of red and the happiness of yellow; joy, sunshine, and the tropics; represents enthusiasm, fascination, happiness, creativity, determination, attraction, success, encouragement, and stimulation; increases oxygen supply to the brain, produces an invigorating effect, and stimulates mental activity; symbolic of strength and endurance

	Dark Orange
	deceit and distrust

	Red Orange
	desire, sexual passion, pleasure, domination, aggression, and thirst for action

	Gold
	feeling of prestige;  meaning of gold is illumination, wisdom, and wealth; symbolizes high quality.

	Yellow
	joy, happiness, intellect, and energy; warming effect, arouses cheerfulness, stimulates mental activity, and generates muscle energy; honor and loyalty; attracting attention;

	Dull Yellow
	caution, decay, sickness, and jealousy. 

	Light Yellow
	intellect, freshness, and joy.

	 
	 

	Intrigue
	 

	 
	 

	Combination of Warm and Cool Colours to calm and excite
	 

	Purple
	stability of blue and the energy of red; royalty; power, nobility, luxury, and ambition; wealth and extravagance; associated with wisdom, dignity, independence, creativity, mystery, and magic.

	Light Purple
	romantic and nostalgic feelings

	Dark Purple
	gloom and sad feelings;can cause frustration

	Lavender
	 

	Green
	 

	Beige
	 

	 
	 

	Unity
	 

	 
	 

	Black
	power, elegance, formality, death, evil, and mystery; strength and authority; very formal, elegant, and prestigious; grief;Black contrasts well with bright colors

	White
	See above 

	Silver
	See above

	Grey
	Sorrow, security, maturity


1.  Colours and Cultural Differences and Meanings

Red

European : Danger (stop signs), love (hearts), excitement (for sale signs)
China : Traditional bridal colour, good luck, celebration, happiness, joy, vitality, long life, summoning, the direction South. Chinese saying goes "when something is so red, it is purple" - red purple brings luck and fame.
Japan : life
India : Purity
Eastern : Joy (with white)
Hebrew : sacrifice, sin
Christian : sacrifice, passion, love
USA : Christmas (with green), Valentine's day (with white)
South Africa : Mourning
Australian aboriginals : the land, earth, ceremonial ochre
Cherokees : success
Hopi : the direction South
Romans : Red flag signified the onset of battle
Celtic : Death, afterlife
Feng Shui : Yang, Fire, good luck, money, respect, recognition, protection, vitality 

Pink
European : Feminine colour, baby girls
East India : Feminine colour
Japan : Popular with both sexes
Korea : trust
Feng Shui : Yin, love 

Orange
European : Autumn, creativity, harvest
Netherlands : Favourite colour (House of Orange)
Ireland : Protestants
USA : Halloween, cheap goods
Hinduism : Saffron (peachy orange) is a sacred color
Feng Shui : Yang, Earth, strengthens concentration, purpose, organization 

Brown
Colombia : discourages sales
Australian Aboriginals : colour of the land, ceremonial ochre
Feng Shui : Yang, Earth, industry, grounded 

 Gold
World-wide : Success, high quality, money
Feng Shui : Yang, Metal, God consciousness

 Yellow
European : Hope, joy, happiness, hazards, cowardice, weakness, taxis 
Asia: sacred, imperial
China : Nourishing, royalty
Egypt : Mourning
Japan : Courage
India : Merchants
Buddhism : wisdom
Feng Shui : Yang, Earth, auspicious, sunbeams, warmth, motion 
Green
China : Exorcism, green hats indicate a man's wife is cheating on him.
Japan : Life.
Islam : Hope - the cloak of the prophet was thought to be green, virtue - only those of perfect faith can wear green.
Ireland: Symbol of the entire country, Catholics
European/USA : Spring, new birth, go, safe, environmental awareness, Saint Patrick's Day, Christmas (with red)
USA : Money
Feng Shui : Yin, Wood, growing energy, refreshing, nurturing, balancing, harmony normalising, healing, health, peaceful, calming 

Turquoise
Ancient Persians : warding off evil eye
Blue
European : soothing, "something blue" bridal tradition
Cherokees : defeat, trouble
Iran : mourning
China : immortality
Colombia : soap
Hinduism : the colour of Krishna
Judaism : holiness
Christianity : Christ's colour
Catholicism : colour of Mary's robe
Middle East : protection
Worldwide : 'safe' colour
Feng Shui : Yin, Water, calm, love, healing, relaxation, peace, trust, adventure, exploration 

Purple

Thailand : Mourning
European : Royalty
Catholicism : Mourning, death, crucifixion
Feng Shui : Yin, spiritual awareness, physical and mental healing

White

European : Marriage, angels, hospitals, doctors, peace, milk Japan : Mourning, white carnation means death
China : Death, mourning
India : Unhappiness
Eastern : Funerals
Feng Shui : Yang, Metal, death, mourning, ancestal spirits, ghosts, poise, confidence 

 Silver
Feng Shui : Yin, Metal, trustworthiness, romance .

