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INTRODUCTORY INFORMATION: 

a. Event Dates: 

August 3, 4, 5, 2013 – Hawrelak Park Edmonton Alberta 

Noon to 9 pm Saturday, August 2nd 
10 am to 9 pm Sunday, August 3rd 
10 am to 7 pm Monday August 4th 
 
b. Purpose/ Mission 

The Servus Heritage Festival is the primary event by the non-profit Edmonton Heritage Festival 

Association whose mission is to promote public awareness, understanding and appreciation for cultural 

diversity.  As well, the mission of the Association is to provide education events, programs and projects 

on a year-round basis. 

c. History/Description of Event 
 
In the heat of the summer in one of the most northerly cities in the world, over 380,000 people make 
their way to Hawrelak Park –a 168 acre park on the banks of the North Saskatchewan River - that 
features  a beautiful 12 acre lake, open grassy areas and walking trails. 
 
These people come to the park on the August long weekend not just for the sunshine and the beautiful 
scenery, but also for the 3 day Servus Heritage Festival – an annual tradition since 1974 which celebrates 
the many cultures of Canada. 
 
60 pavilions representing over 85 countries from all over the world are setup throughout the park. 
These pavilions are created and staffed by volunteers from individual nonprofit cultural organizations 
who plan their involvement at least a year in advance.  Each pavilion features culinary ethnic food, 
creative performances, crafts, artwork, and clothing, and the opportunity to chat with people eager to 
share their stories about their cultural roots and their present-day communities in Canada. 
 

 
The Servus Heritage Festival is a celebration of Canada’s 
multicultural spirit in an atmosphere of tolerance. In 
spite of events that may be taking place on the 
international stage, local cultural associations are able 
to look beyond their sometimes centuries-old 
disagreements.  For three days in the idyllic setting of 
Edmonton’s River Valley they peacefully co-exist and 
share with visitors, and with each other, traditions that 
make their people unique. 
              

 
 
The Festival initially began in 1974 as a multicultural concert held in Fort Edmonton Park to celebrate 
Heritage Day, an annual holiday instituted that year by the Government of Alberta, to recognize the 
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cultural heritage of the province.  Two years later eleven ethno-cultural communities banded together 
in Hawrelak Park for a display of their cultures’ traditional cuisine, entertainment, interpretive materials, 
and crafts, and from here an August long weekend institution emerged. 
 
More than 35 year later the Festival has grown from a one-day event into a three-day celebration of 
cultural diversity with pavilions ranging from Aboriginal to Welsh, and all points between. 
 

Attendance at the Edmonton Heritage Festival has, with a few weather-related exceptions, climbed 

steadily over the years, culminating in an estimated record 380,000–410,000 people in attendance 

during the 2013 edition.  

The Edmonton Heritage Festival is specifically designed to be a family-friendly, alcohol-free event, in 

which each pavilion is able to independently offer a sampling of their unique foods, entertainment, arts 

and crafts, and customs. There is no cost to attend the Festival, but people are asked to bring non-

perishable food items when they attend.  The Festival has become the single largest annual Charity Drive 

for Edmonton’s Food Bank; collecting approximately 50,000 kilograms of food each year. 

 
d. Types of Activities Included Under the Festival / Event Umbrella 
 
Sample ethnic food from more than 60 different venues:   
 

There are more than 390 unique food items to try. New items this year from Peru were Alfajores 
(corn flour pastry with caramel filling) and Causa Rellena Con Pollo (spiced mashed potatoes 
with chicken, vegetables and hardboiled egg). Food tickets are available on site for a price of 30 
tickets for $25. 

 
26 stages full of free cultural performances:  

From Bollywood to opera, dragon dancing to salsa, there was something for every taste and age.  
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Special performances:   

The Main stage Amphitheatre hosted special shows from Saturday evening to Monday 
afternoon.  The 2013 Festival featured performances celebrating the 200th birthday of Giuseppe 
Verdi, plus a special opening night cultural dance performance.  

 
Items to purchase:  

Local crafts and items which are indicative of the particular country may be offered for sale and 
include pottery, cultural clothing, ethnic jewelry, wood carvings and silks. 
 

Canadian Citizenship Ceremony:  
A group of approximately 84 people were sworn in as new Canadian citizens on the main stage 
of the Festival. This took place in front of a full citizenship judge, colour guard and audience at 
12 noon on the Heritage Day holiday. 

 

Kidzworld Pavilion: 

 A wonderful 2700 square foot space staffed by 36 volunteers and full of games and crafts 

designed specifically for kids, showcases the ethnic diversity of our country while offering plenty 

of fun and frivolity.   

e. Overall Revenue and Expense Budget 

The budgeted cost for the three day Festival is $522,000.  Revenues after expenses were approximately 

$82,500.  As the Edmonton Heritage Festival Association is a nonprofit organization these reserves are 

used to replenish tent inventory as well as a rainy-day fund since yearly success is often determined by 

the weather.  

f. Estimated Economic Impact 

The Festival is made up of 60 nonprofit cultural groups and in 2013 more than an estimated 380,000 
people attended the Servus Heritage Festival. The revenue generated by food sales alone resulted in  
more than $3.2 million being distributed to the 60 participating nonprofit cultural groups. 
 
