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Purpose and History of the Special Event Certificate Program 
 
The Certificate in Special Event Management provides professional development 
opportunities for students across the university as well as professionals looking to either 
acquire or hone their skills. There are no comparable programs at any of the universities 
in Arizona, New Mexico, Utah, or Colorado, although an Introduction to Special Events 
course is offered at NAU.  The closest university offering a Certificate program is Univ. 
of San Diego, which hosts the George Washington University Certificate in Event 
Management. The University of Oregon hosts a Certificate in Festivals and Events 
Management through Continuing Education and Texas A & M offers a Certificate in 
Event Management through their Extension Department. UNLV offers an undergraduate 
and a graduate major in event and entertainment management. 
 
The Certificate was designed to provide event managers and organizers with 
supplemental education to develop their professional skills. Staff and volunteers who 
work with community festivals, government departments, recreation programs, events 
and arts venues, nonprofit organizations, and businesses that host special events will be 
attracted to the certificate as a means of enhancing their knowledge of and competency in 
event management. Furthermore, a focus of this program is the creation of community 
partnerships to make extensive use of professionals in the field.  Individuals whose 
professional responsibilities include coordinating conferences, tradeshows, entertainment, 
galas, festivals, fundraising functions, community/neighborhood events, sporting events, 
or other internal or external events would be the target market for this Certificate. 
 
The Certificate may be earned by non-degree seeking graduate students as well as 
students enrolled in graduate programs 
 
How it all came to be... 
 
With the introduction of the Special Events Management class at ASU West campus in 
1991, student interest in the subject matter has grown dramatically. Since 2002 the class 
size of each of our introductory sections (PRM 486) offered during the academic year has 
been at or exceeded fifty students per class per year and is now capped at 60 undergrad 
and 5 grad students per section. All sections during the academic year fill.  
 
The advanced special event management class (PRM 487), offered in the spring semester, 
has seen student enrollment double in recent years, with an enrollment of 42 students in 
spring of 2011. This course is often chosen by the students as their one elective for the 
Certificate 
 
Informal tracking indicates that after graduation at least 50% of the students who have 
taken the introductory class find themselves employed in positions involved with special 
event planning. 
 
Since the 15-credit Special Events minor was developed in 2000 an estimated 80-90 
students from the Communication Studies, BAS (Bachelor of Applied Science and BIS 



(Bachelor of Integrated Studies) programs have taken courses toward fulfillment of rthe 
minor. These numbers are expected to grow along with the opportunities for gaining 
employment in the Special Events industry. 
 
A 21-credit Certificate in Special Events Management was developed in 2007 and 
consisted of 15 credits of core courses and 6 credits of electives. Adding the certificate 
program to our options has helped advance our educational goals and broaden our reach 
across the university and the community. The curriculum for the program has gone 
through a couple of iterations since its inception to reach its current, and probably final, 
design.  In 2010 the number of credits was reduced to 18, when we eliminated one of the 
electives.  In addition, 3 credits of summer courses were moved to the spring. These 
changes, along with making the remaining summer course an Internet course made the 
Certificate much more appealing to students as they no longer has to commit to spending 
a summer in Phoenix. We saw our enrollment numbers triple in one year. While this is a 
good thing, it has created new challenges in that our classes fill up so quickly we now 
have to offer them twice a year to accommodate all the students. Likewise, the PRM 486 
classes fill up very quickly too, forcing students to wait a full semester to begin their 
Certificate program.  
 
Designing the curriculum 
 
When we set out to design the curriculum we looked carefully at the requirements for the 
CFEE and designed our Certificate to cover similar topics, but in more depth. We felt that 
an introductory course was necessary to provide all students with the same grounding. 
Even though three different instructors teach sections of this course, the same basic 
outline is used for all section. Originally there were nine, one-credit courses. They were 
grouped into three thematic areas; programming, operations and finance. A fourth, 3-
credit course was offered in business practices. Three one-credit courses were offered in 
succession during a semester. Students remained in the same classroom and the instructor 
and topic changed each five weeks. This worked well for two years, until the university 
requested that we combine them into three credit courses (same content, just team taught 
now in 5 week segments). We also were required to change the course numbers to a 400-
level as the prerequisite is a 400 level course. 
 
After offering the summer PRM 388 Business Practices course for three summers we 
decided that the students needed more exposure to marketing and promotions than they 
were receiving in PRM 388. We decided to move the remaining content to the PRM 486 
Special Event Management course (Introductory), change the number and name of the 
course to PRM 488 Event Marketing and Promotions, and make it an Internet course. At 
this time, we are very pleased with the content and structure of the Certificate program.  
We are able to serve many students, from across the university in a timely manner, with 
very positive and effective results. The specific curriculum and chronology of changes is 
presented in the following section. 
 



Overall Effectiveness of the Certificate Program 
There are several characteristics of our program that work together to produce a 
very effective and successful opportunity for our students. 

THE FACULTY 

A great deal of thought went into recruiting the faculty for this Certificate Program. 
Fortunately, the Phoenix metro area is home to many outstanding event 
professionals. Our faculty and faculty associates are: 

Instructor Title and Affiliation Course(s)  
Wendy Hultsman Associate Professor and 

Program Director,  
Arizona State University 
 

Certificate Program 
Coordinator 
PRM 486 Special Event 
Management (Intro) 3 
section 
PRM 487 Special Events 
Advanced (elective) 

Ken Koziol President, Entertainment 
Solutions, Scottsdale, AZ 

PRM 422 (formerly PRM 
320) Talent and 
Entertainment 

Linda Van Hook President, Points of 
Protocol, Phoenix, AZ 

PRM 422 (formerly PRM 
321) Protocol, Ethics and 
Etiquette 

Vern Biaett, CFEE Faculty Associate, Arizona 
State University; retired 
festival manager, cities of 
Phoenix and Glendale, AZ 

PRM 486 Special Event 
Management (Intro) 
PRM 422 (formerly PRM 
322) Special Event 
Programming 
PRM 423 (formerly PRM 
324) Festival Site Design 
PRM 426 (formerly PRM 
328) Budgeting and 
Accounting 
 

Kevin Koziol Vice President and 
Director of Operations, 
Entertainment Solutions, 
Scottsdale, AZ 

PRM 423 (formerly PRM 
323) On-site Event 
Operations 

Sarah Edwards Special Event Coordinator, 
Phoenix, AZ Parks and 
Recreation Department 

PRM 423 (formerly PRM 
325) Vendors and 
Subcontractors 

Bruce Skinner Executive Director, 
Olympic Medical Center 
Foundation 

PRM 426 (formerly PRM 
326) Event Sponsorship 
PRM 426 (formerly PRM 



327) Creative Revenue 
Management 

Cindy Hunt Administrator, Mesa, AZ 
Parks and Recreation 
Department 

PRM 486 Special Event 
Management (Intro) 

Abbie Fink Vice President, Hanson, 
Moser and Associates, 
Public Relations Firm, 
Phoenix, AZ 

PRM 488 Event Marketing 
and Promotions 

 

SERVICE LEARNING 

Service learning is a large component of our Certificate Program. We consider the 
professional community in the Phoenix, AZ metro area to be an additional highly, 
supportive educational environment for our students. We have been able to 
demonstrate significant community- and social-embeddedness though special event 
student involvement in the management assistance of dozens of events, including, 
but not limited to 

P. F. Chang’s Rock ‘n Roll Marathon  

Scottsdale’s Mighty Mud Mania 

Wags for Wishes-Arizona (Make-A-Wish Foundation fundraiser) 

APS Fiesta of Light Electric Light Parade 

Phoenix Sister Cities Worldfest/Kidzfest 

Freedom Wireless Fabulous Phoenix Fourth 

Pat Tillman Run 

Glendale Jazz and Blues Festival 

SUPPORT OF THE PROFESSIONAL COMMUNITY 

The diversity of students who have completed our program is visible in virtually 
every aspect of special events here in the Valley of the Sun. As previously 
mentioned, the support from local special event professionals has been tremendous. 
Many address the students as guest speakers in classes. They will also send 
volunteer, internship, and job opportunities for inclusion in our event and 
programming list serve. This feature allows the Program Coordinator to easily keep 
in touch with all students in the program and for them to keep in touch with us after 
they graduate and have opportunities for current students. 



Overall revenue and expenses 
The only expenses specific to the Certificate program are salaries for the faculty 
associates. They each receive $1,100 per credit hour taught. There are no program 
fees or course fees at this time. Consideration is being given to instituting a one time 
program fee of $500-$750. This fee would help offset the cost of hiring faculty 
associates. 

 

Tuition costs 
While we do not receive any direct income from student tuition, the high enrollment 
in our courses does contribute to the enrollment allocation received by our College. 
Enrollment in our summer school class (PRM 488….65 enrolled) contributes 
significantly to the summer enrollment allocation as it is the largest enrollment class 
offered. 

Current tuition costs for Arizona State University (not including fees) 

 Undergrad 
per credit 

Undergrad 7+ 
credits 

Grad per 
credit 

Grad 7+ 
credits 

In-state $658 $4604 $694 $4855 
Non-resident $909 $10,904 $993 $11,917 
 

 



Evolution of the Certificate Curriculum 
 
Original Required Core 
PRM 486   Special Event Management (Fall, Spring, Summer)  3 credits 
 (required completion with grade of “C” or higher  prior to taking remaining core courses) 
     Dr. Wendy Hultsman (Associate professor and Program Director – 3 sections) 
     Vern Biaett, CFEE, retired event professional – 1 section 
     Cindy Hunt, Event coordinator, Mesa Parks and Recreation – 2 sections 
 
PRM 320 Talent and Entertainment (Fall) 1 credit   
     Ken Koziol, President, Entertainment Solutions Inc.  
 
PRM 321 Protocol, Ethics and Etiquette (Fall) 1 credit 
     Linda Van Hook, Retired event professional and graduate of the Washington, DC Protocol school 
 
PRM 322 Special Event Programming (Fall) 1 credit 
     Vern Biaett, CFEE 
 
PRM 323 On-site Event Operations (Spring) 1 credit 
    Jan Holland-Malcom, CFEE, Entertainment Solutions Inc and President, Play for Pay  
 
PRM 324 Festival Site Design (Spring) 1 credit 
    Vern Biaett, CFEE 
 
PRM 325 Vendors and Subcontractors (Spring) 1 credit  
     Jan Holland-Malcom, CFEE  
 
PRM 326 Event Sponsorship (Summer) 1 credit 
      Bruce Skinner, CFEE, retired President IFEA 
 
PRM 327 Creative Revenue Management (Summer) 1 credit 
      Bruce Skinner, CFEE 
 
PRM 328 Budgeting and Accounting (Summer) 1 credit 
     Vern Biaett, CFEE 
 
PRM 388 Business Practices for Special Event Management (Summer) 3 credits 
    Vern Biaett, CFEE  
 
 
 
 
 
 
 
 



Changes to the curriculum 
 
Spring 2011 
Instructor for PRM 323 changed to Kevin Koziol, Operations Director for Entertainment solutions 
 
Instructor for PRM 325 changed to Sarah Edwards, Event Coordinator, City of Phoenix Parks and 
Recreation Department. 
 
Move PRM 326-328 to the spring semester from the summer semester. This change was made to allow 
more students to enroll in the Certificate program without having to remain in Phoenix throughout the 
summer to take (and pay for) summer school courses. 
 
PRM 388 was also designated to become an Internet course with its focus changed from business 
practices in general to marketing and promotion.  The content from the business practices course has 
been incorporated into the PRM 486 class. By changing 388 (renumbered at 488) to an Internet class, 
students can relocate for the summer and still complete the Certificate program. This single change 
resulted in a sky-rocketing in enrollment. 
 
Course number changes were made to move all courses from 300 level to 400 level courses. Since PRM 
486 is a prerequisite for all of the other core courses, it was deemed not possible to have 300 level 
courses require a 400 level course as their prerequisite.  
 
Summer 2011 
PRM 488 (formerly PRM 388) was launched as an Internet class and immediately filled with 65 
students. The new material (marketing and promotions) rounded out the content area we believe is 
necessary in the Certificate program. This course is taught by Abbie Fink, Vice President, Hanson, 
Moser and Associates Public Relations. 
 
Fall 2011 
Formerly PRM 320-322 are now combined into a single course, PRM 422 Special Event 
Programming, Talent and Protocol and offering it for three credits. It is now a team taught course, 
covering the same content as before, but with one overall grade given for the course. Vern Biaett will 
coordinate the course, communicating with both Ken Koziol and Linda Van Hook who will teach their 
respective topics in 5 week sessions, as before. 
 
Spring 2012 
Similarly to PRM 422, two additional 3-credit courses will be formed from the one-credit courses. PRM 
423 will take an Operations focus, and be called Special Event On-site Operations and Design. PRM 
426 will have a financial focus and be called Financial Aspects of Special Event Management.  
 
In addition to offering PRM 423 and 426 as spring semester courses, to accommodate the surge of 
interest we will offer PRM 422 in the spring as well. 
 
Fall 2012 and beyond 
PRM 422, 423 and 426 will be offered each fall and spring semesters. PRM 488 will remain an Internet 
course and be taught in the summer only. 



Staff and student to staff ratio 
There is no administrative staff member directly associated with the Certificate 
Program. The receptionist for the School of Community Resources ad Development, 
as part of her overall job, receives all applications, logs them into an excel sheet, and 
sends them to the Registrar for inclusion of the Certificate onto transcripts.  

The ratio of students to instructors in a single class is now 1:65, as that is the close-
out enrollment for all of our Certificate classes, and at present all classes are filling 
each semester.  There are nine faculty associates and one, tenure tract associate 
professor that teach in the Certificate program. The Associate Professor also 
coordinates the entire program. 



Number of students enrolled and graduated from the Certificate program 

Enrollment by semester 

Course Fall ‘09 Spring ‘10 Summer 
‘10 

Fall ‘10 Spring 
‘11 

Summer 
‘11 

Fall ‘11 

PRM 486 Special Event 
Management 

125 56 13 156 109 10 184 

PRM 320 Talent and 
Entertainment 

18   28   Changes to 
PRM 422 

PRM 321 Protocol, Ethics and 
Etiquette 

17   28   Changes to 
PRM 422 

PRM 322 Special Event 
Programming 

17   29   Changes to 
PRM 422 

PRM 323 On-site Operations  35   44   
PRM 324 Festival Site Design  37   47   
PRM 325 Subcontractors and 
Vendors 

 34   45   

PRM 326 Sponsorship   17  44   
PRM 327 Creative Revenue 
Generation 

  16  43   

PRM 328 Budgeting and 
Accounting 

  18  43   

PRM 388 Business Practices   18     
PRM 488 Marketing and 
Promotion 

     65  

PRM 422 Event Programming, 
Entertainment and Protocol 

      65 

Program Graduates 5 8 12 12 16 30 35-40 
 



Time frame to complete the Certificate Program 
Students must first complete PRM 486 Special Event Management, our introductory 
course. We offer 3 sections of this course in the fall, two in the spring, and one in the 
summer. After its successful completion with a grade of “C” or better, students can 
then begin the remaining Certificate core classes. There is no specific sequence for 
taking these courses, thus students can begin their core classes any semester. The 
elective can be taken at any time and can be done concurrently with certificate core 
courses. 

The average time frame to complete the entire Certificate (PRM 486 plus the 
certificate classes and an elective) is 1.5 years, or three semesters and a summer 
session. Beginning in Spring 2012 we will offer three of our 3 credit courses (PRM 
422, 423 and 426) both spring and fall semesters to accommodate the tremendous 
growth we are experiencing. Our room capacity is 65 students, so it is now 
necessary to offer courses more than once a year. PRM 488, Marketing and 
Promotion, will remain a summer-only on-line course. With this change, an 
ambitious person could finish the Certificate in two semesters and a summer 
session. 



Testing, writing and speaking requirements 
Each course has their own writing and testing requirements. There are no overall 
requirements for the Certificate program in any of these areas. Examples are 
included with the course syllabi and assignments in the sections that follow that 
speak to course-related writing, speaking, and testing requirements. 

There is no final thesis or article required for the certificate.  We do encourage 
students to keep a Certificate notebook that includes information and notes from all 
classes so that upon completion they will have coordinated access to all the material 
presented. 

All courses require either individual or group projects and several of the courses 
require students to present both individual and group projects. Those courses are: 

• Protocol, Ethics and Etiquette 
• Festival Sign Design 
• Sponsorship 
• Creative Revenue Management 
• Marketing and Promotions (optional video presentation via the Internet) 

 

 



Alumni Success 

When designing the curriculum for the Certificate program we put specific thought 
into developing a program that would attract serious students/professionals who 
had every intention of using the information gained through the program to better 
their knowledge of special events.  We used two methods to help us attract this type 
of individual, and not just someone looking to “obtain” a Certificate because it would 
look good on their resume.  First, we offer all of the courses, except the summer 
school course, face-to-face in the classroom. We feel that in-class discussions, 
exercises and interactions are key to the development of a “teamwork” philosophy 
needed for most events to succeed. Making the decision to take 15 credits of classes 
on campus, primarily at night is big commitment for college students as it can 
definitely impact their “evening life” for 1.5 years. Second, we require students to 
take a three-credit course during the summer. Even though the course is on-line, it 
still requires five weeks of almost daily interaction.  As a result of these two 
administrative decisions, the students and professionals that enter the program and 
complete it are very, very serious about working in the special event field. We can 
comfortably say that easily 80% of those that complete the Certificate use their 
knowledge within the year after they graduate, if not before.  

In the PRM 486 Special Event Management class (introductory class) an informal 
survey is conducted that asks about current involvement in special events prior to 
taking the course. Each semester around 2/3 of the class indicates already having 
fairly extensive event experience. 

After graduating our students primarily use their Certificate education in the 
following areas: 

• Weddings and social event planning (through resorts, night clubs, and 
private companies) 

• Civic park and recreation department events (municipal, county, state) 
• Convention centers and convention and visitors bureaus 
• University events and functions (student affairs, alumni foundation, fraternal 

groups) 
• Concert production (arenas, event venues) 
• Corporate events  
• Private companies 
• Non-profit agencies (e.g., Juvenile Diabetes, American Cancer Society, Cystic 

Fibrosis, Scouting, Fiesta Bowl, Phoenix Zoo) 

Our Certificate students become part of a list serve that Dr. Wendy Hultsman, the 
program director, administers. Once students graduate many of them email her 
indicating where they are working and offering opportunities for those currently in 
the Certificate program to gain both volunteer and paid experience. This list serve 
has proven to a valuable connector between alumni and current students and one 



that has allowed many, many students to remain involved in the events industry 
well after their graduate. 

Vern Biaett keeps a second list serve. His list includes around one hundred of the top 
Event Professionals in Arizona. All statewide opportunities are mentioned on the list 
and then cross-posted on Dr. Hultsman’s list serve, allowing the Certificate students 
access to a wide variety of opportunities and trends related to Arizona’s event 
industry. 

Finally, surveys are sent electronically to all those who graduate from the program. 
Students are asked to comment on what they have gained from the program, how 
comfortable they are with their event leadership skills, and suggestions they have 
for improvement of the Certificate program. Through survey results we have been 
able to make slight adjustments in the curriculum as well as in specific classes, when 
necessary. We can comfortably say that the vast majority of the students find their 
experiences in the event certificate program to be highly valuable, well worth the 
time, and a key to giving them confidence to seek much more responsibility than 
before they started the program. Relative to suggestions, a number of students have 
indicated that they wish their cohort group would be responsible for producing an 
event. This is an area we will take into consideration as we continue to review and 
refine the Certificate.  

 

 

 



 
 

REQUEST TO ADD, REMOVE, OR VALIDATE COMPLETION OF 
 AN UNDERGRADUATE CERTIFICATE 

ARIZONA STATE UNIVERSITY 
UNIVERSITY REGISTRAR’S OFFICE 

 
 

PLEASE TYPE/PRINT LEGIBLY. 
 
 
NAME (Last, First, Middle) 

      
10 DIGIT ASU ID # 

      
DAYTIME PH. # 

      
CERTIFICATE CAMPUS 

Downtown Phoenix 
CERTIFICATE COLLEGE 

Public Programs CERTIFICATE TITLE  

Special Events Management Certificate CERTIFICATE CAT YR. 

      

CERTIFICATE CODE (EX: LAPOSCERI) 

HSRTMUERT 

 
 
 
  ADD Certificate (in progress with certificate requirements) 
 
 
  REMOVE Certificate (no longer pursuing certificate) 
 
 
  COMPLETED Certificate (all certificate requirements have been completed) 
 Semester all requirements were completed 
 
 
 
I have reviewed a degree audit report showing the requirements for the certificate listed on this form.  I understand that it is 
my responsibility to meet these requirements. 
 
STUDENT SIGNATURE 
 
 
 

DATE 
 

ADVISOR SIGNATURE 
 

DATE 
 

DEPARTMENT APPROVAL (IF APPLICABLE) 
 
 
 

DATE 
 

COLLEGE/ACADEMIC UNIT APPROVAL 
 

DATE 
 

 
 
Completion of undergraduate certificate requirements is verified using the Degree Audit Reporting System (DARS) and/or by 
approval from the academic unit.  Students should monitor their progress to certificate completion using the Degree Audit Reporting 
System (DARS) and to see an academic advisor as needed.  Students may request degree audit reports by logging in to My ASU:  
http://my.asu.edu 
   

http://my.asu.edu/


 

 

Special Event Management Certificate Checklist 
Required Core 
___ PRM 486 Special Event Management (Fall, Spring, Summer1) 

This course is the PRE-REQUISITE for all of the other core courses and must be 
taken PRIOR to any of the other core courses. 

Starting in Spring 2012 these courses will be offered both Fall and 
Spring semesters 

Program Grouping  

___ PRM 422 Special Event Programming, Talent and Protocol 

Operations Grouping  

___ PRM 423 Special Event On-Site Operations and Design 

Financial Grouping  

___ PRM 426 Financial Aspects of Special Event Management 

Summer Core Course 

___ PRM 488 Event Marketing and Promotion (3 credits) INTERNET 

Students will chose one 3 credit elective in coordination with the Special Event 
Coordinator or Advisor. The student must justify how the elective chosen will aid 
them professionally. 

___  Elective ____________________________________________________ 

You can obtain a form to have the Certificate added to your DARS (Transcript) 
from UCENT 550.  The completed form needs to be turned in to the receptionist. 

ALL courses except PRM 448 are taught in the classroom. There are no course 
substitutions. Once PRM 486 is passed with at least a “C” you may take the other 
core courses.  ALL courses for the Certificate must be completed with at least a 
“C” to count. 

All students are advised to keep a binder that contains your notes from all of the 
Certificate courses. This will serve as a very useful professional tool. 

If you plan to complete the Certificate, please email Wendy Hultsman at 
whultsma@asu.edu so that you can be added to the list serve. This will enable 
you to have access to many paid and unpaid opportunities. 

mailto:whultsma@asu.edu


Certificate students get involved in helping to produce a variety of 
events! 

Certificate students working at Fabulous Phoenix Fourth Event 

 

Certificate students conducting surveys at the Indian Festival 

 

 



Certificate students working at Mighty Mud Mania 

 

 

 



Student Recruitment and Marketing 
Our strongest recruiting tool for the Certificate program (and our minor in Special 
Event Management) is through our introductory PRM 486 Special Event 
Management class. We offer six sections of this class (n=60-65 per section) with 
three different instructors.  Around two-thirds of the students in the PRM 486 
classes continue on to either the minor or the Certificate. 

Additionally, the website (www.scrd.asu.edu/programs/certificates) for the School 
of Community Resources and Development lists basic information about the 
Certificate program. If prospective students searched for Special Event Management 
they would be directed to that site. Because these two methods have allowed us to 
reach our classroom capacity (65 students) in all courses, we do no additional 
marketing. At least 4-5 requests per week for information about the Certificate 
program come to the program director year round. Of course, word of mouth 
continues to be a reliable information stream, albeit frustrating for some who wait 
too late to try and get into the courses once they fill.  

There are no plans at this time to develop any brochures for the Certificate or speak 
to students in other classes or programs as we have no additional funds to offer 
more sections of the PRM 486 course or subsequent courses in the Certificate core. 
Our students come from across the university as well as the community. Since the 
Certificate is a stand-alone program, around ten percent of the students pursuing 
the certificate do so without seeking a full time degree (BS or MS) at Arizona State 
University. 

When students express an interest in the Certificate program we direct them to one 
of our student support specialists in the College of Community Resources and 
Development. These individuals are able to work with the students to fit the 
Certificate courses into their course of study (if a current ASU student) regardless of 
their major. The student support specialists in our School also work closely with 
student support specialists in other Schools/Colleges within the university to share 
information about the Certificate when questions arise.  

When students inquire about the program requirements they are given the form 
that follows which explains when courses are offered. Once the students start on the 
core courses they typically move through the Certificate as a cohort group and 
receive updates through these classes. 

Formatted: Font color: Text 1



Student Project              PRM 320 
  

 
TALENT & ENTERTAINMENT CONCEPTS 

PRM 320 
STUDENT PROJECT 

CAREER BUSINESS PLAN 
 
Each student will be responsible for creating a personalized “Career Business Plan” to 
include the following elements: 
 
FORMAT 
 -Projects shall be organized in a black, three-ring binder (1”) 
 -Binders must include typed section tabs for each section listed below 
 -Binders must have an outside cover-sheet and spine label 
 -Project must be turned in to instructor no later than Tuesday, 09/21    
 
I. INTRODUCTION:  IDENTIFY A MINIMUM OF SIX (6) CAREER GOALS  

-Three (3) short term goals (1-5 years)  
-Three (3) long term goals (5+ years) 

 
II. INDUSTRY DESCRIPTION 
 
III. JOB TITLE 
 
IV. JOB DESCRIPTION 
 
V. JOB EXPERIENCE REQUIREMENTS 
  - Review of past experience and how it applies to preferred job 

- Detailed overview of experience still needed  
- Action plan to achieve said experience 

 
VI. DESCRIPTION OF AT LEAST FIVE (5) COMPANIES IN PREFERRED INDUSTRY 
 
VII. DESCRIPTION OF AT LEAST THREE (3) TRADE ORGANIZATIONS AND/OR TRADE 

PERIODICALS/RESOURCES OF PREFERRED INDUSTRY 
 
VII. TIMELINE FOR ACHEIVEMENT OF CAREER GOALS (5 year plan) 
 
IX. UPDATED RESUME 
 
X. SUMMARY 
 
Note:  Grades will be heavily influenced by the content and physical presentation/format 
of the Career Business Plan.  Timely completion of homework will also be very important. 
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TALENT & ENTERTAINMENT CONCEPTS 

PRM 320  – COURSE SYLLABUS  
 
 

 
INSTRUCTOR 
Ken Koziol, Faculty Associate 
C/O Entertainment Solutions, Inc. 
7542 E. Camelback Rd. 
Scottsdale, AZ 85251 
PHONE: 480-663-0700 
FAX:  480-663-0718 
E-MAIL:  ken@solutionsaz.com 
WEB: www.EntertainmentSolutionsInc.com 

 
OFFICIAL COURSE DESCRIPTION: 
Provides theory and skill development focused on the management, marketing, finances, 
facilities, equipment and operations related to coordinating entertainment elements. 

 
COURSE DATES/TIMES/TOPICS 
6:00 p.m. – 9 p.m.  (Tuesday nights)  
Location:  ASU Downtown Campus--Cronkite Room #121 
 
• 08/24:  NO CLASS 
  
• 08/31:  ENTERTAINMENT 101 

 
• 09/07:  BOOKING  A CONCERT 

Guest Speakers: 
   - Ralph Marchetta, General Manager/US Airways Center 
   - Tom LaPenna, President/Luckyman Productions & Marquee Theater 
 

• 09/14:  PRODUCING A CONCERT/DODGE THEATER TOUR 
Guest Speakers: 

- TBD 
Venue Tour of Dodge Theatre: 

- Karen Foley, General Manager/Dodge Theater 
 

• 09/21:  PROMOTING A CONCERT 
Guest Speakers: 
 - Maria Cooper-Brunner, President/Insight Management 
 - Erika Delemarre, Marketing Coordinator/Entertainment Solutions  

***Guest Speakers subject to change*** 

mailto:ken@solutionsaz.com
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COURSE GOALS 
 
1. To expose and educate students on various aspects of the 

entertainment and talent industry, with an emphasis on “live” 
concert productions 

 
2. To assist students in creating a personalized/individualized “Career 

Business Plan” that will become a vital reference tool used to 
achieve specific career goals in the future 

 
COURSE GRADE SCALE 

 
 90-100 %  A (+/-) 
 80-89 %  B (+/-) 
 70-79 %  C (+) 
 60-69 %  D (+) 
 BELOW 59 % F 
 
 
GRADE CALCULATION: 
 

ATTENDANCE:   15 pts 
 

HOMEWORK:   20 pts 
 

CLASS PARTICIPATION: 25 pts 
 

PROJECT/PRESENTATION: 40 pts 
 
 TOTAL POINTS:   100 pts 

 
 



 

 
 

STUDENT PRESENTATION EVENT CHECKLIST  
Student Event Pre-Visit Staging Protocol Emergency 

Samantha Bocker           

Casey Brown           

Holly Brown           

Sydney Campbell           

Elise Castelain           

Chelsie Chmela           

Carolina Coronel           

Susan Cummings           

Henry Gooden           

Grace Hawkinson           

Madison Holmes           

Simna Irimiciuc           

Ryan Kinkead           

Susan Lindsey           

Kendall Merritt           

Kaitlin Moody           

Sussely Morales           

Elizabeth Murphey           

Brandy Reagan           

Allison Renard           

Christy Roberts           

Rachel Roberts           

Stacey Roberts           

Amy Simon           

Carrie Thoreson           

Mari           

http://www.asu.edu/�


      

      
      
 



The History of Etiquette 
A brief history on etiquette and a look at who today's mavens 
of manners are. 
Who makes up these rules? Do the so-called Etiquette Mavens get college degrees in 
Good Manners? Do they have to pass some sort of High Society test before dispensing 
their laws of how we should and should not act in civilization?  

Perhaps it should come as no surprise that the origins of today’s etiquette began in the 
French royal courts in the 1600s and 1700s. Under King Louis XIV, a placard (the word 
“etiquette” means card or placard) was devised and posted with rules for all to follow. 
They took manners much more seriously in those days, and people were more strict in 
the following of rules.  

Even before Louis XIV, the first known etiquette book was written in 2400 B.C. 
by Ptah-hotep. Good manners have been around for a long time. It was from 
these origins that American etiquette grew.  

The first recordings of American etiquette were made in George Washington's Rules of 
Civlity, but the most popular "first" about manners was written by Emily Post in 1922. 
The self-proclaimed debutante-turned-writer published "Etiquette--In Society, In 
Business, In Politics, and At Home." It became a best-seller and paved the way for her 
successors to continue preaching good manners.  

Post was succeeded by Amy Vanderbilt, who called herself a “journalist in the field of 
etiquette.” Her contribution to American good manners was "Amy Vanderbilt’s Complete 
Guide To Etiquette."  

