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UNIT-1

CORPORATE COMMUNICATION
RESEARCH

STRUCTURE
1.1 Learning Objectives
1.2 Introduction
1.3 History Communication Research
1.4 Need of Communication Research
1.5 Methodology adopted by Researchers in Corporate Communication
1.6 Stages of Communication Research
1.7 Research in Corporate Communication
1.8 Check Your Progress
1.1 LEARNING OBJECTIVES
After going through this unit you should:


Understand the need for research in the field of corporate communication



The various methodologies associated



Understand recent trends in corporate communication research

1.2 INTRODUCTION
Communication research is conducted to clarify the communication process and help
us to understand the importance of communication in our life. These researches
identify and explore many interrelated elements that make the communication process
complete, and help in developing strategies for using communication more effectively
and appropriately. Increasingly researchers have started exploring the field of
corporate communication.
1.3 HISTORY OF COMMUNICATION RESEARCH
Before discussing the various researches in the field of Corporate Communication, it
is important to know the historical journey of Communication Research. Research in
the field of communication is done to identify and explore many interrelated elements
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that make the communication process. They help in developing strategies for using
communication more effectively in corporate settings.
Research in communication can be traced back to the fifth century B.C., during the
classical period of communication inquiry. Philosophers like Plato and Aristotle
studied the public-speaking strategies of Greek orators. Later during the Roman
empire, statesmen like Cicero and Quintillion studied the role of public
communication in Roman society.
Communication Research is
epistemologies:
1. Behaviourism
2. Phenomenology

influenced by two basic scholarly research

Behaviourism emphasizes careful and systematic observation and measurement of
what people do. The behavioural researches rely on operationalism, transforming
abstract concepts into behaviours that can be quantified. The goal of behavioural
research is to identify and test laws that can explain, predict and lead to the control of
behaviour.
Phenomenology gives more emphasis on perception and believes that perception is a
construct of human mind. The phenomenological researches thus focus on how
internal, psychological meaning guides human behaviour. The goal of
Phenomenological research is to describe how people understand their lived
experience.
Communication Research has taken up topics like:






Exploring communication events and processes
Relationship between communication and attitude formation
Communication and relationship development
Communication and group decision making
Communication flow within organizations

1.4 NEED OF COMMUNICATION RESEARCH
There is an unprecedented change in the field of communication in general and
corporate communication in particular, in the age of internet and social media. Many
areas of communication research demonstrate the complex, multifaceted nature of
communication. Further, the centrality of communication in modern life makes
knowledge about communication processes crucially important.
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Researchers engaged in communication research do the following:






They study worthwhile topics
They ask relevant questions
They build on previous theory and research
They design and conduct careful research
They analyse data appropriately, and discuss the significance of the findings.

Like any other field of enquiry, systematic research in corporate communication too
adds to the body of communication knowledge. These researches provide meaningful
descriptions and trustworthy explanations about several complexities in the field of
corporate communication.
1.5 METHODOLOGY ADOPTED BY RESEARCHERS IN CORPORATE
COMMUNICATION