This money enables these groups to offer various services and facilities to their members which have, in 
turn, a further economic impact in the community.  Some examples of past projects are:  turning a 
deserted school into a daycare and mosque, making a wheelchair ramp for a church, combining with 
other funds such as lottery funds to build community and welcome centres, purchase of buses for 
community activities, and educational scholarships for students in the ethnic communities. 
 
All raw building products required for the festival stages and displays are purchased locally.  The food 
ingredients to prepare the more than 380 unique items are also purchased within the region. One 
pavilion alone required more than 1.2 tons or 1200 kilograms of flour to prepare their deep-fried 
“elephant ears”.  Hotel rooms for out of town visitors are also part of the economic impact to the city, 
and the Heritage Festival is the single largest customers of Edmonton Transit. During the Festival 
129,000 riders at average cost of $6.40 per return ticket resulted in revenue for the Park-&-Ride service 
of $825,600. 
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g.  Attendance Numbers and Demographics  

Attendance: 
o In 2013 the Edmonton Heritage Festival had an estimated attendance of 380,000 which is 

equivalent to approximately 1/3 of Metro Edmonton’s 1.2 million population.  Attendance 
numbers are estimated by using a combination of Edmonton Transit ridership, tickets sales, gate 
counters, and previous year’s trends. 

 
Demographics: 

o As the Heritage Festival is a family-friendly alcohol-free event, we attract visitors from every age 
group. Of the 380,000 people who attended probably 25% were children, 50% were ages 18-55 
and 25% were over 55.  As this is an ethnic festival, visible minorities account for approximately 
30% of the visiting population; 5% would be considered Aboriginal, and 65% were Caucasian. 

 

h. Volunteer Count and Demographics 

More than 750 volunteers are required by the Festival Association to stage the event.  These include 
Food Tickets Sellers, Cash Counters, Kidzworld Aids, Hospitality, Information Attendants, Transportation 
Drivers and Amphitheatre Attendants. More than 80% of these are returning volunteers who come year 
after year. In 2013 433 individuals volunteers, and 195 volunteered as a member of a  nonprofit group.  
These group members are eligible for a $500 honorarium for every 5 hour shift that is worked by 15 
people.  During the three day event there were over 800 volunteer shifts.   
 
Volunteers are also enlisted by the 60 nonprofit cultural societies to staff their pavilions. These 
volunteers serve as Food Preparers, Beverage Servers, Food Servers, Craft  Vendors, Stage Emcees and 
Relief Volunteers.  When these 1300 volunteers are added to the Festival Association numbers, more 
than 2000 volunteers come together to  stage the largest multicultural festival of its kind in the world.  

 

i. Staffing numbers and positions 

There are two full-time members of the Edmonton Heritage Festival Association: an Executive Director, 
and an Office Administrator/ Volunteer Coordinator. Additional contract employees are hired for part of 
the year.  These include a Marketing Director, Grounds Foreman, tent crew of 15 people, and 2 Count 
Room staff. 
 

j.  Founding/Incorporation date and Management System 

The Edmonton Heritage Festival Association was incorporated on December 13, 1976. 
 
The Association has a policy-making volunteer Board of Directors and is under the direction of the 
Executive Director. The Edmonton Heritage Festival Association is a nonprofit organization registered 
both provincially and federally.   
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2.  ADDITIONAL REQUIREMENTS 
A. Promotional/Marketing Campaign and Media Outreach 

(including but not limited to: overall message slogan image, target population, who received message, 
types of mediums utilized, who promoted your message) 

 
For the 2013 versions of the Festival, visitors were invited to Come Enjoy! the many aspects of the 
Heritage Festival.  Along with the wonderful ethnic food available to sample at the 60 cultural pavilions, 
there were many other components in the Festival to enjoy and these were actively promoted through 
all available media channels including television, radio, print, web and social media. 
 
A promotional graphic treatment was established and posters were distributed to various outlets. In 
2013 we had two primary objectives: 
 

o Increase visibility and be top-of-mind as one of Edmonton’s premier Festivals. This was 
accomplished by creating postcard takeaways that coordinated with the annual poster. For the 
first time the postcards were printed on two sides – one with the poster artwork, and the back 
with the hours, information about the Festival, and where and when to purchase food tickets. 
The title sponsor, Servus Credit Union, displayed the posters and postcards in all of their 
locations throughout the Edmonton metro area. The postcards were designed to be cost-
effective to produce and distribute, and to act as a reminder and a trigger for people who take 
them home. 

o Promote advance food ticket sales.  This was accomplished by purchasing ticker ads in 
newspapers, promotion ads on radio stations, and numerous mentions on Facebook and 
Twitter. Food Tickets were available for purchase one month ahead of the event date at three 
locations throughout the city. The advantage of this strategy was reduced lineups at ticket 
booths on site. 