Soon other etiquette mavens followed, including Letitia Baldrige and Judith “Miss 
Manners” Martin, whose tongue-in-cheek columns led to the publishing of several books 
on etiquette, including "Miss Manners Guide To Domestic Tranquillity", which she 
published in 1999.  

Today, Peggy Post, the great-grand-daughter of Emily Post has also thrown her hat into 
the good-manner ring. Her book is called "The Etiquette Advantage in Business: 
Personal Skills for Professional Success", and she has branched out onto the World 
Wide Web, dispensing her rules of modern good behavior to anyone with a computer 
and a modem.  

The field has also expanded beyond society manners. Today, many big businesses 
employ etiquette trainers whose job it is to teach good manners to executives. Etiquette 
trainers not only show business people how to dress and act--how to eat and converse 
in proper company--but they also train them how to become more successful in their 
companies  

and in the business world by providing lessons on such peripheral items as writing good 
business letters.  
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With the global society becoming much closer, executives having a background in 
societal and cultural differences have a much better chance not to offend as well as a 
greater success rate if they can demonstrate good etiquette skills. Hundreds of etiquette 
coaches exist in business today.  

So, since there are any number of books written on the subject by these ladies of 
etiquette, there is no excuse for anyone to behave in a less-than civilized manner today. 
And there is definitely no excuse to neglect writing a timely thank-you note for a gift 
when the situation arises.  
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BOS 

Introduction 
 
What is quality?  Ask audience for answers 
 
Today, quality increasingly refers to the psychological connotations of 
products and services. 
 
Today’s successful Leisure Professionals are Experience Makers focused 
on these psychological connotations. 
 
Focused on the total experience: 
 
TWA – remember those guys? 

• Expanded from getting from point A to point B 
• Stewardesses 
• Food 
• Movies 
• Foreign accent flights 

o French 
o Roman 
o Olde English 

• But forgot basic service and pricing 
 
SWA – the new leader 

• Innovation 
• Service 
• Right price 

 
Successful and sustainable leisure oriented companies today are the ones 
who can best capitalize on the consumer desires for the BEST experiences. 
 
Today I am going to talk about 

• Blue Ocean Strategy 
• Experiences 
• A new way of looking at customer service to enhance your ability to 

provide BEST experiences 



What is a Blue Ocean Strategy? Kim & Mauborgne (2005) since 1990 
 
Red Ocean vs. Blue Ocean 
 
Red = industries/companies that exist today 
 
Blue = industries/companies that don’t exist today 
 
The intensity of competition turns the former into a bloody red ocean 
 
The uncontested market spaces exist in the blue ocean 
 
The traditional history of business is based on conventional military history 
where the fight is always over a limited piece of territory that must be 
occupied and defended. 
 
Most businesses compete in a red ocean environment 
 
But, can you instead of breaking the competition, break away from the 
competition? 
 
Darwin: not the strongest or most intelligent who survive … it is those best 
at adapting to change 
 
Blue oceans have appeared from time to time – most industries came from 
blue ocean at one time … automobiles, managed health care, computers, 
even your current industry 
 
And, why not just compete?  Because in today’s economy 

• There is an excess of supply over demand 
• Continual loss of niche markets 
• Changes in demography 
• Performance inconsistency 

 
Is there a systematic way to discover blue oceans or do they just happen by 
accident?  
 
In BOS your strategic moves are your most important units of analysis 



 
Strategic Move = a set of managerial actions and decisions involved in 
making a major market-creating business offering 
 
The traditional customary trade-off has been between Differentiation and 
Cost – compete by being different or by offering a better price 

• Work inside the structure of industry 
 
In BOS the strategic move is to combine innovation with utility, price and 
cost position = 4 principals of strategic formulation 

• Work outside the industry – restructure boundaries 
o Redefine customers 
o Think of product/service alternatives (not just substitutes) 
o Track emerging trends 
o Formalize the link between emotions and functions 

• Focus on the big picture (Glendale marketing vs. events) 
• Go beyond given demand 

o Willing 
o Not willing 
o Untargeted / uninformed 

• Work out the right sequence 
o Offer exceptional utility 
o The right price  
o Don’t allow demand to be a function of price (value = valuable) 
o Start strategic price > deduct desired profit = target cost (Ford –T) 

 
 
Some examples: 
 
Proctor & Gamble 

• solid company with core products 
• likes to experiment on the edge / fast and cheap 
• last 10 years = 6,000 new products / 60 on market today 

 
Iams 

• cat food – prevent hairballs 
• dog food – prevent bad breath 

 



Cirque du Soleil 
• founder – busker –  
• created a new market space by letting go of old model 

o only 1 ring 
o no stars (400+ Olympians) 
o no aisle concessions 
o no animals (50% of circus, 1 elephant = 3 gymnasts) 

• new model 
o more opera / theater – appeals to higher end clients 
o adult oriented – not for kids 
o $$ expensive tickets 

 
 
 
 
 
Experience 
 
Where do you take your participants?   

• From point A >>> to point B? 
• From point A >>> through point M >>> to point Z? 

 
 
A classical idea about experience 

• Elan Vital (Life Force) 
• Henri Louis Bergson 1859-1941, French philosopher 
• Matter: 

o The flux of experience in terms of discrete, repeatable units 
o Denies the continuous flow of experience 
o Geometry 

• Instinct: 
o Creative force less concerned with form than time 
o Quality of duration, coming into being without ever being made 
o Change is dynamic, not static 
o Driving force of novelty 

• Elan Vital is not progressive, does not move from point A to point B, 
but rather meanders and adapts – antithesis of matter 

 



A modern idea of experience 
• Turbulence 
• new to social science borrowed from physical science 
• involves aspects of movement > velocity, rhythm, friction 
• a disruption of space 
• cannot be explained by math or predicted 
• disorder arises from order 
• candle 
• beyond control 
• a threat and an opportunity 
• turbulence makes experience visible 

o Somali pirates makes shipping visible 
When you find Blue Ocean you begin the turbulence 
 
Ideas to Help You Find Blue Ocean 
 
Better Experience 

• Flip the Man’s Use of Leisure Time Pyramid 
 
New Way to Think About Customer Service 

• Basic service 
• Customer care 
• Customer connection 
• Customer collaboration 

o Let your customers help you discover Blue Ocean 



Arizona State University DT Campus 
PRM 322 Special Events Management – Fall 2010 

Exam Evaluation 
 
NAME: ______________________________________________________ 
 
The most difficult responsibility that any of you will have in producing a special 
event will be to create the program planning.  It is more than just putting different 
elements together and creating a product.  It is a process that requires élan vital and 
a true commitment on your part to become part of the project if you really want to 
meet your goals and be the best. With this in mind I am asking you to self evaluate 
the exam you just completed.  Please answer the following honestly: 
 
_____  Up to 20 points possible 

My original outline was acceptable and I felt I knew basically what I 
was doing before using my notes 

 
_____  Up to 5 points possible 
  I thought about and included Goals as part of my plan 
 
_____  Up to 5 points possible 
  I included something about permitting 
 
_____  Up to 5 points possible 

My outline provided the Balance, Diversity, Flexibility and Variety 
needed to make my event successful 

 
_____  Up to 5 points possible 
  Elements of the Program Life Cycle were included in my thoughts 
 
_____  Up to 5 points possible 

I took care of all my Stakeholders 
 
_____  Up to 5 points possible 

Quality and Customer Service provided the support to make my 
program planning outline viable 

 
_____  UP TO 50 POINTS POSSIBLE FOR TOTAL 
 
 
Signature: _________________________________________________________ 
            date 
 



NAME: ______________________________________________________ 
ASU DT Campus 
PRM 322 – Special Event Programming – Fall 2010 – Exam – Part 1 
 
OK, this is a very different test. 
 
On the front and back of this page I would like you to create (doodle, list, cross out, re-
write – just really try and use your brain and be original) a basic OUTLINE of how 
YOU would go about program planning for a major community or tourism based 
festival.  I would guess you might have somewhere between 8 and 20 main categories in 
YOUR outline, but this is just a guess – it is really up to YOU.  Work on this for 15 
minutes.  I will then hand out part two of the test. 
 
 
 
 
 
NAME: ______________________________________________________ 
ASU DT Campus 
PRM 322 – Special Event Programming – Fall 2010 – Exam – Part 2 
 
Now that you have your basic program planning outline I want you to take out your 
notes, tweak the outline a little if you want, and then fill in lots of detail under you main 
categories about everything you need to do to ensure that the program planning for this 
event will make it a success.  Use as much of these four pages as you believe you need.  
You will have 30 minutes for this part of the exam. 
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Vern Biaett, CFEE 
Faculty Associate 

School of Community Resources & Development 
Arizona State University 

Discovering the Blue Ocean 

What is Quality? 

Quality increasing refers to the 

Psychological Connotations 
of products and services 

In Today’s World 



7/6/11 

2 

Today 

successful leisure 
professionals are 
Experience 

Makers 
focused on psychological 

connotations 

Airline Experience Makers 
TWA SWA 

Capitalize on the consumers 
desire for Experience 

Today Most Successful & Sustainable 
Leisure Organizations 
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• Introduction to Blue Ocean Strategy 
• A Look at Better Experiences 
• Redefining Customer Service 

Where Are We Going Today? 

Kim & Mauborgne 
INSEAD – European business school 

2005 Harvard Business Review 

Where did Blue Ocean Strategy come 
from? 

The Basic Idea of BOS 
Red Ocean Blue Ocean 

Industries/Companies 
that 

Exist Today 

Industries/Companies 
That 

Don’t Exist Today 
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The Basic Idea of BOS 
Red Ocean Blue Ocean 

Intense competition 
creates a bloody 

Red Ocean  

The uncontested 
market spaces exist in 

the 
Blue Ocean 

Business is Based on Military History 

A fight over a limited 
piece of territory 

that must be 
occupied and 

defended 

Most Businesses Compete in the 
Red Ocean 
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Instead of Breaking the Competition 
Can You Break Away from the Competition? 

Survival of the Fittest? 

Blue Oceans Appear from Time to Time 
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Excess of supply over demand 
Continual loss of niche markets 

Changes in demographics 
Inconsistent performances 

Why Not Just Compete? 

Focus on the Strategic Move 
rather than 

Traditional Trade-off  between 
differentiation and cost 

(better vs. cheaper) 

Systematic Method of Discovering 
Blue Oceans 

4 Principles of Strategic Formulation 

1.  Work outside the 
industry – 
restructure 
boundaries 

  Redefine customers 
  Think alternatives 
  Track emerging trends 
  Formalize the link 

between function and 
emotion 

2.  Focus on the big 
picture 
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4 Principles of Strategic Formulation 

3.  Go beyond given 
demands  

  The willing 
  The unwilling 
  The uninformed and 

untargeted 

4.  Work out the right 
sequencing 

 Offer exceptional utility 
  The right price 
    (Value = valuable) 
  A strategic price 
    (cost + profit) 

Experiments on the edge of core products 
Fast & Cheap 
6000 = 60 

Example: Proctor & Gamble 

Example: Iams Pet Foods 
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Example: Cirque du Soleil 

Example: Cirque du Soleil 
New Market Space 

only 1 ring, no stars, animals, 
aisle concessions 

New Model 
more opera/theater than 

traditional circus, higher 
end clients, adult oriented, 

higher priced tickets 

= 

Where do you take your participants? 
From Point A to Point B? 

The Better Experience 
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Rediscover a Classical Idea 

Elan Vital 
Henry Louis Bergson 

1859-1941 
French Philosopher 

Elan Vital 

Matter Instinct 

  The flux of experience in 
terms of discrete, 
repeatable units 

  Denies the continuous flow 
of experience 

  Geometry 

  Creative force more 
concerned with time than 
form: quality = duration 

  Change is dynamic, not 
static 

  Driving force of novelty 

Elan Vital – Meanders & Adapts 
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Discover a New Idea 

Turbulence 
Aspects of movement 
 velocity, rhythm, 

friction 

Disorder arises from 
order 

Turbulence 

Beyond control 

Disruption of space 

Cannot be explained or 
predicted by math 

Pirates 

Turbulence Makes Experience Visible 
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You create the first turbulence 

When You Find Blue Ocean 

To create Blue Ocean 

Use Experience 

Man’s Use of Leisure Time 
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Flip the Pyramid 

Redefine Customer Service 

Basic Service Customer care 

Have a nice day Would you like fries 
with that? 

Redefine Customer Service 

Customer 
Connection 

Customer 
Collaboration 

We can make that your 
way for you 

Please make your drink 
anyway you like 
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The Ultimate Blue Ocean Strategy for the 
Leisure Services Industry 

Collaboration 

Can you collaborate with your 
participants to discover a Blue Ocean and 

create the ultimate leisure experience? 

Today’s Final Words 

Happy Sailing 



 
DREAMS 

Thoughts of Harvey Mackay 
 
2010 movie – Inception … about people controlling their dreams 
 
In real life the idea of guiding your own dreams is not outlandish 
 
No special skills – just pay attention to them – asleep or awake 
 
Have you ever awoken with a great dream?  Do you day dream? 
 
Dreaming is easy – acting on dreams takes courage, discipline, and you 
can’t be afraid to fail 
 
Recognize the potential of your dreams: 

• Keep a dream journal to remember them 
• Written or digital 
• Look for same thoughts over and over 
• Look for recurring themes, people, situations 
• Train your mind to become of dream activity 

 
Nap 

• Some studies suggest the best time to attempt “lucid dreams” is a few 
hours after getting up in the morning 

• If you wake up stay still and return to dream as you drift off 
 
Why zero in on your dreams 

• Harvard psychologist David McClelland – studied high achievers – 
successful people share a characteristic > they think, dream, and 
fantasize constantly how to improve their performance 

• If you can dream it, you can do it 
• But only after hard work and preparation 

 
Make your dreams come true:  Wake up and get to work 



PRM 322 – First class 
 
Introductions 

• Welcome  
• The Syllabus 
• Student Expectations and Thoughts 
• Quiz – what do you know about the pyramid 

 
Experience Making 

• Creative Evolution – Henri Louis Bergson (French philosopher, 1859-1941) 
o written in 1907 
o matter vs. elan vital (life force) 
o matter = flux of experience > discrete, repeatable, static, uniform 
o élan vital = continual creativity, diversity, perpetual, but random and 

not progressive to a final product 
• Modern thoughts - begin in the 1970’s 

o Industrial age begins to give way to the Information age 
o The way people live, work, play, learn and consume - all change 
o Demographic shifts > acquire, catered to, and personal growth stages  
o Technological advances > ? 
o Lifestyle changes > 62 identifiable lifestyle clusters 
o Societal changes > racial diversity, household make up = variety 
o Economic changes > Less scarcity = emphasis on personal fulfillment 
o Value shifts > new work vs. leisure ideas, less toys > more experience 

• Add in 1976 Bicentennial, 1984 Olympics 
• Special Events Industry created in the Experience Age 
• What is a Leisure Experience? 

o Anticipation 
o Participation 
o Reflection 

 
Customer Service/Experience 
Review: The Basics 
Customer Continuum: Product > Service > Experience 

• Related to marketing 
Customer Service Ideas 

• customer service  
• customer care  
• customer connection  
• customer collaboration  

 
 
 



Expanded: Service Mapping / Blueprinting 
• Mapping > what actually happens (audit) 
• Blueprinting > what should happen (plan) 
• Customer service + quality = successful program 
• Evaluate: visible & invisible management, physical assists and …  
• Customers: First > visitor flow chart > start to finish 

o Approach 
o Entering controlled area 
o Parking > public, VIP, others 
o Transition to event > walking, shuttle 
o Entrance > orientation 
o ON-SITE EXPERIENCES 
o Departure (reverse) 

• Customers: Second > break down ON-SITE EXPERIENCES 
 
Service Mapping (for more see pages 183-184 in the book) will be 
used as the basis to complete your Fieldwork Project. 
 
PRM 322 – Second class 
 
The Special Events Portfolio 
 
Activities - Basics 
The characteristics of recreation programming adjusted to a special events format 

• Balance – provide activities for ages, genders, ethnic groups, economic 
groups, lifestyles 

• Diversity – activities at various levels > experience model > active & 
passive 

• Flexible – out with old, in with new > élan vital 
• Variety – a mix of different types of activities > employ all of above > note: 

all can be called entertainment 
o Live Entertainment > on stage and off stage 

 Performing Arts: music, dance, drama, comedy 
 Speakers, readers 
 Ritual and ceremonies > ethnic / national aspects 

o Food & Beverage 
o A sense of place / décor / history / local merchants 
o Visual Arts: fine art, arts & crafts 
o Other Vendors: commercial, swap meet 
o Sports 
o Education 
o Outdoor / nature 
o Amusements: carnival rides, games, carriage rides, video games 



o Displays: car shows, holiday lights 
o Other 

 
Satisfying Your Stakeholders  
Review: who are your stakeholders? 

Mutual Interest 
• Reciprocal > those interested in event and event is interested in them 
• Sought > those not interested in event but event is interested in them  
• Unwelcome  > those interested in event but event not interested in 

them 
Expanded idea of stakeholders - everybody wants a piece of the programming pie 

INPUT STAKEHOLDERS:  
1. supporters 

• those who provide time and $$ to support your event 
• donors, sponsors/media, city councils, volunteers 

2. suppliers 
• those who provide facilities, equipment, services to your event 
• landowners, rental companies, contractors, vendors 

3. employees 
• those who work for your organization 
• benefits they seek are the basic hierarchy of needs 

OUTPUT STAKEHOLDERS:  
1. agents 

• those people or organizations perceived to be acting on behalf 
of the event 

• commissioners, media, friends of the festival (often supporters) 
2. consumers 

• those who attend your event affect it 
SANCTIONING STAKEHOLDERS:  

1. general public 
• those who attend and those who do not attend 

2. competitors 
• those who produce other events and experiences 
• try and secure passive acceptance rather than positive support 

3. special people 
• those in special interest groups 
• handicapped, politicos, religious groups 

4. government people 
• those who permit your event or cooperate with it 

Use multi-stakeholder approach to programming to satisfy everybody 
 
Elements of Style 
Style has three meanings of relevance to special events: 



1. Design style > parade, festivals, fairs, etc. > sub-categories to all 
2. Excellence > every event is different > quality, variations, often   

                          escape explanation > creates surprises 
3. Fashion > cultural changes, popularity 

There is no specific number of elements required to make up a special event and 
often the elements are not exclusive and run over each other 
 

Important Elements of Style include: 
• Aesthetics & Senses > beauty + five 
• Escapism > fantasy 
• Celebration 
• Ritual 
• Protocol 
• Spectacle > lots of media 
• Authenticity 
• Hospitality 
• Socializing 
• Physical Activity 
• Competition, games 
• Humor 
• Education 
• Commerce 
• Entertainment > any single or combination 

 
Developing a Program Portfolio 
Simple formula: 
 
 determine mission > mix and match elements > achieve mission 
 
 
Class Exercise 
 
READY – AIM – FIRE    or    FIRE – AIM – READY 
 
PRM 322 –Third class 
The Program Life Cycle 
Programs must be planned to have a life expectancy or 

• They will lose popularity and attendance 
• They will or not make as much money 

 
Attendance: beginning, growth, peak, (maybe repeat growth & peak) decline 
 
Money: earning cycles affected by YEILD > $$ per person generated 



 
Do programs or entire events have natural life cycles? 

• Product class: food festival, music festival, 4th of July 
• Product form: barbeque festival, jazz festival, hometown 4th 
• Brands: a specific event or company 

The basic program life cycle: 
• Project planning 
• Introduction 
• Immediate failure or Sustained growth 
• Peak and mature leveling off with slow decline 
• Rejuvenation 
• Final decline or Termination 

Strategic Planning for Sustainability 
• % per year changes 
• Tradition plus small changes every year 
• Expansion > Fiesta of Light, Quiet Nites, J & B Festival  
• Reinvention > Worldport from college kids to families to World Music 

Festival 
• Continuous improvement > make it better 

 
The Permit Process – a practical side of special event programming 
Major Issues: 

• Compliance 
• Communication 
• Revenue generation 

Why Does Government Have a Permit Process for Special Events? 
• To enforce and influence positive behavior on public property 
• To regulate the type and number 
• Because special events is big business > revenue resource because public 

space has a value > balancing act > private events pay premium 
Compliance 

• Rules & regulations 
o Who has governing authority 
o Permits 
o Insurance 
o Noncompliance/damage fees 
o Ability to deny 
o Must have flexibility 

• Monitoring 
o By both parties > timing 
o Photo evidence 
o Documentation  

• Appeals process 



Liability 
• Work with risk managers 
• Insurance certificates 

o General 
o Liquor 
o Endorsement > additionally insured (comes from insurance company 

– proof of validity) 
o Indemnify and hold harmless > applicant assumes responsibility 

Penalties/noncompliance 
• Security deposits 
• Fines assessed for violations 
• Grounds for future denial 
• Try and get producers to self-police 
• Examples > unauthorized vehicles, j-jons left too long, damages, dumping, 

misrepresentation 
Communications 

• Applications > who and how 
• Public notifications 
• Build relationships 
• Events are paying customers (both ways) 

Revenue Generation 
• Base fees vs. menu fees 
• Recover direct costs 
• For profit vs. non-profit > waivers 

07-08: City of Minneapolis $700,000, Chicago Parks District $2,700,000 
 
PRM 322 – Fourth class 
 
Quality 
Many connotations: 

• Excellence – being the best > not necessarily the most expensive 
• Reliability > experience equals or exceeds expectations 
• Conformance to specs 
• Getting things right 
• Right product for right market at right price 
• Conceptualized as successful usage of 5 program planning basics 
• Is the program green? 
• Does it have a tangible economic impact 
• Does it have intangible social and cultural impacts 

Program Quality 
• Performance based > award winner, long-running, famous 
• Satisfaction based > think publics here 



Organizational Quality 
• Trained staff and volunteers 
• Philosophy and values 
• Management systems 

Service Quality 
• Defined by considering customers expectations, experiences, satisfactions 
• Similar to anticipation, participation, reflection 

Quality Management 
• Kaizen: continuous quality improvement > more than management, way of 

life where focus is on a continual, gradual improvement of what is important 
to customers 

• Managers are responsible for controlling the attitudes and behaviors of staff 
and volunteers 

• Ongoing research into customer needs, wants and experiences is essential 
• Market research must include importance-performance (IP) measures 
• Understand that no event service can be totally perfected, that gaps will 

arise, so constant improvement is needed 
 
Exam 
 



Mihaly Csikszentmihalyi – 1975 - Leisure Theory of Flow 

Flow = becoming so involved that nothing else matters > what we feel, what we wish, 
what we think are all in harmony 

Described by 

• Athletes = zone 
• Religious mystics = ecstasy 
• Artists & Musicians = aesthetic rapture 

Reach this optimal experience through different activities but in similar ways 

Characteristics of Flow: 

1. Loss of self-consciousness – boundaries pushed forward without self-scrutiny 
2. Action and awareness merge – activity becomes automatic because participants 

become part of it 
3. Sense of self-control – participants feel in charge of what they are doing 
4. Altered sense of time – lose track of time and it passes quickly 

Specific conditions are important to enabling Flow: 

1. The rules of action/success are clear with immediate feedback 
2. Participants engage in the activity for its own reward – intrinsically motivating 
3. Activity has a balance of challenges and perceived skills 

 
C     high 
H        I 
A        I 
L  boredom     I   flow 
L _________________________________________ 
E        I 
N  apathy     I   anxiety 
G        I 
E      low 
S 
     SKILLS 
 
 
Can we provide activities at festivals & events to create flow?  What happens if we do? 



Arizona State University – Downtown Campus  
SCRD - College of Public Programs 

PRM 322 
Special Event Programming – fall 2010 

 
Instructor 
Vern Biaett, Jr.  CFEE 
 (623) 877-3204    vbiaett@asu.edu 

As a Faculty Associate I do not have an ASU office or assigned office hours.  I will, by  
appointment, meet with students either before or after class as requested.  

 
Course Description 
This course introduces students to the basics of how special event producers create and ensure 
quality experiences, how they mix and match a variety of program elements to create their event 
portfolio, how they manage the event life cycle, and use the latest thoughts on customer service 
for success.  It also will delve briefly into the special event permit process from both the view of 
the permitting agent and those applying for permits.  
 
Course Focus/Goal 
Event producers consider a multitude of possibilities and challenge general assumptions as they 
plan and produce an event.  This course is designed to provide an introductory base of theoretical 
knowledge and practical skills focused on the philosophical aspects of planning and producing an 
event. The goal of the class is to prepare students to be successful when required to produce or 
assist in the production of special events for a facility, an organization, a community, or at the 
tourism based level. 
 
Course Objectives 

• To foster professionalism with an understanding of event theory and methods. 
• To be able to plan and produce successful special events. 
• To be aware of recent trends in experience programming and customer service. 
• To develop teamwork skills in the assessment of a special event program. 
• To develop a greater network of special event professionals. 

 
Course Style 
The instructor will use an interactive lecture format that requires students to participate in 
classroom discussion, research a local special event as out of class experiential learning, prepare 
a group report and make an in-class power point presentation and provide peer evaluations.  
Students will be expected to complete assigned readings prior to the dates the material will be 
presented allowing the instructor to focus on the main subject points. 
 
Text 
Event Management & Event Tourism by Donald Getz (Cognizant Communications Corporation 
2005) ISBN 1-882345-46-0 (softbound)   Material from the text not discussed in class may be 
included on the exam.  Note:  This is the same text used for RTM 486, 322, 323, 324, 325, 326, 
327,328 and 388.   Required reading for this course will be Chapter 6 – Event Experience, 
Programming, and Quality. 
 



Course Requirements/Grading 
100 points       Participation:  There are 4 classes of lectures/exams (2 hour each from 6-8 pm)  
 and 1 class day of student presentations (3 hours from 6-9 pm) - 20 points  
 each day.  The 4 hours of unused lecture time are being exchanged for the  
 4 hour experiential fieldwork project. 
100 points       Fieldwork Project:  To be graded on completeness and effort of written report =  
 60 pts, in-class presentation = 30 pts, spelling/grammar/form = 10 pts 

• Students will make an experiential field trip to a local festival or event of 
their choice (attendance: 500 minimum) to study the event’s programming.  
It is anticipated this will take 4 hours.  

• Reading the book will enhance your ability to gather information to 
complete your study and report – additional details provided in class. 

• Each student will prepare a written paper of their findings.  It should be 
between 2 pages minimum and 4 pages max, in 12-point type, double-
spaced with all margins set at 1 inch.  Please, no fluff! 

• Students will give a 4-5 minute, in class, power point presentation of their 
findings.  EMAIL POWERPOINT TO VBIAETT@ASU.EDU BY 
MIDNIGHT ON SUNDAY NOVEMBER 28TH.  In addition, students 
will provide peer reviews of each others’ presentations.     

50 points         Class Notebook & Chapter 6 Outline:  Students need to compile class notes
 into their special events notebook.  They should also outline chapter 6 of  
 the book.  Score will be the same as score on exam as a reflection of value. 
 50 points Exam:  essay - open notes/outline  – hard? – based on attitude 
  

Extra credit or special assignments for missed classes will not be available for this class 
 
A+ 300 pts          A 285-299 pts   A- 270-284 
B+ 260-269 pts    B 250-259 pts   B- 240-249 
C+ 230-239 pts    C 210-229        D   180-209 pts   E   less than 180 pts 
 
Course Schedule        Readings 
11/2 Introduction to Course      chapter 6 

 Syllabus - Student Expectations 
              Understanding Experience 
11/9     Developing the Special Event Program Portfolio 
 Activities 
 Stakeholders 
 Style  
11/16 Program Life Cycles 
 Permitting 
11/23 Quality – the key to special event program planning 
 EXAM 
11/30 Exams returned 

Fieldwork Project Written Reports due 
Fieldwork Project Presentations 

mailto:VBIAETT@ASU.EDU
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ON SITE EVENT MANAGEMENT 

PRM 323 
GUEST SPEAKER DETAILS 

 
Thank you for agreeing to speak to my ASU class this semester.  I appreciate you taking 
the time to do this.  Below is the basic info on the class.  I’ve also attached a Map and 
some suggested an outline of topics we will cover: 
 
COURSE NAME:   RECREATION & TOURISM MANAGEMENT 
            SPECIAL EVENTS CERTIFICATE PROGRAM 
 
TOPIC: ON SITE EVENT MANAGEMENT – A CASE STUDY ON THE 

STAFFING AND SECURITY PLANNING FOR THE TEMPE 
BLOCK PARTY 

 
FORMAT:  Panel discussion – will ask each of you to give a brief introduction  

of yourself (i.e. personal history, education, current job position, job 
responsibilities)  

 
ATTENDEES:  Kevin Renwick, Vic Sidler, Mick Hirko, Elizabeth Gill 
 
TIME: 7:00p-8:30p (class starts at 6:05pm – I will discuss staffing 

concepts with the class and then break at 7pm at which time I’ll 
invite you all in to start the panel discussion) 

 
LOCATION:  ASU-Downtown Campus (University Center- UCENT) 
   411 N. Central Ave 
   Phoenix, AZ  85004 
   University Center Building  (UCENT) ROOM #282 
 
PARKING:  Parking is available in the ASU Lot on the southeast corner of 
   Fillmore & Central Ave, immediately north of the Cronkite  
   Building.  I will provide validation stickers when I see  

you. 
 
STUDENT INFO: 45 Students (95% Female/5% Male); Mix of underclassman & 

Graduate Students; Ages Range from 20-38; Various Majors; This 
is an elective “Certificate Program,” which means they are into this 
topic and have aspirations to work in the entertainment event field 
in one form or another. 

 
Please call me if you have any questions regarding the above, or if you get lost trying to 
find the classroom (M:  602-620-3351).  Look forward to seeing you! 
 
Regards, 
 
Kevin 
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ON SITE EVENT MANAGEMENT 
PRM 323 

GUEST SPEAKER DETAILS 
 

 
TOPIC:   

STAFFING – OPERATING AND SECURING 
YOUR EVENT -  “A Tempe Block Party 
Case Study” 

 
 

TOPICS THAT WE WILL DISCUSS TOGETHER..... 
 
 
Hot to build a staffing / security plan from scratch – where to you 
begin? 
 
What determines the need for Police vs. Private Security vs. 
Volunteers? 
 
How many staff do you manage during the block party?  What are 
some of the different positions and what is the organizational 
structure? 
 
How has  the growth of the Tempe Block Party affected security 
and staffing planning? 
 
What is the biggest security challenge at the Block Party? 
 
How does your staff interact with the Event Staff?   
 
What are some Current trends in event security industry?  
 