Message Analysis: A message not only includes an advertising slogan or a marketing
line, it can encompass the contents of leaflets, brochures and websites as well as
media interviews or conversations with important people. The main point is that
messages must be simple and consistent across all channels of communications.
Analysing the message constitutes an important task of a communication researcher.
Channel Analysis: A channel analysis is an evaluation of the various channels that
are employed to transfer the message. Channel analysis helps determine the most
appropriate channel of communication.
Audience Analysis: Audience analysis is about gathering and analysing information
about the receivers of oral, written, or visual communication. There are many
methods that a communication researcher can use to conduct audience analysis.
Because the task of completing an audience analysis is huge, therefore using a multipronged approach to conduct the analysis is recommended by most of the researchers,
often resulting in improved precision and efficiency. Michael Albers suggests that,
“An (audience) analysis uses several independent dimensions that work together,
such as readers’ knowledge of the topic and readers cognitive ability.”
1.6 STAGES OF COMMUNICATION RESEARCH
The Communication research can be divided into five interrelated phases of research
activity. This is also applicable to corporate communication research:
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1. Conceptualization: It is the first stage of research. The researcher has to
formulate an idea and decide on the purpose and objective of the research.
This requires the researcher to focus on the primary concepts relevant to the
topic and reviewing of literature to learn what is already known about the
topic.
2. Planning and Designing: After conceptualisation comes the planning stage
where a researcher transforms the abstract concepts into operational or
measurable terms. This is also viewed as operationalisation of the observable
attributes, or characteristics of concepts. Corporate Communication
researchers usually rely on three general techniques for measuring research
concepts: Questionnaire, Interviews and Observations. These three
measurement techniques produce different types of information.
3. Methodology: Once the research has been designed, the researchers are ready
to conduct their studies. This phase demands understanding and adhering to
the specific assumption and requirements of the methodology chosen.
4. Analysing and Interpreting Data: Raw data is meaningless without
appropriate analysis. Hence, once the data or evidence has been gathered
through the use of the methodology, it needs to be analysed and interpreted.
There are many computer-based applications to help the researchers analyse
the quantitative data.
5. Reconceptualising: In this stage the researcher revisits the topic of enquiry.
Once data has been collected and analysed, the findings need to be interpreted
within the broader context of the research process. Reconceptualization
involves explaining the significance of the findings.
1.7 RESEARCH IN CORPORATE COMMUNICATION
Corporate communication has considerable overlaps with a closely related branch of
communication studies called organizational communication. Corporate
communication is basically considered as a management function that offers a
framework for the effective coordination of all means of communications within a
corporation.
Historical conditions and circumstances led to the emergence of Corporate
Communication as a discipline concerned with managing and practising
communication as a vital part of the total quality management effort of organizations
(Cornelissen, 2004).
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Holtz (2003) andRiel (2007) reiterate that Corporate Communication has taken a
gradual role in organizational management and programme implementation. Holtz
further explains that a variety of factors have led to the emergence of Corporate
Communication and effectively continued to drive its widespread use in organizations
around the globe. The most significant factor is the need for a more robust business
arena in which Corporate Communication comes in to effectively help management
in communicating issues that relate to organizational policies and programmes.
1. The Theory and Practice of Corporate Communication: A Competing Values
Perspective offers an integrative approach to corporate communication.
Author Alan T. Belasen covers theoretical aspects and uses practical examples
and case studies to illustrate the broader, strategic view of the field. The book
draws on an adaptation of the Competing Values Framework to provide a
fuller and more coherent view of corporate communication.
As an organizing schema, the Competing Values Framework for Corporate
Communication (CVFCC) helps capture the richness, complexity, and
interdependence of communication approaches (e.g., rationalistic,
humanistic), functions (e.g., media relations, employee relations, government
relations, investor relations), managerial roles (e.g., broker, director, mentor,
innovator), and organizational stakeholders (e.g., employees, customers,
regulators, investors, reporters). As a practical approach, it enables corporate
communication executives and professionals to operate under the burden of
contradictory and often inconsistent expectations coming from diverse
constituencies. Responding to these expectations is vital for sustaining a
credible organizational image.
2. Argenti (2012) states that companies that have strong corporate
communication strategies, plans, and programmes are usually better
recognized, well run and have better capacity to react to crises and changes.
He argues that the way an organization communicates with its employees,
media and clients affect its reputation; hence, companies of all sizes should
consider corporate communications an essential component of their business.
3. Cornelissen (2004) explains that in many organizations, the contribution of
corporate communication is far from being fully understood. In such
organizations, communications practitioners feel undervalued as their strategic
input into decision making is often compromised.
4. Corporate (Organizational) Communication, and (West & Turner, 2000;
Pearson and Nelson, 2005; Gamble and Gamble, 2003). In many texts in the
field of Communication studies, Corporate Communication is also referred to
Odisha State Open University, Sambalpur
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as Organizational Communication (e.g. Fiske, 1999). Corporate
Communication can in turn be divided into two branches for purposes of a
robust literature review - External Corporate Communication and Internal
Corporate Communication, respectively.
Internal Corporate Communication (ICC) ICC as defined earlier is the sharing of
messages within a corporation; that is, involving mainly its internal publics.
ICC could take place
 between individuals,
 individual and group or
 between groups, departments or branches.
This form of communication is a vital aspect of corporate management. In fact,
success of any organization depends upon a vivid communications system used inhouse by an organization in order to keep in touch with its internal publics. Given
below are a few studies in the area of ICC:
5. Effective and efficient ICC helps in the creation of a better working
atmosphere and increased productivity and when poorly done it can have
adverse effects on the organization (Goodman & Hirsch, 2012; Namara,
2006).
6. Quirke, (2008) says that ICC traditionally focuses on the announcement of
management conclusions and decisions without the involvement of the
employees in the whole process. As the ICC function matures within the
organization, it plays a wider role in facilitating conversations upwards,
downwards and across the organization. People at work communicate
regardless of the intentions of their managers and leaders.
7. Van Riel, (2007), Cornelissen, (2004), and Buzzanell, (2000) explain the
relationship between reputation, performance and internal conversations. They
argue that this relationship reaches its full potential with the use of ICC
strategies that meet policy implementation expectations.
 The efficient management of the ICC strategies of an organization is
an essential factor in the implementation of programmes.
 It is important that all the departments and staff be informed in time
and in the right manner.
 The improvement of the inner working efficiency means savings,
profits and performance.
8. According to Cornelissen (2004), Internal Corporate Communication (ICC)
has not attracted substantial research. Nevertheless, a number of important
generalizations could be made out of analyses.
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That ICC encompasses both overt communication like meetings,
memos etc., and more casual forms of communication such as gossip,
pleasantries and body language.
ICC ought to also explore its significance in the organization because
it is the building block of the organizational culture.
The organizational culture is the atmosphere of the organization based
on its values, mission and work processes.

