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IFEA Pinnacle Awards Committee 

2603 West Eastover Terrace 

Boise, ID 83706 

 

To the Committee: 

 

Enclosed please find our submission for consideration in the category: Event Management 

Certification Program. 

 

Our program was one of the first in the country and remains an iconic industry program.  Due 

to the fact that we currently have 14 different courses, I have chosen to include documents 

from several of them instead of all of the courses.  I trust that this will give you an idea of our 

academic viability.   

 

The Temple University Event Leadership Executive Certificate program is the only one in the 

world that has had two IFEA Hall of Fame members on its faculty, a fact we are extremely proud 

of.  In addition to our close connection to the IFEA, we maintain ongoing relationships with 

many other industry associations including the Greater Philadelphia Hotel Association GPHA), 

the PHLDiversity, the Pennsylvania Downtown Association, the Pennsylvania Association for 

Travel and Tourism and the regional chapters of HSMAI, ISES, and MPI among others.   

 

The 2014 – 2015  period saw a number of changes and improvements in our continuing quest 

for excellence.  As we have every year, we completed a comprehensive survey of both current 

and former students in order to assess the viability of the program.  We received an overall 4.87 

out of 5 rating on the question “Has this program improved your professional qualifications?”, 

and a 4.88 out of 5 rating on the question: “Would you recommend this program to your 

friends and colleagues?”  In assessing each class, our instructors consistently receive between 

4.5 and 5 out of 5 for excellence in knowledge and teaching skills.  We are continually 

evaluating the program and based upon evaluations, we change as needed.  As we all know in 

this business, if you are not growing, you are dying! 

 

This year, we completely revised our website and it has a much fresher, dynamic look.  You can 

access the site at: http://sthm.temple.edu/event-leadership/ 

http://sthm.temple.edu/event-leadership/


 

Additionally, we have placed ads in local professional journals as well as placing posters in 

employee check in areas at many regional hotels.  This campaign has yielded over 300 inquiries 

and over 30 new students in only 6 months; a return of over 10%.  Last year we implemented a 

very strong social media campaign and this effort is just beginning to show results. 

 

Later In the fiscal year, we will be implementing a totally on line registration system in 

coordination with the University’s Continuing Education program and also instituting the first of 

our on-line courses. 

 

Financially, we have had our most successful year since the program started, with increased 

revenues and decreased expenses. 

 

In conclusion, we recognize that this industry is constantly changing and growing.  It is our 

continued mission to stay ahead of these changes and to execute the finest educational 

program of its kind in the world.  I hope that you find our submission worthy of recognition. 

 

Sincerely, 

 

 

 

Ira L. Rosen; CFEE 

Assistant Professor 

Program Director 
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Temple University 

Event Leadership Executive Certificate Program 

SECTION ONE  

About Temple University 

Temple University was founded in 1884 and currently has almost 38,000 students.  There are over 400 

academic degree programs over 17 schools and colleges in 9 locations.  It is the 27th largest university in 

the United States and the 4th largest provider of professional education the country 

About the School of Tourism and Hospitality Management at Temple University 

Temple University’s School of Tourism and Hospitality Management (STHM) is the largest provider of 

tourism, hospitality, sport and recreation management education in the Philadelphia region and an 

international model for innovative teaching and research. Through classroom instruction, experiential 

learning and executive education, we prepare talented professionals and scholars for rewarding careers. 

Our comprehensive programs and research institutes, led by accomplished faculty, are among the 

nation’s best.  In 2014, the School celebrated its Fifteenth year. 

Purpose/Objective 

The purpose of the program is to provide comprehensive educational training in a broad range of 

specialties for those people currently in the industry who want to improve their skills and for people 

who are newly entering the field.  Our objective is to provide them with a high level of training, which is 

provided by a multi-disciplinary faculty with a cumulative experience of several hundred years! 

Overall Effectiveness 

82% of our students stated that they had high expectations for the program upon beginning their course 

work.  At completion, 93% rate their perception as high or extremely high.  

About the Program  

The only award-winning, comprehensive events planning program that prepares individuals to achieve 

certification in six event fields. The program may be completed in one to two years.  



 

One of the principal goals of this program is to help professionals working in the Event Leadership field 

to advance with their career. 

The program is offered by Temple University’s School of Tourism and Hospitality Management, the 

region’s leading provider of management talent for the tourism and hospitality industries. 

Total Number of Students/Graduates 

Since its inception in 2005, 528 students have taken a least one course in the program.  138 have 

received their certificate.  There are currently 112 students enrolled in the program. 

Overall Revenue and Expenses 

 

Date Program was founded/ name of the founder/ background history 

The program was started in 2005 by Dr. Joe Goldblatt, CSEP under the auspices of the Temple University 

School of Tourism and Hospitality Management (STHM).  STHM is a part of the University’s Fox School of 

Business. 

July, 2014 – 2015 to date       

  REVENUE EXPENSES NET INCOME 

July $3,820.00 $1,220.00  

August $4,115.00 $2,225.00  

September $8,965.00 $1,750.00  

October 0 $1,220.00   

November $12,129.00 $1,100.00  

December $3,520.00 $1,220.00  

January $12,380.00 $2,220.00  

February $12,200.00 $1,175.00  

March $10,550.00 $1,220.00  

April $6,935.00 $1,135.00  

May $3750.00 $2,325.00  

Total $78,364.00 $16,807.00 $61,557.00 

Monthly Averages $7,124.00 $1,527.90  $5,596.09 



 

Dr. Goldblatt is one of our industry’s icons, having literally written the book on Special Events.  He was 

honored in September of 2008 with his induction into the IFEA Hall of Fame. 

The program fills a need for advanced professional certification in the events, festivals, meetings and 

conference industries.  It enables both traditional and non-traditional students to advance their careers 

through enhancing their educational training. 

Since Dr. Goldblatt’s departure from Temple University, the program has been administered by Mr. Ira L.  

Rosen, CFEE, another IFEA Hall of Fame inductee. 

Faculty 

All of our courses are taught by highly regarded industry professionals who are involved in the Event 

Management business on a daily basis. They have a combined total of well over 300 years of experience 

in the industry and many have been recognized internationally by professional associations.  

The program’s director is IRA L. ROSEN, MA, CFEE, a producer and consultant with over 30 years of 

professional experience in the industry. Ira is the owner and CEO of Entertainment On Location and has 

worked on multi-million dollar parades, super bowl half time shows and has provided his consulting 

expertise to clients around the world and is an adjunct instructor in Temple University’s School of 

Tourism and Hospitality Management. He is an inductee into the International Festivals and Events 

Association (IFEA) Hall of Fame. 