Share some “real” experiences/examples/nightmares/etc.  
Working with the event public and also with event staff 
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ON SITE EVENT MANAGEMENT 

PRM 323 
GUEST SPEAKER DETAILS 

 
Thank you for agreeing to speak to my ASU class this semester.  I appreciate you taking 
the time to do this.  Below is the basic info on the class.  I’ve also attached a Map and 
some suggested an outline of topics we will cover: 
 
COURSE NAME:   RECREATION & TOURISM MANAGEMENT 
            SPECIAL EVENTS CERTIFICATE PROGRAM 
 
TOPIC: EVENT PERMITTING – IS YOUR EVENT LEGAL 
 
FORMAT:  Open Discussion –  will ask you to give a brief introduction  

of yourself (i.e. personal history, education, current job position, job 
responsibilities)  and then discuss the process in getting an event 
permitted in the City of Phoenix (see attached questions that we’ll 
cover 

 
ATTENDEES:  Joe Swicklik – City of Phoenix 
 
TIME: 7:00p-8:30p (class starts at 6:05pm – I will general event permitting 

issues until  7pm at which time I’ll invite you to start your discussion 
 
LOCATION:  ASU-Downtown Campus (University Center- UCENT) 
   411 N. Central Ave 
   Phoenix, AZ  85004 
   University Center Building  (UCENT) ROOM #282 
 
PARKING:  Parking is available in the ASU Lot on the southeast corner of 
   Fillmore & Central Ave, immediately north of the Cronkite  
   Building.  I will provide validation stickers when I see  

you. 
 
STUDENT INFO: 45 Students (95% Female/5% Male); Mix of underclassman & 

Graduate Students; Ages Range from 20-38; Various Majors; This 
is an elective “Certificate Program,” which means they are into this 
topic and have aspirations to work in the entertainment event field 
in one form or another. 

 
Please call me if you have any questions regarding the above, or if you get lost trying to 
find the classroom (M:  602-620-3351).  Look forward to seeing you! 
 
Regards, 
 
Kevin 
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ON SITE EVENT MANAGEMENT 
PRM 323 

GUEST SPEAKER DETAILS 
 

 
TOPIC:   

EVENT PERMITTING  - IS YOUR EVENT 
LEGAL? 

 
 

TOPICS THAT WE WILL DISCUSS TOGETHER..... 
 
How do you know when you need an event permit? (i.e public event, private 
event, city property, private property, etc.) 
 
What are the different types of permits required and what are the associated 
costs? 
 
How do the permit requirements affect your on site layout with regards to staging, 
generators, attendance, sound ordinances, fireworks, street closures, etc. 
 
Does the city ever waive permit fees (i.e non profit events?) 
 
What is the most common mistake event planners make when dealing with city 
requirements and special events? 
 
How do you go about getting a liquor license for a special event?  
 
If you have a private event, do you actually need a liquor license? 
 
Has the city ever shut down an event for not having the proper permits? 
 
Can you give us some examples of the different types of events that your office 
assists in getting event permits and how the process differs between a small 
gathering vs. a large event such as Fab Phx. 4th. 
 
How much say does the city have in requiring police, fire, ems etc at your events? 
 
Will the city come out on site to assure you have all proper permits? 
 
What are the insurance requirements for the events? Does it vary by type of 
event? 
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PRM 324 – 2/22/11 
 
Welcome 

• Who are we? Where are we going? 
• What is required – the syllabus 
• Research project teams 

 
Introduction to Festival Site Design 
In Class Small Group Exercise – What do you know right now? 
 
What is Design? 

• It is not linear / straight line 
• It is more web-like, more kaleidoscopic 
• Like leisure – a big concept to put your arms around 
• Think of the internet with millions of possibilities and options > example: booking an airline flight 
• Event manager’s minds must mirror this concept 
• Must consider every possibility and challenge every assumption 

 
Site design is included as part of all 5 basic elements program planning – this class continues to expand your 
knowledge based on this 

• Stakeholders/marketing > the “Look” > the experience (A-P-R) 
• Budget 
• Staff 
• Facilities & Equipment > tents, SSL, waste management, utilities, other 
• Activities > accessibility, security, amenities, décor, green 

 
Philosophy – Putting Heart into Festival Design 

• The word EVENT comes from Latin e venire > e = out, venire = come, together they mean OUTCOME 
• Event management law:  Research + Design = a planned successful outcome 
• Event manager’s goals in site design are to produce: 

1. Multi-dimensional, multi-sensory, innovative, highly creative and unique experiences, that 
2. Transform their guests and exceed their guests expectations 

 
Create an Environment 

• A park, a downtown street, an activity hall all have the same challenge (examples) 
• How can the site be adapted to meet the goals of site design (group exercise) 

 
Generic Types of Event Settings 

• Assembly > conventions, concerts, festivals, spectator sports > facilities or outdoor settings for viewing 
and listening 

• Procession > parades, flotilla, marches > linear, mobile activity > most common setting is the street > 
audience is standing, sitting possible moving with procession 

• Linear-Nodal > procession combined with activity nodes > marathon is good example 
• Exhibition/Sales > entice entry, circulation a must, possible viewing and/or sales > food & beverage 

concessions or arts & crafts are good examples 
• Open Space > parks, plazas, closed off streets > free movement a must, but often include assembly, 

procession and exhibition/sales settings 
• Activities > includes “purpose built” facilities and “support” facilities 

 Purpose > Sports facilities, amusement rides, primary use is events 
 Support > entrance, exit, storage, security, dressing rooms, restrooms, garbage, parking, etc 



Multi-sensory – Designing with the Five Senses 
• Tactile, smell, taste, visual, auditory 
• Used by Disney to create circulation 
• Smell is the most powerful because of the memories and emotional responses it produces 
• Example: Gone With the Wind Theme 

 Old South backdrop – visual 
 Stephen Foster music – auditory (buzz: soundscaping) 
 Rhett & Scarlet look a-likes greeting people with handshakes and hugs – tactile (and visual) 
 Southern fried chicken, greens and grits – taste 
 ADD the Jungle Gardenia perfume to complete the total sensory experience 

• The secret to all this is to find the right blend/mix/match 
 

PRM 324 – Second class 
 
Quick Review from last week 

• The event manager’s goals in site design are to produce Experiences: 
1. That are 
 Multi-dimensional 
 multi-sensory 
 innovative 
 highly creative 
 unique 

2. That transform their guests 
3. That exceed their guests expectations 

• Event managers create an environment > a park, a downtown street, an activity hall all have the same 
challenge > how can the site be adapted to meet the goals of site design 

 
Managing The Crowd 

• Attendance – how to estimate size (In Class Small Group Exercise 
• Can design create experience? (In Class Small Group Exercise) 
• Crowd behavior directly related to site design 
• Sites need to be “Legible” > clear in organization and meaning 
• Lynch principles of maximum legibility 

 Use landmarks to improve orientation 
 Use pathways > don’t mix pedestrians with vehicles > avoid the maze > use directional signs 
 Nodes > attract crowds > make it easy for them to get to them, through them and around them 
 Edges > have total event boundaries and district (function area) boundaries 

• Traffic flow creates revenue generation > avoid dead ends and cul-de-sacs > avoid clutter, congestion, 
bottlenecks 

• Does traffic have to flow two-ways? 
• Circular traffic flow is desired 
• Block off traffic to high risk areas 
• Avoid and/or manage lines (queuing) > time is forever, but adds value 
• What is your capacity?   
• Crowd management vs. crowd control 
• IT IS THE EVENT MANAGERS RESPONSIBILITY TO CREATE TRAFFIC FLOW INTO 

EVERY FUNCTION AREA OF THE EVENT – PERIOD! 
 
Entrances / Reception Areas 

• Immediately establish event name and theme – WOW! - dazzle 



• Entrance “gate?” > what are its functions???  
• Entrance people > guards, ticket sellers/takers, characters, information/greeters, registration clerks, 

wristbanders 
• Create a positive impression > an ah-ha is better 
• What about lines? > damage control > alt lines, entertainers > one line for everything if possible 
• Entrances are also the exits 

 
Public Function or Activity Areas at your site 

• One big area 
• Nodes > stages, vendor areas, F&B areas, kids areas, décor areas, restrooms, quiet areas, exhibit areas, 

animal areas, amusements +++ 
 
Special Sites - Fireworks 

• 70 feet per inch – shell sizes matter 
• Cake vs. Class A vs. Ground Effects 
• Big boom vs. Artistic 
• movie 

Special Sites - Parades 
• Location issues 
• Route considerations – hourglasses  
• Three basic elements of design 

 Staging > Route > De-staging 
Issues of Accessibility 

• Visibility  
 Visible for who? > guests vs. media 
 Setting > address > signs (AIF example) 
 Spontaneous attendance 

• Accessibility 
 How do people get to your event? > walk, public transportation, car, air travel  
 What are the arrival patterns? > traffic issues, guests & event (load-in, fireworks) 
 Parking > will you need off-site parking & shuttles (more in security below) 
 ADA > visual/auditory/physical > work with disabled community > contingency plan > 

thoughts: parking, drop off, ramps, restrooms, quality of experience (butts), dogs, admission 
• Centrality – marketing value 
• Clustering 
• Cost of setting 
• Support services 
• Appropriateness 

 Detours, Business concerns, Noise, Lights, Litter, Behavior problems 
• Atmosphere and Image 

 Tempe/Glendale/Scottsdale vs. Phoenix/Peoria/Mesa 
• Parking – ideas from Dr. Peter Tarlow’s Event Risk management & Safety (Wiley, 2002) 

 Parking lots are dangerous places 
 People drive like there are no rules – use attendants 
 Pedestrians assume lots are safe – separate them from drivers 
 Where did I park?  - use location signs 
 Beep, Beep, Beep – alarms 
 Weather problems – shuttles and trams may help 
 Crime – patrol and lighting 
 Kids – drop off areas? 



• Parking – Vern’s ideas 
 First and last impression 
 Clean 
 Well maintained – example: Westgate 
 Restrooms 
 One-ways for exit from lots, on streets 

Size, Weight and Volume 
• Size matters – does it fit? example: Glendale tent 
• Weight matters – staging > building permits/inspections > examples: Phx Jazz Fest tower – Glendale 

Glitters 
• Volume matters – capacity vs. stuff > estimate crowd first, then design 
 

PRM 324 – Third class 
 
Amenities, Décor, Themes 

• Build your event on your amenities: examples: ZooLights, Chocolate Affaire, Sunday on Central, Garlic 
Festival, Simply Citrus (-) 
 Also, amenities can mean “special things” > added value, gifts, child care 

• Décor 
 Can your site be the décor? 
 Temporary works of art 
 Great place for creativity and imagination 
 Own or rent? 
 For on-site guests and media? 
 Small to big – or lost? 
 Passive and active – maybe interactive > example: Shakesphere 
 Tech 
 Flowers 
 Ballons 
 Tables and tents and signs and ????? 
 Remember – its old wine in new bottles > the basic principle is satisfying a guests sensual, 

physical and emotional needs 
• Themes 
 Originated with the masquerade 
 Robert Kring’s Party Creations: A Book of Themed Design (Clear Creek Publishing, 1993) states, 

“theme development and implementation are really very easy.  Themes can be built on just about 
any item you can think of.” 

 Dr. Joe Goldblatt’s three basic theme sources > 1) destination, 2) pop culture, 3) historical and 
current events  

Green and Sustainable 
• Why? 
 The right thing to do 
 Guest demand it 
 Possible legal requirement 
 To educate 

• Create a policy and be consistent 
• Sustainable development principles 
 Consider environmental, economic, social and cultural processes 
 Maximize benefits in each category 
 Minimize negative impacts 



 Endurance without consuming or spoiling the resources upon which they depend – especially 
the vital resource of community goodwill and support 

• Examples of environmental activity 
 Cherry Creek Arts Festival – 124-126 in book 
 Recycle 
 No foam 
 Leftover food to shelters 
 Leftover merchandise to thrift shops 
 Leftover materials to schools 
 An activity to improve the environment 
 Electronic registration 
 Carpooling 
 LED lighting 

Thoughts on Equipment 
• Tents > size > height > > signs > décor > safety 
• Tables and chairs > type > decor 
• Stages – Sound - Lights 
• Fences – perimeter and interior 
• Waste management - Potties and trash containers 
• Generated power 
• more 

  
 

 



 

PRM 324 – Presentation evaluation SCORE:____ 
 
 
TEAM: 
 
 
Introduction:  something different and creative?  YES  NO 
 
 
 
Delivery:    Strong  Average  Weak 
 
 
 
Content Presentation:   was the project explained in detail? 
 
  YES   KIND OF   NOT REALLY 

 
 
 
 
 
 
 

Recap/questions:  had a closing, stated conclusions, didn’t leave us hanging - 
asked if there are any questions - ready to answer 
 
   YES  KIND OF   NOT REALLY 
 
Extras:    handouts  creative presentation  

 
humor  opinions  wows!!!! 

 
   Other: 

 
Time:   



Arizona State University – DTC  
College of Public Programs - SCRD 

PRM 324 
Festival Site Design – spring 2011 

 
 
Instructor 
Vern Biaett, Jr.  CFEE 
 (623) 877-3204    vbiaett@asu.edu 
 
Office Hours 
As a Faculty Associate I do not have an ASU office or assigned office hours.  I will, by appointment, meet with 
students either before or after class as requested.  
 
Course Description 
This course expands on the basic concepts of program planning for special events with an in depth examination 
of the numerous design aspects that festival and event producers must consider to successfully produce 
innovative, highly creative and unique experiences for their guests. 
 
Course Focus/Goal 
Event producers consider a multitude of possibilities and challenge general assumptions as they research and 
design an event.  This course is designed to provide a base of theoretical knowledge and practical skills focused 
on the philosophical aspects of designing an event as well as the practical aspects of accessibility, layout, 
facilities and equipment. The goal of the class is to prepare students to be successful when required to produce 
or assist in the production of special events for a facility, an organization, a community, or at the tourism based 
level. 
 
Course Objectives 

• To foster professionalism by understanding event theory and methods. 
• To be able to design an attractive and effective site appropriate to the conceived event and its 

environment. 
• To be aware of recent trends in making events sustainable, in part by implementing “green” concepts of 

layout and design.  
• To work as a team member in completing on the job work experiences. 
• To continue developing a network of special event professionals. 
 

Course Style 
The instructor will use an interactive lecture format that requires students to participate in classroom discussion, 
research a local special event, prepare a group report and make an in-class power point presentation and provide 
peer evaluations.  Students will be expected to complete assigned readings prior to the dates the material will be 
presented allowing the instructor to focus on the main subject points. 
 
Text 
Event Manangement & Event Tourism by Donald Getz (Cognizant Communications Corporation 2005) ISBN 
1-882345-46-0 (softbound)   Material from the text not discussed in class may be included on the final exam.  
Note:  This is the same text used for RTM 486, 323, 324, 325, 326, 327,328 and 388.   Required reading for this 
course will be Chapter 4 – Site Planning, Operations and Logistics. 
 



Course Requirements/Grading 
Participation:  There are 4 classes of lectures and presentations - 25 points each  
Small Group Research Project: completeness and effort (50 pts), in-class presentation (50 pts) 

• Students will be divided into work teams that will create and design a “Fun Theory” 
project that could be used at a special event 

• Each team will prepare a written report on their project.   It should be in 12-point type, 
double-spaced with all margins set at 1 inch (AP style) 

• Work teams will give an in-class power point assisted presentation of their projects and 
be prepared to answer follow-up questions.  In addition, students will provide peer 
reviews of each others’ projects for immediate feedback.     

Exam : 100 points 
Extra Credit: no extra credit will be available for this class 
 
A+ 300 pts    A 280-299 pts    A- 270-279    B+ 260-269 pts    B 250-259 pts    B- 240-249pts 
C+ 230-239 pts    C 210-229pts    D 180-209 pts    F less than 180 pts 
 
Course Schedule          Readings 
2/22 Introduction          chapter 4 

• What do you know – in class exercise – small groups 
• Site Design defined 
• Review of Program Planning Elements 
• Philosophy of Site Design 
• Creating Environment – Types of Settings 
• Using the Five Senses 

 
3/1 Bringing the Pieces Together to Create a Site Plan 

• The Crowd – attendance numbers … estimation exercise – small groups 
• The Crowd - creating flow 
• Entrances / Reception Areas 
• Function Areas 
• Special Sites – Fireworks, Parades 
• Issues of Accessibility – traffic, parking, transportation, ADA 
• Size, Weight and Volume Considerations 

 
3/8 Combining Event Concepts and Equipment with Your Facilities  

• Décor and Themes 
• Environmental and Sustainable Issues 
• Equipment  

 tents, tables, chairs and other basics (usually rentals) 
 staging, sound and lights 
 fencing – perimeter and interior 
 waste management - potties and trash containers 
 generated power 
 and more 

 
3/15 Spring Break – no class 
 
3/22 Exam, Small Group Research Project reports due and in-class Presentations 
 
 



SCHOOL OF COMMUNITY RESOURCES AND DEVELOPMENT 
STUDENT POLICIES AND PROCEDURES 

 
1. Students must meet all course prerequisites listed in the ASU general catalog.  Students not possessing these prerequisites 

will be withdrawn from the course. 
 
2. Withdrawal (http://students.asu.edu/withdrawal)  

Course Withdrawal 
During the first ten weeks of the fall and spring semesters, you may withdraw from any course with a grade of "W." Courses 
with alternate begin and end dates (such as summer or winter sessions) may have an adjusted withdrawal schedule. 
Withdrawals may be initiated by signing in using your ASURITE ID or in person at any registration site. 

Courses from which you withdraw will remain on your transcript with a grade of "W." Please consult the refund schedule to 
determine whether you will or will not be eligible for any refund after withdrawing. 

It is your responsibility to initiate a withdrawal if unable to attend a course. Failure to withdraw will result in a grade of "E" 
being assigned for the course. At the discretion of the instructor, students who do not attend class during the first week of a 
semester may be administratively dropped from the course. 

Note: Withdrawing from a class or from all of your classes is a serious decision, and should be viewed as a last resort.  

Complete Withdrawal 
You may request a complete withdrawal from the university through the semester transaction deadline, which is typically 
during the end of the semester. Undergraduate students are required to request a complete withdrawal in person. 

Complete withdrawals should be viewed as a last resort as there may be serious academic and financial consequences in 
processing a complete withdrawal. Because making a complete withdrawal from the university is a difficult decision, the 
university has many resources in place to help. You are encouraged to consult with your academic advisor to explore 
alternatives. 

Special Circumstances 
Medical withdrawals are available for students needing to withdraw due to medical reasons. This policy covers both physical 
and mental health difficulties. Medical withdrawals must be requested in person from the dean's representative (medical 
designee) of the college of the student's major, and submitted with appropriate documentation for review. 

Compassionate withdrawals are available for students needing to withdraw due to significant personal reasons not related to 
the student's health. Examples are caring for a seriously ill child or spouse, or death in the student's immediate family. 
Compassionate withdrawals must be requested in person from the dean's representative (compassionate designee) of the 
college of the student's major, and submitted with appropriate documentation for review. 

Instructor-initiated withdrawals are made when an instructor withdraws a student from a course with a grade of "W" or "E" 
in cases of disruptive behavior. 

Military withdrawals are available for students activated for military action. Military activated students will receive some 
regulatory relief in the recalculation of financial aid and the calculation of tuition and fee charges. Students requesting a 
military withdrawal should contact the Veterans Services Office at the Tempe campus at 480.965.7723 or at the West campus 
at 602.543.8820. 

 
3. The faculty in the School of Community Resources and Development assume that academic honesty will serve as the 

cornerstone of the academic experience.  Academic dishonesty will not be tolerated.  This includes, but is not limited to, 
cheating, plagiarism, or deception on an exam, paper, or class assignment.  Plagiarism is defined as "intentionally or 
knowingly representing the words and/or ideas of another as one's own in any academic exercise" (Board of Regents Code of 
Conduct and Academic Dishonesty).  Cheating and plagiarism may result in disciplinary action including, but not limited to, 
a failing grade on the assignment, a failing grade in the class, or suspension/expulsion from the university.  Please note the 
following links to ASU policies.  Students are responsible for reviewing and complying with all ASU policies: 

 
 Academic Integrity Policy 
 http://www.asu.edu/studentaffairs/studentlife/judicial/academic_integrity.htm  
 
 Student Code of Conduct 
 http://www.abor.asu.edu/1_the_regents/policymanual/chap5  
 
 Computer, Internet and Electronic Communications Policy 
 http://www.asu.edu/aad/manuals/acd/acd125.html 
 



4. The instructor of a course has full authority to decide whether or not class attendance is required.  During the second week of 
classes (Fall or Spring), the instructor can drop a student for non-attendance.  It is the student's responsibility to contact the 
instructor before the end of the first week of classes if absences during that period cannot be avoided. 

 
5. Class Attendance and Participation - Students are expected to attend class regularly and participate in all class discussion.  

Excessive absences will result in lower course grades.  If absences are excessive, but medically excused, a student will 
receive an "I" or "W," depending on the circumstances.  Tardiness constitutes an absence. 

 
6. Students are asked to show common courtesy to others in order to encourage a positive learning environment for all.  Cell 

phones, pagers, and other electronic devices are to be turned off throughout the duration of the course.  There is to be no 
eating or drinking in the classroom. 

 
Please refer to the ASU General Catalog (http://www.asu.edu/catalog) for additional information and the schedule of classes 
for withdrawal date deadlines. 
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Event Design Concepts 

1)  Amenities 
2)  Décor 
3)  Themes 
4)  Green/sustainable 
5)  Equipment 
6)  Fireworks 

Amenities 

What does your 
community or site 
have that is special 

or unique? 

Decor 

Overall arrangement 
of  scenery and 
furnishings in a 

setting 
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Themes 

The principle topic or 
subject 

In music  
short melody repeated 

in different forms in 
an elaborate 
composition 

GLEE 

Green & Sustainable 

Reuse 

Reduce 

Recycle 

Equipment 

What are you using? 

Is it part of the décor 
and theme? 
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Fireworks 

Ground Displays 
< 3 inches = Cake 

> 3 inches = Class 1 

1 inch = 70 feet 

Set – Fire - Finish 

Fireworks 

$/minute = better 
3 inch = $10 
4 inch = $20 
5 inch = $40 

Big Bang vs. Artistic 

Fireworks 

Video 
from 

National Geographic 
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Today’s Final Words 

FunTheory 

Exam 

Be Safe on Spring 
Break 



NAME: ______________________________________________________ 
ASU Down Town Campus 
RTM 324 – Festival Site Design – Spring 2011 - Exam 
 
Select the BEST answer for these questions straight from the book – 4 points each 
 
There were a number of generic types of event settings presented in chapter 4 – which of the 
following were included 

1) Zones 
2) Processions 
3) Clusters 
4) Ques and Ways 
5) None of the Above 

 
One of the problems with using streets and sidewalks to stage events is that architects and builders 
fail to account for seasonal changes and the needs of public gatherings 

1) True 
2) False 

 
The appropriateness of an event setting is often determined by support facilities such as storage, 
showers, waiting areas, utilities, and parking 

1) True 
2) False 

 
Streets, stadiums, and other buildings provide the right atmosphere for events and are better suited 
than historic districts, waterfronts, and gardens for hosting an event 

1) True 
2) False 

 
Site planning is 

1) not as important to the event as programming 
2) always the most critical aspect in determining success 
3) used to keep visitors from channeling 
4) often used to create a “wow” factor 
5) all of the above 

 
Event managers are concerned with “design capacity” 

1) when limits need to be placed on the number of attendees 
2) because of danger associated with congestion 
3) when catering to peak vs. average attendance 
4) due to fire and building codes 
5) all of the above 

 
When designing the participant traffic within an event, planners 

1) prefer random as opposed to circular flow 
2) reduce clutter by using cul-de-sac designs 
3) allow pedestrians and vehicles to mix only if speed can be controlled 
4) should maximize their use of signs 
5) all of the above 

 



When discussing operation plans and logistics Getz presented a table of factors affecting the 
planning and design of festival places that included the three main categories of setting, management 
systems, and people 

1) True 
2) False 

 
The principles of sustainable development are used to guide sustainable events and include the 
categories of 

1) Communication processes 
2) Design processes 
3) Social and Cultural processes 
4) Political processes 
5) All of the above 

 
The Volvo Ocean Race and its environmental blueprint was used as an example of how an event can 
strive to become more “green” 

1) True 
a) False 

 
 
 
Select the BEST answer for these questions from the lectures – 4 points each 
 
What is event design? 

1) it is linear 
2) like leisure it is an easy concept to understand 
3) it forces an event manager to challenge assumptions 
4) it determines what the event program will be 
5) all of the above 

 
Event site design is part of all 5 basic program planning elements that includes 
Stakeholders/Marketing, Budget/Finance, Staff/Volunteers, Facilities/Equipment and 

1) décor/theme 
2) utilities 
3) the experience 
4) activities 
5) sponsorship 

 
The event manager’s goal in site design is to produce events that 

1) transform their guests 
2) exceed guest expectations 
3) are multi-dimensional 
4) are multi – sensory 
5) all of the above 

 
Accessibility in site design refers to 

1) ADA rules and regulations 
2) Arrival patterns of participants 
3) Parking issues 
4) All of the above 
5) Only 1 and 3 from above 

 



When it comes to event parking lots 
1) Drivers are cautious and follow the rules 
2) Pedestrians are cautious and concerned for their safety 
3) Often act as the first and last impression of an event 
4) Planners must provide parking for every handicapped driver 
5) All of the above 

 
Which one of the following were NOT included in Dr, Joe Goldblatt’s three basic sources of themes 
for events? 

1) Historical and current events 
2) Destinations 
3) Pop culture 
4) Old Movies 
5) all of the above 

 
Why should festivals and events try to be more green and sustainable? 

1) It is the right thing to do and visitors often demand it 
2) To generate revenue 
3) To attract media coverage 
4) To cash in on energy credits 
5) All of the above 

 
If you shot off a fireworks show with 6 inch shells you would need to provide a minimum safety zone 
with a diameter of how many feet around the firing site? 

1) 300 feet 
2) 360 feet 
3) 420 feet 
4) 600 feet 
5) None of the above 

 
It is the event manager’s responsibility to create traffic flow into every function area of the event 

1) True 
2) False 

 
Which of the following cannot really be used for décor at a large outdoor event? 

1) Tables and chairs 
2) Flowers 
3) Temporary works of art 
4) Signs 
5) None of the above 

 
 
 

 
Select the BEST answer for these questions from the extra readings – 4 points each 
 
In the article on building a Parade from Scratch the author fails to provide much information on 

1) The parade site design 
2) Parade operations 
3) City permits and requirements 
4) The parade line up 
5) None of the above 



 
In the article on Location the author did not mention which of the following as a reason to select a 
certain site for your event 

1) Visibility 
2) Existing foot traffic 
3) Concerns for safety 
4) Future growth 
5) Parking 

 
Heather Sweeny, a student from the 2010 324 class, prepared a report on fireworks that included 

1) Companies that provide fireworks 
2) The safety requirements for fireworks 
3) The different types of firework shells and their cost 
4) Details on how to create a fireworks show 
5) All of the above 

 
Jewel Green, a student from the 2010 324 class, prepared a report on crowd flow that included 

1) The transition zone at an events entry/exit 
2) Sign placement 
3) Discomfort and stress 
4) Understanding the behavior of individual visitors 
5) All of the above 

 
Lauren Wickham, a student from 2010 324 class, prepared a report on flowers as décor that included 

1) The creation of traditional memories 
2) The use of flowers at personal celebrations 
3) The use of flowers at corporate events 
4) The use of flowers for outdoor festivals 
5) Some, but not all of the above 

 
 
Bonus Question – 5 points (make sure you read this carefully and think about it) 
 
A good way to determine the number of porta-potties you might need for an event is to 

1) Have 1 unit for every 100 people + 1 handicapped unit for every 10 regular units 
2) Use a guide or calculator to get an estimate 
3) Understand the needs of your crowd 
4) By keeping records on last year’s event 
5) Some, but not all of the above 
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PRM 324 – Spring 2011 

Festival Site Design 

Who is Vern? 

40 years in Leisure 
20 years producing major festivals & events 
5 years teaching special events management 

3 years working on my PhD in SCRD with emphasis on 
the experiences of people at festivals 

Who are You? 

The Syllabus 
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FunTheory Projects 

Exercise – Making Space into Place 

What is Design? 

  It is not linear – like 
program planning it does 
not go from point A to 
point B 

  It is more web-like, more 
kaleidoscopic 
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The Best Special Event Producers … 

Consider every possibility 
and 

Challenge every assumption 

Part of the 5 Basic Programming Elements 

1)  Stakeholders / marketing 
2)  Budget / finances 
3)  Staff / volunteers 
4)  Facilities / equipment 
5)  activities 

The Heart of Festival Design 

Goal of site design is to produce: 

Multi-dimensional, multi-sensory, innovative, highly 
creative, unique experience 

that 

Transform guests and exceeds expectation 
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Create an Environment 

Type: Assembly 

Type: Procession 
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Type: Linear-Nodal 

Type: Exhibition Sales 

Purpose Built Support 

Type: Activities 
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Multi-Sensory 

Gone With the Wind Theme 

The Last Word 

Deep experience 
is never peaceful 

Henry James 



7/6/11 

1 

The Logistics of Site Design 

If only our foresight 
was as good as our 

hindsight 

Quick Review from last Week 

The goal is to produce 
events that are: 

•  Multi-dimensional 
•  Multi-sensory 
•  Innovative 
•  Highly creative 
•  Unique 

Crowd Management 

Attendance 

How to estimate 
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Crowd Management 

Crowd behavior is 
related directly to 
site design 

Can design create 
experience? 

Crowd Management 

Legible 

Crowd Management 

Traffic Flow 
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Entrances 

More than just 
a point at 

which to enter 

Public Function Areas 

Assembly 
one big area 

Public Function Area 

Linear-nodal  

smaller connected 
areas 
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Public Function Area 

Procession 
the parade 

Issues of Accessibility 

Visibility 

Issues of Accessibility 

Access 
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Issues of Accessibility 

Centrality 

Issues of Accessibility 

Parking 

Issues of Accessibility 

Parking 
Exits 
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Size, Weight, Volume 

Does it fit? 

Can it handle 
it? 

Tonight’s Final Word 

Volume Matters 

Capacity vs. Stuff 

Get the facts before 
you design 
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DAY OF FESTIVAL-IT’S 
SHOWTIME! 

VENDING COORDINATOR 
RESPONSIBILITIES 

 Festival Areas 
 Staffing 
 Operational Logistics 
 Load In 
 On Site Coordination/Communication 
 Load Out 
 Clean Up 
 Evaluations 

FESTIVAL AREAS 

 Arts & Crafts 
 Business 
 Non-Profit 
 Kids Rides/Inflatables 
 ATM’s 
 Marketing/Data Collection/Sampling 
 Food 
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STAFFING 

 Payroll 
 Contract 
 Volunteers 

 Do you have a “lead” for each area? 
 How are responsibilities assigned? 

