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A Futurist’s View on the Future of Events 

 

Abstract 

The globalisation of events has evolved in the twenty-first century. This phenomenal 
evolution, coupled with consumer awareness and destination desire has resulted in the 
world doing events, whether it is the Olympics Games or Blue Mountains Gnome 
Festival in Australia. There is an unprecedented interest in events and festivals 
whether cultural or sporting. But what is the future? Have we reached a point of 
eventisation and saturation or is the future something virtual like the World of 
Warcraft. This chapter paints a picture of two scenarios in order to demonstrate what 
that future could be, using New Zealand as a case study. Martinborough Fest 2050, 
looks at the future of food and wine events as a cultural experience. Jonah Lomu VIII 
Wins Again is a story of the All Blacks winning the Rugby World Cup in 2050 based 
upon players that have being genetically bred and worldwide audience participation. 
 

The scenarios are based upon the following drivers: 
 

1. The Desire for Authentic Experiences  
2. The Future of Luxury: Wine, Food and Music as the Cultural Capital 

Experience  
3. The Economic and Political Power of Events  
4. The Environment and Scarcity of Resources 
5. China’s Emerging Middle Classes  
6. The Insperience Experience and Urban Tribes 
7. The Future of Prostitution 
8. Augmented Reality and the Information Economy  
9. Ethics and Generic Engineering 
10. I Robot 

 

The chapter concludes with an analytical discussion about the implications of the two 
including managing events, consumption, communities and the role of technologies. 
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A Futurist’s View on the Future of Events 

Introduction:  The Challenges of Today’s Events Industry 

Events are significant in today’s society. They have links to religion, to culture, to 
sport, to community, to commerce, and to political, policy and microeconomic and 
macroeconomic influence or objectives. Events are becoming ever more important as 
they are seen to reap a great many of the elements that a society (served by a 
government) requires for its development. As society has moved from a 
manufacturing to an experience economy over the last fifty years, the role of events 
has become an important element of the experience economy. At the same time, with 
the arrival of the experience economy and the decline of manufacturing in many 
places, political leaders have become champions of sporting and cultural events in 
their nation, city or community. It seems that countries all want mega sporting events 
such as the Olympics Games or FIFA World Cup or cultural events such as food and 
wine festivals as a means to attract tourists to a region. (Yeoman, 2008). 
 
Events are often stated in terms relating to improvement of the quality of life for the 
populace; or of offering economic and social benefits; or of creating new business 
networks and opportunities; or profile raising, and in supporting other civic needs 
(Richards & Palmers, 2010). Events are significant in today’s society but will they be 
significant in the future? Are we at a tipping point of over supply which will see a 
rapid decline in the events in a future society triggered by the present global financial 
crisis and national debt? Who will be the future event tourist given the emergence of 
the rising middle classes of China and the impact of demographic change in a Western 
society? How will social media and technology shape the consumption of live events 
in the future? These are interesting questions and the purpose of this chapter is to 
consider these questions of what might happen, how it will occur and what change 
could occur as a result?  
 
This chapter uses the example of New Zealand to explore two scenarios of what 
events may look like in 2050 as the result of ten factors – or drivers – that will shape 
the future. The potential of event tourism has been recognised by the New Zealand 
government (Gnoth & Anwar, 2000), and the New Zealand Tourism Strategy 2015 
identified the potential for events to growing year-round and regional demand. The 
benefits of events are identified at national, regional and local/city level. For example, 
in Christchurch the city council states that the liveliness and dynamism of the city is 
enhanced by their selection of festival and events which increase the well-being of the 
city; attract economic benefit; promotes business activity and employment; and 
position the city as a leader in events (Richards & Palmer, 2010).  
 
The scenarios developed here focus on the Rugby World Cup and a rural food, wine 
and music festival. While New Zealand hosts a diversity of events (Ryan et al, 1998), 
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sports dominate New Zealand’s event portfolio and Wright (2007, p.348) notes that 
“sports events are clearly seen as one of the most feasible, cost-effective and 
potentially lucrative avenues for sustainable development” for New Zealand. 
Examples include the 2000 and 2003 America’s Cup Regattas, the 2005 Lions Tour, 
and the 2010 International Rowing Championships. Forecasts by Deloitte Sports 
Business Group (Hall, 2009) put the direct economic impact of New Zealand hosting 
the 2011 Rugby World Cup at NZ$1.25bn, with at least 70,000 extra tourists expected 
to come to New Zealand for the event. While sport, particularly rugby, is part of the 
New Zealand psychology, cultural festivals are also important. In rural areas wine, 
food and music festivals have diversified the tourist image and introduced a more 
sophisticated demonstration of rural lifestyles and values (Higham & Ritchie, 2001). 
Wine festivals have attracted tourists to rural areas, and enhanced their image as both 
a destination and quality wine producing regions (Hoffman et al, 2001).  
 

Why Study the Future? 