Grey
Feng Shui : Yin, Metal, dead, dull, indefinite 

Black
European : Funerals, death, mourning, rebellion, cool, restfulness
China : Colour for young boys
Thailand : Bad luck, unhappiness, evil
Judaism : Unhappiness, bad luck, evil
Australian Aboriginals : colour of the people, ceremonial ochre
Feng Shui : Yin, Water, money, income, career success, emotional protection, power, stability, bruises, evil 

4.  Quotes

· ‘Form follows Feeling’, David Turner (Turner Duckworth)

· ‘Design is a response to social Change’, George Nelson, Architect

· ‘Form follows Dysfunction’, Rick Valicenti, Thirst

· ‘Persuading outsiders to buy and persuading insiders to believe’, Wally Ollins – on branding

· ‘Design can be an elusive mistress. Be good to her, don’t rush things, and she’ll probably reward you every time. Tread lightly, as she will ridicule you in front of your friends and peers if you cross her’. – Justin Hampton, artist and designer

· ‘Engineering, not science, rules design,’ Denise Gonzales Crisp

· ‘Design that moves others comes from issues that move you’, Jennifer Moria

· ‘My favourite art definition comes from Brian Eno, who says to think of artworks not as objects but as ‘triggers for experiences’., Stefan Sagmeister

· ‘Design is a form of justice between men and material.  If this moral tone is offensive to some, remember that design is concerned with relationships, and relationships are always good or bad, never neutral.’, Alvin Lustig

· ‘A common mistake that people make when trying to design something completely foolproof is to underestimate the ingenuity of complete fools.’, Douglas Adams 
· ‘Sometimes, when I’m in the middle of a meeting, I want to sit in the client’s lap, stroke his hair, and say, ‘Hey, funny face.’ Anonymous

· ‘I have found the best people to work are gay men.  They never want to “run it past their wives”.’, Rodney Davidson

· ‘The client may be king, but he’s not the Art Director.’ Von R. Glitschka

· ‘Forget about developing a client’s imagination.  Give me a client with courage.’ , Bill Gardner

· ‘The only difference between me and a madman is that I am not mad,’  Salvador Dali

· ‘Budget determines the vehicle for an idea, not the strength of the idea itself.’  Thomas Vasquez

· ‘Rejection of our work is something we all have to cope with.  Accept ‘no’ as a challenge … Can ‘no’ sometimes be positive? YES,’ Tony Gable

· ‘If I work on this project any longer I’m going to start ovulating.’  Jim Lienhart

· ‘An ordinary life is a crime.’  Eric Schmider

· ‘Change for sake of change has nothing to do with vision.’ Jack H. Summerford

· ‘All projects are different, but you have to treat each one of them with care.  Sometimes you get to build a luxury yacht; other times, it’ll be a rowboat. You still have to make sure the thing doesn’t spring a leak.’ Stefan G. Bucher

· ‘Enter you mind, be formless, shapeless, like water. Now you put water into a cup, it becomes a cup; you put water into a bottle, it becomes the bottle; you put it into a teapot, it becomes the teapot.  Now water can flow, or it can crash. Be water, my friend.’  Bruce Lee.

· ‘It is not the answer that enlightens, but the question.’, Eugene Ionesco, French Playwrite
· ‘Always design a thing by considering it in its next larger context – a chair in a room, a room in a house, a house in an environment, an environment in a city plan.’, Eliel Saarlnen.

· ‘We are what we repeatedly do.’ Aristotle

· ‘We help clients see their future.’ Ron Mirello

· ‘Expectations deny discoveries.’ Rick Valicenti

· ‘Creating visual imagery is a state of mind. It involves the reproduction of what we see.  But much more than that, it becomes an outlet to express feelings about what we experiences.’Tracy Sabin

· ‘Problem solving is not a restrictive art but a liberating one.’ Michael Johnson

· ‘A legacy is something you build everyday.’ Jamie Koval

· ‘Do the obvious, then throw it out.’  Peter Vattannatham

· ‘The moment clients realize that the revisions are not all-you-can-eat buffet, suddenly, they realize they are not hungry.’  Soonduk Krebs

· ‘Different bests better, Every time.’ Greg Galle

· ‘The term ‘client’?  I hate it.  If I go to see the doctor, technically, I’m his client. I’m paying him, after all.  But that doesn’t mean I’m in charge. Not if I know what is good for me.’  Peter Philips. 

· ‘Practice safe design:  Use a concept.’ Petrula Vronkitis

· ‘A company without design is like a match without a flame.’  Juan-Carlos Fernandez

· ‘Without contrast you are dead.’  Paul Rand

· ‘Over the years a collection of sketchbooks becomes a kind of diary of people and events and of your development as an artist.’  Tracy Sabin

· ‘A symbol is language at the molecular level.’  Marty Neumeier

5.  Colour Meanings and Symbolism Links

http://www.color-wheel-pro.com/color-meaning.html
http://desktoppub.about.com/cs/color/a/symbolism.htm
http://www.princetonol.com/groups/iad/lessons/middle/color2.htm
http://www.crystal-cure.com/color-meanings.html
http://www.infoplease.com/spot/colors1.html
http://www.factmonster.com/ipka/A0769383.html
http://www.sibagraphics.com/colour.php
http://www.colorcombo.com/
http://www.websitetips.com/color/
http://sizzle.thetech.org/exhibits_events/online/color/contents/
http://www.color-wheel-pro.com/color-meaning.html
http://www.libpng.org/pub/png/
http://www.mountevansdesigns.com/articles_colors.html
http://joehallock.com/edu/COM498/associations.html
http://www.marketingprofs.com/4/arruda13.asp
http://www.bwwsociety.org/feature/color.htm
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