GAIL S. BOWER,  President, Bower and Co. Consulting, LLC. Gail has over 20 years of experience 

producing and marketing festivals and managing corporate sponsorship programs. Events include New 

Orleans Jazz and Heritage Festival and JVC Jazz Festival.  Gail is a frequent contributor to IE Magazine 

and has done webinars for the IFEA. 

KAREN EMORY, former director of Special Events for Temple University. Karen is certified by the 

Protocol School of Washington in Business Etiquette and Protocol and is a world renowned protocol and 

etiquette consultant. 

DANA R. GIOVENITTI-DEVINE, CMP, CMM: Director of Marketing – Morton’s Steakhouses, former 

Independent meeting planner, and prior to that Senior Meeting Planner with PriceWaterhouseCoopers 

LLP. Dana has a long career in meeting planning and is the past president of the Philadelphia Chapter of 

Meeting Professionals International (MPI). 

DION MAGEE, Independent Entrepreneur - Event & Wedding Lifestyle Expert. Dion was named Event 

Solutions Corporate Planner- of-the-Year several years ago and is the founder and publisher of Black 

Bride & Groom Magazine. Dion is the former Event and Meetings Manager for Verizon and GTE and 

former Regional Director for Helms Briscoe. 

PATRICK FEELEY, CFRE;   Executive Vice President and Chief Development Officer, Caron Treatment 

Center; formerly Director of Institutional and Event Fundraising at Children’s Hospital of Philadelphia. 



 

Patrick has been fundraising in the non-profit sector since 1993 and he oversees the areas of corporate 

advancement, foundation relations, cause-marketing and special events for CHOP. He is a board 

member of the Clean Air Council and the Association of Fundraising Professionals International. 

LLOYD Z. REMICK, ESQ, President of Zane Management, which specializes in marketing and managing 

notable performers in entertainment, sports, media and the arts. Lloyd is one of the foremost 

entertainment attorneys in the Philadelphia market and has provided legal and consulting services to 

clients around the world. 

JOSEPH BROOKS, President and CEO, Liberty Chapter of the USO. Joe has over 20 years of the 

experience and in successfully higher levels of responsibility at the Penn’s Landing 

Corporation/Delaware River Waterfront Corporation was responsible for developing many of their 

nationally recognized programs including the RiverRink and July 4th fireworks shows. 

MELISSA MANZO MCDEVITT, Former Director of Sales at Normandy Farm Hotel and Blue Bell Country 

Club. Melissa founded the Meeting & Event Planning certificate program at Montgomery County 

Community College is an active freelance writer for industry magazines. She is also active in both the PA 

and NJ chapters of MPI, and in several chambers of commerce and women's groups. 

 

Program Requirements /Course Descriptions 

1. A total of 6 courses must be completed within 2 years of acceptance. Although students may take the 

courses in any order, it is highly recommended that they take the 3 required courses first. They  must 

take the 3 required courses and they may select 3 electives.  

2. Completion of 50 - 75 hours of externship, as determined by faculty review.  

3. Submission of professional portfolio.  The portfolio consists of a detailed description of an event from 

concept through completion.  Specific details and guidelines will be provided to each student on an 

individual basis by the Program Director. 

REQUIRED COURSES: 

Introduction to Event Management and Business Success: This course introduces the principles and 

history of the event industry. Designed to both enhance the professional knowledge of those already 

employed within the industry, and to launch new careers, this course builds a solid and firm 

understanding of the industry tools, best practices, business entrepreneurship, industry segments and 

terminology. Event professionals gain valuable instruction from real life scenarios, advice and interactive 

activities.  

Principles of Effective Event Execution: This course explores the operational aspects of industry 

segments, tools and processes. Proven event execution tactics are introduced to understand event 

return on investment. Topics include business model, goal setting, event proposals, RFP development, 

room set up, negotiations, insurance requirements, quality standards, site selection, program 

development, event marketing, and professional development. 



 

Integrating Event Strategies and Tactics: This course offers a deeper analysis of details pertinent to the 

organization and execution of an event, meeting, conference, sponsorship and social event. Event 

professionals master long term event strategies to sustain event success. Topics include human 

resources, finances and contracts, strategic performance, project management, standard policies, team 

management, event leadership, event technology, evaluation and wrap-up.  

ELECTIVES (Choose 3): 

Event Operations and Risk Management: This course deals in detail with the operational and logistical 

needs of various types of events as well as the insurance and risk management concerns associated with 

these events. What you will learn: How to develop and execute operations plans, timelines and other 

organizational production planning tools, What are the essential elements of risk management, What 

are the essential elements of licenses, permits and event insurance. 

Corporate Sponsorship (Offered in 2 parts, must take Part One prior to taking Part Two): Ideally, your 

event generates multiple sources of revenue. An important source for many events is corporate 

sponsorship. In the first of two electives on corporate sponsorship, you’ll develop a broad understanding 

of corporate sponsorship, how it works, and how this business initiative plays a role in your event. You’ll 

also gain the tools and techniques you need as an event leader to best work with your sponsors and 

meet their needs in the overall management of your events. What you will learn: What corporate 

sponsorship is, how corporate sponsorship differs from corporate underwriting, why corporations 

sponsor, the tools of corporate sponsorship, best practices for event leaders working with corporate 

sponsors and how to know if your event is ready for sponsors. 

5 Critical Steps in Event Planning: Do you know the five critical steps necessary to make your event a 

smashing success? These steps can be applied to any type of event like your next: meeting, wedding, 

religious affair, non-profit event or corporate affair. Every planner must know these steps so that you 

can interview like a pro and execute like a pro. Learn the ins and outs of event planning: RPFs, site 

selection/inspection, contracting, vendor communications and operations.  

Here Comes the Wedding Planner...With A Solid Foundation: In this session, you will learn the history 

and basics of wedding planning and how it relates to the modern day wedding consultant. You'll learn 

tips for developing business structure, identifying key resources and learning professional guidance from 

an experienced and well trained instructor. Armed with the basics of wedding planning, this elective sets 

the stage for the aspiring wedding professional.  

Etiquette and Protocol: As event leaders, we are responsible for presenting our clients and employers in 

the most correct and favorable light on all occasions, whether a meeting of five executives or a public 

event involving hundreds. Applying standards of etiquette and protocol become hallmarks of you and 

your company and are important components of branding. Knowledge and use of these standards are 

known as soft skills. In the Etiquette and Protocol elective, we will identify and practice our soft skills. 



 

We will learn how to draft proper invitations; review and differentiate forms of address; and make 

correct introductions. We will utilize rules of protocol and deference; such as seating a dais, a table and 

a room. We will also discuss personal etiquette in a business setting. Knowledge and use of these skills 

will distinguish you as a special events professional, putting you in a position to “outclass the 

competition.” 