Why study the future? Well if you don’t know where you are going you have no 
direction, sense of purpose or meaning. Studying the future is not new, methods range 
from reading palms to complex mathematical modelling. Over the last 50 years, 
operations researchers, sociologist, strategic planners and military analysts amongst 
others have developed quantitative and qualitative methods for rationally anticipating 
the future. Those that study the future are called futurists or futurologists who are 
generally scientists or experts whose speciality is to attempt systematically to 
predict the future. What separates futurists from the palm readers or soothsayers is 
awareness that the future cannot be known with absolute certainty, and the recognition 
that many different futures are possible, depending on decisions people make in the 
present. Generally, methods for studying the future do not pretend to be able to 
predict the future, although assessing the probabilities of alternative futures is an 
important aspect of futures studies methods. Rather, futures studies methods are 
generally designed to help people better understand future possibilities in order to 
make better decisions today. Futurists often say they use their methods to reduce 
uncertainty, although it may be more accurate to say they are trying to manage 
uncertainty. Futures methods help people to deal with uncertainty by clarifying what 
is known, what can be known, what the likely range of possibilities is, what the most 
desirable possibilities are, and how today's decisions may play out in each of a variety 
of possible futures. One such method used in futures studies - and that adopted here -
is scenario planning, a process of constructing multiple scenarios of the future often 
crafted by stories which are used to demonstrate what the future could be, in order to 
think and action change (Yeoman, 2011). 
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Driving Forces That Will Shape the Future 

Driving forces are an analysis of the peak of an iceberg or observable events. They are 
a recognition and combination of a number of trends and patterns that are structured 
through relationships that represent the forces of change that will drive the future. The 
10 driving forces identified for this chapter are:  
 

1. The Desire for Authentic Experiences  
2. The Future of Luxury: Wine, Food and Music as the Cultural Capital 

Experience  
3. The Economic and Political Power of Events  
4. The Environment and Scarcity of Resources 
5. China’s Emerging Middle Classes  
6. The Insperience Experience and Urban Tribes 
7. The Future of Prostitution 
8. Augmented Reality and the Information Economy  
9. Ethics and Generic Engineering  
10. I Robot 

Please note the drivers are not ranked in importance or impact. After discussion of 
each driver, two scenarios will be presented and the questions arising from these 
drivers explored. 
 

Driver 1:  The Desire for Authentic Experiences  
As the experience economy matures, it evolves into authenticity because consumers 
search for real experiences rather than ‘products’ which are manufactured (Pine, 
2004). There is a growing desire to find experiences and products that are original and 
real, not contaminated by being fake or impure. This trend away from impurity, the 
virtual, the spun, manufactured and the mass-produced in a world seemingly full of 
falseness needs further explanation. Wilmott and Nelson (2003) have identified the 
complexity of consumerism, with consumers seeking new meaning. This is consistent 
with Maslow’s motivational hierarchy where the movement to self-actualisation is a 
search for a deeper meaning and finding a sense of worth beyond material possessions. 
It is a fulfilment of self which moves beyond goods and services and on to 
experiences. At one level it results in increased spending on holidays, eating out, the 
theatre and so on. But it also includes special experiences such as white-water rafting 
or spending a weekend at a health spa. 
 

Driver 2: The Future of Luxury: Wine, Food and Music as the Cultural Capital 
Experience  
The cultural capital of consumers represents the ‘stock’ of their knowledge, attitudes, 
skills, education and tastes. Bourdieu (1993), regarded cultural capital as taking three 
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forms: embodied (long-lasting dispositions of mind and body which must be 
constantly maintained and updated), objectified (the goods and services chosen by 
different consumers) and institutionalised (a measure of the qualifications bestowed 
on individuals by academic institutions). As consumers become more affluent, they 
differentiate themselves less by their material trappings and more by their use of 
cultural and social knowledge and individual identity. Increasingly, it is not what you 
own, but what you do and who you know. As affluence grows, so also do cultural and 
social knowledge and people’s expectations (and the way in which this informs 
consumption) become more important considerations. The cultural capital of events is 
how communities and tourists talk about their experience of festivals and sporting 
occasions and their participation in them, hence the cultural consumption of festivals. 
As Yeoman (2008) points out, the cultural capitalism of consumerism changes 
definitions of luxury into a more fluid concept which combines materialism, 
aspiration and time. These concepts become the blurred meaning of luxury based 
upon an experience economy where tourists seek novelty and new experiences.  
 

Driver 3: The Economic and Political Power of Events  
Sport is a key part of global business, including sports magazines, sports channels, 
sports medicine, professional sportsmen and women, and people going to the gym just 
to exercise. According to the World Economic Forum (Elliott, 2009) sport represents 
between 2% and 3.7% of world GDP, making sport one the most important industries 
in the world. Hosting mega sports events is highly contested and prized, not least 
because of the potential positive impacts on the destination. Sport event audiences are 
global, with the three most attended and watched sports events being Olympic Games, 
the FIFA Football World Cup, and the IRB Rugby World Cup (Deloitte and Touche 
LLP, 2008; Yeoman, 2008). 
 
However, the rush by many nations to host sporting events has led to their undoing. 
Take the example of Greece, where some commentators point to the 2004 Olympic 
Games as a catalyst to the country’s later economic problems (Gatopoulos, 2010). The 
2004 Athens Olympics cost nearly double its initial budget. In 2010, more than half of 
Athens’ Olympic sites are barely used or empty, although the Games did bring a new 
metro system, a new airport, and a tram and light railway network. However, given 
the looming fiscal deficits in many countries arguments about the economic benefits 
of mega events will wane (Yeoman, 2011). 
 

Driver 4: The Environment and Scarcity of Resources 
What if the future was a scarcity of resources, in which food and water supply are 
limited because of climate change and the oil runs dry. How will we cope? (Yeoman, 
2011). Agriculture is highly sensitive to climate variability and weather extremes, 
such as droughts, floods and severe storms. The forces that shape our climate are also 
critical to farm productivity. Human activity has already changed atmospheric 
characteristics such as temperature, rainfall, levels of carbon dioxide and ground level 
ozone. The scientific community expects such trends to continue. While food 
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production may benefit from a warmer climate, the increased potential for droughts, 
floods and heat waves will pose challenges for farmers, therefore making many parts 
of the world suffer food shortages, facilitated by a booming world population. 
However, at the same time some countries will the benefactors of climate with a more 
temperate climate compared to many parts of the world.  
 