 
The target population for the promotional campaign was adults 18-55 in the Edmonton area and 
bedroom communities with an aim to expand our reach to province-wide.   

 Posters and postcards were distributed to all Travel Alberta Visitor information centres across 
Alberta (90 Community and Regional information centres and 52 Travel Alberta accredited 
centres) 

 Posters and postcards were distributed within the city to all public libraries 

 All media sponsors and Festival sponsors received posters and cards for display 
 
Media Partners were key to getting the word out about this Festival. 

 We stay away from granting exclusive media partnerships and in this way have 11 radio stations, 
4 television stations, 2 daily newspapers and 8 weekly papers promoting the Festival   

 Media were offered the opportunity to be present onsite at the Festival location where they 
were able to interact with the over 300,000 attendees during 3 days. Radio and television 
stations were encouraged to broadcast live from the event.   

 Media were offered a print ad in the Festival supplement which is produced and distributed 
prior to the Festival to 100,000 subscribers in the Edmonton Journal – the top distributed paper 
in the metro area.  

 Media companies were provided a cache of food tickets which they could give away to their 
viewers/listeners as part of a promotional campaign. 
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 Media companies were offered promotional support from the Heritage Festival who assisted 
program and promotion directors in arranging appearances by Festival participants as desired. 

 
In exchange, media partners provide the following to the Heritage Festival: 

 on-air promotional schedule including 15 and 30 second ads, on-air announcer mentioned, “live-
liners” 

 mention in the media’s calendar of events 

 a promotional contest for food ticket giveaways 

 inclusion in the media newsletter 

 mentions on the media’s Facebook pages and tweets 
 
Television stations had special features that were negotiated and agreed to ahead of time: 

 Weekly live cooking show featured a representative from a participating pavilions who appeared 
on the program one a week during the 8 weeks leading up to the Festival to  prepare an ethnic 
dish from their country. 

 Festival participants appeared on various television stations’ morning shows in the week leading 
up to the event and one station broadcasted a one hour live show from the event grounds on 
the opening day of the Festival. 

 
Media releases were sent out on a regular basis in the 8 weeks leading up to the Festival announcing 
what was new for Festival patrons.  The Executive Director was available during this time for on-camera 
or on-air interviews and all the major newspapers also did feature articles before the event. This event is 
very “visual” and that contributed greatly to the desire of television stations to do lead-up and event-
day stories. 
 
On the Wednesday prior to the Festival launch, a media conference was held on-location in the park 
where musical acts performed, samples of cultural food items were available, and information about 
this year’s Festival was announced.   
 
As part of the “Come Enjoy!” theme, special authentic cookies from Thailand were packaged and 
available to the media who attended the conference, and were also delivered that same day to all on-air 
announcers at all the radio stations in the city. 
 
The footprint of the broadcast media was an area approximately 148,500 sq miles with a population 
reach of nearly 1.93 million. 
 
Promotion was also undertaken in-house via a newly designed web site that featured live Twitter posts 
incorporated on the home page, as well as regular Facebook and Twitter posts. 
 
Festival visibility was enhanced by  

 Banners which were placed over key bridge intersections for two weeks prior to the Festival as 
well as at the front entrance of the park where the Festival takes place.  

 Electronic signage outside the community on a major highway entering the City of Edmonton 

 Banners with the “Come Enjoy!” artwork on the back windows of all Co-op Taxis in the city (a 
major sponsor) 
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B. Website / Social Media / Multimedia 
Programs 

 
The Servus Heritage Festival website is located at 
www.heritage-festival.com and the 8 major sections 
include Festival Information (dates, admission, 
location, festival map and all menu items), Volunteer 
Information, Sponsor Information, History of the 
Association, and a Photo and Video Gallery. 
 
New this year was a “Twitter ticker-feed” on the 
home page where all twitter posts appear on the web 
site in real time. This created a sense of immediacy 
which was particularly useful once the event began as 
attendees could interact and respond on a real time 
basis.  

 
Traffic to the web site increased dramatically in 
the days leading up to the Festival and the home 
page was continually updated with the most 
pertinent information including where to catch a 
bus for transportation, today’s hours and parking 
details.  Having this information on the web site 

greatly reduced questions and phone calls to the Festival office. 
 
A tweet-team was established to post what was happening during the Park. With an area of over 68 
hectares, a team approach enabled tweets to go out announcing when performances were going on at 
certain stages, and what the lineups were like at different venues or food ticket sites. 
 
Facebook usage was increased dramatically over the previous years and the Facebook site was updated 
regularly.  In the 4 weeks prior to the event information that is fun and educational (always with visual 
photos) were included on Facebook to help people appreciate the different types of foods that are 
offered during the event (also part of the “Come Enjoy!” theme). Facebook followers increased by more 
than 300 percent from the previous year 

 
For the first time a unique Servus Heritage Festival mobile APP was designed for both 
iPhones and android devices and was a free download (not web based).  Through the 
app the entire Festival map was available along with a GPS that indicated the exact 
location of the user.  Every menu item from each pavilion was also listed along with 
the price of each item.  The app was heavily promoted on Twitter and Facebook as 
well as the web site. 
 