1.8 CHECK YOUR PROGRESS
1. Why do we need research in corporate communication?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
2. What are the methodologies adopted by researchers while doing research in
corporate communication?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
3. What is the meaning and significance of CVFCC?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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UNIT-2

EVALUATION OF CORPORATE
COMMUNICATION PROGRAMMES

STRUCTURE
2.1 Learning Objectives
2.2 Introduction
2.3 Theoretical Background of Evaluation Process
2.4 Why is Measurement Important?
2.5 Communication Goals & Objectives
2.5.1 Why do the Business Organisations Communicate?
2.5.2 Measuring Visibility
2.5.3 Measuring Volume and Sales
2.5.4 Measuring Employee Satisfaction and HR Statistics
2. 6 Communication Plans
2.6.1 Parameters for Judging the Effectiveness of the Communication Plan
2.7 Types of Evaluation Measures
2.8 Check Your Progress
2.1 LEARNING OBJECTIVES
After going through this unit you will learn about the:


Evaluation process of corporate communication programs



Importance of evaluation process as a part of overall communication strategy
for business



Goals and Objectives of Communication programs

2.2 INTRODUCTION
Communication in general and corporate communication in particular has been the
fastest growing interdisciplinary academic area. Corporate Communication is
interwoven with business management, Communication studies, Journalism and mass
communication and several other disciplines.
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Corporate Communication Programs are not designed in vacuum. Good Companies
make these programs as a part of strategic business communication. Hence, it
becomes very important to set goals and objectives of these programs. There is a need
to device appropriate evaluation process for these programs.
2.3 THEORETICAL BACKGROUND OF EVALUATION PROCESS
Historically we can trace the origin of corporate communication to Public relation. It
is important to mention about this ground-breaking research because scholars have
identified it as a reliable source to identify factors that allow public relations
practitioners to increase their effectiveness in meeting communications goals for their
organizations.
Let’s now understand goals and objectives. In a very simple way, A goal is something
that is wanted at the end of a campaign. An objective is a measurable outcome that
leads to the accomplishment of some goal (Stacks, 2007).
Goals and objectives, then, must be defined in terms of activities that clearly measure
the outcomes that public relations and corporate communication activities. From
media release to opinion pieces, from blogs, vlogs, to tweets, these activities can take
any form.
As Stacks (2010) has argued, a public relations campaign encompasses three phases:
1. developmental,
2. refinement, and
3. evaluation
It is the baseline established during the developmental phase against which final
evaluations are based on. The refinement stage occurs when the campaign is being
executed. During this stage also, objectives are evaluated to check whether they are
on target. Measurement here serves as feedback on progress, and allows for strategic
changes in planning.
At the end of the campaign, the goals and objectives are evaluated. This is the last
stage. This stage correlates measures of public relations outcomes with business
outcomes to establish effectiveness and return of investment in the function.
In general, there are three objectives that are generic to any public relations
campaign:
Odisha State Open University, Sambalpur
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(1) Informational,
(2) Motivational, and
(3) Behavioural. (Stacks, 2010)
2.4 WHY IS MEASUREMENT IMPORTANT?
It is an obvious proposition that the goals of communication activities must be to
influence stakeholder behaviour in a way that achieves business goals. To achieve
this goal, successful communicators collaborate with their internal business partners
to identify the key behaviours that communications will target.
When a decision is taken to invest in a formal measurement program, communication
leaders should make sure to weigh the benefits against costs for such endeavours.
These projects may take staff time, effort, and attention to collect and analyse data
from other possible projects. There are also other factors like participation fatigue,
general apathy towards such exercises and doubtful and dishonest responses.
Hence, many a times it is observed that, even well-considered measurement plans
may not deliver, so communications leaders must be prepared to take corrective
measures. If over a period a chosen tactic doesn’t result in the desired behaviour or
business outcome, it may be replaced with new communication activities. At the same
time, if communication activities are working and behaviour change is notable but
metrics aren’t reflecting this, then it’s time to consider new metrics.
Organizations constantly communicate to external and internal audiences on subjects
ranging from values and goals to marketing strategies and advertising campaigns.
Measuring the value and return of communications can be tricky, but it's a tool that
every business can use to gauge their effectiveness in reaching new customers or in
communicating the corporate culture to employees.
2.5 COMMUNICATION GOALS & OBJECTIVES
Every organisation communicates to the external and internal audience through
different means. If you go to the websites of any company, you will first come across
- The Mission, The Vision, The Goals and Objectives. Every message a business puts
out to either its internal or external stakeholders can be considered part of
organizational communication.
What do you want your communications to achieve in the long run?
Goals represent the end aim of your effort. Goals are typically long term – five to ten
years in scope – and should reflect an organization’s mission and theory of change.
Goals must reflect the big picture. Whether the communications are designed to
Odisha State Open University, Sambalpur