Peak oil is the point in time when the maximum rate of global petroleum extraction is 
reached, after which the rate of production enters terminal decline (Roberts, 2005). 
Optimistic estimations of peak production forecast the global decline will begin by 
2020 or later, and assume major investments in alternatives will occur before a crisis 
without requiring major changes in the lifestyle of heavily oil-consuming nations 
(Yeoman, 2011). So, in the future does this mean international travel – highly 
dependent on oil supply - is only for elite in society?  
 

Driver 5:  China’s Emerging Middle Classes  
The rising economy in China will lift hundreds of millions of households out of 
poverty. Increasing numbers of rural Chinese will migrate to the cities to seek higher 
paying jobs. These working consumers, once the country’s poorest, will steadily 
climb the income ladder, creating a massive new middle class. Forecasts by 
consultants McKinsey (Farrel et al, 2006) predict these urban households will make 
up one of the largest consumer markets in the world. Rapid economic growth will 
continue to transform the impoverished but largely egalitarian society of China’s past 
into one with distinct income classes. This evolution is already widening the gap 
between rich and poor, and tackling the resulting social and economic tension has 
become a focus of government policy. McKinsey’s projections indicate, however, that 
China will avoid the ‘barbell economy’ that plagues much of the developing world 
and which results in large numbers of poor, a small group of the very wealthy, and 
only a few in the middle. Even as the absolute difference between the richest and 
poorest continues to widen, incomes will increase across all urban segments. This 
emerging solid middle class society will be the basis for China’s outbound tourism to 
destinations such as New Zealand.  
 

Driver 6: The Insperience Experience and Urban Tribes 
According to Trendwatching (2008) futurists have always been talking about homes 
of the future, whether it is butlers as Robbie the Robot or talking fridges. So this isn’t 
a new trend. However, the insperience economy is a representation of a consumer 
society which is dominated by experiences and consumers’ desire to bring top-level 
experiences into their domestic domain. The key aspects of this driver include the 
consumers’ desire to turn their homes into highly connected, comfortable places fully 
equipped to entertain others, as represented by Ethan Watters (2003) in his book 
Urban Tribes, where friends are the new families. This is extremely important for 
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spectator sports – like rugby,  where (predominately) men gather like tribes for the 
sporting occasions.  
 

Driver 7: The Future of Prostitution 
Given the nature of mega sporting events like the Rugby World Cup, which is mainly 
a middle class male sporting occasion, when you have large gatherings of men, 
prostitution and sex follows. Davies (1937) in the American Sociological Review 
poses the conundrum of prostitution: ‘Why is it that a practice so thoroughly 
disapproved, so widely outlawed in western civilization, can yet flourish so 
universally? But given the problems with sexually transmitted diseases and human 
trafficking is the future sex with robots? David Levy (2007) suggests in his book 
Love+Sex with Robots that by 2050 technological advancement will allow humans to 
have sex with androids, something akin to the Stepford Wife concept of a women with 
a perfect body and who can perform great sex with a man.  
 

Driver 8: Augmented Reality and the Information Economy  
Speaking in 2005, renowned futurologist Graham Whitehead said “consumers will see 
as much change in technology in the next ten years as they have in the previous 150 
years” (Whitehead 2005) so the future is exponential growth. Augmented reality is 
when live direct or indirect view of a physical real-world environment whose 
elements are augmented by virtual computer-generated imagery. As a result, the 
technology functions by enhancing one’s current perception of reality. On the 
spectrum between virtual reality, which creates immersive, computer-generated 
environments, and the real world, augmented reality is closer to the real world. 
Augmented reality adds graphics, sounds, haptic feedback and smell to the natural 
world as it exists. Both video games and cell phones are driving the development of 
augmented reality. Everyone from tourists to soldiers to someone looking for the 
closest subway stop can now benefit from the ability to place computer-generated 
graphics in their field of vision. Augmented reality is changing the way we view the 
world, or at least the way its users see the world. With augmented-reality displays, 
which will eventually look much like a normal pair of glasses, informative graphics 
will appear in your field of view, and audio will coincide with whatever you see. 
These enhancements will be refreshed continually to reflect the movements of your 
head. Similar devices and applications already exist, for example on smartphones, and 
a contact lens with simple built-in electronics is already within reach. being developed 
in a research project at the University of Washington called A Twinkle in the Eye 
(Yeoman 2011). 
 

Driver 9: Ethics and Generic Engineering 
So, could we nurture youth for the future through technology? Are the prospects for 
designer sports players possible? Dr Andy Miah (2004) discusses such a prospect in 
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his book, Genetically Modified Athletes. Genetic engineering is the technique used 
where functioning genes are inserted into cells to correct a genetic error or introduce a 
new function. Applications include genetic pre-selection: using the information of a 
person’s genotype to conclude suitability for sport either at the embryonic stage or 
infantile stage. Prospective winners could be chosen on their predisposition for athlete 
capabilities i.e., designer babies. The University of Idaho has already used gene 
therapy in the cloning of racehorses (Gali et al, 2003), including opening up an 
opportunity to verify the reproducibility of traits such as character and sporting 
performance. If a Los Angeles fertility clinic in 2009 offered parents the choice of 
their children’s sex, hair and eye colour (Keim, 2009), does this mean sports clubs 
will start the apprentice scheme in the science lab? Presently, it is only society’s ethics 
that is stopping this. 
 