  

http://www.heritage-festival.com/
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C. Overall Sponsorship Program  
 (overview of overall sponsorship program – how many sponsors, who are they and what do they 
sponsor and total sponsorship funds) 

 
The Edmonton Heritage Festival sponsors are a vital component to the success of the event.  We have 
over 30 non-media sponsors – the majority of which have been with involved with the Festival for many 
years.  Both cash and in-kind sponsorships are part of the program. 
 
Our sponsors value the opportunity to interact with a diverse ethnic community. They do this in several 
ways:  

 Face-to-face:  they have a strong presence on-site during the event. We supply (or they can 
bring their own) tents of various sizes (10x10 to 30x30) and the sponsors provide the type of 
programming which they feel best reaches the audience. 

 Souvenir Program: depending on their commitment to the Festival, Sponsors are offered 
advertisements in our souvenir program which is distributed to over 150,000 readers via the 
Edmonton Journal 

 Interact with business decision makers: Sponsors are invited to an opening “President’s 
Reception” where they can mingle in an informal way with other decision makers in the 
community. 

 
New sponsors are approached each year and are given a sponsorship package and video DVD which 
outlines and demonstrates the value that they will receive by becoming involved with the Festival. Plus 
the DVD actually shows them what it’s like to attend the Festival with all the excitement, colours and 
energy of the live event. 
 
Our title sponsor is Servus Credit Union. They receive top billing and the Festival is billed the “Servus 
Heritage Festival”. Their logo is incorporated into the Heritage Festival logo, and they are the only 
sponsor to appear on the poster or other printed materials. 
 
Other major sponsors include Edmonton International Airports who have naming and programming 
rights to the “EIA Kidzworld” pavilion, and Save-On-Foods who in additional to a financial commitment 
also supply all the food to feed the Festival volunteers. Additional sponsors include the City of 
Edmonton, Telus, Royal Treats, Makima College, Government of Alberta, Alberta Motor Association 
(signage on the golf carts used for get around the park as well as a sponsor of the Bike Compound), 
Enmax, CSIS, CO-OP Taxi, Waterloo Mercury, FC Edmonton, Canada Place from Vancouver, Investors 
Group, Panda Hut Express and the Edmonton Federation of Community Leagues who run the 
information/rest area on site.  Many of the sponsors also donate to the Volunteer Scholarship Program 
for volunteers registered in post-secondary schools. 
 
76% of the sponsorship revenue is generated by non-government companies. Government agencies 
contribute only 23%. 
  
In-kind sponsors (not considering the various media) include Cat Equipment Rentals, Jumpy Things, CW 
Hill Photography, Ally Cat Brewery, Coast Hotels, Tridon, Special Event Rentals, and Driving Force. 
 
In 2013 $245,986 was received in cash and in-kind sponsorships. This does not include media 
sponsorships. 
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D: Critical Component Programs 
 
Volunteer Program: 
 
Volunteers are absolutely the lifeblood of the Heritage Festival as more than 750 volunteers are 
required by the Festival Association to stage the event.   
 
Volunteers are recruited throughout the year by the use of social media, as well as word of mouth. Four 
months prior to the event, partnering radio stations air public service announcements which advertise 
that volunteer opportunities are available.  Two months before the Festival, appearances are made on 
local television station morning shows again further promoting the need for volunteers.  
 
Four months before the event, reminder notices and schedules are mailed out to returning volunteers, 
who are also encouraged to bring a friend of family member along with them.  They are requested to 
mail in or phone in their schedule requests.  
 
Two weeks before the Festival all volunteers also receive a reminder notice sent out in the mail that 
contains their confirmed shifts and times. 
 
 As part of their time commitment, all volunteers receive a promotional hat, t-shirt, all meals while on 
shift, bus passes to the event site, and entry into door-prize draws for products from sponsors. These 
are given out during the Volunteer Orientation BBQ which takes place the Thursday evening before the 
event. Members from the Board of Directors take turns flipping hamburgers and mingling with the 
volunteers.  
 
Our volunteers also receive a Certificate of Recognition and, if they are enrolled in post-secondary 
education, they have the opportunity to win one of 40 Sponsor-provided scholarships (20 available to 
administration volunteers and 20 to pavilion volunteers).  These are selected from over 400 applicants 
by a  draw from which takes place a few weeks following the event. 
 
We also host a Volunteer Recognition Party for people who have volunteered for 10 or more years. This 
takes place 3 months after the Festival and every volunteer in attendance receives a sponsor-donated 
gift. The “Josef Messmer Volunteer of the Year Award” is presented at this party, and the recipient’s 
name goes onto a permanent plaque which hangs prominently in the Association Office 
 
All past volunteers get added to the newsletter mailing list which is sent out in the spring and fall.  
 