Page 10

support a goal for a specific program or a larger institutional goal, evaluation is
essential to success.
Goals are broad and can be generic. Hence, they must be broken down into
objectives. These objectives should be SMART.
SMART: Specific, Measurable, Attainable, Result-oriented and Time-specific.
2.5.1 Why do the business organisations communicate?
There can be several reasons for communicating different messages. Most important
reasons are:


To increase and affect visibility



To establish product positioning



To bring awareness and affect employee behaviour,



To improve the company's stock value, investment potential or investor
perception.

These are some of the general communications objectives. These are often broken
down into smaller goals or plans. Each of these options brings with it additional
objectives and action steps, with the accompanying need to measure variables and
their outputs in order to gauge the effectiveness of that particular communications
strategy.
2.5.2 Measuring Visibility
When a new product is launched, we often see companies engage in a strategic
communications effort. As one of the most widely used forms of communication -think TV commercials, radio spots and social media posts -- there are several ways to
measure visibility. These efforts are constantly evaluated. Before-and-after surveys
are conducted with target audience groups; focus group discussions are held to garner
customer feedback or social media conversations can be initiated to determine how
potential customers are reacting to a product's branding or messaging. Measuring
website statistics, page hits and social media likes and shares are some popular
quantitative methods of measuring visibility.
2.5.3 Measuring Volume and Sales
Coupled with bringing visibility to a new product or service, most businesses desire
to translate that visibility into actual sales. Measuring sales is typically a more
quantitative task than measuring visibility, although the two tasks sometimes overlap.
For instance, a company can measure the volume of new and repeat sales before,
during and after a marketing campaign to determine the effectiveness of that
Odisha State Open University, Sambalpur
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campaign to help the company generate profit. Media coverage of a product or
service can be tracked by checking social media for discussion on company’s
products, or by keeping a tab on newspaper coverage and industry or trade
publications.
2.5.4 Measuring Employee Satisfaction and HR Statistics
Many businesses organisations realise that their internal customers are their brand
ambassadors. Hence, they want to positively influence the perception of the
employees.
Here, a mix of qualitative and quantitative methods are helpful. Employees should be
asked for their opinions on how well the company has managed to communicate its
mission, operations goals, policies and procedures. Employees that understand a
company's internal messaging are more likely to stay, as they understand the impetus
behind the work they're doing. If employees are leaving a company at a relatively fast
pace, this might be a sign that it is not a welcoming workplace.
2.6 COMMUNICATION PLANS
In a nutshell, a communication plan is a roadmap to reach your target audience.
Below are few important points the decision makers of an organisation must take to
bring into force a strong workable communication plan.


Who will be the key staff members doing the communicating?



What are the communications goals and objectives?



Who is the target audience?



When and how frequently do you plan to communicate?



How will you communicate the results to your staff?



What resources are available for communicating internally and externally?