Driver 10: I Robot 
Futurist Ray Kurzweil (2005) has used Moore’s law (which describes the relentless 
exponential improvement in digital technology with uncanny accuracy) to calculate 
that computers will have the same processing power as human brains by the year 2030, 
whereas research by Yeoman (2011) predicts Japan and South Korea are preparing for 
the human-robot co-existence society. Regulators are assuming that robots will be 
capable of adapting to complex, unstructured environments and interacting with 
humans to assist with the performance of daily life tasks. Unlike heavily regulated 
industrial robots that toil in isolated settings, Next Generation Robots will have 
relative autonomy. Web based semantic translation tools such as Google translator are 
already used freely in our everyday lives. At the next level, research by Lyon et al 
(2009) demonstrates how artificial intelligence software will allow robots to hold 
meaningful conversations with humans, making decisions and offering real advice in 
an infinite number of languages. Such is the advance in language acquisition 
technology using neural organization theory. Yeoman (2011) highlights how call 
centres can use language acquisition programming to replace call centre operatives, 
experiments show that real people couldn’t tell the difference between the ‘real 
person’ and ‘the computer’ on many occasions. So, 2050 who will be competing for 
the that gold medal, will it be something akin to I-Robot leading to the end of the 
human sports person as we know it? 
 

Scenarios 

Two scenarios have being constructed from the drivers that demonstrate how the 
future could unfold. The purpose of the scenarios is to stretch readers thoughts about 
the future in order to consider both plausible and unimaginable futures. Scenarios or 
scenario planning is the use of internally consistent narrative descriptions of possible 
states of affairs or development in the future. Usually, alternative scenarios are 
developed in order to allow people to conceptualize alternative futures and to clarify 
possible consequences of present developments and decisions. A scenario is simply a 
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series of events that we imagine happening in the future. Our everyday thinking is 
filled with little ventures into the mysterious world of tomorrow, next week, next year, 
or next decade. And these ventures are scenarios, though rarely as well developed as 
the elaborate scenarios prepared by professional researchers working for government 
agencies, the military, and commercial enterprises (Yeoman, 2011). 
 

Using New Zealand as a case study, we consider two scenarios. First, Martinborough 
Fest 2050 which portrays the future of wine and food tourism as a cultural event. 
Second, Jonah Lomu VIII Wins Again is a story of the All Blacks winning the Rugby 
World Cup in 2050 based upon players that have being genetically bred and 
worldwide audience participation. One scenario considers sport and the other cultural 
events. 2050 is used as a point in time to demonstrate significant change in society 
rather then incremental change. We have set out to reshape your thinking and 
demonstrate difference.  
 

Scenario 1: Martinborough Fest 2050 
Hua Mulan is a 25 year old from Shanghai, and has just completed an MA on the 
History on Interactive Technology – she has a passion for IT. The right designer 
brand is important to her and she owns all the latest gadgets. She is particularly 
proud of her new interactive Generation IV contact lens that at a twitch gives her 
access to the internet.  
 
However, life is not all about technology. She has a passion for food, wine and music, 
reflecting the status given to wine – rather than spirits – in China in 2050. New 
Zealand’s cultural capital captures these interests and Hua is travelling to the 
Martinborough wine region of New Zealand for the annual festival. She wants to be in 
the real place to learn about the great Martinborough wines which are seen as the 
elite of all wines.  
 
Hua has booked a hypersonic flight, which means Shanghai to Wellington only takes 
an hour. However, environmental taxes no longer makes such flights affordable to the 
ordinary tourist, only China’s elite. She booked her accommodation on the net, 
looking at the hotel through virtual tour. She just would not book any accommodation 
that does not offer a virtual tour. Given the conspicuous designer side of her 
personality, she is staying in an extreme luxury boutique lodge in centre of the vines. 
She loves Martinborough, tasting the wines, learning from the wine masters about 
Pinor Noir and listening to the very best of New Zealand’s musical talent like Slim 
Freddy Top.  
 
She is looking forward to meeting up with like minded people who share her passions. 
She will be meeting in person friends who she knows only through technology, such as 
her blogs in the group www.chinawines.com. Hua augmented reality contact lens help 
her find out so much about her surroundings and other people. Generation IV facial 
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recognition capability allows her to know everything about everyone she meets, from 
their wine preferences, martial status to financial worth. 
 
Hau really enjoys the trip, the rural surrounds of Martinborough offering a pleasant 
escape from the urban metropolis of Shanghai.  
 

Scenario 2: Jonah Lomu VIII wins again 
Michael Nolan is a 69 year Managing Director of a Development Company from 
Melbourne. Michael is an avert sports fan, in particular Rugby Union and often 
travels the world with like minded male friends in the pursuit of this sporting glory. 
Michael is in New Zealand to watch the Rugby World Cup game between the All 
Blacks and Australia at the BigMac Stadium. He and his three friends are guests of 
one of his main suppliers and arrive in Auckland 2 days before the match to attend the 
associated Business Expo. His supplier is one of the many international and local 
sponsors. Corporate sponsorship of the games is critical in 2050 as governments can 
no longer afford to justify the economics of major sporting events, given global fiscal 
deficits. 
 