Legal Issues in the Entertainment Industry: This course deals with United States and Commonwealth of 

Pennsylvania law as it relates exclusively to the entertainment and hospitality industries. It covers an 

overview of general law and legal procedures, entertainment and sports law, hospitality and event 

production law and key contract negotiating tips. This course is critical to anyone in this field as it will 

give you a broad understanding of industry specific requirements. 

Fundraising: This course will provide you with a solid understanding of fundraising covering areas such 

as annual giving, corporate and foundation relations, major gifts, planned giving and special events. A 

myriad of fundraising techniques will be discussed and analyzed such as direct mail, telemarketing, e-

solicitation, grant writing, and face to face solicitation. Topics including ethics in fundraising, careers in 

development and philanthropy in a recession will also be explored. What you will learn: How to build 

the case for support for your program or event; how to create a pool of prospective donors to approach; 

how to create good solicitation materials; and how to use social networking for fundraising. 

Corporate Event Production: This course will help you to develop project management skills in order to 

produce effective and efficient corporate events, will enable you to link corporate events to corporate 

mission and vision, will teach you to utilize efficient procurement techniques in order to reduce costs 

and improve quality and will help you to measure return on your event investments to demonstrate 

cost/value ratios. 

Social Media: Wondering how you can use social media to market not only your event, but yourself? 

This class discusses the fundamentals of using social media sites like Facebook and LinkedIn to create 

buzz about your event or company. Learn how to create your page, then how to create the “buzz” 

needed to get others to notice YOU! We will also discuss e-marketing endeavors, e-communications 

plans and search engine optimization. Social media is the least expensive type of marketing out there 

today and it can be the most effective when done right! We will also discuss Pinterest, Instagram, 

YouTube and more. 

 

Time Frame/Fees 

The certificate can be achieved in one to two years.  We enroll approximately 60 students per year; of 

that number 12-15 receive their certificate within the prescribed team.  Others take part in the program 

for the sole purpose of gaining specific knowledge vs. a complete certificate program. 

Course fees are non-refundable but may be applied to future courses.  



 

Six courses at $375 each, totaling $2,250 (textbooks are optional and are available at cost; the textbook 

that is used for the Etiquette and Protocol class is highly suggested)  

Non-refundable, one-time registration fee: $80  

Portfolio review fee: $160 

Total without discount: $2,490 

10% discount is available for those who pay in full. Total due (including all fees) is $2,240. Students who 

pay in full will receive one free textbook ($65 value)  

Practical Event Experience 

Each student must complete 50 – 75 industry related externship hours prior to the completion of their 

coursework.  Additionally, the final element of the program is a comprehensive portfolio describing an 

event from start to finish including all  aspects of the educational milestones achieved through the 

required and elective courses.  An example of a completed portfolio is attached. 

Class Schedule July -  December, 2014: 

 Saturday, July 26, 2014 

 Introduction to Event management & Business Success taught by Dion Magee, CMM 

9:00 – 4:00 Required core course 

 Saturday, August 2, 2014 

 Fundraising taught by Patrick Feeley, CFRE 1:30  – 5:30 Elective 

 Saturday, August 23, 2014 

 Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 4:00 Required 

core course 

 Saturday, September 20, 2014 

 Integrating Event Strategies and Tactics taught by Ira L. Rosen, CFEE 9:00 – 

4:00 Required core course 

 Corporate Event Production taught by Dana Giovinetti Devine, CMP, CMM 9:00 – 

1:00 Elective 

 Here Comes the Wedding Planner.. With A Solid Foundation: taught by Dion Magee, 

CMM 1:30 – 5:30 Elective 

 Saturday, September 27, 2014 

 5 Critical Steps in Event Planning taught by Melissa Manzo McDevitt 9:00 – 1:00 Elective 

 Fundraising taught by Patrick Feeley, CFRE 1:30 – 5:30 Elective 

 Saturday, October 25, 2014 

 Introduction to Event management & Business Success taught by Dion Magee, CMM 

9:00 – 4:00 Required core course 

 Saturday, November 15, 2014 

 Sponsorship (Part One) taught by Gail Bower 9:00 – 4:00 Elective 

 Sponsorship (Part Two) taught by Gail Bower 1:30 – 5:30 Elective 

 Social Media taught by Melissa Manzo McDevitt 9:00 – 1:00 Elective 

 



 

 Saturday, November 22, 2014 

 Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 4:00 Required 

core course 

 Saturday, December 13, 2014 

 Event Operations & Risk Management taught by Melissa Manzo McDevitt 9:00 – 

1:00 Elective 

 

 

2. Supporting Question: As outlined above, our program has implemented a number of positive changes 

for the 2014- 2015 year.  Among these are the enhanced website, enhanced recruitment materials, 

ongoing curriculum changes and continued re-evaluation of our success or failure going forward.  As a 

measure of some of our success our enrollment numbers are up, as are our revenues.  

Part of our ongoing goal is to be constantly improving as we move forward and our means of 

accomplishing this goal is through a constant evaluation of our program, both internally and externally.  

As competition in this market grows, constant reinvention becomes even more important. 

 

 

 

 

 

 

 

 

 

 

 

 



 

SECTION TWO 

Part One: 

 

Welcome! 

Dear Event Leader,  

Throughout the world, the universal word for hospitality is the simple term, “Welcome”.  Although the term 

has been translated into many different languages, from “Shalom” in Hebrew, to “Sabah Al Kher” in 

Arabic, the meaning is always the same.   

 

The term welcome originated from the Old English and later Middle English word welcumian. It literally 

means, welcome guest.  And now that you have been admitted to the Temple University School of 

Tourism and Hospitality Management Event Leadership Executive Certificate Program, you are our most 

welcome guest. 

 

This program was designed with you in mind.  It is the first program in higher education to link the major 

events industry certification programs to enable you to select the best career path and pursue your goals 

in a time efficient manner.  Through this program you will meet experienced, award winning Event 

Leaders, receive the most current information regarding trends and forces that are driving the future of 

this profession, and network with your peers to establish lifelong friendships and valuable professional 

relationships. 

 

This Official Student Manual has been prepared to answer the most common questions and to provide 

you with a guide for successfully complete this program.  I hope you will retain this guide for future use 

and refer to it when needed to help you advance in your career.  For your convenience, an electronic 

version is available on each of the course Blackboard web sites. 

 

A fable in ancient China tells that when their parents became ill, frail, and near death, their children would 

place them on their backs and carry them up to the top of the mountains where they could die in peace.  

One day a son was carrying his mother through the thick brush of the mountain pass and he noticed that 

she was breaking off branches as he ascended the mountain.  “Mother, what are you doing?” he asked.  