Positions available to volunteers during the Festival include: Food Tickets Sellers, Cash Counters, 
Kidzworld Attendants, Hospitality, Marketing, Information Attendants, Transportation Drivers and 
Amphitheatre Attendants. More than 80% of these are returning volunteers who come year after year. 
In 2013 were 433 individuals, and 195 volunteers from numerous non-profit groups who are eligible for 
a 500 honorarium for every 5 hour shift worked by 15 people.  During the three day event there are over 
800 volunteer shifts.   
 
Volunteers are also enlisted by the 60 non-profit cultural societies who are part of the Festival. They 
serve as Food Preparers, Beverage Servers, Food Servers, Craft  Vendors, Stage Emcees and Relief 
Volunteers.  When these 1300 volunteers are added to the Festival Association numbers, more than 
2000 volunteers come together to  stage the largest multicultural festival of its kind in the world.  
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Green Program: 
 

 The Heritage Festival has been a community and event leader for green initiatives since 
committing, in 2010, to using only biodegradable serving products for 100% of all the food 
products that are prepared and sold on-site.  This basically includes every fork, spoon, plate, 
bowl and napkin that is present in the Park.  All participating cultural groups who sell food in 
their pavilion must commit to and purchase only biodegradable products.  The Festival 
Association partners with a supplier and we encourage the pavilions to purchase from this 
company as it saves in delivery and other logistics.  This is solely at the discretion of each 
pavilion chairperson. 

 
In the two years prior to 2010, biodegradable products were slowly introduced into the Festival 
to allow time for participating pavilions to gain information and understand the product 
specifications before requiring all products to be of this type. 
 
In 2013, not only were all products biodegradable, but also they were 100% compostable. 
 

 Public Transportation:  There is no public parking on site during the Festival, so for the three 
days of the event all people who attend must either arrive by public transit, taxi, or enter by 
bike or on foot.  The Festival has partnered with the City of Edmonton to provide a city-wide 
“Park & Ride” Service which is the largest program that Edmonton Transit manages during the 
entire year.   
 

 Cycling: For those who prefer to ride their bikes to the event, the Heritage Festival has 
partnered with the Edmonton Bike Commuters organization to provide two large fenced-off  
and supervised bike compounds locations.  Representatives from the Bike Commuters are on 
hand to assist with any flat tires, small bike repairs, etc.  The Alberta Motor Association also 
helps to sponsor these areas.  The bike compounds have been incredibly popular with festival 
attendees and have expanded every year since they were introduced. 

 

 Water and Waste Recycling:  45 gallon drums are located at the back of all pavilions. These 
containers are pumped on a continuing basis and the “grey water” is taken away to a City of 
Edmonton recycle centre. Grease receptacles are located strategically throughout the park, 
emptied and also distributed to Edmonton Waste Management locations. These waste recycling 
systems which are the initiatives of the Edmonton Heritage Festival have been mirrored at other 
festivals.  

 

 Pop and Bottle Recycling Stations:  For every garbage receptacle on site there is a blue can (for 
paper recycling) and bottle recycling station right beside it.  These are located throughout the 
park and are cleared on a regular basis by Heritage Festival staff and sent to a central location in 
the park.  Each evening a recycling company picks up these products and delivers them to their 
recycling facility.  A small amount of revenue is derived from this process but the object is to 
keep these objects out of the landfill.  These receptacles are well marked, and are very well 
used.  And although we strive for 100 % compliance, this is still a work in progress. 
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Educational Program:  
 
By the very fact that Edmonton’s ethnic community joins together to produce the single largest 
celebration of multiculturalism in the world, the Festival is an educational experience in itself.  Walking 
through the park and visiting the different pavilions has been compared to taking a trip around the 
world.  Festival attendees can not only sample ethnic foods, shop for unique crafts and clothing and 
enjoy authentic ethnic entertainment but also they have the opportunity to chat and interact with 
people who are eager to share their stories and tell a little about their cultural roots and their present-day 

communities in Canada.  
 
The 60 pavilions that participated in 2013 
 

Aboriginal Cuba Hong Kong Kurdistan Sri Lanka 

Afrika OYI Dutch Hungarian Malaysia Singapore Sudan 

Bangladesh Ecuador India Nepal Taiwan 

Borneo Egypt Indonesia Nicaragua Tanzania 

Bosnia Herzegovina Eritrea Iran Pakistan Thailand 

Cambodia Ethiopia Iraq Peru Turkey 

Caribbean Fiji Irish Philippines Uganda 

Chile France Israel Poland Ukrainian 

Chinese German Italy Romania Venezuela 

Colombia/Brazil Ghana Japan Russia Vietnam 

Congo Greek Kenya Scandinavia Wales 

Croatia Guatemala Korean Serbia Zimbabwe 

 
In spite of events that may be taking place on the international stage, local cultural associations have the 
foresight to look beyond sometimes centuries-old disagreements.   For three days in the idyllic setting of 
Edmonton’s River Valley, they co-exist peacefully and share with visitors, and with each other, those 
traditions that make their people unique. There is a lesson here for all of us. 
 
 

Children’s Program: 
 
EIA Kidzworld (sponsored by the Edmonton International Airport) is full of adventure and fun for the 
very young Festival visitors and hands-on activities at this 2700 square foot pavilion include painting, 
ethnic crafts, lots games, bouncy fun and face painting. 
  