Once the communication plan is ready, the next (and key) part is knowing how to
measure its effectiveness and when to make changes and/or abandon what is not
working.
2.6.1 Parameters for judging the effectiveness of the communication plan
1. Did the target audience receive the communication(s)?
2. When did they access the information?
3. How much of the given information did they “digest”?
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4. Did the target audience understand what was conveyed?
5. How can the effectiveness of communication be measured?
6. How to make the next interaction with the audience more compelling?
Developing a smart communication plan is an essential first step. But without a
thoughtful evaluation strategy, there is no way a communication leader will come to
know that the plan is working or whether there is a need to make any modifications or
adjustments.
Evaluation is the key to identify and connect with the audiences and ensure that the
messages are resonating with them. Baseline research conducted at the beginning
helps in understanding the audiences’ priorities and values. During the
implementation, evaluation can be done by gathering feedback from the audiences to
learn how they are responding to the messages. When situations change, strategies
and tactics may need to change as well.
2.7 TYPES OF EVALUATION MEASURES
A measure can be quantitative or qualitative. While quantitative measures provide a
numerical measure of your communications results, qualitative measures reveal more
about their effects. For example, the number of newspaper articles mentioning an
organization is a quantitative measure, while studying the tone (positive or negative
tone or framing of the issue) of these articles is a qualitative measure.
Qualitative measures are often more helpful in determining what is working and
what can be improved. Sometimes you may choose a combination of quantitative and
qualitative measures. For example, if you are evaluating audience awareness of an
organization’s work, knowing what percentage of the audience has heard of the
organization – is a quantitative measure – tells only part of the story. Discovering that
they can also identify at least one issue that the organization is working on – is a
qualitative measure. Qualitative measure provides a more meaningful indication of
increased awareness.
Given below is a list of some evaluation measures:
1. Interviews - Interviewing consists of selecting a handful of individuals who
represent the base of your audience and asking them targeted yet open-ended
questions. This will allow you to receive better insight into how people are
responding to your communication activities.
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When to use - At any stage of planning or implementation. For example, you are
about to draft a new institutional communication plan, but first you want to know
how your key stakeholders and audiences view your organization and its leadership,
contributions, successes and failures. Interviews with representative constituents will
give an insight into these areas.
2. Focus Groups – when a group of people from the audience is carefully
selected to test new messages or have a directed group discussion about the
communication activities and the discussion is moderated by a facilitator and
allows people to bounce ideas off one another, it helps in building a richer set
of data.
When to use - During planning, early implementation or when you are ready to
advance to a new phase of your communication efforts. Focus groups are also useful
when there is a need to test a specific message, tactic or approach. It is mostly used
for CSR related communications.
3. Surveys – Online and In-Person – It is one of the most simple and
inexpensive technology that can be administered online. Survey consists
primarily of multiple-choice questions. Though some open-ended questions
can be asked, surveys are best for “checkbox” answers that garner quantitative
data. Surveys can also be administered in person. In this case, it allows the
researcher to also observe the respondent and gather additional data based on
his or her reactions to the questions. There are several tactics for selecting
participants for surveys:
 Pre-determined population
 Sample from the general public
 Snowball sampling - As you survey one person, you ask if he or she knows
someone else to survey.
When to use survey?
In the planning stages and during implementation. Surveys are useful for categorizing
and comparing data at a given point in time as well as over a period of time. For this
reason, they can be very helpful in establishing baselines as well as for monitoring
progress.
4. Observation – This method requires trained researchers with excellent
observational skills to observe individuals or groups to see how they are
responding to certain messages. This is particularly useful with
communication initiatives that involve participatory discussions, public
forums and debates.
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When to use?
During implementation for instance, if an organization offers some skill development
training program, it becomes helpful to observe the recipients using these skills
successfully to know the effectiveness of the program.
5. Quantitative Data Collection
Websites, blogs and other social networks allow you to collect useful data. For
instance, on a website, you can track the number of daily or monthly visitors and page
views. For blogs and social networks, you can track number of subscribers and
number of comments left by visitors. Additionally, you can refer to online services
that rank blogs’ popularity and use these ratings to compare your blog to others in the
field.
When to use?
At any stage of planning or implementation. You want to know if your readership is
growing or whether the number of comments is rising.
6. Quantitative Data Analysis
This may sound daunting, but the availability of several computer assisted data
analysis applications have made it very easy for handling big data. The data collected
from web tracking or media monitoring services to conduct statistical analysis of the
possible relationships between your communication activities and external changes
gives an idea about the effectiveness of a communication program.
When to use?
During planning and at any stage of implementation For example, after six months of
launching your blog, you want to test whether there is a connection between increase
in comments and the ranking of your blog. Does the number of weekly posts relate to
the frequency with which your blog is referred by others? Statistical analysis can
explore these relationships.
7. Content Analysis
To assess the quality and tone of a media coverage, or to review the content of
specific programming that reaches the audience, this technique can provide powerful
insights. However, the process is often time-consuming and the people carrying out
the analysis need to be well-trained in the technique to ensure objectivity and
consistency.
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When to use?
Early stages and throughout the implementation stage. For example, media coverage
for a particular event has increased, but you sense that negative coverage is
dominating the air and radio waves. You want to find out if this is the case, so you
turn to content analysis.
This is not an exhaustive and comprehensive list of various evaluation techniques.
But, it will certainly help in acquiring a basic understanding of the processes and
types of measurement.
2.8 CHECK YOUR PROGRESS

1. Why should there be an evaluation of communication programme?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
2. What is a SMART Goal or Objective?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
3. What is the main difference between qualitative and quantitative evaluation?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
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UNIT-3

EVENT MANAGEMENT - PROCESSES &
TECHNIQUES

STRUCTURE
3.1 Learning Objectives
3.2 Introduction
3.3 Corporate Event Management
3.4 Steps of Event management Process
3.4.1 Developing Goals and Objectives
3.4.2 Organising the Event Team
3.4.3 Planning of the Budget
3.4.4 Create an Event Master Plan
3.4.5 Setting the Date of the Event
3.4.6 Booking of the Venue
3.4.7 Finding the right Partners and Vendors
3.4.8 Figure out the main attraction and invest on building a
relationship
3.5 Techniques of Event Management
3.6 Importance of Communications in Event Management
3.6.1 Qualities of a good event communicator
3.6.2 Building an event communication plan
3.7 Social Media Plan of the event
3.8 Check Your Progress
3.9 References
3.1 LEARNING OBJECTIVES
After going through this unit you will learn:


About the event management processes and techniques



What is an event and know the types of events.