Michael is staying at the Stadium Hotel where his rooms overlook the rugby pitch just 
like an executive box. The stadium seating features the latest innovations in 
technologies and comfort, including built in video screens at every seat for ordering 
food and drink; and vibration services designed to get the crowd on its feet. In 2050 
many mega events have problems attracting supporters because the virtual experience 
is often so much better, therefore stadiums have to try and create authentic experience 
supported by innovate use of technologies. If Michael misses a bit of the game, he 
simply rewinds the play on his personal video screen and selects different camera 
angles. Michael can send video clips of the game to friends instantly. The national 
coaches ask the crowd which substitutes to use and fans can offer the manager advice 
on tactics using the interactive voting system.  
 

Players have built in RDIF chips which helps the coach make predictions about 
players’ positions, endurance and tactics. In 2050, rugby players are elite athletes 
whose performance is controlled by nutrition, science and genetic engineering. The 
development of youth players starts with designer babies at www.surrogancy-rugby-
mothers.com, Jonah Lomu VII is the most popular choice. All referees are now expert 
robots who never make a wrong decision. They are supported by an array of 
embedded technologies around the pitch from radio frequency chips which know 
when the ball is outside play and global positioning systems which identify when a 
player is off side. Nanotechnology medicines are incorporated into players shirts to 
allow for the healing of minor scrapes.  
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To Australian Michael’s disappointment, the All Blacks win 54-42, with Jonah Lomu 
VII being named man of the match. Michael and his friends return to the Stadium 
hotel, accompanied by a number of the hotel’s Stepford Mistress robots. 
 

The Significant Questions About the Future 

In order to consider the significance of the scenarios and drivers from a futures 
perspective, a number of significant questions are propositioned and answers 
pondered in this section. They include the future significance of events, how events 
will be funded, the importance of cultural capital, the implications of China’s new 
creative class, and how science and technology will shape future events. These 
questions are what the authors consider to be the key issues pertaining to the future of 
events. 
 

Will events still be significant in the future? 
In both scenarios, the significance of events relates to the importance of the 
experience economy in the tourist consumption. Events have links to religion, to 
culture, to sport, to community, to commerce, and to political, policy and 
microeconomic and macroeconomic influence or objectives. If the future is an 
experience economy governments will continue champion and promote events and 
put them at the centre of their tourism polices. Festivals, and other events, continue to 
have the capacity to work as part of a “glue that bring people together through social 
cohesion, with joint plans and agreed strategic goals” (Derret, 2009, p. 109).  
 

Why is credibility, image and a desire for new authenticity important for the future? 
In the second scenario, Michael Nolan’s visit is based upon New Zealand as the home 
of rugby. Rugby is the image and authenticity of the New Zealand, signalling 
credibility, image and the desire for authenticity is important for the future (Yeoman, 
2011). As the literature suggests, festival and events have become a normal route to 
gaining credibility, status and improved trade, a process of identity building (Getz, 
2008). Festivals and events have been recorded as actions by host cities and other 
destinations to display their entrepreneurial virtues (Quinn, 2005; Robertson & 
Guerrier, 1998) and in narrating or engineering place image and place brand (Boo & 
Busser, 2006; Chalip & Green, 2001; Jago et al, 2003). With this, there is also 
discussion about the nature of image generation through events, suggesting both 
positive and negative outcomes. For example a post-apartheid South Africa has 
engaged with major and mega sports to mix economic drivers with tones of socio-
political reconciliation (Cornelissen & Swart, 2006).  
 
Of particularly interest here is the notion that events may be seen as responsible for 
broadcasting and transcribing a new hybrid authenticity. Roche (2000) viewed the 
growth of mega events as a key element in normalising a global narrative, i.e. moving 
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national social expectations to a shared global stage. With this shared stage are new 
opportunities of cross fertilisation, or of splicing logistical and cultural consumption. 
In China the 2008 Olympics Games has spliced authentic storying telling with a 
narrative of rapid change (stadia, hotels, retailing boulevards and emporium) and 
modern strength and conspicuous consumption (Broudehoux, 2007; Hubbert, 2010; 
Zhang & Zhao, 2009). Viewed through the architecture of Beijjing in particular 
(Hubbert, 2010) but also in the other cities of China, festivals are responding to a 
perceived need in the larger boundaries of Asia to communicate image change (Kotler 
et al, 2002). The Olympic Games in Beijjing, and other sporting events before and 
since, display all the attributes of political arbitration. No longer the bastion of west 
versus east confrontation, their role is now of global exchange, barter and – at times – 
partnership (Xu, 2006). Events are important in producing a new global local 
experience, both comforting and contrasting for the visitor. This can be seen in the 
New Asia of Singapore, a city that has aspired to have a cultural profile comparable to 
Hong Kong, Glasgow, Melbourne, London and New York (Peterson, 2009). 
 
As the All Blacks have put a face on New Zealand (Rein & Shields, 2007) so too the 
emerging countries of the world find that events aid their narrative of brand place. 
Within the increasing fluidity of travel media, festival and events offer a more 
effective contribution to brand equity than the far slower (and more costly) 
development of the built environment and aid affirmation of the unique promise and 
assurance of quality a destination needs (Blain et al, 2005). Event brand equity then 
becomes a tool to manage inconsistencies (e.g. economic strife, terrorism or climate 
change) and ensure a positive brand experience. They support the drivers.  
 