For 2013 Kidzworld adopted a “Beach Theme” which tied into our overall Festival campaign of “Come 
Enjoy! Kids could take pictures with larger than life flip flop sandals, play in the sand with pails and 
shovels or enjoy the interactive games and win prizes.  Also new for 2013 was a storybook reading.  
 
Children could also design their own t-shirt with colorful fabric paint and, along with their families, paint 
two giant “monster murals” 5’ x 16’ in size.  These murals have a multicultural theme and show children 
from different cultures and animals that are found in different parts of the world. 
 
EIA Kidzworld was open every day during the Festival until 7 pm and all activities were free of charge.   
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Food & Beverage Program: 
 
There are over 390 unique food items and numerous non-alcoholic beverages offered for sale at the 60 
cultural pavilions during the Festival.  The agreement with the cultural association is that 10 percent of 
all their revenues will be returned to the EHFA.  As well, 10% of any other sponsor-provided food (Royal 
Treats sells ice cream novelties and frozen desserts on site) are also paid to the Association.  In 2013 the 
overall revenue generated by food tickets sales was in excess of $258,000. 
 
Food tickets are available at a cost of 30 for $25. These can be purchased on site at numerous ticket 
booths, as well as prior to the Festival at three sponsor locations (Servus Credit Unions, Save-On-Food 
grocery locations and Tix on the Square retail outlets).  In 2013 part of our marketing plan was to 
increase the number of tickets sold in advance, so special newspaper ticker ads were purchased to 
increase awareness of this option.  While advanced sales did increase, it was by a very marginal amount 
and this is something the Association will continue to work on. 
 
The food program is one of the most successful aspects on the Festival.  It affords attendees the 
opportunity to try unique cultural food that they would not be able to access any other way.  At the 
2013 Festival some of the new food items available were: 
  

o Alfajores from Peru (corn flour pastry with caramel filling) 
o Chukanui from Nepal (boiled potatoes with yogurt, green onions, cilantro lemon juice and 

Nepalese spices 
o Grolsch Beer – a non alcoholic beer from the Dutch pavilion which tastes great with herring or 

croquettes 
o Mutakura from Zimbabwe (snack made from black-eyed peas and ground nuts). 

 
Popular returning items include: 
 

o Beef or chicken satays from Borneo or Indonesia 
o Scovergi from Romania (deep fried dough with icing 

sugar sometimes called Elephant Ears) 
o Jagnjetina from Bosnia and Hercogovinia (lamb with 

special spices roasted on-site) 
o Mango Loco from Guatemala (fresh peeled mango on a 

stick rolled in lime juice and hot spices) 
o Irish Stew 
o Curried Goat from the Caribbean 

 
 
Printed Food Menus which list the pavilion site, available items and cost, are available free of charge to 
festival attendees.  The menu is distributed prior to the Festival as part of a special souvenir program 
which is available through the Edmonton Journal newspaper and is also available on the Festival’s free 
mobile app. 
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Entertainment Program: 
 
26 outdoor stages situated throughout the park provide 3 days of amazing cultural performances.  From 
Bollywood to opera – dragon dancing to salsa – there is truly something for everyone. 
 
The entertainment is provided by the 60 cultural pavilions. Each ethnic association has an entertainment 
chairperson who assembles a team that provides and is responsible for the staging, entertainment, and 
sound systems as required.  Performances take place on the half hour and alternate between 
neighbouring pavilions. 
 
Performances for the 2013 Festival included the following: 
 
Dances 

Peacock Dance   (Cambodia) 
Monkey Dance (Sri Lanka) 
Straw Hat Dance (Vietnam) 
Poco Poco Dance (Indonesia) 
Irish dance 

   Samba and salsa 

Music 
steel drums 
Japanese drums 
harpists  
accordions  
Greek Pontic Lyra   

 

Martial arts 
Karate 
Tae Kwon Do 
Tai chi 
Kick boxing 

 

 
Various vocal groups and entertainers are also part of the performances that are organized by the 
cultural pavilions. 
 
In 2013 the Chinese pavilion brought in special performers from Chengdu, China. This group had 
performed world-wide including the 2008 Beijing Olympics. During the Festival they performed 
acrobatics, Chinese mask face-changing and magic tricks.  
 
The Edmonton Heritage Festival Association also staged special performances in the outdoor 
amphitheatre including the special opening night performance “Multicultural in Dance”.  This featured 
large-ensemble traditional dances by members of a number of cultural communities.  
 
In celebration of the 200th birthday of the Italian composer Giuseppe Verdi, a special performance by 
the Edmonton Verdi Festival took place in the amphitheatre and featured an Italian folk choir, dancers, 
string quartet & opera singers.   
 
To add to the ambiance of the Festival, the Heritage Festival Association organizes a “Roving 
Extravaganza” of performers.  These include aerial stilt walkers, caricature artists, clowns, and the very 
colourful and popular Lion Dancers. These performers wander throughout the park delighting both 
children and adults. 
 