Will look at the importance of communication during event management.
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3.2 INTRODUCTION
Events are defined by Professor Philip Kotler as “occurrences designed to
communicate particular messages to target audience”. Events are an integral part of
professional life. Whether it is corporate houses, non-profit organisations or
Government sector, we witness various events for different audiences.
Corporate sector organises events to present its services or products in an acceptable
manner to its ultimate customer(s) as well as to enhance its own image. Such events
are seen as an outcome of public relations strategy. The Government sector uses
events as a platform to enhance its own image. There are also private events like
marriages and social celebrations.
3.3 CORPORATE EVENT MANAGEMENT
One of the most important aspects of any company is the varied events that are
organised not only within the company, but also for the clients and customers. This is
because one of the prime objectives for hosting events is to build and strengthen
relations with internal and external stakeholders.
Usually corporate houses encourage in-house events for the staff in order to motivate
them from time to time, as well as to upgrade the latters’ knowledge and skills. They
also encourage staff to attend seminars, conferences and conventions in order to keep
them abreast with the latest trends. This is more like a formal social forum for
executives and managers. These are rather serious events and are mainly handled by
the corporate, itself.
However, in order to organise a formal event on a larger scale, the same may be
delegated to the public relations company handling the company’s PR activities, or
then maybe given to a corporate event management company.
Given here is a list of the varied events that are organised by the cross section of
event companies:
 Business events
 Corporate events
 Cause-related events
 Fundraising events
 Exhibitions
 Trade fairs
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Entertainment events
Concerts/live performances
Festive events
Government events
Meetings
Seminars / workshops
Conferences
Conventions
Social and cultural events
Sporting events
Marketing events
Promotional events
Brand and product launch

3.4 STEPS OF EVENT MANAGEMENT PROCESS
3.4.1 Developing Goals and Objectives
Establishing a tangible goal and breaking them into objectives is the first step of
planning an event. It is important to establish a link between the event and the key
goals of an organisation.
A simple and easy four-point strategy can help in this process: Ask these questions.






Who is the target audience? - Knowing the target audience will give an idea
about the way an event is to be organised. Hence, It is important to know
whether the event is looking to attract new customers or engage existing
clients or qualified prospects? Will it be a training and appreciation session for
internal employees, or will it be a seminar where delegates from different
organisations will participate? How many attendees are expected? These
questions will help to know the target audience.
What would be the content? – The content of the event reflects the
purpose. Does the event content aim to drive people to sign for a cause, buy a
product, choose a service or is it organised to inspire, motivate or educate
delegates? Depending on this, the content is developed.
Why are you organizing the event? – This question helps to align an
event’s goal with organizational objectives. What are the short and long-term
goals for the event? Do you need to generate leads? Establish industry
credibility? Reward employees or forge new business partnerships? Every
event should have a clear-cut purpose.
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Are your goals measurable? – Are the goals SMART? - (Specific,
Measurable, Attainable, Realistic, and Timely) Unless the goals set are
measurable, the impact cannot be assessed.

3.4.2 Organising the Event Team
An event is a team effort. It is impossible to handle it single handed, even by an
expert. It is important to have concerted team effort to handle all the
details. Assigning individual roles to team members creates a system of
accountability. Responsibility has to be shared. Accountability has to be established.
3.4.3 Planning of the Budget
Budget planning is the most important part of planning an event. Many great ideas
fall by the wayside because the team who originally proposed them, forgot to take
their budget into consideration before planning. Some of the critical expenses needed
to be included in the budget are:
 Venue


Food and Drink



Entertainment



Decorations



Staff and services



Marketing



Software



A/V



Miscellaneous

3.4.4 Create an Event Master Plan
Once you have a good idea of all the costs and the timeline is set, it is time to start the
real plan. Creating an event master plan will help to monitor the progress and help the
team members to go on the right track.
The event master plan should encompass all aspects of the event, including:





Venue, logistics, & catering management (contracts, permits, insurance, etc.)
Speakers and presenters (identifying, confirming, logistics & management)
Activities and entertainment
Publicity and promotion (online & off-line – web page, events calendars;
printed programs; media relations; signage; social media, etc.)
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Registration (online sign-up, payment and tracking; on-site sign-in, etc.)
Sponsor and partner management
Volunteer management and responsibilities