 Check In, Check Out, Operational Equipment 
  Radio 
  Golf cart 
  Maps 

OPERATIONAL LOGISTICS 

  Ice 
 Water 
 Power 
 Equipment 
 Timeline 

VENDOR LOAD IN 

 Vendor Lists 
  Alphabetized 
  By space number 

 Vendor Maps 
  Full site map 
  Specific vendor area site map 

 Festival Site Maps 
 Extra Parking Passes 
 Site Marked Vendor Spaces 
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ON SITE COORDINATION & 
COMMUNICATION 

 Hierarchy for communication 
 Radio Ettiquette 

VENDOR LOAD OUT 

 Timeframe 
 Equipment Return 
 Cleanliness of Space 
 Collection of any Percentages 
 Avoid Congestion 

END OF EVENT CLEAN UP 

 Vendor Equipment Return 
 Festival Equipment Return 
 Vendor Space Cleanliness 
 Check Lighting 
 Check Water 
 Check Generators 
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STAFF EVALUATION 

 Submit in writing any issues or concerns 
encountered 

 Submit in writing a brief overview of your area of 
responsibility 

 Attend any scheduled festival production meeting 
evaluations as invited 
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Events: A Nonprofit 
Perspective 

College of Community Resources and Development  
Parks and Recreation Management Class, Feb 1st 2011  

Evelyn Brumfield, Keep Phoenix Beautiful 

What is a nonprofit? 

•  Charity       • Non-for-profit 
•  NGO/NPO     • 501(c)3 

These are all the same type of organization! 

A nonprofit organization is an organization that does not 
distribute its surplus funds to owners or shareholders, but instead 
uses them to help pursue its goals.  Examples of NPOs include 
charities (i.e., charitable organizations), trade unions and public 
arts organizations. Most governments and government agencies 
meet this definition, but in most countries they are considered a 
separate type of organization and not counted as NPOs.  

Who am I? 
Who is Keep Phoenix Beautiful? 
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What is tabling/exhibiting/vending? 

•  At the basic level, it is a space for an 
organization to connect with the 
community 

•  Can be directed toward young or old, 
funders or clients  

•  Can be informal or formal, structured 
or casual  

Goals – Why Table? 

•  Funding 
•  Volunteer Recruiting 
•  Marketing 
•  Membership Drive 

•  Interact with 
potential partners 

•  Network 
•  Raise Visibility 
•  Educate 

Best Practices! 
 What Event? 

 Who Will Be 
There? 

 What Time & How 
Long? 

 What Location? 

 Why Are You 
There? 
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How do we find events? 
Where do we exhibit? 

•  Sponsors 
•  Community groups 
•  Other nonprofits 
•  History! 

•  Fee? 
•  Area served? 
•  Does it align with 

the mission? 

What are the expectations? 

•  Communication is KEY! 
–  Who? Audience, # people, demographics? 
–  What? Casual or structured?  
–  When? Morning, afternoon, evening? Duration? 
–  Where? Location, parking, inside/outside? 
–  Why? Goal of the event? 
–  How? # Tables? # Chairs? Electricity? 

Questions? Comments? 



Arizona State University 
School of Community Resources & Development 

Vendors and subcontractors 
PRM 325 / Spring 2011 

 Tuesdays 6:05 p.m. - 8:55 p.m. 
January 18 - February 15, 2011 

 
Instructor 
Sarah Edwards (Hughes) 
602-261-8069 
sarah.edwards@phoenix.gov 
 
Office Hours 
I do not have an ASU office or assigned office hours.  By appointment I can meet with students either 
before or after class as requested; and I can always be reached by email or by phone as listed above. 
 
Course Description 

  Theory and skills focused on equipment rentals, food and beverage vendors, arts 
and crafts vendors, commercial vendors, and other subcontracted entities.  
 
Course Goals 
This course focuses on vendor management and communication.  Students will expand their 
knowledge of the types of vendors in special events and the process involved in getting vendors 
together to form a cohesive event via a smooth process. 
 
Course Objective 
The objective of this course is to provide practical knowledge necessary for students to be successful 
with vendors.  Students will also be required to have a hands-on experience working at a major special 
event, improve their written, verbal and communication skills, and have the opportunity to network 
with special event professionals currently working in the field. 

 Learn tools for effective vendor communication both written and verbal 
 Learn how to account for vendors and build an effective application 
 Learn about the different type of vendors in the event industry and how all the pieces fit 

together 
 
Course Style 
The instructor will use an interactive lecture format with guest speakers providing additional insight.  
Students are expected to participate in weekly discussions and will be graded accordingly.   
 
Text 
None 



 
PRM 325; Tuesdays 6:05 p.m. - 8:55 p.m. 

January 18 - February 15, 2011 
 

Course Expectations & Requirements 
Class attendance is paramount as we only have five weeks.  Participation in lectures is key to 
enhancing the outcome of the learning and creativity of the course. 
 
20 points each class 
 Given for weekly participation in class 
 
50 points 

 Post Event Vendor Evaluation.  Teams will work together out of class to draft a vendor 
evaluation form.  This form will be presented as a group project at the last class on 2/15/11.  
Each team will have 15 minutes to discuss their form.  Each team member must participate.  

 
20 points each 

 3 post-class reviews; to be emailed by 5pm on the following dates:  
 1/27/11  2/3/11  2/10/11 

 No more than two pages in length.  Late assignments will be accepted, but will only be worth a 
maximum of 10 points 

 
40 points 

 Attend festivals and events and collect the following information: 
 5 Vendors in each category-Arts and Crafts, Food, Information/Community, Business. 
 2 Vendors Data Collection/Marketing 
 Submit in an Excel document no later than April 1 to my email.  The information will then be 

compiled into a master document in each category for you to utilize as part of your vendor 
toolbox. 

 Please use the format that will be handed out in class. 
 
150 points 

 Final Project - to be graded on completeness (75 pts), effort (45 pts) and 
spelling/grammar/coherency (30 pts).  Students will participate in a major special event and 
acquire and report on the following:  

  1) Event type (arts festival, music, street festival, etc.) 
  2) Environment of vendors 
  3) Application and communication 
  4) Vendor interaction 
  5) Post event recap on what worked and what can be improved 
 Students will be required to spend a minimum of one full day (8 hour minimum) as part of an 

event interacting with vendors. 
 
25 points 
 Make up credit…only upon request…only if class is missed for illness 
 
Grading 
A+ 385-400 pts    A 365-384 pts   A- 350-364 
B+ 335-349 pts    B 315-334 pts   B- 300-314 
C+ 285-299 pts    C 250-284 
D   200-249 pts     
E         <200 pts 



 
 

PRM 325; Tuesdays 6:05 p.m. - 8:55 p.m. 
January 18 - February 15, 2011 

Course Schedule        
 
1/18  Introductions 

Overview of Class Goals  
Review of Class Syllabus and Assignments 

• Team Assignment Post Event Vendor Evaluation 
• Building a Vendor List Assignment (Grad compile master excel) 

Discussion of Vendor Categories/Classifications 
 
(county health, generator inspections, fire inspections, city and state tax departments) 
 

1/25  The Vending Process from start to finish 
• Steps to recruit, select, and follow up 

Building an application to get the information you “really want” through written 
communication 

• How to convert the information on the application to be your “roadmap” to your 
event 

  Guest Speaker (Keep Phoenix Beautiful) 
 
1/27  1st review due via email - DUE by 5pm 
 
2/1 Guest Speaker (Entertainment Solutions) 
 Confirmation Packets 
 
2/3  2nd review due via email - DUE by 5pm 
   
2/8 Guest Speaker (Tempe Festival of the Arts) 
  It’s Event Time!  On-Site vendor coordination 
 
  (Fireworks if time allows) 
 
2/10  3rd review due via email - DUE by 5pm 
 
2/15  Team Presentations on Post Event Vendor Evaluations 

Wrap Up & Review 
 Open discussion on what was learned over the course 

 
4/1  Vendor Contact List Due via email to sarah.edwards@phoenix.gov 
 
4/10  Final Project Due 
   



1 

Organizing  
Festivals 
Kate Hastings 
kate hastings & associates 

Background 
•  Owner & Principal, Kate Hastings & Associates, Denver & Phoenix 
•  Managing Director, Tempe Festivals of the Arts & APS Fantasy of Lights  
•  VP/Marketing, Mill Avenue District, Tempe, AZ 
•  President & CEO, Seattle Seafair, Seattle, WA 
•  Event & Marketing Director, World Youth Day, Denver, CO 
•  Vice President, Downtown Denver Partnership, Denver, CO (Taste of 
  Colorado, Parade of Lights, Cinco de Mayo, National Western Stock Show  
  Parade) 
•  Administrative Director, NCAA Men’s Final Four Basketball, KCMO 
•  Director of Competition, U.S. Figure Skating Association, Colo. Spgs., CO 
•  Marketing Manager, KC Masterpiece Barbecue Sauce, Prairie Village, KS 
•  Promotion & Events Manager, Downtown Council of Kansas City, KCMO 
•  LOC Member, Summer Olympic Games Bid, Denver, CO 
•  LOC Member, Olympic Sports Festival Bid, Seattle, WA 
•  Advisory Board Member, Women’s Sports Foundation, NYC 
•  Board Member, Seattle Sports & Events Council, Seattle, WA 

Presentation Content 
•  Basics Definitions 

•  Programming 

•  Marketing 

•  Operations & Production 
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Definitions  

Basic event organization 

Definition - Administrative 

Those tasks that support the management of the event 
such as legal, insurance, office-related, financial (budget, 
bookkeeping, payroll, banking, etc.), applications, photo 
copies, postage & delivery, phones, office equipment & 
supplies, licensing, permits, printing, memberships, travel, 
etc. 

Not included in this presentation 

   

Definition - Programming 

The activities you offer that attract and entertain external 
and internal audiences 
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Definition - Marketing 

All the ways you attract audience 

Definition – Operations & 
Production 
Everything that creates, builds, provides, and manages 
the venue infrastructure for the event 

Organizing the Basics 
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PROGRAMMING 
The activities you offer that attract and entertain external and internal 
audiences 

Differentiate from other events 

Deliver what you promise 

External Audience   
•  Event scheduling – time of year, competition,  
  etc. 

•  Community culture & psychographics 

•  Attractions – artists, entertainers, activities, food &  
  beverage 

PROGRAMMING 
The activities you offer that attract and entertain external and internal 
audiences 

PROGRAMMING 
The activities you offer that attract and entertain external and internal 
audiences 
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PROGRAMMING 
The activities you offer that attract and entertain external and internal 
audiences 

Internal Audience  
•  VIP functions – receptions, auctions, special  
  deals, gifts, etc. 

•  Recognition – jury selection, awards, gifts, etc. 

MARKETING 
The activities you offer that attract and entertain external and internal 
audiences 

Find out what people want and give it to them.  

Everything you do to a product to bring it to the point of sale---and 
beyond. 

Brand management 
•  A brand is not a logo 
•  Logo is visual expression of core values 
•  Know thy audience (demographic & psychographic) 

Collateral materials & graphic design 
•  Must consistently express brand perceptions 

Origin:      Home Ownership: 
Greater Phoenix Metropolitan Area   62%  Own    
55% 
Other Arizona    17%  Rent    36% 
Outside Arizona    21%  Multiple Residence   9% 

Gender:      Annual Household Income: 
Female  65%     Under $45,000   25%  
Male  34%     $45,000 – $59,999   16% 

    $60,000 – $99,999   22%  
Age:      $100,000+   10%  
Under 22 Years  17%    Not Stated    20% 
22-30   28%       
31-45   24%    Festival Loyalty: 
46-64   29%    Returning Customers/Spectators  59% 
65+   9%    New Customers/Spectators  41% 

     Would Attend Again   91% 

MARKETING 
The activities you offer that attract and entertain external and internal 
audiences 

Know your customer: demographics & psychographics 
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MARKETING 
The activities you offer that attract and entertain external and internal 
audiences 

Advertising 
•  Print 

•  Radio 

•  Television 

•  Online 

•  Direct 

•  Outdoor 

Public relations & promotions  
•  News releases 

•  Social media 

•  Flyers & brochures 

•  Posters 

•  Signage 

•  Website 

•  Clipping services 

MARKETING 
The activities you offer that attract and entertain external and internal 
audiences 

Revenue generation  
•  Earned income - sales, admissions, application  
  fees, etc. 

•  Fundraising - sponsorship, contributions, grants,  
  etc. 

•  Reimbursements, interest, etc. 

MARKETING 
The activities you offer that attract and entertain external and internal 
audiences 
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OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Venue  
•  Layout & mapping 
•  Permitting 
•  Impact mitigation 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Security 
•  Police 
•  Private 
•  Credentialing 
•  Towing 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Sanitation 
•  Portolets 
•  Solid waste  
•  Gray water  
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OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Traffic engineering 
•  Street closures & rerouting 
•  Parking 
•  Shuttles 
•  Barricading (water, Types 1, 2 & 3, cones,  
  stanchions, bike rack, etc.) 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Fire & EMS 
•  Fire lane & entry planning 
•  First aid & emergency services 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Communications 
•  Walkie-talkies 
•  Reader boards (Jumbotrons, electronic, bulletin) 
•  Staff meetings 
•  Cell phones 
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OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Venue equipment 
•  Golf carts 
•  Scaffolding 
•  Barricades 
•  Fencing 
•  Fork lifts 
•  Tents, canopies, sidewalls, & weights 
•  Bleachers 
•  Generators & fuel 
•  Staging 
•  Electrical & technicians 
•  Lighting & technicians 
•  Sound & technicians 
•  Furnishings (tables, chairs, linens, carpet, etc.) 
•  Utilities 
•  Labor, delivery, taxes, surcharges 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Signage 
•  Banners 
•  Directional 
•  Informational 
•  Environmental design 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Staffing 
•  Temporary 
•  Scheduling 
•  Uniforms 
•  Payroll 
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OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Vendors to the public 
•  Food 
•  Snack 
•  Exhibitors (artists) 
•  Beverage & ice 
•  Souvenirs 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 

Vendors to the event 
•  Sound 
•  Lighting 
•  Sanitation 
•  Security services  
•  ATM machines 
•  Equipment & furnishings 
•  Electrical & generators 
•  Staging 
•  Golf carts 
•  Communications equipment 
•  Barricades & fencing 
•  Signage  
•  Printing 
•  Fire & EMS 
•  Catering 

OPERATIONS & PRODUCTION 
Everything that creates, builds, provides, and manages the venue 
infrastructure for the event 
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Organizing 
Festivals 

Kate Hastings 
kate hastings & associates 
7032 North Barbados Place 
Phoenix, AZ 85021 

Phone – (602) 943-1497 
Email – kate_hastings@q.com 
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The Vending Process 
 Vending Needs 
  Timeline 
 Recruit Vendors 
  Tracking Vendors 
 Confirmation of Acceptance or Decline 
  Follow Up Packet 
 Day of Event 
 Vendor Evaluation 

Vending Needs 

 Site Plan / Capacity 
 Duration of Event 

  Days, times, length of event 

 Monetary Needs Based? 
  Theme 

  Ethnic, holiday, arts based, tradition, 
music 

Timeline 
  Counting Backwards from Event 

  Packet distribution 
  Maps, parking passes, final information 

  Monetary Concerns 
  Space deposits, cash or check, 1st right of 

refusal(need to fill empty spaces) 
  Application Submission 

  Turnaround time 
  Application Distribution 

  Mailing time 
  Application Preparation 

  Printing and updating application 
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Recruit Vendors 
  Email Lists 
  Mailing Lists 
  1st Right of Refusal 
  First Come, First Served 
  Juried 

  …always know you can visit events and “steal” 
new vendors or update your lists 

  Contact other events and ask for references on 
“good” vendors 

Tracking Vendors 

 Spreadsheets 
 Maps 
 Hard Copies 

Acceptance or Decline 

 Notification to submitter 
  Telephone 
  Email 
  Mail 
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Follow Up Packet 
  Parking 
  Load In 
  Load Out 
 Space Size and Location 
 Site Map 
 Approved Items 
  Equipment 
  Event Review 

Event Time!!! 

 On-Site Point Person 
  Load in 
  Load out 
  On site issues and questions 
  Percentage if needed 

Vendor Evaluations 

 Vendor experience 
  Event feedback 
  Insight into what you may not see 
  Insight into what vendors “fit” at your 

event 
 Attendance estimates 
 Sales expectations 



VENDING MANAGER RESPONSIBILITIES: 
 
FOOD VENDORS 
• Research vending opportunities through contacts with other festivals and with 

desirable restaurants. 
• Utilize contact list and current vendor file to form a mailing list. 
• Establish fees for food vendors. 
• Review and update Vendor Application, making sure it is appropriate and complete 

for that particular festival. 
• Ensure that each vendor has insurance, which names the City of Phoenix (and any 

other entities who require it) additionally insured. 
• Select vendors based on quality, variety, cooperation, and demand. 
• Receive, record, and deposit vendor fees. 
• Confirm vendor selection by telephone. 
• Send Information, Parking, and Credential Packets to vendors. 
• Review the needs of vendors and arrange for tents, lights, generators, tables, and 

chairs. 
• Work with Operations Manager on the placement of the vending area within the 

festival. 
• Map out the vendor layout. 
• Arrange for Fire Department Inspection/Health Department Inspection. 
• Review with Operations Manager and arrange for disposal of trash, grease, etc. 
• Arrange for additional protection of surfaces in vending area as needed. 
• Work with Operations Manager to arrange set up and tear down by vendors. 
• Supervise vending area throughout the festival and monitor for compliance to 

regulations. 
• Send out Vendor Evaluations. 
• Receive Vendor Evaluations and present report to Supervisor and Chairperson. 
 
CRAFT VENDORS 
• Research craft vendors through contact with other festivals, through supply houses, 

and local publications. 
• Using contact list and the current OSE craft vendor list to form a mailing list. 
• Establish fees for Craft Vendors. 
• Review and update Vendor Application to ensure that it is accurate and appropriate 

to that particular festival. 
• Select vendors based on quality, variety, cooperation, and demand. 
• Receive, record, and deposit vendor fees. 
• Confirm vendor selection by telephone. 
• Send Information, Parking, and Credential Packets to vendors. 
• Review needs of vendors and arrange for tents, lights, generators, tables, and 

chairs. 
• Work with Operations Manager on the placement of the vending area within the 

festival. 
• Map out the vendor layout. 
• Work with Operations Manager to arrange set up and tear down of vendors. 
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• Supervise vending area throughout the festival and monitor for compliance with 
regulations. 

• Send out Vendor Evaluations. 
• Receive Vendor Evaluations and present report to Supervisor. 
 
NOVELTY VENDORS 
• Research novelty vendors through contact with other festivals, through supply 

houses, and local publications. 
• Using contact list and the current OSE Novelty Vendor list to form a mailing list. 
• Establish fees for Novelty Vendors. 
• Review and update Vendor Application to endure that it is accurate and appropriate 

to that particular festival. 
• Select vendors based on quality, variety, cooperation, and demand. 
• Receive, record, and deposit vendor fees. 
• Send confirmation to vendors. 
• Supervise novelty vendors throughout the festival. 
 
NON-PROFIT AND COMMERCIAL BOOTHS  (If this is an option for the particular 
event). 
• Research non-profit and commercial vendors through contact with other festivals, 

through community contacts, The United Way, etc. 
• Create a mailing list. 
• Establish fees. 
• Review and update vendor application to assure its applicability to non-profit and 

commercial vendors. 
• Select vendors based on quality, variety, cooperation, and demand. 
• Receive, record, and deposit fees. 
• Send confirmation to vendors. 
• Supervise vendors on site at the festival. 
 
DISTRIBUTION SPONSORS (SAMPLING OR INFORMATION) 
• Work with Event Chair to develop a realistic, but challenging expectation for 

Distribution Sponsorship income. 
• Develop a list of possible companies who might be interested in exposure at that 

particular festival. 
• Review list with Event Chair to avoid duplication with sponsor efforts. 
• Contact potential companies for the name, title, address, and phone of the person 

responsible for marketing. 
• Work with Chairman to ascertain the cost of a Distribution Sponsorship. 
• Develop a packet of information regarding the festival and outlining the opportunity 

for Distribution Sponsorship. 
• Contact the Potential Distribution Sponsors list by mail or in person. 
• Write agreement for Distribution Sponsorship. 
• Send invoice, receive check, and deposit fees for Distribution Sponsorships. 
• Arrange for tents, lights, generators, tables, and chairs. 



                                                                                                                                                                                                                                           3 

• Work with Operations Manager on the placement of the Distribution Sponsors within 
the festival. 

• Map out the location of the Distribution Sponsors. 
• Work with Operations Manager to arrange set up and tear down of Distribution 

Sponsors. 
• Supervise the Distribution Sponsor Area throughout the festival. 
 
 



Students were grouped together to compile a vendor evaluation form to be utilized as part 
of their takeaway tool kit.  There were six groups so each student walked away with six 
sample evaluation forms to use for future reference.  Pre submission class discussion 
included what types of questions to ask to derive the information that the producer of a 
festival would want to learn from the vendors.  Discussion included sales figures, 
demographics, ease of load in and load out, communication, pricing, attendance 
satisfaction, status of space and equipment requested, inclination to return again, and past 
or new vendor. 



PRM325
SPRING 2011
VENDOR LIST

VENDOR NAME LAST NAME FIRST NAME ADDRESS CITY STATE ZIP WORK PHONE CELL PHONE
FOOD  (5)

ARTS & CRAFTS (5)

COMMUNITY/INFO (5)

BUSINESS/COMMERCIAL 
(5)

MARKETING/DATA 
COLLECTION (2)
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1 

The Keys to Sponsorship Selling 

By BRUCE SKINNER 

Keys to Developing a Plan 
  Why Do Sponsors 

Sponsor What They 
Do? Jovan and the 
Rolling Stones 

Developing the Marketing Plan 
  What Do You Have 

to Sell? 
  Categories 
  Media Sponsorship 



2 

The Keys to Research 
  Learn about our 

sponsor’s personal 
interests 

  Match the 
demographics of our 
event 

  Look for that fit 

The Effective Proposal 
  Customize 
  Present Added Value 

and Benefits 
  Make sure you 

establish that fit 
  Separate your 

sponsors “from the 
clutter” 

Added Benefits 
  Look beyond 

signage 
  Business to Business 

Opportunities 
  Use the power of 

exclusivity 



3 

Keys to Selling 
  Develop a plan to see a 

sponsor face to face 
  Use Door Openers 
  Leveraging Retailers 
  How to Price 
  Local sponsorships 
  Out of Town 

Sponsorships 
  Ask for the check 

Sponsorship Retention 
  Turning sponsors 

into owners 
  Involve company 

employees 
  Involve Senior 

Management 

Evaluation – Cherry Creek Arts 
Festival Report 

  Overall Event Success 
  Event demographics 
  Documentation of all recognition 
  Documentation of media coverage 
  Photographs 



4 

The Future of Sponsorship 
  More growth 
  Non-sporting events 
  Technology 
  Interfacing with 

consumers 
  Less commercialization 
  Cause Related growth 
  Fewer and larger 

sponsors 
  Sales of experiences 



Arizona State University – West Campus  
College of Human Services 

PRM 326 
Event Sponsorship Spring 2011 

 
Instructor 
Bruce Skinner.  CFEE 
360-808-3204 bruce@omhf.org 
 
Office Hours 
As a Faculty Associate I do not have an ASU office or assigned office hours.  I will, by 
appointment, meet with students either before or after class as requested.  
 
Course Description 
This course will delve into the world of sponsorship for special events with an in depth 
examination of why sponsors sponsor what they do and what festival and event producers 
must consider to successfully sell to corporate America. 
 
Course Focus/Goal 
Event sponsorship is the driving force behind the financial survival for many events. 
Without it, most producers face failure. This course is designed to provide an introductory 
base of theoretical knowledge and practical skills as it relates to the successful selling of 
sponsorship. The goal of the class is to prepare students to be successful when required to 
sell for special events of any type. 
 
Course Outline 

I. History of Sponsorship 
II. Strong Events Sell More Sponsorship 
III. The Sponsorship Marketing Plan 
IV. Developing the Marketing Plan 
V. The Keys to Research 
VI. The Effective Sponsorship Proposal 
VII. Added benefits 
VIII. Creating the Proper Image 
IX. Creativity 
X. The Keys to Successful Sponsorship Sales 
XI. Legal Issues 
XII. Sponsorship Retention 
XIII. Sponsorship Evaluation 
XIV. The Future of Sponsorship 

 
 

 
 



Course Instructor 
Bruce Skinner is a highly regarded consultant to business and the special events industry, 
with vast experience. He served as the executive director of the Fiesta Bowl in Phoenix, 
Arizona, (1980-1990) and President of the International Festivals and Events Association 
(1990-2001). He is the author of the book, The Complete Guide to Selling Event 
Sponsorship, published by John Wiley & Sons, Inc., of New York, and is one of the 
founders of the PF Chang’s Arizona Rock n Roll Marathon in Phoenix, Arizona, and the 
Rock n Roll Seattle Marathon. In Port Angeles, Wash., he is executive director of the 
Olympic Medical Center Foundation, and stages many events in that community of 
18,000 people. 
 
During his 17-year tenure with the Fiesta Bowl (he served as Assistant Executive Director 
from 1973-1980, the event grew into a 60-event festival, nationally televised parade and 
football classic, and became the first bowl game to sign a title sponsor. 
 
One of the first and most successful people in the marketing of corporate sponsorships for 
events, Skinner has demonstrated expertise in developing national sponsorships for 
festival programs and developing programming that generate profits.  While directing the 
Fiesta Bowl, the bowl game's budget escalated from $1.5 million to $11.5 million; the 
number of sponsors jumped from 200 to over 1,000; while the payouts to college football 
teams competing rose from $475,000 to $3 million. 
 
Known as the "Bowl Director of the 80's," Skinner was instrumental in the Fiesta Bowl's 
successful bid to crack the New Year's Day bowl-game lineup, moving the game to 
January 1st in 1982.  In 1985, the bowl signed a landmark agreement with Sunkist 
Growers to serve as title sponsor.  The title sponsorship agreement served as a model 
which many other bowls later followed. 
 
Skinner managed the largest professional association for festivals and special events 
world-wide, the International Festivals and Events Association (IFEA), with 3,000 
members.  IFEA hosts three seminars each year, as well as an annual convention which 
brings together more than 1,200 of the world's top event producers.  As president, Bruce 
oversaw all facets of the Association, its conferences and 15 employees. 
 
In 2004, he helped start the P.F. Chang’s Arizona Rock n Roll Marathon, which was the 
largest first time distance event in history, with over 29,000 participants. This year it had 
38,000 participants, making it the largest marathon/half marathon event in the world. 
 
He also started the Rock n Roll Seattle Marathon, which sold out over two months in 
advance with 25,000 participants. 
 
 
 
 
 

 



Course Style 
The instructor will use an interactive lecture format that requires students to participate in 
classroom discussion. Students will be expected to complete assigned readings prior to 
the dates the material will be presented allowing the instructor to focus on the main 
subject points. 
 
Text 
Event Sponsorship by Bruce Skinner (John Wiley & Co.) 2003) ISBN 0-471-12601-2. 
You can order on Amazon.com or from John Wiley.   
 
Attendance and Participation 
Attendance, participation and professionalism at all class and small group research 
project session is mandatory. It is expected that you are on time and stay in class until all 
sessions have been completed. 
 
Group Work 
Your full participation in the small group research project sessions is crucial. Your 
teammates are counting on your timely delivery of contracted contributions. While 
everyone in the group will normally earn the same grade for a research project session, I 
reserve the right to reduce the score for anyone not participating and contributing to the 
project. 
 
Course Requirements/Grading 
100 points       Participation:  There are 5 classes of lectures and presentations - 20  
 points each 
 
150 points       Small Group Research Project:  To be graded on completeness and  
 effort (50 pts), in-class presentation (50 pts), spelling and  
 grammar/coherency (50 pts). 

• Students will be divided into work teams that will research a 
subject on the internet. 

• Each team will prepare a written paper of their findings.  It should 
be between four pages minimum and six pages max, in 12-point 
type, double-spaced with top and bottom margins set at .5 inches 
and right and left margins set at 1 inch.   

• Students will give, as a team, a 10 minute, in class, power point 
presentation of their findings and be prepared to answer follow-up 
questions.   

 
50 points         Class Notebook:  Students will type and edit their daily class notes and    
 compile them into a notebook. 
 
 0 points Extra Credit – no extra credit will be available for this class 
 
A+ 291-300 pts    A 276-290 pts   A- 261-275 
B+ 251-260 pts    B 236-250 pts   B- 226-235 



C+ 206-225 pts    C 186-205 
D   150-185 pts     
E   less than 150 pts 
 
Course Schedule        Readings 
1/20 Introduction        Chapters 1-2 

• History of Sponsorship 
• Strong Events Sell More Sponsorship 
• The Sponsorship Marketing Plan 
• Developing the Marketing Plan 

 
1/27          Chapters 3-5 

• The Keys to Research 
• The Effective Sponsorship Proposal 
• Added benefits 

 
2/3          Chapters 6-8 
       

• Creating the Proper Image 
• Creativity 
• The Keys to Successful Sponsorship Sales 

 
2/10          9, 11-12, 15 

• Legal Issues 
• Sponsorship Retention 
• Sponsorship Evaluation 
• The Future of Sponsorship 

 
2/17  

• Class Research Project Presentations 
 
 
 



Creative Revenue Generation 
 
 

Presented by Bruce Skinner, CFEE 



 For-Profit 
 Non-profit, fundraising is most important 

result 
 Non-profit, successful event is most 

important result 
 



 Grants 

 Challenge Grants 

 Annual Campaigns 

 Capital Campaigns 

 



 Wills 

 Charitable Trusts 

 Gift Annuities 

 Direct Mail 

 

 Internet 

 Telemarketing 

 Endowments 

 Major Gifts 

 



 Hundreds of hours of work 

 Expand Database 

 Lead Gifts 

 Exposure 

 



 Case Statements 

 Boards are Extremely Important 

 People Give to People 

 



 Ticket Sales 

 Corporate Tables 

 Auction (Live or Silent) 

 Control costs 
 



 Fund-an-Item 

 Raffle, Lock Box 

 Sponsorship 

 



 Festival of Trees 

 

 



 Harvest of Hope 

 

 

 Super Bowl 

 

 



 Academy Awards 

 



 A-Thons 

 Bingo, Casino Nights 

 Business openings 

 Celebrity appearances 

 Concert 

 Cow Chip Bingo 

 

 Cruise 

 Dance 

 Food Kickoffs 

 Garage sale 

 Golf Tournament 

 Hair cuts 

 



 Home Tours 

 Iron Chef 

 Jail 

 Mystery Night or Hunt 

 Pancake breakfasts 

 Phone-A-Thon 

 Touring Shows 

 Duck Race 

 

 Running Races, Team in 

Training 

 Progressive Dinners 

 Speakers 

 Super Bowl Party 

 Telethon or radio-thon 

 Theme parties (Oktoberfest, 

Cinco de Mayo, etc.) 
 



 Time and Date 

 Developing a Committee 

 Location 

 Media and Other Sponsors 

 



 Food and Catering 

 Feeding Workers 

 Entertainment 

 Decorations 

 



 The Look 

 Security 

 Ticket Prices 

 

 Free Tickets 

 Budget 

 



 Civic Festivals 

 Sporting Events 

 Niche Festivals 

 



 Ticket Sales 

 Pass the hat 

 Food and Beverage 

 Sponsorship 

 



 Merchandise 

 B-Shirt programs 

 Cook Books 

 Program Sales/advertising 

 Program Raffles 

 Rights Fees 

 



 Three on Three Basketball Tournaments 

 Hole-in-one Golf 

 



Arizona State University – West Campus  
College of Human Services 

PRM 327 
Creative Revenue Generation – Spring 2011 

 
Instructor 
Bruce Skinner.  CFEE 
360-808-3204 bruce@omhf.org 
 
Office Hours 
As a Faculty Associate I do not have an ASU office or assigned office hours.  I will, by 
appointment, meet with students either before or after class as requested.  
 