The wise old mother replied, “Son, I am creating a path for you to help you find your way in the world.” 

 

Many hands have joined together to create the first ever Event Leadership Executive Certificate Program  

to help you find your way in one of the greatest industries in the world.  As you enter and explore the 

excitement industry known as Event Leadership, please let us know how we may help you as you find 

your own way.  Good luck! 

                                                          



 

Part Two: 

 

Program Requirements and Key Contact Information 

 

A. Program Requirements 
☼A1. Completing the Program 

Successful completion of the Event Leadership Executive Certificate Program requires 

completion of three learning modules.  The three learning modules include six courses (three 

eight hour core classes and three four hour electives) 50 - 100 hours of supervised practical 

learning/externships (as determined by the Program Director), and submission of an Event 

Leadership Executive Portfolio.  The three core or theoretical framework courses represent the 

body of knowledge within Event Leadership and encompass the major competencies of six 

leading events industry certification programs.  Three additional elective courses provide 

specialization in specific Event Leadership fields such as corporate, entertainment, sport, and 

sponsorship.  The 50 - 100 hours of practical learning experience enables the student through 

observation and practice to apply their classroom learning and study to real practice settings.  

Furthermore, the practical learning opportunity enables the student to enhance their resume and 

increase their attractiveness to future employers.  Finally, an Event Leadership Executive 

Portfolio is the capstone project in the program.  Working with a designated mentor, the student 

will research, design, plan, coordinate, and evaluate a live event and document this process 

through an extensive written document.  The Executive Portfolio is linked to the ninth externship 

to enable you to receive externship credit while documenting the event with supervision by both 

industry and faculty event leaders.  The Event Leadership Executive Portfolio is similar to the 

requirements for the Certified Special Events Professional (CSEP) portfolio, however it also 

includes career goals, career path plans and tactics, and evidence of career success (letters 

and other collateral information from the students practical learning experiences).  The primary 

purpose of the Event Leadership Executive Portfolio is to provide you with an effective tool for 

career advancement in the global events industry. 

The Event Leadership Executive Certificate Program may be completed in one year to 

18 months.  The length of time for completion of the program is dependant upon the student’s 

ability to complete the course work, 50 - 100 hours of practical learning, and the Event 

Leadership Executive Portfolio.   

Note:  The Event Leadership Executive Certificate Program must be completed within 

two years following attendance at the first course.  If a student does not complete all 

program requirements within two years, the student may be required to either re-apply 

for admission or repeat specific courses.  Students who receive an assessment of poor 

or unsatisfactory with any individual module may at the discretion of the executive 

director repeat the module one time.  

 

                                            



 

☼A2. Course Structure 

 Each core course is eight hours in length; each elective course is four hours in length.  

Each course is facilitated by an experienced industry leader.  Courses may include guest 

speakers from relevant industry sectors as well as site visits to event facilities.  Each course will 

include lectures (summarized in the Power Point slides downloadable from Blackboard), case 

studies (summarized in the Course Guidebooks downloadable from Blackboard), and exercises 

and activities to promote retention, understanding and application of specific theories, formulas, 

and concepts. 

☼A3. Course Sequencing and Pre-requisites 

 The three Event Leadership core conceptual framework courses are pre-requisites for 

the elective courses.    It is strongly recommended that The Introduction to Event Management 

and Business Success course be completed first, however there is no requirement for the 

sequence of the conceptual framework courses.   The three conceptual framework courses are:   

 Introduction to Event Management and Business Success 
 Integrating Event Strategies and Tactics  
 Principles of Effective Event Execution 

Following successful completion of the three Event Leadership conceptual 

 framework courses, three specialized courses must be completed. The externships may begin 

at any time following approval from the executive director.  The Executive Portfolio process may 

begin after completion of all course work (six courses) and upon approval of the Executive 

Portfolio concept by the executive director.   

☼A.4 Faculty 

 The faculty includes national and international leaders in the events industry.  Many of 

the faculty have won Event Solutions Spotlight™, Special Events Gala™ awards, and have 

been inducted into the Events Industry Hall of Fame.  A team approach is used in the classroom 

with industry event leaders and academic researchers working together to provide students with 

both theoretical and practical approaches to enable them to improve the Event Leadership 

skills.  In addition to the program faculty, from time to time, guest speakers will be invited to 

provide specialized topics and students will visit event facilities to discover new resources 

through onsite inspections.     

☼A5. Externships: Applied Learning  

 The purpose of the externship is to provide students with a practical learning experience 

as well as enhance the student’s resume to promote continuous professional advancement. 

 Six - Nine separate externships are required for completion of the externship component 

of the program. 



 

 Externships must be with organizations that relate to students career goals. Externships 

may only be conducted within the student’s current organization (place of employment) when a 

person other than their work supervisor supervises them in a different work unit. 

 The Program Director must approve each externship in advance. Each externship 

should represent a progressive level of difficulty and responsibility for the student to 

demonstrate continuous improvement as an Event Leader.  Pre and post reporting forms must 

be submitted in order for students to receive credit for participation in the externship modules. 

These forms will be completed by the student, the industry supervisor, and the academic 

mentor.  

☼A6. Event Leader Executive Portfolio 

 The Event Leader Executive Portfolio is the capstone assignment for the program.  It 

represents the culmination of all program learning and externship experiences.  The Program 

Director must approve the Executive Portfolio in advance.   

Students shall provide a project proposal for approval by the Program Director at least 

four months prior to the estimated date of final completion and submission of the Executive 

Portfolio. 

Students will receive continuous online and other feedback from the Program Director 

during the Executive Portfolio learning module.  The three phases of the module are the review 

and approval of the portfolio proposal, the review and comments on the first draft, and the final 

review and assessment of the final draft. 

☼A9. Commencement 

 Upon satisfactory completion of all program modules (course work, externships, and 

Executive Portfolio) the student will be eligible to receive their Certificate.  The official Event 

Leadership Executive Certificate will be mailed to the student upon satisfactory completion of all 

modules and final payment of all fees. 

B. Key Contact Information 
 

Mr. Ira L. Rosen; CFEE Program Director 

Office telephone: 215-204-6126 

Facsimile: 215-204-8705 

Email: irosen@temple.edu 

 Mailing Address:  322 Speakman Hall (006-68) 

    1810 North 13th Street 

    Philadelphia, PA 19122 

mailto:irosen@temple.edu


 

 

 

 

Course Completion Planning Work Sheet 

Use the following work sheet to help you organize your schedule for completing the Event Leadership 

Executive Certificate Program. 