While planning your event, consider creating a detailed timeline, so that everything
moves smoothly. It is very important to keep everything written down.
3.4.5 Setting the Date of the Event
Usually for a recurring event, the date is already pre-set. But, if this is a new event, it
is important to be sure to consider the following before deciding on a date:
 Give yourself enough time! Ideally, one should have 4-6 months to plan, if
not more (depending on the nature of the event)
 Be aware of statutory and religious holidays
 Avoid school holiday time periods (winter, spring and summer holidays)
 Check dates with key participants – speakers, presenters, VIP guests, etc.
 Once the date is set, and budget is already approved, you can start booking
any external staff (such as caterers) you need right away.
3.4.6 Booking of the Venue
If it is a big event in a different location, it is important to select a city that is
convenient for the team and is easy for the delegates. Hence, planning an event venue
that’s easily accessible to the majority of the consumers, leads, and target audience is
a very important decision. Once the general location is set, it’s time to pick the
specific venue.
Build a shortlist of locations you want to explore based on popular event venues in
the area, referrals from other businesses, and local trade publications.
3.4.7 Finding the right Partners and Vendors
Depending on the venue that is chosen, they might offer special discounts likehaving
their own in-house caterers and A/V offerings at a subsidised rate. These particulars
need to be checked thoroughly before finalising the venue.
If there is a need forthird-party/outside vendors, it is always better to shop around to
make sure you’re getting the best deal.
Beyond food, lights, and sound, other important areas are:


Transportation (to and from the venue for those staying in hotels)
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Wellness offerings (People need relaxation, it is an intelligent way to
recognise this need and make necessary plans)



Having adequate staff to assist the guests



Security (safety measures are never to be compromised)



Entertainment (events shouldn’t just be about business)

You also want to be on the lookout for any potential partners that could help fund and
organize this event. By combining resources, you cut costs for yourself in terms of
money and resources, while also potentially boosting attendance by hitting untapped
markets your partner has access to.
3.4.8 Figure out the main attraction and invest on building a relationship
Why would people attend an event? This is a vital question and a deciding factor for
number of people who would like to attend an event. Maybe it’s the subject matter,
maybe it’s the speakers. It depends on the event, and more than that, it depends on the
attendees. It is important to think about your audience. What’s going to get them
excited? What’s going to motivate them? It is always better to focus on attractions
with a wide appeal. It is an intelligent way to design the marketing campaign around
it. It is also important to develop a plan to build on your new relationships with the
attendees. Even before the event takes place, a thought must go into these aspects.
Designing few mementos (e.g., pens, magnets, binders, totes, etc.) go a long way.
3.5 TECHNIQUES OF EVENT MANAGEMENT
Planning, Organising, Staffing, Directing, Coordinating, Reporting, Budgeting. The
acronym POSDCoRB is used to emphasize on the importance of management
techniques for event management.
Planning: The planning function is involved in micro-level event coordination
activities such as liaison with the creative team, discussing, facilitating and arranging
for the technical specifications viz., sound, light, stages and sets.
Organizing: Organizing in the context of event management essentially involves the
description of the activities required for an event, identifying individual and team
tasks and distribution of responsibilities among coordinators.
Staffing: Functional responsibilities in a project type organization structure define
event management staffing requirements. The importance of team structure,
experience, background and expertise of team members plays a crucial role in event
management.
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Directing (Leading and Controlling): The leadership qualities desired of an event
manager include the ability to spot a deal and think on one’s feet. Evaluation and
correction of deviations in the event plans to ensure conformity with original plans is
the gist of controlling. Evaluation is an activity that seeks to understand and measure
the extent to which an event has succeeded in achieving its purpose. The purpose of
an event will differ with respect to the category and variation of event. However, to
provide reach and interaction would be a generic purpose that events satisfy.
Coordinating - The sum and substance of events as a whole revolves around
interpersonal skills. The need for achieving synergy among individual efforts so that
the team goal is reached is the main aim of coordination. The overall coordinators
need to be leaders with fantastic people skills.
Reporting: It is an important aspect of the overall event management which has
direct effect on coordination of the different segments working on the same project.
The reporting has to be multi-channel and is not linear in fashion. There has to be a
structure of internal reporting and there has to be external reporting where the client
or management has to be apprised about the progress of work.
Budgeting - This is the most crucial aspect of event management and has to be done
intelligently. Even the biggest events with high budget approval have to be careful
and need to limit their expenses.
The concept of Five C’s of Event management also talks about the techniques and
processes of event management.


Conceptualizing – This is about choosing a suitable theme or concept around
which the event is to be centred. The theme should be conceptualized keeping
in mind the event objective, target audience, the tentative venue, media to be
used etc.



Costing - Costing involves the preparation of budgets, cost estimates and the
sources of acquiring funds.