Course Description 
This course expands on the basic concepts of program planning for special events with a 
broad examination of generating non-sponsorship revenue to financially support special 
events. 
 
Course Focus/Goal 
No matter how large or small an event may be there are dozens of ways to creatively 
generate the extra revenue often required for financial success. This class will focus on 
some of the basic competencies required to plan and implement a variety of fundraising 
activities. This will include high and low profile fundraising, black tie events, 
merchandise programs, non-profit fundraisers, admission pricing, grants, food and 
beverage sales, parades, etc. 
 
Course Outline 

I. Introduction of special event fundraising 
II. Non-profit revenue generation 
III. Non-profit special event fundraising 
IV. Designing a non-profit fundraiser 
V. Festival revenue generation 
VI. Festival revenue generating ideas 

 
Course Instructor 
Bruce Skinner is a highly regarded consultant to business and the special events industry, 
with vast experience. He served as the executive director of the Fiesta Bowl in Phoenix, 
Arizona, (1980-1990) and President of the International Festivals and Events Association 
(1990-2001). He is the author of the book, The Complete Guide to Selling Event 
Sponsorship, published by John Wiley & Sons, Inc., of New York, and is one of the 
founders of the PF Chang’s Arizona Rock n Roll Marathon in Phoenix, Arizona, and the 
Rock n Roll Seattle Marathon. In Port Angeles, Wash., he is executive director of the 
Olympic Medical Center Foundation, and stages many events in that community of 
18,000 people. 
 



During his 17-year tenure with the Fiesta Bowl (he served as Assistant Executive 
Director from 1973-1980, the event grew into a 60-event festival, nationally televised 
parade and football classic, and became the first bowl game to sign a title sponsor. 
 
One of the first and most successful people in the marketing of corporate sponsorships for 
events, Skinner has demonstrated expertise in developing national sponsorships for 
festival programs and developing programming that generate profits.  While directing the 
Fiesta Bowl, the bowl game's budget escalated from $1.5 million to $11.5 million; the 
number of sponsors jumped from 200 to over 1,000; while the payouts to college football 
teams competing rose from $475,000 to $3 million. 
 
Known as the "Bowl Director of the 80's," Skinner was instrumental in the Fiesta Bowl's 
successful bid to crack the New Year's Day bowl-game lineup, moving the game to 
January 1st in 1982.  In 1985, the bowl signed a landmark agreement with Sunkist 
Growers to serve as title sponsor.  The title sponsorship agreement served as a model 
which many other bowls later followed. 
 
Skinner managed the largest professional association for festivals and special events 
world-wide, the International Festivals and Events Association (IFEA), with 3,000 
members.  IFEA hosts three seminars each year, as well as an annual convention which 
brings together more than 1,200 of the world's top event producers.  As president, Bruce 
oversaw all facets of the Association, its conferences and 15 employees. 
 
In 2004, he helped start the P.F. Chang’s Arizona Rock n Roll Marathon, which was the 
largest first time distance event in history, with over 29,000 participants. This year it had 
38,000 participants, making it the largest marathon/half marathon event in the world. 
 
He also started the Rock n Roll Seattle Marathon, which sold out over two months in 
advance with 25,000 participants. 
 
Course Style 
The instructor will use an interactive lecture format that requires students to participate in 
classroom discussion.  
 
Attendance and Participation 
Attendance, participation and professionalism at all classes and small group research 
project sessions are mandatory. It is expected that you are on time and stay in class until 
all sessions have been completed. 
 
Group Work 
Your full participation in the small group research project sessions is crucial. Your 
teammates are counting on your timely delivery of contracted contributions. While 
everyone in the group will normally earn the same grade for a research project session, I 
reserve the right to reduce the score for anyone not participating and contributing to the 
project. 
 



 
Course Requirements/Grading 
45 points       Participation:  There are 3 classes of lectures and presentations -   
                      15 points each 
 
 
180 points     Small Group Project:  To be graded on completeness and  
 effort (60 pts), in-class presentation (60 pts), spelling and  
 grammar/coherency (60 pts). 

• Students will be divided into work teams that will design a special 
event fund raiser for a non-profit organization and make a 
presentation to the group’s board of directors on why the event 
should be done. 

• Each team will prepare a written proposal.  It should be between 
four pages minimum and six pages max, in 12-point type, double-
spaced with top and bottom margins set at .5 inches and right and 
left margins set at 1 inch.   

• Students will give, as a team, a 10-20 minute, in class, power point 
presentation of their findings and be prepared to answer follow-up 
questions.   
 

30 points      Revenue Generation Research Project: Students will be divided  into        
                       work teams and put together a resource guide that will include 45 different           
                       non-sponsorship ways to generate revenue at special events. Each idea will              
                       have a title and approximately 25 word descriptions. Use the typing  
                       guidelines above. It is OK to use and expand upon ideas discussed in class.     

 
45 points      Class Notebook:  Students will type and edit their daily class notes and    
                        compile them into a notebook.  
  
0 points        Extra Credit – no extra credit will be available for this class 
 
A+ 291-300 pts    A 276-290 pts   A- 261-275 
B+ 251-260 pts    B 236-250 pts   B- 226-235 
C+ 206-225 pts    C 186-205 
D   150-185 pts     
E   less than 150 pts 
 
Course Schedule  
     
2/24 Introduction         

• What Is a Special Event? 
• Where’s the Money 
• Why do Special Events 
• Non-profit fundraising ideas 
• Super Bowl fundraising event 

 



• Event ideas 
• Black Tie events 
• Other event ideas 
 

3/3 Other event ideas 
• Festival Revenue Generation 
• Membership Programs 
• Pin programs 
• Merchandise 
• Food & Beverage 
• Arts, Crafts & Posters 
• The Price of Admission – Guest Speaker, Tom George, former CEO of Dillard’s 

Ticketing Systems 
 

3/10     Small Group Project, Designing a Special Event, In Class Presentation 
 
3/17     No class, spring break 
 
3/24 Revenue Generation Research Project Due, No Class on this day   
 



PRM 328 – First class 
 
Welcome 

• Who are we?  Where are we going?  What is required – the syllabus 
• Stories > Leisure World – Phoenix - Glendale - APRA 

Introduction to Financial Management 
Review: Where does financial management fit into the scheme of Special Events? 

• One of the five basics of program planning – all interrelated 
• The most common deficiency of event managers   > RB  < LB > in class test 
• Even if you use professional financial services still need to know the basics 
• Very little research has been conducted on events as businesses, or from a business management point of 

view, so financial operations are little understood.  The basic fact, however, are events have to manage 
and account for their resources and that: 
The number one reason events fail is due to poor financial management 

 
ASU Special Event Certificate PRM classes 326, 327 and 328 are designed to provide expanded details from 
PRM 486, but still just the basics.  Accounting, finance and small business management are excellent classes to 
consider as electives or for continuing education.  Financing Chart 
 
Financial Philosophies 

• Profit-oriented events – revenue exceeds expenses 
• Break-even events – revenue equals expenses 
• Loss leader or Hosted events – designed from the beginning to lose money 

 
• Private/Commercial, Non-profit and Government produced events - all 3 philosophies 

 
• Facility, organization, community and tourism based events – all 3 philosophies 

 
• Goldblatt’s ten sub-fields of events – all 3 three philosophies 

Quick Review:   
civic events – produced by cities and towns 
expositions / trade show – public and private 
fairs and festivals – commercial / non-profit 
hallmark events – Olympics 
hospitality events – hotel based events 

  meetings and conferences – conventions 
retail events – promotional events 
social life-cycle events – weddings / anniversaries / funerals 
sport events – event plus side events (Fiesta Bowl) 
tourism – event tourism / heads-in-beds 
 

• Event Typology 
Event:  A happening or occurrence that is temporary 
Planned Event:  A temporary happening with a planned beginning and end 
Special Event:  A one-time or infrequent planned event beyond everyday experiences 
Community Special Event:  A special event produced to bring local residents together  

while adding to their quality of life 
Tourism Focused Special Event:  A special event produced specifically to attract visitors for  

purposes of economic impact, animation (attraction of people who might otherwise find 
the area uninteresting), place marketing (image making, quality of life, culture), to build 
social capital, and as a catalyst for future development 



 
Cost-Revenue Management  

• Key to Special Events Financial Management 
• Process of IDing and managing all cost and revenue centers 
• Amateur >>>> Professional 
• Cost-revenue management leads to: 

1. a business-like managed organization 
2. creation of funds for expansion and possible capital expenses 
3. more focus on revenue generation 
4. better control of expenses 
5. more predictable revenue sources 
6. better records management > greater knowledge and understanding of event 

 
Event Financial Challenges and Solutions 
Like other businesses, events have common financial problems and solutions. 

• Networking 
• Professional organizations 
• Conferences 

 
As the events industry grows and becomes more sophisticated many of the financial problems don’t change – 
the solutions just become more difficult. 
 
CHALLENGE EXAMPLES: 

1. What is the proper way to compensate a sponsorship salesperson? 
2. What do you do when a client is slow to pay his bill? 
3. How do you handle it when your organization runs out of cash? 
4. What is the best way to control cash at ticket booths? 
5. How do you best manage your beer inventory? 

 
 
Next Week – Economic Impact internet articles and reports due 
 
PRM 328 – Second class 
 
Economic Impact 
 
Benefits 

Festivals and events provide benefits to the host community and sponsoring agency 
• They attract non-resident spending 
• Creation and exposure of a community image 
• Stimulate year-round economic activity 
• Provides satisfaction to participants and spectators 
• Attainment of sponsoring agencies mission 

The major economic benefit generated by special events is usually not the event itself but support services 
such as lodging, food, transportation, entertainment, suppliers and labor. 
 
Research on Economic Impact 

• The most research 
• Journal article 
• Dr. John Crompton 

 



Assessment Defined 
Economic impact is defined as the net change in the host community economy as a result of spending 
attributed to a special event 
• Net change – some dollars “leak” from the local economy via nonresident business such as food & 

beverage vendors, entertainers, artisans and crafters – only those dollars that remain are counted toward 
economic gain 

• Host community – city, region, state, country – must be established 
• Spending – the actual expenditure of dollars that occurs because of the events existence 

 
Components that contribute to economic impact 

1. sales that are stimulated by nonresidents > lodging, meals, transportation, shopping 
2. the degree to which local business purchase their goods and services locally 

 
Direct Expenditures: 

• expenditures that occur because the event occurs 
• examples > visitor, participant, allied event business and operational expenditures 

     Indirect expenditures: 
• secondary round of spending created by direct expenditures 
• examples > multiplier effect – Glendale example 

 
Economic Impact Assessment Model 
Generally consists of the following parts: 

• expenditure data from a sample of visitors whose primary reason to visit the host community was to the 
attend the event (see direct expenditures above) – used to estimate total direct visitor expenditures 

• leakage 
• estimate of total visitors 
• indirect expenditure data created by multiplying direct expenditures times multiplier 
• review of tax revenues received by local host government attributed to the total of direct and indirect 

expenditures 
• taxes sometimes used to determine ROI 

 
The Value of Economic Impact Assessment 

• demonstrates the importance of the event > Super Bowl 
• assists in attracting sponsors > Fiesta Bowl 
• helps gain tax support > PIR bridge 
• provides market profile > R&R marathon 
• enhances sponsoring agency image and employee morale 
• assists in community economic planning 

 
Next Week – financial management theory – internet search report on ROI/ROA at any event is due – read 
chapter 9, pages 271-280 
 
PRM 328 – Third class 
 
Financial Management 
 
The Budget in General 
The budget is the most important tool you will use to manage the success of your event 
 

• Action plan expressed in monetary terms > helps plan the event 
• Challenging > based on limited information, assumptions 



• Estimates 
• Many different budget organizational scenarios 
• Factors to base your budget on: 

1. marketing projections > did you do market research? 
2. general history of previous or similar events > 3 years best > develop for future > good method is 

high/low or best/worst 
3. the economy > chaotic, unpredictable, disaster waiting to happen? > get a feel for good economy by 

looking for low unemployment, steady rate of inflation, healthy retail sales as well as new home 
building, new businesses/industry and government capital investments > possible resource people – 
college, office of economic development, business editor of paper  

4. the ROI you believe possible based on your resources > Greek word logos (logic) means “act 
reasonably” > be reasonable and conservative > cost-benefit evaluation 

5. available financing > borrowed, existing funds, prepayments 
 
Types of Budgets 

• Operating budget > typically, only one used by events 
• Capital budget 
• Cash budget > cash in and cash out 
• Line-item > all revenues and expenses on separate lines 
• Program > more of the cost-revenue management system 
• Zero-based > everything starts new each year > plan > estimate costs > adjust > finalize 
• Incremental > based on last year amounts go up or down 

 
Cash Flow 

• The liquidity that allows you to pay bills in a timely manor 
• Insolvency means you are out of cash > loss of reputation follows 
• Two basic measures to ensure a positive cash flow: 

1. prearrange payment terms and conditions for your expenses > payables > net so many days, possible 
discount for early payment 3/10 > trial periods/establish credit 

2. diligently collect funds that are due and payable to you > receivables > prior, during, immediately 
after > deposits 

 aging – past due payables and receivables  
The key to cash flow management is to forecast revenues and expenses > calendar > will affect the budget > 
Glendale example 
 
Accounting and Bookkeeping in General 

• GAAP 
• Reports required by law > IRS > Corporation Commission 
• Many organizations use professionals > CPA > software 
• Think of accounting as a Budgeting tool 
• Audit trail > outside audits 

 
Accounting Structure 

• Revenue and expense items have account codes 
• Revenue groups > unlimited? 

o Examples > sponsors, beverage sales, merchandise sales, admission, etc. 
• Expense groups more standard 

o Examples > personnel, marketing, operations, capital 
 
Accounting Statement 

• Balance sheet > assets = liabilities + equity > on a specific date > net worth 



• Profit and Loss statement > income = revenues – expenses > end of year > bottom line states the good 
(profit) or bad (loss) news 

• Cash flow > like your check book > shows how much cash has been spent on what 
• Retained earnings > surplus income held for next event 

 
Performance Measures 

• Solvency > current assets / current liabilities > 2:1 is good > current assets often include loans, lines of 
credit, grants, sponsorships and accumulated resources 

• ROI > are we getting our money’s worth > revenue (all income) / total investment (original investment 
(called equity) + retained earnings + debt) 

• ROA > more for non-profits > revenue / assets 
• Net Worth > assets (cash + accts receivable + depreciated capital fac/equip) minus liabilities (accts 

payable + debt) 
• Benefit to Cost Ratio 

 
EXAMPLES OF TYPICAL BUDGETS 
 
 
Next Tuesday – Internet searches on festival & event ticket control policies due 
 
PRM 328 – Fourth class 
 
Financial Controls 
Revenues are highly unpredictable - Expenses (costs) must be controlled to maximize success 
 
We want to keep our budget flexible – use it as a tool to adapt to inevitable changes – BUT at some point there 
are cost and expense limits that are part of the worst case scenario. 
 
Review: 

• profit oriented events 
• break even events 
• hosted events 
• All need to control their costs 
• Commercial:  Profit = Revenues – Expenses … what is fair? 
• Non-Profit:  Retained Earnings = Revenues – Expenses … what is fair? 
• Government:  both 

Expenses: 
• fixed overhead  
• variable 
• methods used to control them are different 

Fixed Overhead: 
• predictable > mortgage/rent, salaries, insurance, phones, other standard business expenses 
• do not depend on the number of participants at your event 
• negotiate to get best prices – keep your eyes open for better prices 
• front office vs. back office space 

Variable: 
• unpredictable > purchased at last minute > short term rentals & services, gas, emergency items, taxes, 

food, city expenses 
• do depend a lot on the number of participants at your event 
• get bids 

Event managers must have the ability to cut costs rapidly as the situation changes 



• prioritize expenses in advance – free from internal and external pressures during the final days before or 
during the event 

• bottom line – worst case scenario 
• typically associated with variable costs 
• everyone can reduce expenses and save costs > office staff, managers, volunteers 
• save money by controlling inventories, tickets, merchandise 
• send staff home if not needed 

Spending Cash Controls: 
• Ethics – what’s mine is mine, what is not mine is not mine 
• Who is authorized to spend money? > spending limits 
• Who gets a credit card? 
• Get key people bonded (insured) 
• Double signatures 
• Petty cash 
• Reimbursements  
• Receipts 
• Purchase orders 
• Communications – meetings, reports, paperwork 
• Line of credit to pay for everything - maybe 

Collecting Cash Controls: 
• Procedures > train staff and volunteers 
• Cash collected prior to events > safe > deposit in timely manner 
• Cash collected at event > what really needs to be collected > security > time consuming > double person 

collecting & counting 
Inventory Equipment Controls: 

• Inventory as purchased 
• Good storage space > organized > safe 
• Annual audit 
• ID > tags > etching > permanent marker > unique things if possible (i.e. cords) 
• Check out system – check in system > radios 
• Collection procedures > signs, cords 
• Disposal procedure > possible auction? 

Inventory Supplies Control: 
• Food 
• Beer 
• merchandise 
• office supplies 
• zip ties, duct tape > tool boxes 
• volunteer items, give-a-ways 
• posters, signs 
• Advance procedures 
• Good storage space 
• Who purchases 
• Time vs. effort 
• Merchandise > product out – product in  
• Leftovers > charity > blowout sales 

Admission Tickets: 
• numbered > track sold > track freebies > extras kept for audits 
• Complementary tickets > control is key > who gives away 
• Procedures for refunds 



• Rules for reselling – scalping 
• Group sales 
• Advanced vs. on-site sales 
• Computers 

Other Tickets: 
• Food and beverage 
• Rides 
• VIP areas > control sharing 

Contracts: 
• Get it in writing 
• Legal document enforceable by law 
• Lawyers? 
• Handshakes? 
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  Who are we? 
  Where are we going? 
  What is required 

Syllabus 

1.  Stakeholders/Marketing 

2.  Staff / Volunteers 

3.  Facilities / Equipment 

4.  BUDGET / FINANCE 

5.  Activities 
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Left Brain 

Language Skills 

Processes things 
logically and in 

sequential order 

Right Brain 

More Visual 

Processes intuitively, 
holistically, and 

randomly 

Very little has been 
conducted on 

events as 
businesses 
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The number one reason that events 
fail is due to poor financial 

management 

  Profit-oriented 
  Break-even 
  Loss leader hosted 

  Private / commercial 

  Non-profit 

  Government 

  Facility based 

  Organizational based 

  Community based 

  Tourism based 
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Event: temporary happening 
Planned Event: temp happening with 

scheduled start and end 
Special Event: infrequent planned event 

beyond everyday experience 
Community Special Event: special event 

– QOL through togetherness 
Tourism Special Event: special event to 

attract visitors for $ impact, +++++ 

  Civic events 
  Expos / trade 

shows 
  Fairs / festivals 
  Hallmark events 
  Hospitality events 

  Meetings / 
conferences 

  Retail events 
  Social life-cycle 

events 
  Sports events 
  Tourism events 

The KEY to special 
events financial 
management 
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  Networking 
  Professional 

organizations 
  conferences 

What is the best 
way to 

compensate a 
sponsorship sales 

person? 
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What do you do 
when a client is 

slow to pay their 
bill? 

What do you do 
when your 

organization runs 
out of cash? 

What is the best 
way to control 
cash at a ticket 

booth? 
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How do you best 
manage your beer 
inventory when it 

is sold by 
volunteers? 

Internet search reports on 

Economic Impact 
at a non-sports event 

are due next week 
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Economic Impact 

  To the hosting 
community 

  To the sponsoring 
agency 
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  non-resident 
spending 

  Enhance community 
image 

  Stimulate year round 
economy 

  Guest satisfaction 
  Fulfill mission 

Major economic impact is created more 
from the support services surrounding an 
event than from the event itself 

  Conferences 
  Art fairs 
  Concerts 
  Runs 
  Charity events 
  Sports 
  Carnivals 
  Trade shows 
  ++++++++++ 

Any non-continuous event 
that may draw in outside 
visitors to the 
community, or entice 
local residents to remain 
in the area that would 
otherwise visit other 
communities 
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 Can be used to estimate benefit/cost of 
public investment 

 Can be instrumental in gaining public 
support 

 Can be used to gain corporate 
sponsorship of events 

 Can be combined with other studies to 
measure the economic impact of tourist 
activities within the community 

Project appraisal  
  What is expected to 

happen 
◦  used in the process of 

deciding if resources 
should be applied to 
the project 

Project Evaluation  
  What actually did 

happen 
◦  used in the process of 

reviewing the 
performance of a 
project  

  The most 
  Journal articles 
  Dr. John Crompton 
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The net change in the 
host community that 
results in spending 
attributed to an 
event 

Sales stimulated by 
visitors 

•  Lodging 
•  Meals 
•  Transportation 
•  Shopping 

 Three components make up an economic 
impact 
◦ Direct Impact    
◦  Indirect Impact 
◦  Induced Impact 
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Purchases directly linked to the event itself 
◦  Local purchases for event 
◦  Patrons’ purchases while at event or within 

the event’s host community   
◦ Vendors’ purchases while at event or within 

the event’s host community 
  All purchases must be directly attributable to the 

event and remain within the region 
  Purchases that would have taken place in the 

absence of the event should be excluded 

  Secondary effects that are derived from 
the direct impacts 

 Direct expenditures lead local suppliers 
to purchase more inputs. Some of these 
purchases are local.   

 These secondary purchases by local 
businesses represent the indirect 
impacts 

 Rodeo event buys $100 worth of feed 
grain from a local wholesaler 

 Local wholesaler buys $75 of feed from 
local farms 

 Local farms buy $50 of seed and fertilizer 
from local supplier 

 Local supplier buys $15 of packaging 
material from local producer 

 Total impact = 100 + 75 + 50 + 15 = 
$240 
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  Secondary effects that are derived from 
the direct and indirect impacts 

 Local business owners, suppliers, and 
employees spend the additional income 
that they earn. Some of these purchases 
are local. 

 The secondary purchases from additional 
revenues represent the induced 
impacts 

  From Rodeo example, 
◦  Feed supply wholesaler is able to pay workers 

to work more hours as well increases profits 
◦  Both wholesale business owners and workers 

have more money to spend.  Some is spent 
locally 
◦  Beneficiaries of additions purchases also have 

more to spend; a portion is also spent locally 

Is simply the sum of the three component 
impacts 

Multiplier = total impact / direct impact 



7/6/11 

7 

The larger the local economy, the larger the 
multiplier 

Some industries have larger multipliers than 
others 

Generally generated by computer models 
◦  Bureau of Economic Analysis 
◦ Any expert near you 

First: 
How much money was spent in the host 

community because of the event? 
•  Spent on event production 
•  From visitors 
•  From vendors / entertainers 

Second: 
• How much money leaked out of community 

(Turco) 

◦ Now, take this total and apply multiplier to 
arrive at actual impact 
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  Importance of event 
  Attracts sponsors 
  Tax support 
  Market profiles 
  Enhance organization 

& staff moral 
  Assists planning 

Return on Investment 
(ROI) 

or 
Return on Assets (ROA 

on any event 
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FINANCIAL MANAGEMENT 

The budget is the most important tool 
you will use to manage the success of 
your event. 

WHAT IS A BUDGET? 

BUDGETS ARE 

 Action Plans expressed on monetary terms 
  A road map used to help plan the event 

 A Challenge 
  Based on limited information & assumptions 

 Estimates 
  Almost always different than final financial report 

 For event have different scenarios 
  Many ways to put a budget together 



7/6/11 

2 

BUDGETING FACTORS 

1.  Marketing 
projections 

2.  History of past or  
 similar events 

3.  The economy 
4.  ROI 
5.  Available finances 

TYPES OF BUDGETS 

 Operational 
 Capital 
 Cash 
 Line-item 
 Program 
 Zero-based 
  Incremental 

CASH FLOW 

Liquidity – you have cash that allows 
you to pay bills in a timely manor 

Insolvency – you are out of cash (and 
maybe reputation) 
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MANAGING CASH FLOW 

 Take care of your PAYABLES 
 Collect your RECEIVABLES 

Aging Fund = list of past due payables 
and receivables 

KEY TO CASH FLOW MANAGEMENT 

Ability to forecast revenue and 
expenses 

ACCOUNTING & BOOKKEEPING 

GAAP 
Required reports 

Professionals / CPA / software 

Think of Accounting as a Budget tool 
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AUDIT TRAILS 

Review vs. Audit 
Audits ensure you account for 

everything 

ACCOUNTING STRUCTURE 

Unlimited account codes 

 Admissions 
 Sponsorships 
 Beverage sales 
 Merchandise 

Standard account codes 

 Personnel 
 Marketing 
 Operations 
 Capital expenses 

Revenues Expenses 

ACCOUNTING STATEMENTS 
Balance Sheet 

Profit & Loss Statement 
Cash Flow 

Retained Earnings 
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ROI STUDENT PROJECT 

PERFORMANCE MEASURES 

Solvency: current assets divided by 
current liabilities > 2:1 is good 

ROI:  revenue (all income) divided by total 
investment (the original investment called 
equity + retained earnings + debt) 

ROA:  revenue divided by assets 

Net Worth:  assets – liabilities 

Benefit to Cost Ratio:  >1 is good, but 
benefits are tangible and intangible 

TODAY’S FINAL WORDS 

Things tonight were complex – read the 
book, p. 271-280 

Next week: research ticket control 
policies 
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Today’s Secret of Success 

Beware of little 
expenses; a small 
leak will sink a 

great ship 

Ben Franklin 

Financial Controls 
Revenues are highly unpredictable 

Expenses must be controlled to maximize success 

The Budget 

Make it flexible 

A tool to adapt to 
changes 
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BUT 
At some point expense limits are 

part of the worst case senario 

The Budget 

Review 

 Profit oriented 

 Break even 

 hosted 

Review 

 Commercial: 
 Profit = R - E 

 Non-profit 
 Retain Earnings = R - E 

 Government 
 break even > R = E 
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What are Expenses? 

1.  Fixed overhead 

2.  Variable 

Fixed Overhead Expenses 

Predictable: 
 rent/salaries/phones 
 insurance / other 
standard expenses 

DO NOT depend on 
the number of people 
who attend event 

Ideas 
Look out for best prices 

Negotiate best prices 

Front vs. Back 
office space 

Variable Expenses 

Unpredictable: 
 short term rentals and 
services / gas / tax / 

 food / emergencies 
DO depend on the 

number of people at 
the event 

Ideas 

Get bids 

Make into semi-fixed 
costs 
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Event managers MUST have the 
ability to cut costs rapidly as 

situations change 

Controlling Expenses 

Cash Controls - Spending 

 Ethics 
 Authorization 
 Limits 
 Bonded / insured 
 Double signatures 

Cash Controls - Spending 

 Petty cash 
 Reimbursements 
 Receipts 
 Purchase orders 
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Cash Controls - Spending 

Communications 
Meetings 
Reports 

Paperwork 

Line of Credit? 

Cash Controls - Collections 

Procedures 

Staff and volunteer 
training 

Cash Controls - Collections 

Prior to Event 
 have a safe 

deposit in a timely 
manner 
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Cash Controls - Collections 
At the Event 

What really needs to be 
collected? 
Security 

Time consuming to 
count 

Double person system 
Safe? 

Inventory Controls - Equipment 

Prior to Event 
As purchased – ID, tags, 

markers, unique items 
Good storage area 

After Event 
Annual audit 

Disposal procedure 

Inventory Controls - Equipment 

At the Event 
Check out system 
Check in system 

Tear down procedures 
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There are a lot of little things 
needed for events – how do you 

control them all? 

Inventory Controls - Supplies 

The number one source of Income 
for events 

Extremely Important to Control 

Admission Tickets 

Student Searches 

Admission Tickets 
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Some Basic Thoughts 

Admission Tickets 

Other Tickets 

Food & Beverage 

Rides 

VIP Areas 

Contracts 



7/6/11 

9 

Today’s Final Words 
Next Week 

Class starts at 
6:30 pm 

Exam 
Study Questions 
Class Evaluations 

Class over at 7:30 pm 



NAME: ______________________________________________________ 
 

ASU Downtown Campus – summer 2011 
PRM 328 – Budgeting and Accounting for Special Events 

EXAM 
 
Circle the letter of the BEST answer for all questions.  3 points each 
 
1.  The five basic elements of special event program planning include 
 A. people, volunteers, staff, marketing, and budget 
 B. people/marketing, staff/volunteers, budget/finances, facilities/equipment, activities  
 C. marketing, volunteers, finances, staff, budget 
 D. activities, budget, facilities & equipment, staff, volunteers 
 E. none of the above 
 
2.  When it comes to budgeting and accounting special event producers need to use 
 A. more right brain and less left brain 
 B. more left brain and less right brain 
 C. equal amounts of both right and left brain 
 D. right brain for accounting and left brain for budgeting 
 E. none of the above 
 
3.  Which of the following is true about the 2008 Super Bowl economic impact study? 
 A. An exact amount of money pumped into the local economy was calculated 
 B. An estimate of the amount of money pumped into the economy was calculated 
 C. The NFL left town with a lot of money 
 D. only A and C above  
 E. only B and C above 
 
4.  The host community for an economic impact study can be defined as 
 A. a city 
 B. a region 
 C. a state 
 D. a country 
 E. all of the above 
 
5.  A special event budget is 
 A. the most important tool used to measure the success of an event 
 B. based on exact facts and figures 
 C. standardized for every special event 
 D. only A and B above 
 E. none of the above  
 
6.  Fixed overhead expenses for a special event organization 
 A. are often variable 
 B. most often are unpredictable 
 C. do not depend on the number of participants at your event 
 D. only A and B above 
 E. none of the above 



7.  To control admission tickets it is important to 
 A. track both the number sold and the number of comps 
 B. color code the tickets by seating area 
 C. keep track of any extras not used 
 D. only A and C above 
 E. all of the above 
 
8.  Event managers can cut costs rapidly as situations change in the last few days before an event by 
 A. canceling the office lease 
 B. informing staff that no new purchase orders will be permitted 
 C. prioritizing expenses in advance 
 D. limiting the number of VIP tickets a sponsor will receive 
 E. all of the above 
 
9.  The financial philosophy of a hosted event is that 
 A. revenues should exceed expenses 
 B. expenses should exceed revenues 
 C. revenues and expenses should be about equal 
 D. primarily A above and sometimes C above 
 E. it doesn’t really matter 
 
10.  Cost-Revenue management leads to 
 A. better records management and a greater understanding and knowledge of the event 
 B. more focus on revenue generation but less control of predictable revenue sources 
 C. having every element of a special event generate a profit 
 D. only A and C above  
 E. none of the above 
 
11.  As the events industry grows and becomes more sophisticated many of the financial problems 
 A. can be solved by networking with other professionals who are often willing to help  
 B. don’t change – the solutions just become easier 
 C. are opening discussed by professional organizations and at professional conferences  
 D. only A and C above 
 E. all of the above 
 
12.  A good way to control your variable costs at a special event would be to 
 A. get bids on equipment rentals 
 B. have a really accurate estimate of what your attendance will be 
 C. use contracts and book entertainers in advance 
 D. have procedures in place with spending limits for staff and volunteers 
 E. all of the above 
 
13.  A term not used when discussing economic impact reports is 
 A. direct expenditures 
 B. indirect expenditures 
 C. capital expenditures  
 D. multiplier effect  
 E. leakage 
 



14.  The following university professor has focused on special event economic impact studies 
 A. Joe Goldblatt 
 B. Doug Turco 
 C. John Crompton 
 D. only B and C above 
 E. all of the above 
 
15.  The number one reason events fail is due to 
 A. poor financial management 
 B. poor marketing 
 C. lack of creativity 
 D. the economic impact of events 
 E. all of the above 
 
16.  A term not often used when discussing the issue of cash flow is 
 A. payables 
 B. aging 
 C. receivables  
 D. inventory 
 E. insolvency 
 
17.  The most common and typically the only budget used by events is 
 A. the cash budget 
 B. a line-item budget  
 C. a zero-based budget 
 D. a program budget 
 E. none of the above 
 
18.  To get a feel for a good or improving economy a special event producer looks at 
 A. low unemployment 
 B. a rising rate of inflation 
 C. healthy retail sales 
 D. only A and C above 
 E. only B and C above 
 
19.  Which of the following is not a value of an economic impact assessment? 
 A. they help gain tax support from government 
 B. the demonstrate the importance of an event 
 C. they help generate additional concession sales 
 D. they help attract sponsors  
 E. they provide a market profile for the event 
 
20.  A factor you want to base your budget on includes 
 A. the ROI you believe possible based on your resources  
 B. a general history of previous or similar events 
 C. marketing projections from your market research 
 D. only A and B above 
 E. all of the above 
 



21.  An accounting statement that reports on retained earnings provides information on 
 A. net worth 
 B. surplus income held over for next year 
 C. profit and loss 
 D. cash flow 
 E. all of the above 
 
22.  Account codes are used for the following reason 
 A. to organize revenues and expenses into more manageable sub-groups 
 B. because it is required by the IRS 
 C. they create an audit trail 
 D. only B and C above 
 E. all of the above 
 
23.  A standard performance measure based on good accounting principles would be 
 A. ROI 
 B. ROA 
 C. GAAP 
 D. only A and B above 
 E. all of the above 
 
24.  Which student gave the best internet search report? 
 A.  Me 
 B.  Everybody except me 
 C. None of the reports were very good or interesting 
 D. What?  
 E. The best special events are about surprises and memories, why not an exam? 
 