 

 

Event Leader Executive Certificate Program 

Course Completion Worksheet 

 

COURSE/EXTERNSHIP/PORTFOLIO          DATE 

1._______________________________________ 

 

2._______________________________________ 

 

3._______________________________________ 

 

4._______________________________________ 

 

5._______________________________________ 

 

6._______________________________________ 



 

 

7._______________________________________ 

 

8._______________________________________ 

 

9._______________________________________ 

 

10.______________________________________ 

 

11.______________________________________ 

 

12.______________________________________ 

 

13.______________________________________ 

 

14.______________________________________ 

 

15.______________________________________ 

 

16.______________________________________ 

 

17. GRADUATION!__________________________ 

 

 

 

 



 

Part Three: 

Executive Externship Information and Forms 

 

Introduction 

The primary purpose of the externship is to provide you with a practical, applied learning 

experience that affords real world experience.  The secondary purpose of this module is to 

enable you to expand your career experience through a wide variety of different practical 

learning opportunities.  At the completion of this module your resume should reflect at least nine 

different learning opportunities in Event Leadership.  As a result of this learning module you will 

be able to list within your resume that you have “observed”, “coordinated”, “managed”, and “led” 

a wide variety of professional events for several different types of event organizations.  To 

achieve this goal follow the following five steps. 

 

√ Step One 

Identify your general career goal as an Event Leader.  In the first course, The 

Event Solutions Process you were introduced to a wide variety of different career 

opportunities for Event Leaders.  Identify your first, second, and third choice then 

focus your practical learning efforts in this direction. 

 

√ Step Two 

Research the event organizations that will best help you achieve your career goal 

through a practical learning experience.  Resources for this research can be 

found in the Links section of your Blackboard courses.  Use these links to identify 

event organizations where you may inquire about a practicum experience. 

 

√ Step Three 

Contact the event organizations where you desire to complete your practical 

learning and explain that you are a student at Temple University’s Event 

Leadership Executive Certificate Program and desire to either observe, 

coordinate, manager, or lead a professional event.   

 

√ Step Four 



 

When you receive a positive response from the event organizations you have 

contacted, complete the practicum approval form “A” and submit it to the 

executive director for review and feedback.  Once you receive approval, you may 

begin the practicum. 

 

√ Step Five 

Request your industry supervisor to complete the practicum form “B” with you 

before you commence the assignment.  At the conclusion of the practicum 

request that the industry supervisor complete and sign your form (“B”).  Make 

certain you complete the learners practicum form “C” and submit it to the 

Program Director for final credit for the practicum. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

A. Externship Program Approval Form 

 

Instructions:  Complete and submit one approval form for each practicum learning assignment.  Please print or 

submit electronically. 

 

1.  Student name: __________________________________________  

 

2.  Student’s Event Leadership career goals (list primary, secondary and tertiary career goals by listing 1, 2, and 3 

beside the following Event Leadership fields.) 

 

___Association meeting/convention planning 

___Corporate event planning 

___Exhibition management 

___Festival management 

___Incentive travel   

___Wedding planning 

___Other events(describe:_________________________________) 

 

2.  Event Leadership externship organization name: 

 

 

3.  Event Leadership externship organization type named above: 

 

___Association meeting/convention planning 

___Corporate event planning 

___Exhibition management 



 

___Festival management 

___Incentive travel   

___Wedding planning 

___Other events(describe:_________________________________) 

 

4.  Event Leadership externship  industry supervisor: 

 

Name       Title 

 

5.  Event Leadership practicum industry supervisor contact information: 

 

Email:____________________  Telephone:_____________________ 

                                                                      Area code and number 

Organization Web site: www._________________________________ 

 

--------------------------------------------------------------------------------------------------------------------------------- 

 

Office Use Only 

_______Approved 

_______Requires counseling prior to approval 

 

 

_________________________________________________________ 

Program Director     Date 
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http://www._________________________________/


 

 

 

B. Externship Industry Supervisor Pre and Post 

Evaluation Form 

 

Instructions:  Complete one form for each externship learning opportunity.  Please print or submit electronically. 

 

1.  Student name:__________________________________________________ 

 

2.  Externship learning organization name: 

 

___________________________________________________________ 

 

3.  Industry supervisor name:_________________________________________ 

 

4.  Pre-externship learning outcomes agreed to by industry supervisor: 

(Examples: Observe event planning process, coordinate volunteers, manage vendors, lead event team) 

 

 ______________________________________________ 

 ______________________________________________ 

 ______________________________________________ 

 

5.  Post-externship learning outcomes evaluation by industry supervisor. 

Scale: 1=Needs improvement 2=Satisfactory, 3=Very Satisfactory, 4=Good, 5=Excellent)   

 

            Learning goal/outcome (as shown in number four above)           Score 



 

 _____________________________________________               _____ 

 _____________________________________________               _____ 

 _____________________________________________               _____ 

Comments, recommendations:_________________________________________ 

 

 

Total hours of externship:______________ 

_____________________________________________________________________________ 

Certification of completion (signature), Industry supervisor                                          Date 

------------------------------------------------------------------------------------------------------------------------------------------------------------------ 

 For Office Use Only 

Date submitted:___________________________________ 

Date reviewed:____________________________________ 

Total continuing education units (CEU’s):_______________ 

Notes: 
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C. Learner Pre and Post Evaluation Form 

 

Instructions: complete one form for each externship learning opportunity. Please print or submit electronically. 

 

1.  Student name:__________________________________________________ 

 

2.  Practicum learning organization name: 

 

_________________________________________________________________ 

 

3.  Industry supervisor name:_________________________________________ 

 

4.  Pre-externship learning outcomes agreed to by industry supervisor: 

(Examples: Observe event planning process, coordinate volunteers, manage vendors, lead event team) 

 

 ______________________________________________ 

 ______________________________________________ 

 ______________________________________________ 

 

5.  Post-externship learning outcomes self evaluation by learner. 

Scale: 1 = Needs improvement, 2 = Satisfactory, 3 = Very Satisfactory, 4 = Good, 5 =Excellent)   

 

            Learning goals/outcomes (as shown in number four above)         Score 



 

 _____________________________________________               _____ 

 _____________________________________________               _____ 

 _____________________________________________               _____ 

Students comments and  recommendations for improvement:_________________________________________ 

 

 

Total hours of externship:______________ 

_____________________________________________________________________________ 

 

 

Student signature                                              Date 

 

_ _ _ _ _ _ _  _ _ _ _ _ _ _  _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _  _  

For Office Use Only 

Date submitted:___________________________________ 

 

Date reviewed:____________________________________ 

 

___________Accepted 

 

___________Requires counseling prior to acceptance 

 

Total continuing education units (CEU’s):_______________ 

Notes: 
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Part Four: 

Executive Portfolio Information and Forms 

 

Purpose 

The Event Leadership Executive Portfolio has a dual purpose and benefit for you and your 

career.  First and foremost, it is the capstone of your learning process in the Event Leadership 

Executive Certificate Program and demonstrates your ability to integrate, synthesize, and apply 

the various learning modules, guest speakers, executive practicums, and other experiences 

within this comprehensive program.  The second purpose is to provide you with a valuable 

employment and career advancement tool to show to a prospective or current employer as 

evidence of your current and future abilities as an event leader. 