All entertainment during the three days of the Festival is absolutely free of charge. 
 
  



 
15 | P a g e  

 

Merchandise Program: 
 
N/A    
 
A merchandise program was tried several years ago, but in the view of the Association and the Board of 
Directors, this was in competition with the merchandise that the various pavilions offer for sale so the 
decision was made not to offer this program. 
 
 
Community Outreach Program: 
 
The Mission Statement of the Edmonton Heritage Festival Association is: 

To promote public awareness, understanding and appreciation for cultural diversity 
through an annual summer festival, as well as to provide educational events, programs, 
and/or projects on a year-round basis. 
 

Although the EHFA’s main endeavor is to produce the Heritage Festival, we are considered the hub of 
Edmonton’s ethnic community. On a yearly basis the Executive Director speaks at over 20 celebrations, 
national holidays, and other ethnic gatherings.  The Festival office while festooned with ethnic artifacts, 
is also a source of information for the ethnic community and is a resource source for ethnic 
entertainment, entertainers, and educators. 
 
The Edmonton Heritage Festival is an opportunity for members of the community to learn about 
different cultures and sample a variety of ethnic foods;  but more than that, the Festival also collects 
food in support of Edmonton’s Food Bank.  The Festival is the single largest charity drive of the year for 
the Food Bank, and volunteers are located at all park entrances to accept donations of food, cash or 
unused tickets which are then turned in for cash.  In 2013, the Food Bank was the recipient of 60,041 
kilograms (132 pounds) of food and $120,000 in cash from Festival patrons. 
 
During the Festival, The Edmonton Heritage Festival Association also provides opportunities for three 
not-for-profit groups to have space in the park to promote their cause on site. They are selected on a 
first-come, first-served basis and provide a menial $300 entry fee which is refunded once the event 
begins.     
 
 
Emergency Preparedness Program:   
 
The Heritage Festival Association annually produces and publishes an Evacuation Scheme.  This is 
publicized and provided to the City of Edmonton Police Service who are on site at the park 
 
Severe weather is one of the potential hazards that can cause problems during the Festival. Because of 
this during the event the Board of Directors and the Executive Director are in constant contact with the 
police regarding any severe weather conditions. Both organizations have radar and communicate 
whenever there are possible weather situations.  On two separate occasions in the last four years the 
Festival has been evacuated for weather reasons. Because of the preparedness program, there were no 
injuries or mass panic during these situations. Social Media has also been beneficial in getting the word 
out to people who were thinking of attending but because of the weather situation should refrain. 
 



 
16 | P a g e  

 

  E: Description of any other Special Programs unique to your event: 
 
 
New Canadians 
 
84 people became Canadian citizens at a very special swearing-in ceremony Monday at noon on the 
stage of the Heritage Amphitheatre.  The first Monday in August is “Alberta Heritage Day” – a provincial 
holiday – first declared so in 1974 by the Alberta Government as a day to celebrate all the different 
cultures the province has to offer.   The swearing in of these new Canadians on this day is a fitting way 
to celebrate both Heritage Day and what it means to be Canadian. 
 
This moving ceremony featured the Lieutenant Governor of Alberta, who acts as the Queen’s 
representative in the province, a citizenship judge, and a full honour guard. Members from the Royal 
Canadian Mounted Police were also in attendance in their full red serge dress uniforms.  This very 
colourful and meaningful ceremony has been taking place for many years, and is open to the public. 
 
Young Ambassadors 
 
Each year two children between the ages of 7 and 12 are chosen to act as Young Ambassadors for the 
Festival.  They are deemed the Prince and Princess and are announced to the media at the conference 
prior to the event.  The Prince and Princess are the young faces of the Festival – they wear the 
traditional cultural dress of their country of origin and an identifying royal sash.   During the Festival they 
can be seen at the Kidzworld pavilion, and walking throughout the park talking to people and having 
their picture taken with festival attendees. 
 
Citizen of the Year   
 
2013 marks the 3rd year the Edmonton Heritage Festival Association Citizen of the Year Award has been 
presented to a person who has contributed to the community by promoting awareness, understanding 
of and appreciation for cultural diversity. 
 
The CTV Citizen of the Year recipient was publically announced and recognized prior to the Swearing in 
of New Canadians held at the Heritage Amphitheatre. 
 
Tickets, Please 
 
The Edmonton Heritage Festival is the single largest food and fundraiser for Edmonton’s Food Bank, and 
one of the unique components of this charity partnership is “Tickets, Please”. Any leftover food tickets 
can be donated to the Food Bank and the Edmonton Heritage Festival Association will pay the same 
commission to the Food Bank that they pay to the participating pavilions. 
 