25.  Non-Profit event organizations produce which types of special events 
 A. profited orients events 
 B. break even events 
 C. hosted events 
 D. only B and C above 
 E. all of the above 
 
Bonus Question from the Text Assigned Readings: 
Chapter 14 detailed seven “Misleading Presumptions about Event Impacts.”  What were they?  One 
bonus point will be awarded for each correct answer. 
 
1. 
 
2. 
 
3. 
 
4. 
 
5. 
 
6. 
 
7. 
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Budgeting & Accounting for Special Events 

 
Instructor 
Vern Biaett, Jr.  CFEE (623) 877-3204 vbiaett@asu.edu 
 
Office Hours 
As a Faculty Associate I do not have an ASU office or assigned office hours.  I will, by appointment, meet with 
students either before or after class as requested.  
 
Course Description 
This course expands on the basic concepts of program planning for special events with an in depth examination 
of the accounting and budgeting concepts, systems and issues that festival and event producers must consider to 
successfully manage the financial aspects of their operation. 
 
Course Focus/Goal 
The number one reason that festivals and events are not successful and fail is not because of their creative 
program, marketing, management or facilities … it is because of financial issues. The goal of this class is to 
provide students with a basic overview of the financial management methods that are required to be successful 
when required to produce or assist in the production of special events for a facility, an organization, a 
community or at the tourism based level.  The course will also introduce students to the concept of economic 
impact and its importance to the events industry. 
 
Course Objectives 

• To foster professionalism by understanding event theory and methods 
• To be aware of cost-revenue management budget processes, how to control costs and how to monitor 

and forecast cash flow 
• To understand the concepts behind accounting and bookkeeping 
• To develop a working knowledge of financial statements, measurements, and controls  
• To introduce economic impact as a key financial evaluation tool for events 
• To continue developing a network of special event professionals. 
 

Course Style 
The instructor will use an interactive lecture format that requires students to participate in classroom discussion, 
complete internet based research on the financial aspects of special events, and prepare evaluations of guest 
speakers.  Students will be expected to complete assigned readings prior to the dates the material will be 
presented allowing the instructor to focus on the main subject points. 
 
Text 
Event Management & Event Tourism by Donald Getz (Cognizant Communications Corporation 2005) ISBN 1-
882345-46-0 (softbound)   Material from the text not discussed in class will be included on the Exam.  Note:  
This is the same text used for several of the special event certificate classes.   Required reading for this course 
will be Chapter 9, pages 271-283 and Chapter 14, pages 385-409. 
 



Course Requirements/Grading 
100 points       Participation:  There are 5 classes of lectures and presentations – 20 points each 
  30 points       Internet Search Reports:  There will be 3 assignments – 10 points each 

For each of these assignments you will be required to research the subject indicated on 
the course schedule, prepare a 1-page (double spaced, 12 point font, 1 inch margins) 
report, and attach a copy of the first page of your internet article 

20 points Study Questions:  Provide a brief ½ page answer for the three study questions at the top of page 
283 and the 9th, 10th and 11th study questions on page 409 

  50 points Exam – 25 multiple choice questions worth 2 points each 
      Extra Credit – no extra credit will be available for this class 
 
Grades 
A   180-200 points 
B   160- 179 points 
C   140-159 points 
D   120-139 points     
F   less than 120 pts 
 
 
Course Schedule        Readings 
 
3/29 Introduction to the Financial Side of Events 
 
4/5 Economic Impact       Chapter 14, pages 385-409 
 Internet Search Due – economic impact information on any non-sports event 
 
4/12 Financial Management Theory     Chapter 9, pages 271-280 
 Internet Search Due – return on investment (ROI) or assets (ROA) information on any event 

• Budgeting 
• Cash Flow 
• Accounting & Bookkeeping 
• Statements 
• Measuring Performance 

 
4/19 Financial Controls       Chapter 9, pages 280-283 
 Internet Search Due – ticket control policy information on any event 

• Cost Controls 
• Cash & Receipts 
• Inventory 
• Tickets 
• Contracts 

 
4/26 Exam 
 Study Questions due 
 Class Evaluations 
 
 

Instructor reserves the right to make changes to this syllabus during the semester if needed 
SCHOOL OF COMMUNITY RESOURCES AND DEVELOPMENT 



STUDENT POLICIES AND PROCEDURES 
 
1. Students must meet all course prerequisites listed in the ASU general catalog.  Students not possessing these prerequisites will 

be withdrawn from the course. 
2. Withdrawal (http://students.asu.edu/withdrawal)  

Course Withdrawal 
During the first ten weeks of the fall and spring semesters, you may withdraw from any course with a grade of "W." Courses 
with alternate begin and end dates (such as summer or winter sessions) may have an adjusted withdrawal schedule. 
Withdrawals may be initiated by signing in using your ASURITE ID or in person at any registration site. 

Courses from which you withdraw will remain on your transcript with a grade of "W." Please consult the refund schedule to 
determine whether you will or will not be eligible for any refund after withdrawing. 

It is your responsibility to initiate a withdrawal if unable to attend a course. Failure to withdraw will result in a grade of "E" 
being assigned for the course. At the discretion of the instructor, students who do not attend class during the first week of a 
semester may be administratively dropped from the course. 

Note: Withdrawing from a class or from all of your classes is a serious decision, and should be viewed as a last resort.  

Complete Withdrawal 
You may request a complete withdrawal from the university through the semester transaction deadline, which is typically 
during the end of the semester. Undergraduate students are required to request a complete withdrawal in person. 

Complete withdrawals should be viewed as a last resort as there may be serious academic and financial consequences in 
processing a complete withdrawal. Because making a complete withdrawal from the university is a difficult decision, the 
university has many resources in place to help. You are encouraged to consult with your academic advisor to explore 
alternatives. 

Special Circumstances 
Medical withdrawals are available for students needing to withdraw due to medical reasons. This policy covers both physical 
and mental health difficulties. Medical withdrawals must be requested in person from the dean's representative (medical 
designee) of the college of the student's major, and submitted with appropriate documentation for review. 

Compassionate withdrawals are available for students needing to withdraw due to significant personal reasons not related to 
the student's health. Examples are caring for a seriously ill child or spouse, or death in the student's immediate family. 
Compassionate withdrawals must be requested in person from the dean's representative (compassionate designee) of the 
college of the student's major, and submitted with appropriate documentation for review. 

Instructor-initiated withdrawals are made when an instructor withdraws a student from a course with a grade of "W" or "E" 
in cases of disruptive behavior. 

Military withdrawals are available for students activated for military action. Military activated students will receive some 
regulatory relief in the recalculation of financial aid and the calculation of tuition and fee charges. Students requesting a 
military withdrawal should contact the Veterans Services Office at the Tempe campus at 480.965.7723 or at the West campus 
at 602.543.8820. 

 
3. The faculty in the School of Community Resources and Development assume that academic honesty will serve as the 

cornerstone of the academic experience.  Academic dishonesty will not be tolerated.  This includes, but is not limited to, 
cheating, plagiarism, or deception on an exam, paper, or class assignment.  Plagiarism is defined as "intentionally or 
knowingly representing the words and/or ideas of another as one's own in any academic exercise" (Board of Regents Code of 
Conduct and Academic Dishonesty).  Cheating and plagiarism may result in disciplinary action including, but not limited to, a 
failing grade on the assignment, a failing grade in the class, or suspension/expulsion from the university.  Please note the 
following links to ASU policies.  Students are responsible for reviewing and complying with all ASU policies: 

 
 Academic Integrity Policy 
 http://www.asu.edu/studentaffairs/studentlife/judicial/academic_integrity.htm  
 
 Student Code of Conduct 
 http://www.abor.asu.edu/1_the_regents/policymanual/chap5  
 
 Computer, Internet and Electronic Communications Policy 



 http://www.asu.edu/aad/manuals/acd/acd125.html 
 
4. The instructor of a course has full authority to decide whether or not class attendance is required.  During the second week of 

classes (Fall or Spring), the instructor can drop a student for non-attendance.  It is the student's responsibility to contact the 
instructor before the end of the first week of classes if absences during that period cannot be avoided. 

 
5. Class Attendance and Participation - Students are expected to attend class regularly and participate in all class discussion.  

Excessive absences will result in lower course grades.  If absences are excessive, but medically excused, a student will receive 
an "I" or "W," depending on the circumstances.  Tardiness constitutes an absence. 

 
6. Students are asked to show common courtesy to others in order to encourage a positive learning environment for all.  Cell 

phones, pagers, and other electronic devices are to be turned off throughout the duration of the course.  There is to be no 
eating or drinking in the classroom. 

 
Please refer to the ASU General Catalog (http://www.asu.edu/catalog) for additional information and the schedule of classes 
for withdrawal date deadlines. 
 



Animation Plan lecture 

In order to run successful events it is often necessary to have a TIME LINE that is 
used to GUIDE the progression of an event from start to finish. Animation (or 
Production) plans do just that. They indicate TASKS to be done, their START TIME, 
STOP (completion) TIME, DETAILS about the task that others need to know (like 
amounts, location, etc), PERSON(s) RESPONSIBLE for making sure the task is 
completed, and NOTES that you might need to remember. 

Each of the categories is written at the top of a sheet of paper to form a matrix. Each 
item is the heading for a COLUMN. Look at the first example in the .pdf file.  If shows 
part of a plan that includes a meal.  Your events may differ from this quite a bit…but 
all of you will need these same column headings….it is the duration of the tasks that 
differ. 

If you are doing multiple days…you need to include all of them.  Only if you are 
having an event with a specific meal do you need to go into this much detail about 
food. You also need the detail for the ceremony itself. 

Your animation plan begins with SET UP and ends when everything is cleared away. 
You need to use REALISTIC time frames….so do your research and find out how long 
things take! 

I want you to indicate WHEN different things you rent will arrive as well as detailing 
the length of time each part of your entertainment runs. 

This is a DETAILED task….so do not wait!  Feel free to use color-coding. It SHOULD 
take more than one page! 

The second part of the .pdf file shows a different format for a production plan. This 
one was actually used for a trade show. I included several of the days…but not all of 
them. If you prefer to use this format…that is fine, too.  But I will not accept (at 
all…nor can you redo it) an assignment where everything is written in paragraph 
form. 

Look over the examples carefully…there are others out there.  The main thing is that 
this is the “schedule” that all of your key staff people would be given so that 
EVERYONE is on the same page as to what happens when and who is responsible! 

GOOD LUCK! 



Scenario for in-class exercise on Event Marketing 

 

On February 14, 2012, to commemorate Arizona’s centennial as well as Valentine’s 
Day, there will be three wedding festivals held in the state.  One will be in Sedona, 
one in the Phoenix metro area, and another in the Tucson metro area. Your 
consulting company has been asked to do the marketing for this event. As such, you 
will first need to think about the program and then determine the most effective 
way to conduct the marketing so that all target markets are reached. 

 

The following are “givens” about the events: 

100 “couples” will have the opportunity to be “officially” married/civilly joined” at a 
ceremony that is part of the event. These 100 couples must be selected and you 
must design the selection process. 

Three wedding planners (one for each location) must be selected to coordinate the 
wedding ceremonies. These 3 planners must be selected and you must design the 
selection process. 

A festival must be developed around each ceremony that has other dimensions than 
just the wedding ceremony itself.   

All of the marketing must be done electronically...you choose the methods. 

A website must be designed with specifics given/shown about the home page and 
each of the “selection” events outlined above…as well as the festival. The website 
should be interactive. 

At least one other form of electronic marketing must be used…and you will need to 
describe how it will be used. 

On Tuesday,, April 26th, your consulting group will be giving a class 
presentation...one group will be “selected” to receive the contract from the 
Centennial committee...will it be yours? 

 

Good Luck to all! 



The Spring Special Event Management class participated in our first 
WORLDFEST…the Phoenix Sister Cities Festival.  We produced KidzWorld…an 
interactive area for children that focused on the seven continents. 

 

 

The event took place at Heritage Park. It was challenging to make a roadway into a 
WORLD!  But we managed! 

 

 

What started like this…… 



 

Started to take shape for Asia….where they had a chop stick game and made Henna 
hands 

 

 

And Africa…where they saw WILD ANIMALS on the Bubble Gum Jeep Safari Tours! 



 

In Antarctica they tried to stop the iceberg from sinking by filling in the water holes! 

 

They also went on the Blue Sky Iceberg Cruise Lines to identify items scene at the 
South Pole! 

 

In Europe they helped complete a very large puzzle of all the countries! 



 

In South America they donned JAGUAR MASKS before entering the rain forest! 

 

And in Australia they were met by a kangaroo and her Joey before they hopped over 
to explore the Great Barrier Reef from UNDER WATER ! 

Kids seemed to really enjoy it all and loved getting their very own passport! 

 



Merchandising 
 

Why do we sell merchandise? 

 

What types of things are sold? 

 

Where do we sell it?   

 

When do we sell it?   Pre sale….  Post sale…. 

Putting on dates 

Areas needing attention: 

 Cost recovery 

 Copy right  © 

 Trademark  ™ 

 Service Mark 

 Registered  ® 

Doing Research! 

Parts of your products….McDonalds 

 

WWF! 

 



Special Events Management Students participate in the City of Phoenix Electric Light 
Parade 

 

 

It takes a lot of work to create floats! 



 

Our floats were showing scenes from holiday travels around the world! 

 

Our entry was led by a “hot air balloon” made from balloons….designating more 
HOLIDAY TRAVEL! 

 



We also produced the Inaugural ASU KIDS Holiday Village that took place Friday 
night during the judging of the floats! The theme was THROUGH THE EYES OF A 
CHILD 

 

 

 

Lantern making was a popular activity 

 



 

Parents got involved with their children making reindeer from candy canes! 

 

Santa was also a big hit…and the students were helping as elves! 



 

Since the students come from all over the university one of the best thing about 
doing these events is the TEAM BUILDING that is created among students who 
barely knew each other earlier in the semester! 



Special Events Permit Assignment...worth 10 participation points 
 
This assignment must be completed DURING class time and emailed to me by 11:45 am 
Arizona time on Thursday, September 23rd in order for you to receive points. 
 
You must research your answers on the Internet…and you must chose one city from the 
Eastern US, one from the Midwest, and one from the West.  
 
The objective of this assignment is to familiarize you with the requirements for working 
with a city’s special services departments in order to produce an event ON CITY 
PROPERTY…regardless of whether you are a private, commercial, non-profit or public 
entity. So you will need to look at the CITY’S requirements by outsiders who want to 
produce events on city property (outdoors). The more specific you are with your 
answers…the better.  Feel free to cut and paste. REMEMBER….you have to finish this 
assignment BEFORE 11:45 am and email it to me. Late….0 points! 
 
Please ATTACH this document to an email sent to:  Whultsma@asu.edu 
 
PLEASE save it in WORD after you download it to your desktop. I cannot open 
WordPerfect of any other format and you will not receive credit if you email it to me in 
that format.   
 
City 1:  Categories (headings) listed 

in the permit 
process/application 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

 Costs to GET a PERMIT 
 
 
 
 

 

 Length of time it will take 
to PROCESS the permit 

 
 
 

 Site Plan Requirements  

mailto:Wendy.hultsman@gmail.com


(maps, diagrams, etc. they 
require) 

 
 
 
 

 Types of events needing 
permits 
 
 
 
 
 

 

City 2:  Categories (headings) listed 
in the permit 
process/application 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

 Costs to GET a PERMIT 
 
 
 
 

 

 Length of time it will take 
to PROCESS the permit 
 

 

 Site Plan Requirements 
(maps, diagrams, etc. they 
require) 
 

 

 Types of events needing 
permits 
 
 
 
 
 

 

City 3:  Categories (headings) listed 1 



in the permit 
process/application 

2 

3 

4 

5 

6 

7 

8 

9 

10 

 Costs to GET a PERMIT 
 
 
 
 

 

 Length of time it will take 
to PROCESS the permit 
 

 

 Site Plan Requirements 
(maps, diagrams, etc. they 
require) 
 

 

 Types of events needing 
permits 
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Arizona State University   
School of Community Resources and Development 
PRM 486/REC 591        UCENT 282 TuTh 9-10:15 

PRM 486/REC 591       UCENT 282 TuTh 10:30-11:45  
Fall 2010          Special Events Management 

 
Instructor 
 
Wendy Hultsman 
Associate Professor, Recreation and Tourism Management 
School of Community Resources and Development 
411 N. Central Ave., Ste 557 
Phoenix, AZ 85004 
602-496-1079 FAX 602-496-0953 
email Whultsma@asu.edu 
 
Office Hours 
By appointment 
 
Catalog Description 
Principles of programming, marketing and managing special events for diverse 
populations.  
 
Course Focus 
Dwight Catherwood and Richard Van Kirk, in their book The Complete Guide to Special 
Event Management, stated: 
 
Special events are opportunities, not only for the promoter/manager to bring a unique 
project to a community and profit from it, but for the community and local companies to 
benefit as sponsors of the event. Staging a special event takes more than a dream or wish.  
It takes hundreds, sometimes thousands of hours of preparation.  Preparation is the key to 
any successful event.  They do not just happen; they are well planned and coordinated (p. 
vii). 
 
This course will emphasize both the theoretical basis and skills needed for successful 
management and implementation of special events. In doing such, the student will be 
exposed to successful event managers, feasibility planning, and engage in a self-directed 
learning project. 
 
Course Goal 
Upon successful completion of this course the students should have a basic understanding 
of event management theory, marketing strategies, sponsorship, budgeting, pre-event 
planning and site preparation, contracts, media relations, volunteer management and 
event evaluation 
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Course Objectives 
Upon satisfactorily completing the course the student will be able to: 
 
1) effectively communicate the basic principles behind event programming, operations, 
risk management, sponsorship, and staffing; 
 
2) understand the differing needs and interests of diverse populations (e.g., cultural, 
ethnic, mobility, communication) relative to developing and hosting special events; 
 
3) demonstrate knowledge of feasibility planning for special events; 
 
4) demonstrate ability to work as part of a team to complete a project; and  
 
5) assist in the production of a large community special event. 
 
Course Style 
In class, theoretical and practical concepts of special event management will be presented 
through lectures, readings, guest speakers, self-directed learning, in-class activities, case 
studies, resource interviews, and field trips.  The emphasis of class instruction is on 
understanding and applying strategies that produce effective special events. 
 
A part of the information base for this course is obtained by the student through 
interaction with individuals currently responsible for conducting special events and 
observation of events in progress. Students are expected to optimize their interaction with 
professionals by asking pertinent questions and getting involved in as many aspects of 
event planning as possible. 
 
Because we, as adult learners, have different ways of learning which are effective for us, 
several different teaching styles will be used. You will have the opportunity to engage in 
discussions in class, meet with practitioners, experience first hand the challenges of event 
planning and implementation, and read about areas related to a variety of event-related 
areas. From each of these situations you must glean the information that will help foster 
your understanding of special event programming and management. 
 
Text/Resources/Class Programming Fee 
 
Getz, D. (2005). Event Management and Event Tourism, 2nd Ed. Cognizant 
Communication Corporation.  ISBN: 1-882345-46-0 
 
In order for students in this class to gain “hands-on” experience through our class project, 
we need to have a budget. The second week of class I will be collecting $10 from each 
student in the class. 100% of the money will be used on the class project related to the 
Electric Light Parade. This will allow us to purchase some of the supplies that we, as a 
class, will need. 
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Additional readings are placed on Blackboard under Course Documents. You are 
expected to access these and read them.  
 
Course Requirements 
 
Event Observations: Over the course of the semester you will be conducting an 
observation on an event of your choosing. It may NOT be an event that is part of THIS 
class or any other class for which you are receiving credit. And, you MUST attend the 
event THIS semester. The purpose of this assignment is to focus your learning on event 
operations, participant behavior, and event marketing/public relations. There are MANY 
types of events. For this assignment, the allowable categories are: 
 
*Ethnic cultural street festivals *Sports/Games tournaments 
*Sports races *Food-oriented events 
*Fine arts productions *Age-specific oriented events 
*Issue/cause awareness events *Sporting 1 day events- (not games that are 

part of league play, such as football, 
basketball or baseball) 

*Holiday-related (not a family holiday) *Weddings or religious special ceremonies 
(250+ people) Not your own 

*Retail-related (e.g. new product, store 
opening, promotional) Event 

 

For the event you attend you are to focus your attention on the following aspects: 
 
Marketing 

• How do people find out about the event? Be specific as to the media and methods 
used. You WILL need to RESEARCH THIS! 

• Are these means effective? Why or why not. 
• What special methods (e.g., promotions, gimmicks) were used to attract and 

inform people? Where they effective? Why or why not. 
 
Layout 

• Describe the layout of the event, including vehicular and pedestrian pathways, 
food, support/comfort services, information provision, parking, and program 
areas.  

• What methods were used to inform participants where certain areas were located? 
 
Operations 

• How was food incorporated into the event?  
• Describe the use of decorations, including color choices, symbols, props, and 

placement of items. Make sure you reflect on the effectiveness of these areas on 
the experience of participants. 

• Examine the area from a risk management perspective. What aspects looked like 
they promoted safety? What aspects could have caused problems? 
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Participants 
• What attracted the participants’ attention the most? Why do you think this is so? 
• Did it appear that participants understood how to explore/attend the event? What 

specifically leads you to these conclusions? 
• What, if any, items did you observe that negatively impacted the experience of the 

participants? How might these have been altered to make the experience more 
positive? 

• What was one aspect that seemed to really help participants enjoy the event more? 
 
On THE TOP OF THE FIRST PAGE you must include the following information: 
 
NAME OF EVENT AND LOCATION 
DATE ATTENDED  TIME OF ATTENDANCE 
WITH WHOM DID YOU ATTEND 
At the END of the paper you must answer the following questions: 
 
“What did you learn from observing this event?” “How might this information be useful 
to you in your future professional endeavors?” 
 
PLEASE DO NOT USE PLASTIC COVERS OR FOLDERS. A simple staple in the 
corner will suffice.  You MAY include digital pictures! 
You should plan on taking plenty of notes on-site. You will use these notes later on to 
write your report. There is no set format for your paper but I would like the paper to be 3-
4 pages MAXIMUM. You can include your observations in any order. I am looking for a 
paper that shows you put thought into your observations and you understand why certain 
things are done/take place as part of event management. You do not need to list the 
questions. You may write the paper as one integrated piece.  Please remember, 
QUANTITY is no substitution for QUALITY and QUALITY does not come from 1-2 
word answers. 
 
Caveats for this project 
It is STRONGLY encouraged that you attend these events with a friend and/or family 
member. He/She will help you enjoy the assignment more, plus, their eyes can help add 
to what is observed. You may not, however, attend with a classmate. This is an 
independent assignment. Even though you may be taking others with you, the paper is to 
be written by YOU alone. There are literally HUNDREDS of events that will be taking 
place during August-December. Thus, there are absolutely no excuses that you could not 
find anything to attend. There are no date extensions for this assignment. Lastly, enjoy 
yourself. This is an opportunity to expand your horizons. Attend events that are NEW to 
you! 
 
Grading for this assignment is based on how well you answered the questions (50%), 
accuracy of your interpretations (20%), completeness of your answers (20%) and 
Grammar and Spelling (10%). 
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Event Participation: Each student will participate in the implementation of at least one 
event (in addition to the class event). The purpose of this participation is, at a minimum, 
to gain hands-on experience in the implementation stage of event planning. However, 
there may be the opportunity in each case to also be involved in some of the pre-event 
planning. Because I feel so strongly about experiential education, I will strongly 
encourage each of you to find time to assist in a variety of capacities at your chosen 
event. The experience will be invaluable. At a minimum, students are expected to work at 
least 4 hours at the event. I can assure you that you will find this part of the class to be 
truly meaningful. After the event, you are to write a reaction paper describing your 
experiences. I expect this to be an insightful piece that reflects on your observations, 
interactions with staff and peers, and event participants. In addition, please provide any 
comments about how your experience could have been improved. Grading for this 
assignment is based on the event coordinator’s evaluation (50%), your reaction paper 
(40%), and grammar and spelling (10%). I will offer some suggestions in class and on the 
list serve for those unsure of what is available. Please let me know your event choice by 
September 14th. You can email me. 
 
Dream Event Assignment: I have found that students can understand the concepts of 
event planning much better when they can relate them to a specific event that holds 
meaning to them. For this assignment each student will be “creating” an event over the 
course of the semester. As we learn about different facets of special event management 
specific pieces of the event portfolio will be developed and turned in. Each piece should 
be no longer than 2 pages. The first piece, the “event description” is due on Aug. 31. 
Students will describe, in a fair degree of detail, what their “dream event” will look like 
(5 W’s). The second part, “Goals and Objectives” will offer 4 management goals with 
two objectives for each. It will also include 4 participant outcomes, each of them specific 
to the event. It is Due on Sept. 7th. The “animation plan” is third. Students will develop a 
plan that takes them from set up to take down, indicating task, times, who is responsible, 
and place, as well as additional notes of importance. It is due on Oct. 12th. A “program 
schedule” complete with reasoning for selection of each element is the 4th piece. The 
food, beverage, and vendor information is also to be contained in this piece. It is Due on 
October 22nd. You need to include a COPY of your program that would be distributed 
to participants. Fifth is the “event budget.” It will be a line item budget containing all 
expenses and anticipated income. These should be realistic costs. If items are realistically 
going to be donated or borrowed then they need to be discussed in a “budget 
justification” appendix. It is due on November 9th.  Last (6th) comes the “marketing 
strategy.” Discuss all avenues that will be used and why they are being chosen. Use 
“real” names of print and mass media. Also, a clean copy of your “poster/flyer” mock up 
needs to be attached on 8 1/2 x 11” paper as well as a page design that you have created 
using Facebook for the event.  You do not have to publish the page…but you need to 
create it. This is due November 18th.  
 
The one caveat for choosing an event is that it must be detailed enough to require 
significant involvement in each of the above stages. Thus, your own wedding, if it were 
to be small, would not work for this assignment. However, if you were planning a large 
wedding (250+ guests), with a diverse attendee list, that would work. Family reunions 
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will work if you are going to make this a detailed affair and they last more than one day. 
Birthday parties and personal open houses will not work for this assignment. If in doubt, 
check with the instructor first. 
 
Event Production: In the past students in the class produced the Haunted House (known 
as Sinister Sinema) for Glendale Parks and Recreation Department in conjunction with 
their fall Glendoberfest event. In spring (2010) Glendale discontinued the festival as part 
of a budget realignment, thus ending our partnership.  Because I feel very strongly about 
giving you as much production experience as possible, we as a class (actually both of my 
sections of PRM 486/REC 591) will now be involved with the City of Phoenix Parks and 
Recreation Department’s Electric Light Parade.  Our involvement is multi-faceted. One 
dimension includes designing and building a float that will travel (and compete for 
awards) in the actual Electric Light Parade. Another aspect will be the designing and 
operating an “elf village” on Friday night, December 3rd…during the judging of the 
floats. This interactive village is designed for children. Since they have NEVER had one 
before… this provides an opportunity to create some magic for the evening. The third 
aspect for a couple of students will be assisting with the de-staging of the event once it is 
over and all of the “groups” come to the end of the line. Thus, we, as a class, have the 
opportunity to be highly creative and produce a spectacular contribution to the Electric 
Light Parade held on December 4th along Central Avenue…starting at Bethany Home 
Rd., continuing south to Camelback Rd. then turning east to 7th St. and then turning south 
to Indian School Rd. in Phoenix. 
 
As a class (actually…the combination of BOTH of my sections of the class), we will 
chose the float theme and Village theme, intricately design the scenes, construct and 
locate  props ourselves, set up the structure, and then, on FRIDAY, December 3rd have 
the float ready for judging and Saturday evening, December 4th...ride in the parade. The 
float does not have to be one piece…we will also have a balloon sculpture (made by 
students in the class) that will relate to the physical float and travel down the parade route 
too. PLEASE plan to be free on either (or both) December 3rd and 4th. If you have to 
take off from work, PLEASE LET THEM KNOW NOW!  We will be building 
everything beforehand but will need to spend time on Friday setting up the Village and 
making last minute adjustments to the float. Then on Saturday…we will need to be at the 
site (Bethany Home and Central Ave) in the later afternoon to make adjustments. You 
WILL be busy with the parade from 5-10 pm.at least. YES, you will be tired, but oh, so 
fulfilled! I will give you November 23rd off. 
 