Canvassing–It involves networking and advertising with the objective of
raising funds and obtaining sponsorships for conducting the event.



Customising - Customisation of an event focuses on client satisfaction. It
involves keeping an eye on the tastes of clients.



Carrying Out This phase involves the actual execution of plans
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3.6 IMPORTANCE OF COMMUNICATIONS IN EVENT MANAGEMENT
Excellent event coordination is the result of continuous, consistent, high-quality
communications between the event stakeholders. The event manager is responsible
for developing and sustaining the event communications to ensure that all
stakeholders are informed, in touch, and involved in each of the phases of managing
the event.
3.6.1 Qualities of a good event communicator
In order to be successful in the field of event management, no matter what department
of specialisation one needs to possess certain qualities, which are as follows:
 Negotiation skills


Critical Thinking



Creative skills



Convincing skills



Coordinating skills



Planning skills



Executing and implementing skills



Problem solving skills



Stress and Pressure handling skills



Time management skills



Team handling skills



Conflict management skills



Networking skills



Excellent interpersonal skills

An individual with the aptitude for the above and interest in the field would make a
successful event manager. Event management is a people’s industry where everything
is based on effective communication skills at all levels.
3.6.2 Building an event communication plan
Building an event communication plan allows everyone you work with to have clear
expectations of their tasks, and increases productivity. Productivity is of utmost
importance when working in event management due to tight time constraints and
deadlines. Without effective communication management, your event could fall apart.

Odisha State Open University, Sambalpur

Page 24

Here are some tips from a few industry experts on the most effective communication
methods to save you a few headaches for your next event:
Calling Instead of Texting
An effective way to open the lines of event communication is calling instead of
texting or sending an email. We live in the digital century where the primary form of
communication is text-based. While fast and easy to check on-the-go, a voice will add
a personal touch that a text will never be able to get. Also, when time-sensitive issues
come up as they oftentimes do, it is extremely important to have a strong
communication plan for immediate real-time updates, and a phone call is the fastest
way to prepare for, communicate and remedy such problems.
Writing Efficient Emails
Emails are still crucial to efficient communication management. We all know
everything would come to a halt without them. While drafting an email, it is good to
be sure to include all pertinent information in a concise email to avoid confusion.
Sending lots of emails not only wastes valuable time, but can also be a leading
cause of miscommunication as well.
Interacting
By providing frequent and professional interactions, you will be able to build strong
interpersonal relationships even outside of communication events. It is equally
important to interact with your clients. At times, small interactive gestures like
checking in can go a long way as it builds rapport and creates lasting relationships.
Effective communication methods create a sense of cohesion and mutual respect
through continued interaction.
Following Up
Many times, in PR and event management you have to communicate effectively not
only internally but externally. It is important to set clear and concise expectations to
keep everyone liable for what they are providing for the event. Leaving room for
error in your event communication could jeopardize your chances of success.
At times, especially with busy third-party vendors, you will need to follow up in
order to ensure that you will get what you were promised. Especially in event
management, assuming that people will remember is not always the best strategy; it
is always an effective communication method to follow up at least once to make
sure everything runs smoothly.
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Decide to call people to Action
Many a times, it will become important to call people to action and allocate extra
tasks to a few people. An event manager cannot be shy to allocate certain tasks to
others. You definitely cannot do everything yourself! For instance, if you have to
meet with your F&B provider and make sure the seating arrangement is correct,
there is no way you can be in two places at once. This is where communicating with
your team and providing call to action helps tremendously! It is important to make
sure you show your sincere appreciation for those that deliver.
At the end of the day, communication is always the key to success and anyone who
does not communicate effectively with those that they work with is doomed to fail.
Learn quickly that you are not able to do it all and must trust others enough to
allocate tasks to them. And most importantly, remember instead of ‘me’ event
management it is all about ‘we’!
3.7 SOCIAL MEDIA PLAN OF THE EVENT
Every event marketing strategy should have a social media plan in place. Few things
that are to be checked while making social media planning are:


Assess which channels will be the most appropriate before, during and after
the event.



Use social media as a customer service tool to garner delegate feedback and
answer any questions quickly and efficiently.



While planning an event, social media audience can be involved in the
planning of the event by posting polls asking them to vote on event elements,
speakers, topics or other factors.



Another quick and effective way to maximize the reach of your event is to
leverage the power of social media influencers. It doesn’t have to be an
expensive celebrity endorsement. It could be an industry influencer with a
large social following or niche micro-influencers who can promote the event
in their own circles.
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2.8 CHECK YOUR PROGRESS
1. What is an event and what are the types of corporate events?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
2. Why is it important to know the audience before planning an event?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
3. What is POSDCoRB?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_________________________________________________________________
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