


Solution
Our 

Time Magazine: 100 Most Influential People

Created a lovely display area for an 
incredible collection of Cartier jewels 
worn by celebrities like Gloria Swanson 
and Doris Duke.

The media frenzy was so great, and 
guest list was so exclusive we had three 
red carpets for photo opportunities and 
television interviews.

Dinner space designed with linens in cocoa 
and caramel, while the centerpieces were an 
architectural design featuring the only red in 
the décor – roses and deep red calla lilies.

Produced performances by icono-
clastic rockers the Dixie Chicks as 
well as legend Paul Simon.

Our

Challenge

Create a stylish, sophisticated 
event to celebrate the world’s 100 
most influential people as deter-
mined by the exacting editors of 
Time Magazine.

1212



Kérastase Sales Meeting

The entire ballroom was designed 
with recycled wooden packing 
crates giving the room an  
industrial, yet still upscale look.

We designed and manufactured 
incredible chairs out of Plyboo, a 
wooden product consisting of  
sustainedly grown bamboo from 
farms in China.

The first day reflected the 
Kerastase brand with natural 
woods, black & white hair imag-
es and a white set and podium.

Our

Challenge
We needed to design a two-day sales  
meeting in New Orleans that could reflect 

both Kerastase and Shu Uemura branding. 

Rather than the typical glamorous image, 
the mood was to reflect the company’s 
social awareness program of giving back 
to the community.

Products were displayed on beautiful  
and simple shelves created out of the  
packing boxes and Plexiglas which where 
up-lit for dramatic effect.  

The next day, the chairs were covered in black 
organic cotton covers and the screen surround 
wrapped in black, and new images installed, 
to reflect the Shu Uemura branding.

Solution
Our 
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IWC Watches/AMG-Mercedes Launch

Solution
Our 

Transformed a hanger at Santa Monica 
Airport into a cool event space in tones of 
platinum and blue to reflect the Titanium 
used in both the watches and cars.

Circular lounges created with 
sheer silver organza gave the 
space a sense of intimacy.

Uptown Girl Brittany Murphy, along 
with a number of celebs and movie 
stars helped inaugurate the collection.

Our

Challenge

Design a celebrity-filled, sophisticated 
and memorable gala to celebrate the 
partnership of IWC watches and AMG-
Mercedes to create an incredible tour-
ing exhibition entitled “Engineers of 

Performance.”
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Solution

The Love Mercedes Tour

Totally immersed guests in the 
Mercedes lifestyle to experience 
state-of-the-art technologies and 
cutting-edge design.

Developed a novel projection 
dome within which an incredible 
3-dimensional video presenta-
tion wowed the audience.

Seamlessly integrated luxury product 
experiences and negotiated sponsor-
ships from Evian, Poliform, Karastan, 
Saks Fifth Avenue and Ritz Carlton Spas.

Our

Our

Challenge

Create an experience that builds the  
relationship and establishes a connection 
between the Mercedes-Benz brand and 
its customers that’s relevant, luxurious 
and fun. Then take the whole show on 
the road, visiting 12 cities in 12 weeks.
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GQ Men Of The Year

Our

Challenge
We’ve planned many GQ Men 
Of The Year after parties. Our 
challenge is always to keep 
innovating, never repeating our 
past successes, and create an 
awesome celebrity experience.

Solution
Our 

Wrapped the entire space in a hori-
zontal band of video projections, four 
feet high, and anchored by 20’ high 
vertical screens at each corner.

Custom designed and built Plexiglas 
plinths, filled with organic, stretched 
fabric sculptures, on which the food 
was creatively presented.

Secured a unique and unknown 
venue to  accommodate 700 guests 
for an after party that impressed 
even the most jaded celebrities.

Created thrilling video content, which 
mixed cutting edge 3D animated 
graphics, photographic images and 
the latest digital video techniques.
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Our

Challenge

Solution
Our 

Departures China Launch

We’ve been around the world with 
Departures Magazine, launching 
their Best of New York, Italy, and 
Britain special issues. This year we 
designed an event to launch their 
Best of China issue. 

Ottomans and couches where covered 
in luxurious shantung silks in tones of 
traditional red and warm golden hues.

Created a sleek and sophisticated cocktail 
reception, which combined a modern mood 
of China with touches of the traditional.

Passed hors d’oeuvres were 
carefully presented on glossy 
black and red lacquer trays.

Guests were immersed in evocative 
presentations and lighting effects
 reminiscent of Chinese screens.
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Dyson “The Ball” Launch

Immersed guests in a 3D brand presentation 
within a geodesic dome theater.