There will be more discussion about this in class. This assignment is worth 60 points. 
 
Mid-term Exam: You will be taking a mid-term exam on October 9th. There are no 
make-ups for this exam unless you are attending a conference or professional 
development training AND you speak to the instructor BEFOREHAND. Please do not 
plan to be out of town at this time.  
 
Final Exam: A cumulative final exam will be given on December 9th or 14th, 
depending on which section you are in. This exam will take place in class and can 
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cover any material that was covered during the semester as well as material from 
assignment readings. There will be no study guide provided or review session in class. 
If you attend class, take notes, participate in activities, and read, you should do fine. 
 
REC 591 Additional Assignment: One aspect of event planning that receives a great 
deal of exaggeration is calculation of event attendance. This semester those of you who 
are graduate students will have the opportunity to be involved in a research project with 
Vern Biaett and myself. We will be applying Vern’s published material on event 
attendance to two actual events and then examining the perspectives of the 
media….(ultimately changing their perspective!) You will be working with us for both 
the Veteran’s Day parade…on November 11th and the Electric Light Parade on December 
4th. For each event we will be calculating the maximum space in which people can 
actually watch the parade (this requires a great deal of measurement and calculation…but 
it is fascinating when you see the results) and then during the event…actually measuring 
(using Vern’s methods…which have been accepted by the event industry) the number of 
people who attend. This project will give you “hands on” involvement in a research 
project that can provide immediate applicability to an industry. 
 
Additional course information 
All assignments completed out of class must be typed or word-processed.  Assignments 
are due on the dates listed in the course outline.  For each weekday that the assignment is 
late, 5 points will be deducted.  No assignments will be accepted after 1 week beyond the 
due date unless documented by extreme circumstances.  These must be cleared with the 
course instructor beforehand and are at the discretion of the instructor. 
 
No extra credit assignments will be given. 
 
Proper use of the English language is expected in all written and oral presentations. 
Spelling, grammar and style should be of professional quality. Written assignments that 
have excessive grammatical, spelling and/or typing errors will be returned for corrections 
before they are eligible for a grade. Written assignments will be returned for corrections 
before they are eligible for a grade. All of these assignments receive an automatic 10-
point grade reduction. Written assignments will be returned only once for revisions. If 
excessive errors exist after resubmitting the assignment, no grade will be awarded. A 
word to the wise ... PROOF READ YOUR WORK! 
 
Attendance Policy: The amount of time that we have to share in class is very short, 
compared to the wealth of information to be learned. Special Events Management is such 
a broad field.  Out of respect for your fellow classmates, guest speakers, and the 
instructor, classes will start on time. For those of you who have problems with personal 
time management, allow yourself enough time to get to class considering the traffic 
patterns you would expect at their worst! 
 
Class Participation: Students are expected to comply with University policy regarding 
attendance. Therefore, students are expected to attend class sessions. It is the 
responsibility of the student to obtain all information that is presented in class. If a class 
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is missed, information can be obtained from other students in the class. The instructor’s 
notes will not be distributed. If necessary, tape recorders may be used in class. Following 
is a description of what I consider class participation:  
 
Research has shown that students learn AND RETAIN far more information and for a 
longer period of time when they are actively engaged in the learning process. This course 
will be taught interactively, thus students have a variety of opportunities to get involved. 
Active participation implies being prepared for class, partaking in class discussions, 
asking pertinent questions, and refraining from involvement in other activities unrelated 
to the class. Non-participation implies such behavior as reading books/newspapers, etc. 
while class is in session, looking at your laptop or phone, studying for other courses 
while class is in session, continuous talking or activities unrelated to the class, as well as 
leaving the class early. Students who engage in these activities will be considered as not 
participating in the class for that day and will not receive class participation points. 
 
Classroom atmosphere: I view the classroom (both indoors and out of doors) as an 
environment that must be conducive to learning. In that light, there is little to no tolerance 
for anything that decays this principle. Thus, all cell phones and personal devices 
MUST have their auditory mechanisms turned off once you walk in the door. Failure 
to do so will be considered non-participation for that day. You may place them on 
vibrate, but not sound. If you must leave to make a phone call, please do so as 
inconspicuously as possible.  
 
My classroom atmosphere has absolutely NO TOLERANCE for harassment and 
disrespect. ANY signs of verbal, emotional or physical disrespect and/or abuse will result 
in immediate dismissal from the class for that day and ultimately could result in dismissal 
from the class as a whole. All students must feel comfortable sharing their opinions and 
insight. If there is anyone that feels otherwise, please take this up immediately with the 
class instructor.  
 
Finally…I have absolutely no tolerance for students who feel they must be looking at 
their laptops and/or texting while class is in session.  You MAY use a laptop to take 
notes….but realize it is very obvious to me when you are looking at something other than 
information that directly applies to the course. In addition, when there is a guest 
speaker…NO laptops may be used AT ALL. Your full attention is expected to be 
ON the guest speaker. 
 
PLEASE MAKE SURE YOU ARE TOTALLY FAMILIAR WITH THE 
COLLEGE OF PUBLIC PROGRAMS STUDENT POLICIES AND 
PROCEDURES.  They can be found on BlackBoard under Course Information. 
 
Grading Policy: 
 
Grades are not given to students, they are earned. In that light, the following grading 
scale should help guide students with interpreting their overall achievements in this class.  
The University catalog describes letter grades as: 



 9 

A: Excellent  C: Average  E: Failure 
B: Good  D: Passing 
 
My interpretation of grades is as follows: 
A:  Superior achievement/Excellent. Extraordinary effort. Obvious that work is very 
high in caliber and shows understanding/insight far beyond what is considered average 
for the course. Assignments are on time, complete, and free of excessive grammatical 
errors. 
 
B:  Above Average/Good. Strong effort obvious. Produces work that is better than 
average and shows above average understanding. Assignments are on time, complete, and 
free of excessive grammatical errors. 
 
C:  Average. Effort evident. Produces work that is fairly complete but does not 
demonstrate much effort beyond minimal requirements. Most assignments are on time, 
yet there are often numerous grammatical errors. 
 
D:  Passing. Have done what is minimally required and no more. Shows a general 
understanding of the topic. Assignments are unevenly written, weak. 
 
E: Failure. Unacceptable work, very poor quality, fails to turn in assignments.  
 
Grading (280 points total)       Points 
Event Production         50 
Out of class event participation and reaction paper      20 
Dream Event Assignment (70 points total) 
 Description           5 
 Goals and Objectives                                    10 
     Animation Plan         15 
     Program Schedule                                         10 
     Budget          15 
 Marketing strategy             15 
Special Event Permitting Assignment      10 
Event observation                 20 
Participation in class discussions and exercises      25 
Exam 1           40 
Exam 2           40 
TOTAL           
 
Grading Equivalence 
A     262-280 B+     241-251 C+     210-220 
A-    252-260 B       231-240 C       191-209 
 B-      221-230 D       162-190 
    
NO GRADES WILL BE GIVEN OUT OVER THE PHONE FOR ANY 
ASSIGNMENT.  GRADES WILL BE POSTED ON BLACKBOARD 
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    “Tentative” Course Topics 
 
Date   Topic 
 
8/19   Introduction to course - Review Syllabus 
    
8/24   Professional Roles/Roles events play 
   Recreation Experience Continuum 
   HAVE READ CHAPTERS 1,2 
   “Why am I in this business…”  
   “Practice Safe Stress”  
   “How to develop innovative thinking…”  
   “Job descriptions”  
   “Passion” 
   “Integrity”  
   “Effectively Managing Your Multi-tasking Day” 
   “No-No to Know-How: Networking for Association 

  Professionals”  
    
8/26   ELECTRIC LIGHT PARADE (ELP) Brainstorming  
 
8/31   Goals and Objectives 
   ELP Planning 
   EVENT DESCRIPTION DUE 
 
9/2   SWOTs, Animation Plans 
   Event History 

“SWOT” 
“OASIS Animation Plan” 
“Building Community”  
“Jungle Survival Tips”  

    
9/7   Event planning – operations 
   Designing Event Environments – themes 
   “Seating Arrangements” 
   “Final Walkthrough Checklist” 
   “Beverage Service” 
   “Greening Your Gig” 
   “Meeting facility contract” 
   “Using GPS and GIS”  
   “When Good Weather is Bad”  

GOALS AND OBJECTIVES DUE 
   HAVE READ CHAPTER 3 
    
9/9   Creating Experiences In-class exercise 
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9/14   Risk Management-Security, Legal Issues 
   “Consent form for Risk Management” 

“Safer Festivals and Events” 
“Risk Management Afterthoughts” 
“What to do About the Flu” 

   MUST HAVE READ CH10 
   INDICATE EVENT CHOICE 
                 
 
9/16   Making of an Event- Electric Light Parade 
   Guests: Sarah Hughes and Joe Swicklick 
 
9/21   Doing Electric Right! 
   Guest: Vern Biaett 
 
9/23   Special Event Permitting- Working with City 
    Services: Contracts, permits and licensing 
    WEB ASSIGNMENT 
 
9/28   No Class! 
 
9/30   Event programming 

“Copyright” 
“Event Partnerships”  

   “Producing outstanding educational events”  
   “Put the Serve back in Service” 
   “Becoming Effective in Creating Innovative Ideas” 
   “Events and Tourist Organizations” 
   “The Portland Rose Festival’s Top Ten for Planning 
     our Hundredth” 
   MUST HAVE READ CHAPTER 6 
     
10/5   Work on ELP   
 
10/7   Marketing research 
   The event customer  

“Festivals and Research”  
ANIMATION PLAN DUE 

 
10/12   Merchandising 
   “Successful Event Merchandising” 
 
10/14   Event Budgeting 
   “Budgeting 101” 
   “Strategic Planning”    
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10/19   Midterm    
 
10/21   Working with Volunteers 
   Event Leadership 
   “Being Human While Managing Them” 
   “Volunteers” 
   “Motivated Employees…” 
   “How Playing Politics Can Pay Off” 
   “Creating and Maintaining Organizational Culture” 
   “The Greatest Compliment” 
     MUST HAVE READ CHAPTER 8 
    PROGRAM SCHEDULE DUE 
 
10/26   Legal Issues 
   “Crisis Management before Your Event” 
 
10/29   TBD 
 
11/2   Event sponsorship  
   “Sponsor Bloopers” * 
   “The Perfect Fit” * 
   “Long Term Sponsors” * 
   “Sponsor Servicing”  * 
   “The Art of Negotiation” * 
   “Media Sponsorship” 
 
11/4   Event Marketing 
   “Multi-cultural Marketing” * 
   “Social Media Advertising Strategy” 
   “Successfully Branding Your Event” * 
   “Marketing Makeover” * 
   “The One-Inch Billboard” * 
    
11/9   Working with Print and Social Media 
   Time schedules 
   “Media Relations”    
   BUDGET DUE 
 
11/11   Event fundraising 
   “Trends at a Glance” 
 
11/16   Event Evaluation 
   MUST HAVE READ CHAPTER 14 
 
11/18   Event Tourism 
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   EVENT OBSERVATION  DUE 
   MUST HAVE READ CHAPTER 5 
   MARKETING STRATEGY DUE 
 
11/23   No class…you deserve a break for all the work you WILL do! 
 
11/30 12/2  ELP prep 
 
11/3-4   THE REAL DEAL—ELECTRIC LIGHT PARADE 
    
12/7   Event de-briefing 
 
12/9 or 14  Cumulative Final Exam   
   PRM/REC (9 am section) THURS 12/9  7:30-9:20 
   PRM/REC  (10:45 section) TUES. 12/14  9:50-11:40 



For many years our “Main Event” was Sinister Sinema (scenes from VERY SCARY 
MOVIES!!!) that we produced for the City of Glendale Parks and Recreation 
Department’s Glendoberfest Fall Festival 

 

 

 

The crowds did form!  Almost 900 people came through each year in 2.5 hours!!!! 

 



 

We even served popcorn to make our “Sinema” authentic! 

 

 

It was important for the students to get “into character” beforehand! MAKE UP time 
was always a fun affair! 



 

 



 

What we liked best was scaring kids!  Our Wizard of Oz scene was QUITE frightful! 

 

Even older folks were scared by the flying monkeys! 

 

And every year we had a GROUP PHOTO just before SHOW TIME!!! 



PRM 486 – 5/31/11 
 
Welcome to Special Events 
 
Who am I – Why am I here? 

• Adventure & experience 
• Advance my profession 
• Challenge & constructive criticism 

 
Who are You? 

• Welcome to OZ 
• Plato – You know more than you think you do 
• Majors? 
• Jobs?  Recreation or Events? 

 
The Syllabus 
 
Some Basics 

• Duct tape and zip ties 
• Leadership 

1. The greatest dreams are always unrealistic – Smith 
2. Be first, different or great … if you are one of these you may make it – Lynn 
3. OZ > courage (ability to be where you are) + ethics/empathy + reality + vision/strategy 
4. SHAPES: triangles … squares … pentagons …. circles 

• Program Planning 
1. people to be served / marketing 
2. finances 
3. facilities and equipment 
4. staff 
5. activities 

• Terminology 
1. Work 
2. Leisure 
3. Recreation / Religion / Volunteering / Nothing 
4. Special Events  

 
PRM 486 – Second class 
 
Special Events Defined 
 
Special Event Management is a profession that brings people together for the purposes of celebration, 
education, reunion and/or marketing. 
 
 
Levels of event production (Vern’s System) 

1. facility based 
2. organization based 
3. community based 
4. tourism based 

 
The 10 basic special events sub-field types (Dr. Joe Goldblatt) 



•  civic events – produced by cities and towns 
•  expositions / trade show – public and private 
•  fairs and festivals – commercial / non-profit 
•  hallmark events – Olympics 
•  hospitality events – hotel based events 
•  meetings and conferences – conventions 
•  retail events – promotional events 
•  social life-cycle events – weddings / anniversaries / funerals 
•  sport events – event plus side events (Fiesta Bowl) 
•  tourism – event tourism / heads-in-beds 

 
 
PRM 486 – Third class 
 
Professionalism / Event Management System 
 
 
What is Event Management? 

o the planning and production of events  
o and possibly the formation and/or administration of organizations that govern these events 

 
Event mangers work for 

• private for-profit commercial enterprises 
• non-profit organizations – development 
• public organizations – primarily government 

 
Must read – pages 15 to 30 > p. 17 “What makes an event special” 
Must read – pages 34-51 > “Specialized Career Paths in Event Management” 
 
History of the Profession 

• 1976 – Bi-Centennial > produced by amatures 
1. sideline to other professions 
2. secretaries / admin assts. 
3. had the skills and could adapt 

• 1984 – LA Olympics > produced by professionals 
1. sponsorships > $$$ 
2. surging ahead > economic, cultural and social significance 
3. media coverage 

• Academic status > college > since early 1990’s 
• IFEA:  1990 = 200 USA/Canada      2005 = 5,000 Worldwide 
• Most event planners still came into field from other profession, but times are rapidly changing  

 
Is Event Management a Profession? 
Four things needed to be an “official” profession 

1. Government sanction through licensing to exclude non-qualified 
• not at this time > probably not in future 

2. Accreditation of educational programs 
• Has begun, but uncommon 

3. Occupational values and ethics 
• Self-regulation through professional associations 



4. Body of theory and technical skills 
• Yes – clearly technical skills 
• Theory – research, professional journals by educators in field 
• Social Sciences and Events – as part of leisure 

1. History 
2. Geography 
3. Cultural Anthropology 
4. Sociology 
5. Psychology 
6. Political Science 
7. Economics 

 
 
The Basic Event Management System 
 
INPUTS >>>> transformed into >>>> OUTPUTS 
 
Every event has the task of creating outputs 

• Profits 
• Other economic benefits 
• Societal benefits 
• Unintended or negative impacts 

An event is really just a vehicle for attaining goals 
 
Inputs are things needed to operate the organization and produce the event 

• Tangible resources > facilities, equipment, $$$ 
• Human resources > staff and volunteers and others 
• Public Resources > market research, information, political and moral support, possible mandate/mission 

 
It all comes back to making sure you cover the basics 

1. people to be served / marketing 
2. finances 
3. facilities and equipment 
4. staff 
5. activities 

 
PRM 486 Fourth class 
 
Planning Events 
What is event planning in general? 

• Future oriented 
• Focused on goals and the resources to achieve them 
• A process 
• An outline 
• It is NOT crisis management, although planning for potential crisis is important 

 
The Project Planning Process 
Design & implementation to create a NEW event 

• Start and end date 
• Idea  investigation (feasibility and resources)  pull the trigger or not  
• Create a draft plan  expand to a detailed plan 



Create the Detailed Plan 
• Task/work plan 
• Scheduling … Gantt chart 

Implement the Detailed Plan 
• Go  start producing the event 
• Prior activities 
• Concurrent activities 
• Adapt as you go (remember, the plan is an outline) … may include termination 

Business Plan – often part of Project Plan 
• Created to obtain financial resources 
• Created to establish partnerships 
• Created to establish a financial plan and controls 

 
The Strategic Planning Process 
Continue the success of ESTABLISHED events 

• Consists of integrated policies and programs to achieve goals 
• Many different strategic planning systems  all basically an outline of how to move forward and be 

successful 
• Vision  what resources do we have now or would like to add  short term (5 year?) goals  research 
 strategies/plans/task assignment  follow-up/evaluation  start over/adapt 

 
What Affects the Planning Process 

• politics 
• the economy 
• demographics 
• psychographics 
• media 
• technology 
• culture 
• environment 
• urban conditions 
• trends  culture, health, sports, leisure, etc. 

 
 
PRM 486 – Fifth class 
 

HOW MANY People Were at Your Event? 
 
Attendance is an important measure of an event’s success or failure, often considered the most significant 
quantifier of accomplishment.  Can you make a reasonable estimate of how many people attend your events?  In 
the magical festival industry of OZ there are many Scarecrows desiring a brain to calculate attendance figures. 
 
When understanding large numbers the average person is innumerate – that is to say, in part they lack ability to 
deal rationally with large numbers.  In his 1989 best seller, INNUMERACY, Mathematical Illiteracy and its 
Consequences, John Allen Paulos contends most people fear mathematics … “innumerate people 
characteristically have a strong tendency to personalize – to be mislead by their experiences, or by the media’s 
focus on individuals and drama.”  If this describes you, there is hope.   
 



To grasp the concept of estimating attendance we must admit that we use two types of figures in our industry.  I 
label them as “marketing figures” and “operational figures.”  Sometimes these figures match up, but usually the 
marketing ones are big, virtual numbers created to attract big press and create big ego, while the operational 
ones are closer to the actual real figures critical to the effective use of limited production resources.  The 
question arises, “Are we being straight forward using two types of figures?”  Is it acceptable to justify double-
bookkeeping under the guise of “Situational Ethics” wherein proponents claim the ethical thing to do in any 
situation is dependent on the peculiar mix of factors in that situation?  You decide, but remember to ask, “Who 
is affected, what stake do they have in the outcome, will they be influenced in future situations, and who’s 
asking, anyhow?”  The bottom line – many festivals use two sets of attendance figures. 
 
My suggestion for marketers is to replace numbers with meta syntactic terms – words used to describe numbers.  
An example is the word zillion, defined as “an undetermined large number.” After discussing a zillion at the 
Arkansas Festival Association a delegate told me its synonym when he stated attendance at his event was really 
low, it was “squat-el-de-poop!”  Following the 2004 Glendale Jazz & Blues Festival I distributed a press release 
that described a doubling of our regular attendance when a swarm of bees, estimated in the thousands, enjoyed 
the music, occupying a tree beside the stage for a few hours without incident (a true story).  It generated 
exceptional coverage.  Festival and event people are creative people.  The use of meta syntactic terms should be 
more common place. 
 
Accurate operational figures are required to best utilize the limited resources of most events.  They are the 
foundation for everything from providing an appropriate number of vendors, emergency service personnel and 
restrooms to site lay out for efficient traffic flow to ordering souvenir merchandise.  Operational staff needs 
valid figures to competently fulfill their responsibilities.  To arrive at these figures create a plan in advance, 
monitor what’s actually happening during your event, collect data from your guests, and then use the gathered 
facts to estimate genuine figures, as opposed to trying to guesstimate figures after the fact. 
 
When events are ticketed or have defined entrance points it is relatively easy to measure attendance.  Venues 
use turnstiles, electronic ticket bar code readers or even staff with manual counters.  If re-entrance is allowed a 
separate gate is recommended to avoid double counting.  Those volunteers, workers, party crashers and friends 
who don’t have tickets or use public entrance points – are you counting them?  Sometimes events sell or 
distribute tickets which go unused, but are included in final counts – are you subtracting them?  Routinely, 
gated events know actual figures and operations staff is properly informed.  It’s a good idea to share these 
numbers with your sanctioning publics.  Events have been required by governmental special event committees 
to overly employ security personnel or order excessive restrooms when provided with only the marketing 
figures. 
 
A difficulty and controversy in our industry has been accurately estimating attendance at large, non-gated and 
unfenced, open seating, free or partially free events including parades.  Literature on this dilemma dates to the 
1980’s and coincides with the growth of the festival industry succeeding the 1976 American Bicentennial and 
the emergence of modern event sponsorship at the 1984 Olympics.  Factual attendance figures became critical 
to both the grassroots appeal and the economic impact of events.  There are two prominent cases of national 
attention.   In 1983 a battle ensued between the Tournament of Roses Parade and its spoof, the Doo-Dah Parade 
(http://gaspee.com/CrowdEstimates.htm).  In 1995 the National Park Service estimated the Million Man March 
at only 400,000, its organizers Nation of Islam sued, and the Boston University Center for Remote Sensing 
using satellite photos became involved (http://www.eomonline.com/Common/Archives/February96/baz.htm).   
In each instance mathematics was used in part to estimate crowd size.  These two events provided initial insight 
into a “maximum possible crowd size” method I began to envision a dozen years ago to address our industry 
quandary. 
 
John J. Fruin, Ph.D., P.E., renowned expert on the prevention of crowd disasters 
(http://www.crowddynamics.com/Main/Fruin%20-%20causes.htm) informs us that crowds reach critical 
densities at one person per 5.38 sq’, can only shuffle and move as a group at 4.95 sq’ per person, and at 4 sq’ 

http://gaspee.com/CrowdEstimates.htm
http://www.eomonline.com/Common/Archives/February96/baz.htm
http://www.crowddynamics.com/Main/Fruin%20-%20causes.htm


per person potentially dangerous psychological pressures occur.  Understanding how many people can 
potentially occupy space is key not only to preventing disasters, it is key to estimating attendance.   
 
Imagine the crowd at an rock outdoor concert.  Fans at the front are packed – shoulder to shoulder, back to 
front, front to back – occupying a space 2’  by 2’ or 4 sq’.  To empirically understand, mark off a 2’ by 2’ space 
on the floor and stand in the middle.  Observe how you fill this space.  Fans in the middle section are standing, 
but with just enough room to move around.  In this area you see “snakes” of people weaving through the crowd.  
People here occupy approximately 3’ by 3’ or 9 sq’.  At the rear are fans sitting on the grass, blankets or lawn 
chairs.  They occupy approximately 4’ by 4’ or 16 sq’.   Let’s now use these square footages to estimate a 
maximum possible crowd size.  (Read this paragraph slowly- sketch a diagram as you go)  A parade route is 1 
mile long with 50’ available crowd depth on both sides.  A mile is 5280’.  Because a person occupies a space 2’ 
wide a maximum of 2640 people, shoulder to shoulder, can stand along one side of the route.  People occupy 2’ 
of depth so a maximum of 25 deep can fill the available 50’.  Multiplying the 2640 people in length by the 25 
people in depth calculates into a maximum of 66,000 people on one side of the route.  Multiply by 2 because we 
have two sides and we get a maximum of 132,000 people for our 1-mile route.  If this route was 2.5 miles the 
maximum would be 330,000.  Consider a 2.5 mile route with 10 people deep on lawn chairs or bleachers, 
occupying 16 sq’ per person, with a 10’ rear walkway and the maximum would be 66,000.  To figure actual 
attendance, pre-mark 100 foot lengths along your route and have marshals estimate the people across by the 
average people deep in each section – knowing the maximum possible crowd prevents over- estimation. 
 
Parades are easy.  People line up and typically stay for the entire event.  Events in parks, on streets, and at 
waterfronts involve more math and factors.  You must first take time and measure your site to determine the 
total square footage.  Take out the trees, bushes and other places people can’t occupy.  Divide the total by 4 sq’ 
to determine the maximum possible crowd that can fill your site at one time.  Break your site into smaller, 
usually natural, grids and determine their maximum possible crowd size.  I guarantee you’ll be shocked the 
numbers are smaller than predicted.  You also need to survey your guests to gather data on their average length 
of stay to determine your turnover ratio, on how many arrived by personal vehicles with the average people per 
vehicle, and on how many arrived by public transit or walked. 
 
Now, during your event observe, estimate and record attendance in your grids at regular time intervals.  
Combine this data with survey turnover data to accurately estimate attendance.  Knowing the maximum 
possible crowd size prevents over-estimation. 
 
A method to confirm this estimate incorporates parking, mass transit and walk-up data.  How many parking 
spaces are available for your event?  If people park up to a mile away count every space within a 1-mile radius.  
Monitor parking at regular time intervals and combine with survey data on turnover and guests per vehicle to 
determine the number of guests who arrived by personal vehicle.  Add data on guests who arrived by public 
transit and walked for a total attendance estimate, which should be comparable to your earlier estimate. 
 
Some means used to confirm estimated attendance changes include monitoring food, beverage and souvenir 
sales and accounting for the amounts of trash, lost and found items, and portable restroom waste. Also monitor 
merchant sales and traffic counts adjacent to the site.  Variables may sometimes affect this data, but it will 
generally rise as attendance increases and fall as it decreases. 
 
What about aerial photography?  First, it provides attendance only at a specific time.  Second, photos taken at 
angles can be obscured by buildings and trees and when taken directly overhead, people, shadows, chairs, 
blankets and coolers are hard to distinguish.  Finally, who has resources to take high quality photos, hire skilled 
photo interpreters, or spend valuable staff hours counting heads? 
 
Additionally, I found a “Tag and Recapture” method to estimate crowds 
(http://www.imakenews.com/durhamcvb/e_article000132553.cfm) where a predetermined number of tags are 
randomly distributed to guests.  Staff then observes all guests passing a boundary during a specific time and 

http://www.imakenews.com/durhamcvb/e_article000132553.cfm


records totals of the tagged and untagged.  The number of tags distributed multiplied by total guests observed 
passing the boundary divided by total tagged guests passing the boundary calculates attendance. 
 
In conclusion, festival and event attendance figures are … what they are. If an accurate estimate of participants 
is important to your organization, then make the required effort to accurately measure.  Design a sampling plan 
in advance with selected measurement techniques.  Take time to measure your site size and then monitor it and 
collect data during your event.  If you invest the time and energy you will create the usable data necessary for 
an accurate estimate of your attendance. 
 
PRM 486 – Sixth class 
 
Attendance Project 
 
Students will need to bring the following to class if possible: 

• 25’ or longer tape measure 
• Graph paper 
• Clip board 

 
Students will work in groups and estimate possible attendance for the new Civic Space 
 
PRM 486 Seventh class 
 
Sponsorship 

1. TV, radio, print, outdoor > place to spend $$$$ …Event sponsorship is opportunity for a business to 
have customers TOUCH the product > emotional connection 

2. The Old Way > standardized gold/silver/bronze packages > more donation or philanthropy based 
3. The New Way > benefits/assets/customized packages with VALUE 

• Marketing concept of exchange 
• Assets = $$$, in-kind, prestige, +++ 
• Brand 
• Drive Sales 
• Sample 
• Partners …. FRIENDS 

4. Modern > fewer sponsors, more quality & service 
Sponsorship Categories 

1. Title 
2. Presentation 
3. Venue or Element 
4. Sampling 
5. Media 
6. Supplier 
7. Corporate memberships > locals … the family 

Assets 
1. Everything 
2. Tangible/Intangible 
3. Exclusive is best > sometimes limited works 

Leverage everything 
 
PRM 486 – Eighth class 
 
Revenue Generation 



1. Admission 
2. Budget (operational / capital) 
3. Grants, Philanthropy, Donations, Gifts, Charity, Contributions 
4. Investments 
5. Earned Income 

• Food & beverage sales 
• Merchandise sales 
• Vendor fees > crafts, commercial 
• Program ad sales 
• Media rights 
• Fundraisers (i.e. dinners) 
• Miscellaneous 

 
PRM 486 – Ninth class  
 
FIRST - Market Research 
Why do marketing research for special events? 