How will events be funded in the future? 
Festivalisation has two meanings. The first is indicative of a sector that has grown 
rapidly and which there may be oversupply and the second is where the growth of 
events indicates an innate socialisation effect (Richards & Palmer, 2010) and festivals 
are routed in the real life of people (Quinn, 2005). In each case there is indication that 
events and festivals may become a ‘norm’ and less representative of what makes an 
event unique (despite this being a defining factor of events and festivals in the 
literature). Clearly in a competitive market events and festivals, with an increased 
level of minimum standards and within a competitive environment there is more at 
risk for organisers. Here lies their dilemma. Accentuate the new and risk market 
rejection, compete with all others with costly improvement - and risk bankruptcy. Tie 
this with the fear of taking legal risk, as the litigious nature of society progresses, and 
it becomes clear the potential for similarity in the design and performance of events 
grows.  
 
In the Johna Loma VIII wins again scenario, the New Zealand government can’t 
afford to host the Rugby Won Cup. Why? New Zealand sovereign debt to GDP ratio 
is presently 8-9%, but the government’s treasury department is forecasting the ratio to 
increase to between 106% to 223% by 2050, which is unsustainable and would lead to 
foreclosure (New Zealand Treasury, 2009). New Zealand's exchange rate would likely 
collapse under these circumstances and refinancing could even result in a loss of 
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sovereignty. The New Zealand Treasury’s position is that radical restructuring is 
preferred over incrementalism, given the demographic shifts that will occur, 
chronically low levels of productivity and distance-related threats (from our 
geographic position) in a future world of energy constraint.  
 
So, at what cost can countries fund the future of events? The escalation of visitors and 
locals seeking unique event experiences comes at a price. The increasing competition 
between events themselves to ensure visitor numbers and between the states and 
countries to host the best event requires ever more spectacular events. As the cost of 
these are driven higher so too local councils look to federal and national governments 
to support their acquisition of event management companies with the prestige to 
manage them. While event production franchises offering ‘off the shelf’ experiences 
find some success in the business events market and for home entertainment, in the 
earlier years of event production their failure to adapt to the needs of more 
sophisticated markets means that the cost of public events does not diminish. As such 
festivals and events require an increasing number of partnership funding arrangements. 
Linking industry sectors, arts foundations, councils, local and national tourism 
agencies, institutes of education (from the public and private sector) and community 
groups, the mapping of positive outcomes for each of the stakeholders becomes ever 
more demanding. Some of the pressure is, however, facilitated by simulated 
experience and new opportunities to evaluate visitor satisfaction. 
 

Why is cultural capital a significant driving force of destination choice in the future?  
The Martinborough Fest 2050 scenario highlights importance of cultural capital in the 
experience economy, as the urbanisation of society increases, the desire of escapism 
will continue to grow. As Yeoman (2008) points out growing affluence of the world’s 
populations has had profound impact on out-of-home expenditure. The tourist of the 
future is much more cultured, is well travelled, is searching for new experiences and 
wants to experience local culture. Food is a significant part of a tourist’s experience of 
the destination, driven by the growing trend of authenticity, the rise of the experience 
economy and the need for a high quality experience. Food is one of the primary 
drivers of destinations’ choice in countries such as France and Italy and increasingly 
important in destinations such as Scotland, China and New Zealand. It is as if culture 
has moved out of the museum and is a living experience with food and wine at the 
centre. 
 
From a cultural capital perspective, the literature has dwelled on the significance of 
events in terms of image, increasingly it is being viewed as part of cultural collateral. 
Richards and Palmer (2010, p. 2) go as far to state that cities either “develop to meet 
the challenges created by the pace of global change, or they resist the impulse of 
transformation and stagnate”, arguing that ‘cultural capital’ has become a defining 
factor for cities. A profile of events is, they argue, one vital display and source of that 
cultural capital. Festivals in particular, but cultural events in general, mobilise cultural 
symbols and cultural discourse in ways that are more open than elsewhere.  
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A new mobility of culture is being observed in society and events give consumers 
time to observe social expression, change and the desire for ‘otherness’ and escape 
(Picard & Robinson, 2006) and with this, of course, the unique experiences. In their 
analysis of event goers to four South Island events in New Zealand, Nicholson and 
Pearce (2000) concluded that the event goers were not easily profiled and that they 
differed from event to event. They opined that in the absence of a definable event goer 
it was the unique nature of each event that attracted the event type. Events offer an 
opportunity to create experiences for the visitor which are distinct from other 
experience they are likely to have (Getz, 1997, Hall, 1992). The importance of 
experiences has increased over time and there is increasing evidence to suggest that 
events provide a particular type of environment that in post-modern society imparts 
group and individual identity.  
 
Events and travel are increasingly the domain of the elite who can afford the finances 
and time to travel. They are driven by the desire for authenticity and the ability to 
experience destinations and events in person. Michael Nolan’s access to the Rugby 
World Cup is as a guest of a business partner and the majority of tickets to sporting 
mega events are distributed through sponsors, who have become the main funder of 
such events. Sports events and business events now act in parallel and by 2050 the 
sport event tourist is typically also a business event tourist. The business opportunities 
are why governments still invest in hosting sports events. 
 
The wider population can still experience events and festivals but either at home 
through interactive technology – where many argue there is a better experience than at 
the game – or through generic franchises of international brand events. Instead of 
travelling, Hua could experience The Great Wine Festival@Shanghai simultaneously 
with thousands of events goers around the globe. But for those that can afford it, being 
there – and sharing the experience through social networks – demonstrates wealth and 
social status. Hua represents the emergent Chinese middle class who have the 
purchasing power to access such festival experiences.  
 