 

Information 

The Event Leadership Executive Portfolio (portfolio) process should commence after you have 

secured and completed the third executive practicum (externship).  It is important for you to 

have a thorough introduction and grounding in the theories and practices of Event Leadership 

prior beginning this capstone project. 

 

The portfolio process is guided by the Program Director.   

 

These steps should be followed to complete the portfolio: 

 

1. Select and receive permission from a event sponsor to complete your  
portfolio.   

2. Complete the portfolio approval form and submit to the Program Director for  
Review and approval.  

3. Provide a draft review of your portfolio to the Program Director at least four  
weeks prior to the estimated completion date.  This draft may be in electronic format. 



 

4. Submit a final draft (hard copy in format listed below) to the Program Director  
for final review and grading. 

5. Provide any revisions required by the Program Director within the time frame  
assigned. 

 

Acceptable Portfolio Projects 

The portfolio describes, deconstructs, and analyzes a professionally produced event.  This 

event may be an association convention, conference, meeting; a corporate conference, 

convention, or meeting; an exhibition; a festival; incentive travel program, reunion (family, 

military, or school) social life cycle event (wedding, bar or bat mitzvah, birthday, anniversary) or 

any other event approved in advance by your faculty mentor.   

 

You should select a portfolio event that meets the following criteria.  First, it is a portfolio event 

that can be completed within the time frame you and your faculty mentor agree to.  Second, it is 

an event whose completion will help move you closer toward your specific career goal as an 

Event Leader.  

Portfolio Components 

The following components (in this precise order) must be included in the draft and final portfolio.  

Each section shall not exceed five double spaced pages.  Each section will include citations 

(references) from the event leadership literature or interviews to support your assumptions. 

 

Cover Page (as shown in figure 4-1 below) 

 

Table of contents 
 

Part One:  Executive summary and description of rationale for selecting this event and 

relevance to your career goals. 

1=Needs improvement  2-3=Satisfactory  4=Good  5=Excellent 

 

Part Two:  A thorough description of the strategic planning process for this event 

including the types of stakeholders and the process used for identifying the mission and 

vision for your event. 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  



 

 

Part Three:  A thorough description of your strategies and tactics for cultivating new 

business through this event.  This section should address how your event will be used to 

grow the business for your organization.  A three-year financial pro-forma should be 

included in this section.  This section should also address the financial philosophy for 

this event: (i.e.) loss leader, break even, or for profit (generate excess over expenses). 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

Part Four:  A thorough analysis of the human resource needs for your event.  This 

section should also describe the role and scope for each key human resource position.  

A formal, traditional organizational chart should be included in this section.  Finally, this 

section should describe how each different human resource unit (staff, vendors, 

volunteers) will be led. 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

Part Five:  A thorough analysis of the financial administration of your event. This section 

must include a budget, profit and loss statement, and balance sheet. 

Notes should be included with the budget to describe individual expenses.  The budget 

must describe the variance between gross and net profit and the formula you used for 

achieving net profit. 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

Part Six:  A thorough strategic marketing plan for your event should be provided. 

The strategic marketing plan will include price, product, place, promotion, public 

relations, and positioning opportunities.  Furthermore, the plan shall include a financial 

analysis of how you will measure the return on marketing (ROM) for this event.  

Examples of marketing materials (advertisements, media releases, public service 

announcements, audio and video news releases, descriptions of stunts, and other 

marketing tactics should be included.  

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

 



 

Part Seven:  A thorough description of your process for creating the event should be 

described.  The event creation process should include the SWOT analysis, the 

brainstorming process, and the methodology for selecting the venue and the vendors to 

support the event.  This section should include your description of the request for 

proposal (RFP) and site inspection process. 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

Part Eight:  A thorough description of your process for orchestrating the event should be 

described. This section should include your process for negotiating, contracting and 

supervising the venue and the vendors.  Furthermore, this section should include your 

policies, procedures, and practices for on site supervision during this event. 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

Part Nine:  A thorough description of the risk management and safety considerations for 

your event should be provided.  This analysis should include the process for conducting 

risk assessment and safety meetings as well as how you will apply the ART (avoidance, 

reduction, and transference) principles of risk management to this event.  Finally, a 

complete description of all insurance products recommended for this event should be 

included along with your rational for these investments. 

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent  

 

Part Ten: A thorough description of your process for continuous professional 
development should be provided.  This process should include how you will 
evaluate each event, including the one used for your portfolio, as well as broader 
career goals.  You should address future learning opportunities and the 
acquisition of credentials including specific certifications. Finally, you should 
include a ten-year plan for professional development and list the milestones you 
plan to achieve each year including certification, advancement, promotion, and 
increased earnings.  You must also address how you will seek to balance your 
career with personal priorities to achieve a sense of balance within your life. 
1=Needs improvement  2-3=Satisfactory  4=Good  5=Excellent  

 

Appendices:  The appendices should include the following documents. 

A.  Updated resume in the approved format.   

1-3=Poor  4-6=Fair  7-8=Good  9-10=Excellent 



 

B.  At least five letters of reference from your executive practicum supervisors. 

1 point per letter 

C.  Letter of endorsement from your event portfolio sponsor. 

1 point 

 

References:  The references should include the books, articles and interviews you have 

researched to support your assumptions and arguments in your executive portfolio.  The 

following format should be used consistently. 

1=Needs improvement  2-3-Satisfactory  4=Good  5-Excellent 

 

 

 

 
 
Examples of formatting for references: 
 
Books 
Goldblatt, Joe (2005) Special Events, 4th edition, John Wiley & Sons, Inc.: New   

York, NY 

 

Articles 
Getz, Donald (1999) Valuing Event Sponsorship, Journal of Event Management,  pp.22-30, 

Cognizant Communications: Ithaca, NY 

 

Interviews 
Steeg, James (2005) Personal Communication  

 

 

 

 

 



 

 

 

 

Executive Portfolio Approval Form 

 

Instructions:  Complete all information.  Print or submit electronically. 

Submit final form to event sponsor and faculty mentor for written approval. 