1. reduce risk 
2. produce event to match goals (profits +++) 
3. create long-term viability 
4. create marketing orientation vs. product orientation 

 
The first step in market research is to understand who our clients are > we call them Stakeholders 

• Defined > a distinct group of people and/or organizations that have an actual or potential interest in, or 
impact upon, your special event 

• Most basic way to classify Stakeholders:  by the amount of mutual interest in the event 
• Reciprocal Stakeholders > those interested in event and event is also interested in them 
• Sought Stakeholders > those not interested in event but event is interested in them  
• Unwelcome Stakeholders > those interested in event but event not interested in them > vandals, 

topless bathers, concessionaires with a bad rap 
 
Event Marketing >>> 2 definitions >>> not the same at all 

• Marketing your event 
• Using an event to market your product/service 

 
What is Marketing? 
Simple definition 

• Marketing is a set of activities aimed at facilitating and expediting exchanges 
 
Concept of Exchange 
To survive and succeed a special event must: 

• Attract sufficient resources 
• Convert these resources into programs, services, facilities and equipment 
• Distribute these programs, services, facilities and equipment to various consuming publics 

This system relies on the EXCHANGE mechanism to work 
 
Voluntary exchange is a central concept underlying marketing – it calls for offering something of value to 
someone in exchange for something else of value 
 
Promotion 



• Creates awareness, interest, acceptance to drive purchase/participation 
• Five major forms 

Advertising 
Publicity 
Sales promotions 
Selling/personal contact 

 Non-Media 
 
Advertising 

• Paid 
• Controlled 
• Non-personal 
• Back cover 
• Disruptive/intrusive 
• Reaches mass markets 

 
Publicity 

• Not purchased 
• Unpredictable 
• Non-personal 
• Front cover 
• Chosen 
• Reaches mass markets 

 
Sales Promotions 

• Incentives 
• Discounts 
• Giveaways 
• rebates 

 
Personal Selling/Contact 

• direct contact with your publics 
 
Non-media 

• Newsletters, handbills, posters, door hangers, street banners, word of mouth, web sites, phone hotline, 
on-hold messages, t-shirts & merchandise, drive by billboards, table tents, fam tours, elevator phrases, 
band/vendor mailings, calendars, demonstrations + + + 

• On-site > the look, trash boxes, greeters, bus video, staff shirts/name tags, maintenance workers  
 
PRM 486 – Tenth class 
 
Leadership 
 
HISTORY 

• Special events profession is not that old 
• Past 25 years the special event profession has become a world wide community > advances in 

communications/internet 
• IFEA magazine 
• Association Alliances 

1. IFEA 



2. Int. Assoc. of Assembly Managers - IAAM 
3. Int. Assoc. of Theme Parks and Attractions – IAAPA 
4. Int. Assoc. of Fairs and Expositions – IAFE 
5. Outdoor Amusement Business Association – OABA 

• Int. Special Events Society – ISES 
• Meeting Planners International – MPI 

 
CHANGES 

• 1-man shows to organizations 
• Amateurs to Professionals 
• Little education to essential education > continuing education 
• Females to more males > more $$$ 
• Local markets to global markets 
• No/low tech to high tech 
• Young guests to older guests > demographics > boomers 
• Spectators to participants to adventurers 
• For fun to making $$$ 

 
Who are YOU – What do YOU want to do 

• Irregular hours > long > nights & weekends 
• Social / family life 
• Mental and physical 
• Emotional ups and downs 
• Salary > work for others 
• Entrepreneur > work for yourself 
• Type A or type B 
• Leader > born > visionary 
• Manager > made > task master 

 
 
ORGANIZATION Charts 

• Flat because organizations are smaller (boutiques) 
• Everyone cross trained 
• Responsibilities divided > PHX vs. COG  

Professional staff 
• Full time 
• Part time and temps 
• Subcontractors > operations, business, services, vendors, entertainers + + + 

 
Ethics 
 
Professionalism  personal + professional ethics 

• personal moral code 
• Associations have professional codes 

Some recent issues: 
• Who will we do business with? 
• Confidentiality 
• Bribes 
• Sexual harassment 
• Theft of intellectual property  ideas, copyrights, trademarks 



• Is the customer always right? 
Ethics and Fundraising 

• Obey all laws – raffles, gambling 
• Match deeds with promises  raise for charity  give to charity 
• Keep overhead low 

Ethics and Marketing 
• Be creative  not misleading, false or offensive 
• Be accurate  especially on prices and benefits 
• Avoid negative comparisons 
• No false claims or testimonials 
• Do not play on fears 

Avoid appeals to children 
 
PRM 486 – Eleventh class 
 
Volunteer Management 
 

Volunteers 
• Boards 
• Line workers 
• Recruiting > individuals – groups 
• Training > background checks, fam tours, mentors 
• Why people volunteer 

1. extrinsic rewards > t-shirts, pins + + + 
2. intrinsic rewards > prestige, self-fulfillment, have fun 
3. earn $$$ for their organization 

• Motivating your people 
1. integration 
2. give them options 
3. make it easy 
4. leadership opportunity ladders 

 
PRM 486 – Twelfth class 
 Operations – City Services 
 
1. Every city is different 

a) One stop shops 
• Mayor’s Office 
• Parks & Recreation 
• Public Works 
• Festivals 
• Maybe even a CVB 

b) Work with everybody 
• Police – traffic, undercover, crowd mgt, bike patrol 
• Fire – fire marshal, paramedics, inspectors 
• Sanitation – curb service, commercial 
• Traffic – streets, barricades, right of way, street lights 
• Recreation – facilities, equipment?  AV, tables, etc 
• Parks – maintenance staff, damage repair 
• Risk Manager – insurance, safety officer 



• Tax & License 
• Library 
• Utilities – water, power 
• Facilities – janitors, water/power, area lights 
• Building Safety – generator inspections, stage safety 
• Mayor’s Office 
• City Council Office 
• City Manager’s Office 
• City Clerk 
• City Attorney 
• Streets – street sweepers 
• Planning & Zoning – usage variations 
• Communications – PIOs, city cable, water bills 

2. Timing is important 
3. Services cost money 

• Nights & weekends = overtime 
• Private companies? 

4. Sponsorship or Financial Support 
• Ask the right people – usually elected officials / champion 
• Fiscal year budgeting 
• Start 2 years out 
• Discretionary / contingency funds 
• Present a business plan 
• Benefits and values for city? 

5. Other Government 
• County – health department 
• State – taxes, licenses, liquor permits, raffles 

 
6. City employees enforce the rules for the safety and success of    

your event – some are type A others are type B. 
 
PRM 486 – Thirteenth class 
  
Operations – Food & Beverage / Vendors 
 
General Philosophy on Food Vendors 

• Why do we have food at festivals and events? 
• What is you responsibility as the event producer? 
• What are your goals and objectives when it comes to food vending? 
• Keep in mind the age, culture and lifestyle of the participants 
• Play the taste card to engage and surprise the participants 

Types of Food Vendors 
• Carnies, community non-profits, caterers, restaurants 
• In-house (staff & volunteers), big companies 

How Many or How Much Food?  
• Crowd size, type/size of vendors, your mission 
• Cost of food production – minimum 100% mark up 
• High volume – high profit – low overhead 

Contracting 
• Recruitment – from others, collecting, Google, goal is to flip the process 



• Applications – fees, photos, menu, resume, prices, written agreement to be signed 
• Insurance – certificate, additionally insured, amount 
• Menu – specific, limited, you control 
• Disclosure – signs, locations, marketing, power/water/gas, trash/waste/recycling, ice, cold storage, 

security, parking, times, etc. 
• Government – health department, fire marshals 
• Fees – flat, percentages, combo, deposits, tickets vs. cash 

Beverages 
• General concepts  

- who will sell 
- selling quickly with the pyramid, package vs. draft 
- setting prices, getting tips 
- who provides equipment 

• Soft Drinks 
- soda, water, other things 
-  brands, sponsorship 

• Alcohol 
- special event liquor permits, 501.c.3, percentage by law 
- beer, wine, TMBs, spirits 
- cups per keg, profit 
- wine tastings 
- specialty drinks 

Not Done With Food & Beverage Yet 
• health and safety 
• waste management 
• green practices 
• hospitality levels 

 
 
 
 
Other Types of Vendors 

• arts & crafts – locals, nationals, juried? 
• fine arts – locals, nationals, juried? 
• swap meet – locals, nationals 
• Others – anything ??? 

How Many  
• Crowd size, type/size of vendors, your mission 
• Cost of production  
• Easy profit ??? 

Contracting 
• Recruitment – from others, collecting, Google, goal is to flip the process 
• Applications – fees, photos, resume, prices, written agreement to be signed 
• Insurance – certificate, additionally insured, amount 
• Items to Sell – specific, limited, you control? 
• Disclosure – signs, locations, marketing, power/water/gas, trash/waste/recycling, security, parking, 

times, etc. 
• Government – tax collectors, fire marshals 
• Fees – flat, percentages, combo, deposits, tickets vs. cash – reports? 

 



PRM 486  Fourteenth class 
 
Traffic & Parking 

• It is Rocket science 
• Starts with facility design if possible 
• Combine customer service with safety 
• Go green 

Safety starts and ends at your parking lots 
• People drive like no rules 
• Pedestrians assume safety 
• Children, seniors, handicapped > drop off area? 
• Car alarms 
• Weather 
• Lighting 
• Restrooms 
• Security for people and cars 
• Possible street parking issues 

 
SECURITY 
One of the primary responsibilities of an event manager is to provide a safe & secure environment.  This 
includes: 

• Security 
• Risk management 
• Meeting special needs – ADA above 
• Ethically sound event 

Crowds = potential for trouble = need for planned security and emergency service 
• Crowd control vs. crowd management 

Emergency services – Have a good communications system 
• First aide 
• Lost children 
• Lost and found 
• Weather shelters 
• Police, fire, staff, volunteers 
• Response > accessibility > evacuation procedures 

Security Targets for large events 
September 11 issues 

• Threat levels = inspections = delays > going overboard ? 
• Air space 
• Ground space – Super Bowl … Rose Bowl Parade route 

 
Risk Management 
All events carry two risks: 

1. risk of a negative occurrence > on or off site 
2. negative publicity generated by the negative occurrence 

 
Managing risk at events is everyone’s responsibility and demanded by sponsors, special interests and the 
community. 
 



Since the mid-1970’s with 1000’s of events surrounding the Bicentennial produced by amateurs the legal 
profession has aggressively pursued special events.  Today professional event producers must be better 
educated and more proactive. 
 
Proactive means: 

• risk assessment meetings - all 
• safety meetings – groups 
• inspections 
• documentation to prove due diligence > attempting to do what is reasonable and expected 
• risk control > inventory, cash, copyrights. Terrorism 

training > 1st aide, emergency responses 
 
 
PRM 486 Fifteenth class 
 
Activities - Entertainment 

 
Basic Thoughts 

• Any element or combination of elements can be entertainment 
• Entertainment is a function of the expectations and reactions of the participants 
• When entertainment is subtly blended into the overall special event experience, surprise and extra 

enjoyment can result 
Key Goals of Activities 

• Some generate $$$ and/or attract sponsors 
• Some cost money, but maximize service to participants and/or community 
• Attract a target audience 
• Generate publicity 
• Help create event theme 

Characteristics 
• Balance – activities for ages, genders, ethnic groups, economic groups, lifestyles 
• Diversity – activities of various levels 
• Variety – a mix of activities 
• Flexible – out with old, in with new 

Programming the 5 Senses to create variety 
• Move the crowd and generate emotional responses 
• Important to blend visuals, sounds, smells, touches and tastes 
• Basics first – add amenities to make a difference 

Activities – Use program planning basics to create variety 
• Passive 
• Active 
• Performing Arts: music, dance, drama 
• Visual Arts: fine art, arts & crafts 
• Ritual and ceremonies 
• Ethnic and national aspects 
• Sports and outdoor  
• Amusements 
• Speakers and Readers 

Entertainment 
• Buskers/Street Performers: balloon twisters, caricaturists, clowns, jugglers, magicians, mimes, organ 

grinders, stilt walkers, robots, characters, mascots, costumes, puppets, historical people 



• Stage Performers: A, B and C acts, paid and free acts, adult and kid acts (guaranteed crowd), singers, 
dancers, bands, celebrities, comedians, theater, poets, animal acts, disc jockeys, chefs, circus acts, 
speakers, readers, ritual 

• Amusements: carnival rides, palm readers, massage therapists, fortune tellers, wind bands, new age 
music sellers, horse and carriage rides, trolley rides, sports games, X-gamers, hot air balloons 

• Other Things:  store or factory tours, TV and radio broadcasts, just about anything 
Rules 

• Unions 
• Music licenses: ASCAP, SEASAC, BMI 
• Payment 

 
PRM 486 – Sixteenth class 
 
Activities - Parades 

 
Staging 
 
The Route 
 
Destaging 
 
 
Evaluations 
 
 
NAME: _______________________________________________ 
 
Introduction:  your name … title of your report 
 

said something interesting 
 
 
Delivery & Eye Contact:  presented to the audience 
 

too much some reading  … smiles … spoke up 
 
confidence … used hands/moved around 

 
 
Report:  mission … target market … staff & volunteers …  

 
budget & sponsorship …event activities …  
 
potential employment … name and contact information 



 
 
 

Recap:  had a closing, stated conclusions, didn’t leave us hanging 
 
 
 
Questions:  asked if there are any questions … ready to answer 
 
 
 
Extras:  power point … handouts … creative presentation  

 
humor … opinions … wows!!!! 

 
Projects 
 
PRM 486 – Special In-Class Project 
 
The Pillow Fight 
 
Class will divide into 4 groups of approximately 10 students each. 
 
Each group will create a 1-day Pillow Fighting Festival to include: 
 

• creative name and theme 
• date and hours 
• selected location/facility 
• list of equipment to be used 
• an organizational chart of staff and volunteers (including numbers) 
• a budget with a plan of how to pay for everything including potential sponsors, fees and charges, earned 

income sources 
• target market(s) 
• brief outline of a basic marketing plan 
• description of activities, event elements, event venues 

 
Each group will have 1 hour to create their festival and put their ideas down on paper.  Teams should include a 
cover page with all team member names. 
 
Each group will have 10-15 minutes to share their ideas with the class. 
 
Power points and readings 
 
Burn-out paper 
Hi All, 
 



 My name is Casey Brown and I’m from good old Lancaster, PA. I’m a true east 
coast girl at heart that has landed myself out west. I came out to Arizona to finish school 
at ASU. When I first arrived in Arizona I found myself very lonely. I decided to look up 
triathlons in the area to volunteer at in hopes of meeting people and doing something with 
my spare time. I always had a strong passion for triathlon and running events, I had 
grown up going to these types of events because my dad always competed in them. After 
many hours of volunteering I earned myself an internship with the company I now work 
for.  I work for the Red Rock Company based out of Tempe Arizona. Red Rock is a 
multi-sport production company which produces several large-scale multi-sport and 
running events each year. Through out the year we produce 5 large triathlons as well as 
10 Nationwide running events that are part of the Nationwide series called the Skirt 
Chaser 5k. My job in helping with producing these events includes managing registration, 
inventory, marketing, helping with logistics and helping with anything and everything 
that is thrown my way. I love my job so much and enjoy the people I work with. My co-
workers have become somewhat like family to me since we spend so much time with one 
another and have overcome many obstacles togethers which in the end has brought us 
closer. It’s been a part of working in the event industry that I have defiantly come to 
appreciate. Although I love what I do, I slowly, over the course of several years became 
overworked. 
  Over the past several months I found myself working more than ever. We had 
events weekend after weekend which included traveling most of the time from city to city 
around the country. Please don’t for a second thing I’m complaining about my job 
because truly I feel lucky to have this experience. However, there is so much work that 
goes into producing each event. I found myself working all the time and not taking much 
time to just sit down and relax. Not only was I not relaxing, I also started to struggle with 
not having being able to have the social life I used to and the time with my family that I 
cherished so much. It slowly started to wear on me more and more. After we were done 
with our last event until we started up again several weeks later I was completely burnt 
out emotionally and physically.  
 
 I had been warned about this burn out and was aware of it to a point, however I had 
never experienced it to this level. I finally took the time to stand back and realize that I 
needed to make some changes to continue to work in this industry and to take care of 
myself. I’ve realized more than ever that you need to find time for yourself. If your 
schedule is like this, one sign to look out for is “early burnout”, which is something I 
missed early on. Most of us are trying to balance work, home, families and personal life 
and we tend not to accept the early symptoms of burnout and carry on with our daily 
lives. It’s so important to take that time whether that means getting up 20 minutes earlier, 
taking an extra 10 minutes on your lunch break, taking a day off to watch movies or just 
finding time to go for a run in the evening, we all can find the time. I encourage everyone 
to take time to yourself every now and again. During this time I encourage you to really 



take a deep look in to your life and job and make sure you are happy and healthy. If you 
are experiencing “early burnout,” don’t ignore it. Do something about it.  
 Personally and without knowing, I skipped this step. Although I may have noticed 
myself getting burned out with work early on, I chose to ignore the symptoms and carry 
on with busy life as usual. In hindsight, taking the time to realize what I was experiencing 
was early burnout I would have been able to make necessary changes in my life to avoid 
becoming completely burned out…which eventually happened down the road.  If you 
notice this, all I can say is take the time to rest early on and when we do take the time to 
rest, we discover all sorts of things that help us perform better when we're working. 
 This life is a marathon, not a sprint. Most of us don't go to work for 20 minutes a 
day, run as fast as we can, and then rest until the next race. We go to work early in the 
morning, run as fast as we can for 8, 10 even 12 hours a day, then come home and run 
hard again with personal obligations and sometimes more work, before getting some 
sleep and doing it all over again. 
That's why I'm so passionate about doing work I love. But even if you love it, that kind of 
schedule is deeply draining. Not an athlete in the world could sustain that schedule 
without rest. Most athletes have off-seasons. So if we're running a daily marathon, it 
might help to learn something from people who train for marathons. Because slowing 
down, even for a few minutes here and there and even in the middle of a race, enables 
you to run faster and with better form. 
 
Volunterrism 
 

VOLUNTERRISM 
 

Vern Biaett, CFEE 
Faculty Associate – Arizona State University 

School of Community Resources and Development 
vbiaett@asu.edu 

 
Overview 

• In the year 2000 over 100 million people donated over 19 million hours with a value of $150 
million in the USA 

• In basic form volunteers provide warm bodies to perform tasks 
• The best leisure planners go beyond basics to expand programs as well as increase public 

relations by using the multiplier effects of volunteers 
• Volunteers also bring new personalities and talents to your organizations 

A Simple Volunteer Management Model 
• Job Development > Recruitment > Interview/Placement >Training > Supervision > 

Recognition/Retention/Record Keeping 
• Volunteer Coordinator > full time … part time … a volunteer? 

o Communicates what skills are needed to volunteer (tasks) 
o Communicates the personality and beliefs of the organization (causes) 
o Becomes the face of the agency for volunteers 

• Like all aspects of resource management requires 
o Planning 

mailto:vbiaett@asu.edu


o Clearly identified objectives and goals 
o Policies and procedures 
o Handbook to set baseline expectations of volunteers 

• Volunteers should be managed the same as employees 
Job Development 

• First, assess what work needs to be done 
• Create and prioritize volunteer jobs 
• Vast majority of volunteer jobs are part time only 
• A job description is a must for every volunteer position 
• Work must be meaningful and significant with defined and measurable objectives 
• Job description > responsibilities, required skills, time requirements, training needs, lines of 

supervison and communication 
Recruitment & Interview/Placement 

• 80% of people asked will volunteer, but less than 30% of volunteers are ever asked 
• Individuals 
• Organizations (community service – what are their needs - $) 
• Process of identifying and enlisting volunteers should be ongoing 
• Generally look for someone who is reliable, enthusiastic, willing to accept responsibility, 

and realistic about their possible role – a GOOD FIT 
• Interviewing is also selling – volunteerism has lost appeal (social capital) 
• What do volunteers want – intrinsic, extrinsic, personal/organizational gain  ??? 
• Risk Management – don’t assume you know someone – background checks a must 

Training 
• Volunteers must be developed 
• Orientation meetings, FAM tours, mentors 
• Go over the volunteer handbook – have them read, maybe test 
• Leadership ladders 

Understanding Generational Differences to Supervise and Reward 
• Silent Generation – born before 1945 (aka Greatest or Forgotten Generations) 

o Dedicated to jobs, willing to work hard 
o Respect authority and follow rules 
o Team players 
o Want to be told what to do – like specific roles 
o Traditional expectations and patient to receive them 
o Low tech 
o Try to emphasize civic duty 
o Encourage them to share their expertise 
o Reward them for longevity in front of family and friends 

• Boomers – born 1946-1964 
o Workaholics and hard workers 
o Loyal to organizations and support favorite causes 
o Want to self-improve and grow 
o Like shared leadership and teams (it takes a village) 
o Must have proper mindset 
o Uses tech that makes things easier 
o Appeal to their being forever young and leaving a legacy 
o Flexibity and choice are important 
o Reward their creativity and individual acheivements 

• Generation X – born 1965-1980 (aka MTV Generation) 
o Seek work/leisure balance in life – want to have fun at both 



o Loyal to people 
o Self-reliant, casual team and volunteer style 
o Want less rules and less defined leadership 
o Use latest tech, OK with virtual teams 
o Think more globally, in touch with diversity 
o Emphasize results-oriented service with tangible goals 
o Encourage entrepreneurial processes 
o Let them know they made a difference, don’t spend money on them 

• Generation Y – born 1981-2002 (aka Millennials) 
o Demand work/leisure balance in life 
o Loyal to ideas, causes and products 
o Self-assured, want a voice in decision making 
o Expect latest tech 
o Strong morals and sense of community service 
o Eager to make an impact, want immediate feedback 
o 93% anticipate being volunteers as adults, feel it is rewarding 
o Believe it is a good way to make friends 
o Like things well run and organized 

• All Generations 
o Want to feel valued 
o Want to be recognized and appreciated 
o Want a supportive environment 
o Want to be part of a capable team 
o Need to assimilate, not segregate 
o You must get to know who they are 

Record Keeping 
• Names, contact information, availability, hours & jobs worked 
• The good & bad, lots of details 
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VERN BIAETT, CFEE 
A R I Z O N A  S T A T E  U N I V E R S I T Y  

S C H O O L  O F  C O M M U N I T Y  R E S O U R C E S  &  
D E V E L O P M E N T  

VOLUNTEERISM 

THE BEST WAY TO FIND 
YOURSELF IS TO LOSE YOURSELF 

IN THE SERVICE OF OTHERS 
MAHATMA GANDHI 

VOLUNTEERISM 

Volunteers = Millions 

In the year 2000 
over 100 million 
people donated 
over 19 million 
hours with a value 
or $150 million in 
the USA 
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Expanded Programs Increased Public Relations 

Volunteers =  

Volunteers Also = 

New personalities 
and talents to your 
organization 

Volunteer Management Model 
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The Volunteer Coordinator 

Full or Part Time? 

Staff or Volunteer? 

The face of your 
organization for 

volunteers 

Communicates 

Skills & tasks 

Organizational 
personality & belifs 

Volunteer Details 

Volunteer Details 

Planning 

Objectives & Goals 

Policies & Procedures 

Handbook 
baseline expectations 
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Job Development 

1.  Assess needs to be done 
2.  Create jobs to meet 

needs 
3.  Prioritize jobs 
4.  Job descriptions 

Volunteer Jobs MUST 

be Meaningful 

be Significant 

have 
defined & measurable 

Objectives 

The Job Description 

Responsibilities 

Required skills 

Time requirements 

Training needs 

Lines of supervision and 
communications 
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8 0 %  O F  P E O P L E  W H O  A R E  A S K E D  W I L L  V O L U N T E E R  

O N L Y  3 0 %  O F  V O L U N T E E R S  A R E  A S K E D  T O  V O L U N T E E R  

Getting Volunteers 

Individuals Organizations 

Getting Volunteers 

Getting Volunteers 

An ongoing process 

Traits 
Reliable 

Enthusiastic 
Will accept responsibility 

Realistic about role 
A Good Fit 
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Getting Volunteers 

Interview is selling 

Volunteerism has lost its 
appeal 

A loss of Social Capital in 
USA over past 50 years 

Volunteers Rewards 

Intrinsic 

Extrinsic 

Gain 
Personal 

Organizational 
$$$ 

DON’T ASSUME YOU KNOW SOMEBODY 
BACKGROUND CHECKS ARE A MUST 

Risk Management 
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Volunteer Training 

Orientations 

FAM Tours 

Mentors 

Ladders 

SILENT GENERATION 
BOOMERS 

GENERATION X 
GENERATION Y 

Generational Volunteers 

Silent Generation 
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Boomers 

Generation X 

Generation Y 
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All Generations 

Today’s Final Words 

Record Keeping 
names 

contact information 
availability 

hours & jobs worked 
good & bad 

lots of details 

IT’S UP TO YOU 

NOT THE END – JUST THE 
BEGINNING 

NOW 



 
Arizona State University – Downtown Campus  

PRM 486  
Special Event Management – 1st summer 2011 

 
Instructor 
Vern Biaett, Jr.  CFEE  (623) 877-3204    vbiaett@asu.edu  
 
Office Hours 
As a Faculty Associate I do not have an ASU office or assigned office hours.  I will, by appointment, meet 
with students either before or after class as requested.  
 
Course Description 
This course expands the basic concepts of recreation program planning and leadership as they are related 
to special events management 
 
Course Focus/Goal 
Special events range from the neighborhood park holiday party, to a community 4th of July festival to the 
Rose Bowl.  This course is designed to provide an introductory base of theoretical knowledge and 
practical skills focused on the leadership, marketing, financial aspects, facilities & equipment, and 
operational elements of special events. The goal of the class is to prepare students to be successful when 
required to produce or assist in the production of special events for a facility, an organization, and 
community or at the tourism based level as well as provide a gateway to the Special Event Certificate. 
 
Course Objectives 

• To foster professionalism by understanding of event theory, methods and ethics. 
• To acquire an understanding of the techniques, strategies and physical labor required to plan, 

organize, supervise, direct and coordinate special events. 
• To gain insight into the details of special events financing and sponsorship.  
• To understand the basics of special event marketing. 
• To work as a team member in completing an on the job experience. 
• To begin developing a network of special event professionals. 
 

Course Style 
The instructor will use an interactive lecture format that requires students to participate in classroom 
discussion, engage guest speakers, research a local special events organization, make an in-class power 
point presentation and provide peer evaluations.  Students will be expected to complete assigned readings 
prior to the dates the material will be presented allowing the instructor to focus on the main subject points. 
 
Text 
Event Manangement & Event Tourism by Donald Getz (Cognizant Communications Corporation 2005) 
ISBN 1-882345-46-0 (softbound) Material from the text not discussed in class will be included on the 
Exam. 
 



Course Requirements/Grading 
100 points       Participation:  There are 19 regular class days.  There will be a deduction of -4 points for  
 any class missed for any reason  
150 points       There is one required OJT experience this semester: 

As a class we will manage the food area and two major beverage stands as well as 
conduct a short on-site visitor survey and a risk management assessment at the 
Fabulous Phoenix 4th of July on 7/4/2011.  This is a 10 hour experience. 

 25 points         Personal Field Work Experience:   
Students will make a personal field trip to an event of their choice during the 
semester.  They will submit a written report that is a max of 2 pages, double spaced, 
12 point font   with 1” margins around, on this experience that includes five ideas 
they plan to “borrow” for the future 

  25 points        Class Notebook:   
 Students will compile into a notebook/folder their class notes.  
100 points  Exam  
  
Grading 
A+ 386-400     A 371-385     A- 360-370     B+ 346-359    B 331-345     B- 320-330 
C+ 306-319     C 280-305     D   240-279    F <239 pts 
 

Course Schedule         Readings 
5/31 Intro to Special Events / class orientation     chapter 1 
6/1       Special Events Defined 
6/2 Professionalism / Event Management System    chapter 2 
 
6/6 Planning Events        chapter 3 
6/7 Attendance   
6/8 Attendance in-class project 
6/9 Sponsorship         chapter 9  
 
6/13     Revenue Generation 
6/14 Event Marketing        chapter 5 
6/15 Leadership & Ethics        chapter 8 
6/16 Volunteer Management 
 
6/20 Operations – City Services       chapter 4 
6/21 Operations - Food & Beverage / Vendors    
6/22     Operations – Traffic and Parking / Security and Risk Management 
6/23 Activities - Entertainment       chapter 6 
 
6/27 Activities - Parades  
6/28 Exam – bring class notebook for evaluation 
6/29 Exam Review – Personal Fieldwork Experience: 5 Ideas to Borrow Discussion – papers due 
6/30 Survey Project Training – Review of Fab 4th Assignments 
 
7/4  Fabulous Phoenix 4th of July – 10 hour shifts 

 
Instructor reserves the right to make changes to this syllabus during the semester if needed 



SCHOOL OF COMMUNITY RESOURCES AND DEVELOPMENT 
STUDENT POLICIES AND PROCEDURES 

 
1. Students must meet all course prerequisites listed in the ASU general catalog.  Students not possessing these 

prerequisites will be withdrawn from the course. 
 
2. Withdrawal (http://students.asu.edu/withdrawal)  

Course Withdrawal 
During the first ten weeks of the fall and spring semesters, you may withdraw from any course with a grade of "W." 
Courses with alternate begin and end dates (such as summer or winter sessions) may have an adjusted withdrawal 
schedule. Withdrawals may be initiated by signing in using your ASURITE ID or in person at any registration site. 

Courses from which you withdraw will remain on your transcript with a grade of "W." Please consult the refund 
schedule to determine whether you will or will not be eligible for any refund after withdrawing. 

It is your responsibility to initiate a withdrawal if unable to attend a course. Failure to withdraw will result in a grade 
of "E" being assigned for the course. At the discretion of the instructor, students who do not attend class during the 
first week of a semester may be administratively dropped from the course. 

Note: Withdrawing from a class or from all of your classes is a serious decision, and should be viewed as a last resort.  

Complete Withdrawal 
You may request a complete withdrawal from the university through the semester transaction deadline, which is 
typically during the end of the semester. Undergraduate students are required to request a complete withdrawal in 
person. 

Complete withdrawals should be viewed as a last resort as there may be serious academic and financial consequences 
in processing a complete withdrawal. Because making a complete withdrawal from the university is a difficult 
decision, the university has many resources in place to help. You are encouraged to consult with your academic 
advisor to explore alternatives. 

Special Circumstances 
Medical withdrawals are available for students needing to withdraw due to medical reasons. This policy covers both 
physical and mental health difficulties. Medical withdrawals must be requested in person from the dean's 
representative (medical designee) of the college of the student's major, and submitted with appropriate documentation 
for review. 

Compassionate withdrawals are available for students needing to withdraw due to significant personal reasons not 
related to the student's health. Examples are caring for a seriously ill child or spouse, or death in the student's 
immediate family. Compassionate withdrawals must be requested in person from the dean's representative 
(compassionate designee) of the college of the student's major, and submitted with appropriate documentation for 
review. 

Instructor-initiated withdrawals are made when an instructor withdraws a student from a course with a grade of "W" 
or "E" in cases of disruptive behavior. 

Military withdrawals are available for students activated for military action. Military activated students will receive 
some regulatory relief in the recalculation of financial aid and the calculation of tuition and fee charges. Students 
requesting a military withdrawal should contact the Veterans Services Office at the Tempe campus at 480.965.7723 or 
at the West campus at 602.543.8820. 

 
3. The faculty in the School of Community Resources and Development assume that academic honesty will serve as the 

cornerstone of the academic experience.  Academic dishonesty will not be tolerated.  This includes, but is not limited 
to, cheating, plagiarism, or deception on an exam, paper, or class assignment.  Plagiarism is defined as "intentionally 
or knowingly representing the words and/or ideas of another as one's own in any academic exercise" (Board of Regents 
Code of Conduct and Academic Dishonesty).  Cheating and plagiarism may result in disciplinary action including, but 
not limited to, a failing grade on the assignment, a failing grade in the class, or suspension/expulsion from the 
university.  Please note the following links to ASU policies.  Students are responsible for reviewing and complying 
with all ASU policies: 



 
 Academic Integrity Policy 
 http://www.asu.edu/studentaffairs/studentlife/judicial/academic_integrity.htm  
 
 Student Code of Conduct 
 http://www.abor.asu.edu/1_the_regents/policymanual/chap5  
 
 Computer, Internet and Electronic Communications Policy 
 http://www.asu.edu/aad/manuals/acd/acd125.html 
 
4. The instructor of a course has full authority to decide whether or not class attendance is required.  During the second 

week of classes (Fall or Spring), the instructor can drop a student for non-attendance.  It is the student's responsibility 
to contact the instructor before the end of the first week of classes if absences during that period cannot be avoided. 

 
5. Class Attendance and Participation - Students are expected to attend class regularly and participate in all class 

discussion.  Excessive absences will result in lower course grades.  If absences are excessive, but medically excused, a 
student will receive an "I" or "W," depending on the circumstances.  Tardiness constitutes an absence. 

 
6. Students are asked to show common courtesy to others in order to encourage a positive learning environment for all.  

Cell phones, pagers, and other electronic devices are to be turned off throughout the duration of the course.  There is to 
be no eating or drinking in the classroom. 

 
Please refer to the ASU General Catalog (http://www.asu.edu/catalog) for additional information and the schedule of 
classes for withdrawal date deadlines. 
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