In scenario 1 Hua Mulan is a blogger. As the consumer and consumer experience 
becomes more significant so too does the need to voice and share opinion. The travel 
blog, as diary and interactive communication tool, possesses great market significance. 
The credibility of word-of-mouth reporting begins to surpass official promotion and 
media. As such the social networks reconfigure the production of creative experience 
and its consumption. Attendance and reportage from destinations and the events and 
festivals they host becomes increasingly important. Location specific mobile phone 
social networks platforms (currently led by Foursquare and Facebook Places) will 
support the experience. However, no longer is the blog an untracked entity, the 
blogosphere (Carson, 2008) will increasingly be shared by business and destination 
organisations. Attendance at festival and events and opportunities for blogging will be 
encouraged and utilised by these organisations, aware of the cultural and business 
value of doing so. Importantly the blog is a global phenomena and Asia is - and will 
continue to be - a “powerhouse in blogging production” (Katz & Lai, 2009, p. 97). As 
China’s new creative elite become great exponents of blogging so to businesses 
servicing the cultural sector ensure that they can be part of this.  
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Will the future tourists from China be the new creative class?  
Why is Hua Mulan in Martinborough Fest 2050 a symbol of the future event goer? In 
a world in which influences are becoming greater and in which there is convergence 
between cultures it is also the case that competition is magnified. “Globalization, 
digitization, the rise of the ‘knowledge worker’, the boom in intellectual property, 
changes in leisure consumption” (Tepper, 2002, p. 159) and social networks, and the 
desire by cities and states to have a knowledge rich economy have made the pursuit of 
creativity vital. Events and festivals are increasingly important narrations of that 
creativity and of a related knowledge (whether it be culture, art, business or science), 
each drawing and attracting new audiences and often targeted at follow-on investment. 
With this festivals and events have also become competing war cries between cities, 
states/regions and countries. Thus events and festivals are fuelled more and more by 
the comparative analysis of other places and the needs to surpass, with bigger names 
or better performance - or attempting to outwit with new and the brave.  
 
With the growth of social networking and the democratization of experience that 
prevails, as consequence of this means that the increase in festival and event goers 
from China will be palpable. The consumption of events will be a socially significant 
attribute of the lifestyle enjoyed by the creative class in this country. Moreover, the 
festival goer from China will be savvy and aware when they come to destinations like 
New Zealand. The experience will be disseminated in real time, with an awareness 
drawn from the network of word-of-mouth reports available and the supported 
narratives in the blogosphere.  
 
Hua Mulan is an international tourist and international tourism and events have a 
significant relationship. As a form of special interest tourism events and festivals have 
a design capacity unlike most other tourism forms. They offer the potential for 
synergy of travel, interest and event and the opportunity for the visitor to have a fully 
constructed experience (Yuan et al, 2005). As such the Martinborough festival will 
take advantage of the fact that the event taps into a convergence of cultural needs. 
  

How will science and technology shape the use future of events?  
In scenario 2, Michael Nolan can live life through the screen in a world in which 
virtual and real experiences have become blurred. The future for business events 
rotates strongly around the need for personalisation, whereby technology will 
facilitate the real time capture of activities as they happen and so allowing the 
management of future experiences by individuals. Similarly these will give 
opportunities for those who, due to their remoteness or lack of free time, can 
experience the event as it happens through video streaming and fine downloads 
(appropriate for mobile phone technology). The findings of the study Convention 
2020 funded by ICCA, IMEX and Fast Future (Talwar et al, 2010) reports that 
networking before, during and after the event is seen as vital. These will be available 
both as video streams and downloads appropriate for use on mobile phones. Clearly 
these are likely to be required for the creative elite in their pursuit of unique leisure 
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experiences (in New Zealand as elsewhere). However, unlike the business events 
customer, as the consumers of non-business events are also likely to require advanced 
immersion and experiential platforms, the cumbersome and limited opportunity 
allowed by mobile phones is likely to ensure that real culture cache is secured only 
when evidenced by attendance at the event or through advanced immersion and 
experiential platforms. The blending of virtual and physical experiences will, as stated 
earlier, allow event organisers to more readily fit into the needs of the funding 
organisations. 
 
This blurred world of virtual reality and real experiences is a major threat to the future 
of events, as Yeoman (2011) observes that in 2050, will all the stadiums be empty 
because the experience is better in your living room, driven by the insperience 
economy and demography trends? High-definition television (or HDTV) and its 
digital format is turning watching TV into a high quality real experience, surpassing 
the stadium event itself. With the development of digiboxes in which the viewer can 
rewind, replay, focus on specific angles, skip adverts, watch multiple channels 
simultaneously and when watching events such as rugby can decide which camera to 
view the matches. 
 
The Jonah Lomu scenario suggests the leaping of ethical hurdles and the advent of 
engineered sports players. However, while sports players are still human, robots and 
other technology have been accepted as referees and in other aspects of sport. 
Sporting prowess is based on access to cutting edge technology, with investment in 
technology more important than training. But will this also apply to creative 
performance, with genetically engineered singers who sound, look and act to a 
optimum standard each and every time? The Martinborough Fest scenario suggests 
not, rather the authentic is still valued and the opportunity to experience music live 
remains a core element of the experience economy. 
 
As Yeoman (2008) notes, the insperience economy is a representation of a consumer 
society which is dominated by experiences and consumers’ desire to bring top-level 
experiences into their domestic domain. The key aspects of this trend include the 
consumers’ desire to turn their homes into highly connected, comfortable places fully 
equipped to entertain others. In scenario 2, Michael Nolan’s friends are his urban tribe 
(Watters, 2003). This aspect is extremely important for rugby, which is predominately 
a male spectator sport in which men gather like tribes for the sporting occasions.  
 