Our

Challenge
Create a landmark event to 
launch the new Dyson “The 
Ball” vacuum cleaner, while 
informing and entertaining 
guests about its revolutionary 
technology and ease of use.

Solution
Our 

Installed interactive displays and exhibits 
including a fun obstacle course to allow guests 
to ‘test drive’ the product.

Scripted, produced and edited a short documentary 
film on iconoclastic inventor James Dyson.

Designed and engineered a groundbreaking 90’ 
high inflatable “ball” structure which captured 
the essence of the new Dyson technology.

Developed a fun microbiology lab to educate 
guests about the microscopic elements that 
the Dyson sucks up.
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JOHN SCHWARTZ 
President / COO

John Schwartz founded EventQuest, the New York, 
NY-based full-service experiential design and event 
marketing agency, with business partner Mark 
Veeder in 1994. 

John is responsible for building and overseeing  
the company’s client base of global brands, driving 
the growth and profitability of the company’s oper-
ations and continuing to advance the EventQuest 
profile as a leading experiential marketing and 
event design firm.

John spearheads new business development and 
leads the continual expansion of EventQuest’s core 
offerings in the areas of experiential design,  
marketing and event planning.

With over 20 years of experience serving corpo-
rate clients, John’s key focus is on client value in 
conjunction with creative thinking. He has built 
strong relationships with a host of clients across a 
number of industry segments including Mercedes-
Benz, Liz Claiborne, Lipitor, Sanofi, Condé Nast, 
Samsung, Chase, Chrysler, Citigroup and Dyson.

MARK VEEDER 
CEO / Executive Creative Director

Mark Veeder founded full-service event design and 
experiential marketing company EventQuest with 
business partner John Schwartz in 1994. Mark, 
EventQuest’s Creative Director, has designed and 
produced cutting-edge, multi-dimensional interac-
tive marketing experiences and events for clients 
including Mercedes-Benz, Takeda Pharmaceuticals, 
Dyson, The Academy Awards, Lipitor, Citigroup, 
Samsung, Condé Nast and Sony.

He is the company’s creative visionary whose 
artistic expression and problem-solving production 
capabilities are the foundation for EventQuest’s 
success in creating branded environments that 
communicate a unique marketing point of view.

Mark is an ardent cook who entertains friends and 
family regularly at his upstate New York home, 
which has been featured in House Beautiful, 
Metropolitan Home, Gourmet, and Country Living, 
as well as entertaining segments on the Fine Living 
Network.  Also an avid gardener, he has developed 
and patented a new genus of Echinacea, Echinacea 
Purpurea ‘Green Envy’™, representing an unprec-
edented breakthrough in horticulture with a green 
flower, a rare and novel occurrence.

ARIADNE C. VILLARREAL
Senior Vice President /
Managing Director of Production

Ariadne joined EventQuest after almost 10 years 
at Broadway Cares/Equity Fights AIDS. In the 
capacity of Managing Director of Production she 
is responsible for leading, managing and  
training the EventQuest production team, ensur-
ing events are produced with the highest level  
of professionalism.

At Broadway Cares, she produced many high  
profile events including shows by Jennifer 
Holliday and Patti Lupone, as well as five annual 
Nothing Like a Dame performances featuring 
women on Broadway, including  Meryl Streep, 
Hilary Swank, and Whoopi Goldberg.

Previously, she worked on three continents and 
in many aspects of the performing arts and event 
management.  In Tokyo, Japan, she produced and 
choreographed shows for Paul Anka, Christopher 
Cross, and Diana Ross.

Prior to moving back to NYC, Ariadne owned 
an entertainment production agency based in 
London. She lives in Brooklyn with her support-
ive husband, lovely son and labradoodle.

GAVIN STRUMPMAN
Senior Vice President /  
Strategic Marketing

Gavin joined EventQuest in 2003 and is responsible 
for raising the profile of, and marketing the com-
pany globally, as well as developing all creative 
proposals and communicating the concepts in a 
powerful and emotive manner to enable clients to 
buy into our creative vision.

With more than 15 years senior marketing experi-
ence working in global advertising agencies, Grey 
Advertising and DDB, as well as an executive for 
many lifestyle brands, he has built the skills to 
understand our clients’ marketing needs.

Gavin is able to combine his marketing train-
ing with a creative flair to grow and promote the 
company. Some of the major events for which 
his proposals helped win the account include GQ 
Magazine, Dyson, Samsung, IWC Watches and 
Mercedes-Benz. Under his guidance, features on 
EventQuest have appeared in publications through-
out the United States, Middle East and Europe.

Our Team
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