 

Student name: ____________________________________________________ 

 

Student e-mail: ___________________________________________________ 

 

Event date (s): ___________________________________________________ 

 

Event organizational sponsor: _______________________________________ 

 

Event industry supervisor: __________________________________________ 

 

Event industry supervisor e-mail_____________________________________ 

 

Estimated event scope: ____________________________________________ 

 

Number of estimated attendees:____________  

 

Budget: $___________________ 

 

Event leaders role in the event: (check one) 



 

____Leader of overall event   _____Manager of specific function (i.e. catering or volunteers)    _____Coordinator of specific function 

(i.e. concessions, merchandise, risk management. 

 

Approval by event industry supervisor and faculty mentor for documenting this event for a executive portfolio: 

 

______________________________________   _________________ 

Event industry supervisor      Date   

 

 

 

For Office Use Only 

 

Estimated date of receipt of first draft:_________________ 

 

Estimated date of receipt of final draft:_________________ 

 

Actual receipt of final draft:___________________________ 

 

Accepted:__________________________________________ 

 

Accepted with revisions:_____________________________ 

Notes/Comments:  
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Part Five: 

Career Networking Information 

Introduction 

One of the major benefits of the Temple University Event Leadership Executive Certificate 

Program is the opportunity for career networking to advance your career.  The following 

information will assist you with rapidly advancing your career success. 

Steps to Career Success 

The steps to future career success include research (identifying where you want to be and 

understanding what it takes to get there), building the right tools, refining your tools, and finally 

deploying and adjusting your tools throughout your career. 

Research 

Describe the culture, function, geographic location (s), and compensation you desire in a future 

career.  Use these factors as your compass to guide your journey.  List the sources of future 

employment and include referrals from friends, faculty, and others.   Visit External Links on 

Blackboard for a comprehensive listing of the event organizations that can help you reach your 

prospective employers in the future. 

Tools 

Create a database of between 30 and 50 prospective event leadership employers.  Create a 

“query” letter and send to prospective employers to request a meeting. Revise your resume 

using the model below.   

Using Your Tools 

Use every interview to seek more referrals.  Always send a thank you note (hand written) after 

each interview. 

Refining and Sharpening Your Tools 

Continually improve your list of prospective employers by analyzing what is working and what is 

not.  Customize your resume as needed. 

Additional Tools 

The following tools (Rx for Career Success and model resume) will help you advance your 

career.  If you have more questions please contact the executive director or your faculty mentor. 

 

 



 

   
         Successful Event Leaders Follow These... 

 

I have received numerous requests from students for assistance in finding a new 
position in the Event Management field.  The following principles or steps have helped 
many others who followed them.  I encourage you to try this formula and let me know of 
YOUR SUCCESS. 
 
1. Visit the E-Recruiting Website often to see new listings that are posted. 
2. Use Microsoft Access or another database to compile a listing of at least 30 and no 

more than 50 prospective Event Management employers.  Only list those who 
actually have a position in your salary range. 

3. In the letter start with a strong statement about your unique abilities such as “I am 
uniquely qualified due to ___years experience in your field” and then ask for an 
appointment to discuss “career opportunities”.  Close the letter by stating you will be 
calling for an appointment. 

4. Call at 8am or 5pm to avoid the “gate keeper”.  Ask the prospective employer if they 
can see you on Tuesday at 10am or Thursday at 4pm or two other choices.  Give 
them a clear choice.  If they say “not available” ask if you can send them additional 
information about yourself for future reference.  Also ask them if they know of two 
other people who may have positions.  ALWAYS THANK THEM FOR THEIR TIME 
NO MATTER HOW BRIEF. 

5. If you get the appointment do not show your resume until the end of the meeting.  
Bring several questions about their organization to serve as discussion triggers.  At 
the end of the meeting state "I would welcome the opportunity to work for an 
organization like this."  LET THEM KNOW YOU WANT THE JOB.  Never leave 
without asking for additional referrals. 

6. If you do not get the appointment send them and the other 30-50 contacts a post 
card with your name, e-mail, and other contact information plus two or three bullet 
points about your abilities.  The card should read: Jane or John Doe, Event 
Manager, -__ +Years Professional Experience, -Marketing (or other experience), -
Certificate or Master’s Degree from Temple University. 

7. Send the post card out on the same day and each month for six months.     
 

Good Luck! 
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Model Resume for 
Event Leaders 

 
 

Name 
Address 
Phone 
Email 

 
Career Objective:  To use my experience, education, and talent to rapidly advance a 
high quality events organization. 
 
Events Experience 

 Led conference with 500 attendees and $25,000 budget 

 Coordinate parade with 1000 participants and $100,000 budget 
 
Other Professional Experience 

 Managed marketing program for not for profit agency that increased sales by 
50%  

 Developed brochure copy for fund raising campaign that increase response rate 
by 25% 

 
Education 

 Graduate, with distinction, The Temple University Event Leadership Executive 
Certificate Program  

 
Honors 
Executive Director’s Award of Distinction for Executive Portfolio   
 
Technology 

 Access 

 Microsoft Word™ 

 Microsoft PowerPoint™ 

 Microsoft Excel™ 

 Microsoft Project™ 

 Computer Assisted Drawing and Design (CADD) 
 
Languages 

 Spanish, Extremely proficient 

 French, Moderately proficient 
 
References Available Upon Request 
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CONCLUSION 
 

 

 

 

 

 

All our dreams can come true-if we have the courage to pursue them. 

 

      -Walt Disney, 1901-1966 

 

 

 

 

May all of your personal and professional dreams come true  

and may all the days of your life be, as they should be, special events. 

                                                              

                                                              -Dr. Joe Goldblatt, CSEP, 2005 
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Part One: Executive Summary 

 
In 1938, what would become Independence Blue Cross (IBC) – then known as the 

Associated Hospital Service of Philadelphia – was given a loan by the company that would 

become the United Way – then known as the Community Chest – to open their doors. Ever 

since, IBC has had a longstanding relationship with the United Way that is fostered 

continuously, through partnerships, events, and the United Way campaign held annually 

throughout IBC and its subsidiary locations. For two weeks every September, IBC holds a 

fundraising campaign to benefit the United Way and organizations that benefit from United 

Way’s fundraising efforts.  

IBC has three Philadelphia locations and multiple subsidiary locations (AmeriHealth 

Administrators, and AmeriHealth New Jersey, for example). Together, they are grouped into the 

IBCFOC – Independence Blue Cross Family of Companies, all of which participate in the 

fundraising. 

The United Way campaign steering committee is comprised of associates who volunteer 

for different lead positions, including the events committee (planning events and activities for 

associates to be involved in fundraising efforts), ambassadors (members from each floor who 

help to get their fellow floor-mates involved), and finance, to name a few. The campaign uses 

the events committee to come up with fun, engaging events to increase associates’ desire and 

propensity to donate. Therefore, multiple different events need to be planned to keep our 

almost 4800 associates engaged, and need to transcend traditional fundraising efforts, as we 

encourage both on-the-spot donations as well as payroll deductions. 