And finally…would men have sex with a robot?  
Would you pay to have sex with a robot? Even it was akin to something from Stepford 
Wives (Yeoman, 2011). Is this the future of sex tourism in a futurist world? A 
revolution of humanoid social robots (or androids) is quietly taking place in our 
society, an autonomous, interactive and human like entities of various sizes and 
shapes are leaving research laboratories in large numbers, making their way into the 
world of our everyday lives. Automated teller machines (ATMs), vending machines 
and automated telephone response systems are standing in for human attendants to 
serve real people; online search agents, game bots and chat programs are working for 
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and playing with human users; and robotic dolls and pets are cuddling up with 
children and talking to the elderly. The rise of a synthetic social world where human 
individuals and humanoid social robots co-mingle calls for a new conceptualization of 
society. The traditional view of society as consisting of only human individuals needs 
to be revised. For one thing, the boundary between humans and human artefacts is no 
longer inviolable due to the increasing technological prostheticization of human 
bodies. Technologies are becoming an integral part of the human condition. 
Furthermore, robotic replacement of human individuals in the processes of social 
interaction and communication creates a human–machine nexus that is indispensable 
to the operation of everyday life. Society comprised not only human individuals as 
delimited by their biological bodies, but also technological extensions of individuals, 
including their robotic surrogates. In Terminator 3, the android terminator manifests 
itself simultaneously as young naked flesh but also as a declining and aging self 
depreciating actor, being chased by the next level up android, which happens to be 
young, blond and a female killing machine. Her ability to totally reconfigure her body, 
at a moments notice, embues her with an unusual allure. Sex tourism and mega events 
go hand in hand (Yeoman, 2008), so maybe the prostitution will be regulated where 
sex workers are androids who are clean of sexual transmitted diseases, not smuggled 
in from all corners of the world and forced into slavery. This way authorities will have 
direct control over android sex workers controlling prices, hours of operations and 
sexual services. Androids prostitutes will offer glamour model-like features and 
provide an awesome service for men, and women. 
 

Conclusions 

At a time when the event sector is growing and when festivalisation will be accepted 
in the vocabulary as symbol of normalised leisure experience and as may be used as 
rebuff of something that is not special, the future experiences of event goers may find 
increasing discourse as dual physical and social network experience. Jonah Lomu VIII 
and the Stepford Mistresses may be both a real and simulated experience, each offered 
in different combinations depending on the knowledge wealth of the locality or the 
viewer(s) that is experiencing it. The cost of being in the real audience may be 
restrictive to many, but continue to be a sweetener for important clients or part of an 
employee’s bonus package. The takeaway simulated experience s/he can take home or 
to their hotel room are far more real than which the non-attendees can consume. S/he 
have – for the most only minor editing capacity for the game (or sexual experience). 
The time poor executives can savour the experience when they wish, the hologram 
images surrounding them to the level they wish. The real-time viewer has a time-limit 
on their experience, and less control. The upgrade capacity for both continues to 
motivate each. Michael’s friends look forward to another event next week. Hua’s time 
in New Zealand is one of many trips. She and her partner go to many destinations, 
comparing the wine and comparing the people. New Zealand is nice, but small; a 
weekend break. Trips to impoverished Europe (a place likely to improve they 
consider) are much cheaper – and worth four or five days, but dangerous. They don’t 
dare turn off the face recognition software there. As part of the high spending and 
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highly communicative young professionals of China there is panache in telling people 
that you went to France.  
 
Hua Mulan’s trip to Martinborough Fest 2050 raises a number of similar issues about 
application of technology in the events experience, the more technology and virtual 
experiences we have in society, the greater the desire for real experiences increases. 
This is what tourism is. Tourism is not about a game on your X-Box but a real living 
encounter with people. Unless humanity fundamentally shifts, the experience 
economy will continue. The cultural capital and authenticity of Martinborough Fest 
2050 is what is core to the scenario. How Hua Mulan blogs about the festival is 
important. This is a symbol of the changing nature of branding and marketing. The 
scenario also raises key questions about the future funding of events. Many countries 
will simply not be able to bid on mega events such as FIFA World Cups or the 
Olympic Games. Are we about to enter an era of a turn of fortunes when tourism is 
only for the elite and upper classes of society? A reserval to Victorian times where 
there was clear distinction in society of the have and have nots.  
 
What is the future? There are so many other drivers, wild cards and projections we 
haven’t mentioned in this chapter. These include, at a macro level as world tourism 
moves eastwards as the merging middle classes of India and China acquire wealth the 
world distribution of events follows this pattern. As population age, what is the 
correlation between wealth and demography? How does this change the relationship 
between the variables of wealth and time, as today’s baby boomers have both and as a 
consequence drivers the rise of volunteerism in society. Then there is climate change. 
The further desertification of the Mediterranean significantly changes outdoor events 
in popular tourism destinations in Spain and Italy. California, one of the world’s most 
famous food and wine destination will by 2050 be radically different due to lack of 
fresh water which impacts on the agricultural production. Then there is oil. Imagine a 
world without it or a world in which it is so expensive that only the upper classes of 
society could afford intercontinental travel. The possibilities are endless. But this is 
one of the purposes of this chapter. Not to present a picture of the final future, but to 
make you think about the future based upon extending the present into the future (a 
casual link to the future) or pure science fiction (an interpretation of possible future). 
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