Hole-in-One Putting Challenge  
 
This fun Festival event gives participants an opportunity to win one of two mountain bikes. For a one 
dollar donation they get the chance to putt for a hole-in-one. If they sink the putt they win an instant 
prize (food tickets, backpack, cookbooks), and every participant is entered in the draw for the mountain 
bikes which takes place towards the end of the Festival. This is a fun family event and has grown in 
popularity over the years. 
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3. SUPPORTING MATERIALS  
 

Promotions marketing campaign & media outreach 
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Food Program   
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Volunteer program   
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Entertainment  
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Green program  

 

 

 

Children’s program  
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4. SUPPORTING QUESTIONS: 
a and b.  What did you do to update/change the event from the year before. Were your 
updates/changes successful? Provide measurable results 
 

New slogan:  “Come Enjoy”  
 
New country added:  Columbia / Brazil 
 
Promotional Materials 

o Postcards – printed more and added printing to the back which contained hours, transit 
information and locations where to purchase advanced food tickets. 

o Expanded the distribution of both posters and postcards 
 

Media conference changes:   
o Provided entertainment (Taiko Drum Group and Stilt Walkers) which resulted in good visuals 

and enhanced television and print coverage. 
o Samples of ethnic food available during the Festival were available for reporters and 

photographers at the media conference. 
o Thank-you-for-attending gift was given to all media at the conference plus delivered to all on-air 

radio announcers that same day. (special Thailand “flower cookies” in compostable container) 
The goal was to provide top-of-mind awareness with potentially more on-air mentions. 
 

Ticket booths:  painted with vibrant colours and positioned at key areas throughout the park to make 
them easier to spot in the crowds. 
 
Promoted “buy tickets in advance” through newspaper ads, and on social media with the aim to reduce 
on-site lineups. 
 
Social media:  

o More Facebook posts- many containing specific food and entertainment information, and more 
tweets.  “Likes” grew from 1109 to 1451 and there was more back-and-forth interaction with 
Facebook followers. More growth in the social media area is still needed. 

o Twitter: Daily posts from July 9 to 24 then multiple posts through end of Festival.  Followers 
increased from 1084 to 1314. 

 
Hole-in-One Putting Challenge:  

o Modified event to make it more clear, and provided a greater opportunity to win prizes (every 
participant receives an entry into the grand prize draw).  

o Much more popular than in previous years based on the number of participants. 
 
Results:   

o Attendance:  2013 had an all-time high attendance with an est. of 380,000 on site over the three 
days, an increase of 8 % from the previous year. (Attendance is estimated through transit usage, 
gate counters, ticket sales and trends from prior years.)    

o Media coverage:  Newspaper editorial exposure doubled and television interviews increased 
slightly. 

o Food Ticket revenue: Increased by 3.5%   
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c. What makes the event stand out as an internationally recognized event? 
 

Canada is a multicultural country, and according to the Canadian government, “our diversity is a national 
asset. Recent advances in technology have made international communications more important than 
ever. Canadians who speak many languages and understand many cultures make it easier for Canada to 
participate globally in areas of education, trade and diplomacy.” 
 
The Edmonton Heritage Festival fosters the spirit of tolerance, and encourages understanding of and 
appreciation for cultural diversity.  Over 85 cultures from all over the world join together in a three day 
celebration of Canadian multiculturalism.   
 
As the largest Festival of its kind in the world, the Edmonton Heritage Festival is promoted 
internationally by municipal and provincial government agencies as part of what makes the city of 
Edmonton a worthwhile place both to visit and to live.  One of Edmonton’s monikers is “Festival City” 
and the Heritage Festival is a shining star in the stellar group of events. 
 
Many international performers have been part of the Festival.  Artists from China, Hungary, the Ukraine, 
Guatemala, Sudan, Mexico and Taiwan have traveled to Edmonton to be part of the event.  Products 
which are offered for sale in many of the pavilions have been imported directly from their country of 
origin, and the traditional ethnic food provided by the 60 cultural pavilions allows Festival-goers a seat 
at a banquet of international cuisine. 
 
It’s fitting that the Edmonton Heritage Festival takes place on Heritage Day – a chance for neighbours 
regardless of race or nationality to come together to celebrate not only where they are from, but also 
most importantly, where they live now.   Canadian multiculturalism ensures that all citizens can take 
pride in their ancestry and have a sense of belonging.  This gives Canadians a feeling of security and self-
confidence, and makes them more open to, and accepting of, diverse cultures. The Canadian experience 
has shown that multiculturalism encourages racial and ethnic harmony and cross-cultural 
understanding, and the Edmonton Heritage Festival has been proudly supporting and encouraging this 
for 38 years. 
 

d. Why should the event win the IFEA / Haas & Wilkerson Grand Pinnacle Award? 
 

The Edmonton Heritage Festival has grown over the past 38 years from a tiny display from a group of 11 
ethno-cultural communities to an August long-weekend institution representing more than 85 distinct 
cultures.  It was specifically designed to be a family-friendly, alcohol-free event that promoted 
awareness and appreciation for cultural diversity and even with the tremendous growth, has remained 
true to its roots.   
 
380,000 people experienced this event.  The Grand Pinnacle Award would be an acknowledgement to all 
those who attend, the Edmonton community as a whole, and the motivated and dedicated staff, board 
of directors and hundreds of volunteers, that this Festival and its goals are both worthwhile and 
deserving of attention. 
 