 

I chose to be on the committee for the 2013 campaign, as I knew that planning for such 

a large, varied group of people would be a great experience for me. Going in to the committee 

virtually naïve to event planning as a whole, it was a good time for me to learn how to do 

multiple smaller events as part of a larger one, so that I can get a feel for both the larger and 

smaller events themselves. Having so much room for creativity really helped me to explore the 

gamut of planning, from idea to execution, and figure out all of the pieces in between. Planning 

the events for this two-week campaign taught me how to find activities that appeal to a large 

group of people, and how to build connections with outside vendors in order to make the event 

successful. I feel that learning to generally plan for a large group of people will help when the 

time comes to specifically plan for a smaller group, or even a singular person. 

 

 

  



 

Part Two: Strategic Planning Process 

The yearly mission of the United Way campaign is to raise both awareness and funds for 

the United Way, while keeping the IBCFOC associates involved. In order to keep associates 

engaged, different events have to be planned to keep their attention, but not overwhelm them. 

Therefore, the events have to stand out and be attractive to participate in, attend, and donate 

during. 

The campaign runs for ten business days, and typically anywhere from four to six events 

are scheduled during that time (depending on scope of events and budget parameters). Yearly 

events include the campaign kickoff, which brings awareness to the campaign’s theme, events, 

and timeframe; an agency fair, which helps associates become familiar with agencies within the 

United Way’s network, enabling them to choose where they would like their donations to go;   

and the finale, a closing celebration of the campaign’s success. Logistics of each event need to 

be figured out by the committee and approved by the co-chairs of the campaign (typically two 

IBC Vice Presidents). 

The 2013 campaign coincided with the 75th year celebration of IBC as a company, so it 

was great to leverage the marketing for both into our events where we were able to. The 2013 

campaign’s theme was LIVE UNITED1, a general motto of the United Way organization itself, 

with a daily theme associated with each letter of that motto: 

 
Day 1: Lead Day 4: Educate Day 7: Invest Day 10: Dream 
Day 2: Inspire Day 5: Unite Day 8: Teach 
Day 3: Volunteer Day 6: Nurture Day 9: Empower 

 

                                                           
1
 2013 Calendar of Events included as Reference #1. 



 

Where we could, we matched events with the theme. A couple of examples include day one, 

Lead, when we had the campaign kickoff; this is where we led associates into the campaign 

excitedly and with much fanfare. IBC’s executive team, including Vice Presidents, Senior Vice 

Presidents, and our President and CEO, greeted associates as they walked into work in the 

morning, while distributing our giveaway and some information about the upcoming events of 

the campaign. We played loud, fun music and waved pompoms to make sure associates walked 

into work that day on a good note, and ready to donate. On day two, Inspire, we held an agency 

fair at one of our Philadelphia locations, with the hopes of giving associates some inspiration on 

the agency or agencies to which they’d like to donate. On day ten, Dream, we had a dream-

themed finale; a look back on the campaign’s financial success and what we hope for our 

Philadelphia community moving forward, as campaign donations benefit the population around 

us. We even had a few members of the Philadelphia 76ers Dream Team dance squad come to 

join in on the celebrations. It is important to do new and exciting things for the associates every 

year so that they don’t get bored, and don’t know what to expect. 

 While the yearly mission is well-established within the company – to raise money and 

get associates involved – and the theme for doing so was also pre-determined, it took a team of 

people to help ensure that the planning and ideas came to fruition. The steering committee 

met bi-monthly to allow each sub-committee to share their progress in planning, and the rest of 

the committee members would give their opinions and feedback on how to make each facet of 

planning the best it could be. As a sub-committee, the events group met weekly to come up 

with ideas and see where we were at with the planning.  



 

 With so many aspects to the whole campaign, many stakeholders are involved to give 

their approval from multiple standpoints, including leadership, legal, procurement, and 

facilities. We need committee and company leadership to endorse our events, meaning that 

they agree with and advocate each idea and also agree to be a part of the different events 

where their schedules allow. We need legal to be involved to tell us that our logos, when used 

in promotional items (such as posters, giveaways, and distributed materials), are being utilized 

properly along company standards. We also need legal to give us consent when there are 

activities that could possibly pose a liability, such as fundraising events we inquired about 

holding in our fitness center where non-members had the ability to participate. We need 

procurement in order to assist with the ordering of our giveaway item, which we decided for 

the 2013 campaign would be an IBCFOC/United Way coaster. We need facilities’ involvement to 

make sure that events will be setup for, monitored during, and broken down afterwards. We 

also need facilities’ authorization to actually hold our events in the designated locations 

throughout the building, and that the proper amount of anticipated attendees can be 

accommodated in the different locations. 

 Planning the events with so many different moving parts and involving so many people, 

while also needing to get approval and endorsement by company stakeholders, meant a lot of 

event tweaking and the refining of each element of each event, but gave me the experience in 

learning how to do so.  



 

Part Three: Strategies and Tactics 
 

As a not-for-profit business in Philadelphia, IBC has cultivated numerous partnerships 

and relationships with a lot of companies, businesses, and sports teams in the Philadelphia area 

that we luckily were able to use to our advantage when planning our events. In order to keep 

well within our events budget, we used some company connections to outside vendors. The 

events committee was able to leverage these connections in order to help keeps costs down, 

but associates’ interests high during the campaign. We also learned, as a group, how to 

cultivate working relationships with those connections since the 2013 committee as a whole 

was new to working on the campaign. These connections we leveraged included Papa John’s 

Pizza, the Philadelphia Union soccer team, and the Philadelphia 76ers Dream Team dance 

squad.  

 During the 2012 United Way campaign, the members of the events committee 

established a relationship with the Papa John’s Pizza restaurant in Center City, Philadelphia, to 

provide food for the finale celebration for 3,000+ associates. The restaurant granted the 

committee a generous discount, which helped the committee to remain cost-efficient, and 

within our campaign budget allotment. For the 2013 campaign, the committee again turned to 

Papa John’s to provide the almost 350 pizzas for the finale celebrations at two of our 

Philadelphia locations. We were able to work out a deal with the restaurant where they again 

provided a discounted rate, and, in exchange, we encouraged our associates to purchase lunch 

there despite the large number of other options available within walking distance to work. 



 

We were able to also take advantage of another connection that we as a committee 

learned about during the planning process.  IBC is a sponsor of the Philadelphia Union soccer 

team and their home arena, PPL Park, but we hadn’t really had the opportunity to partner 

much with them as a company at our office. We learned through the planning process that an 

events committee member was a founding constituent of the Sons of Ben (the Union fan 

club/cheering section), and knew team members closely, so we leveraged that resource to 

further help with our fundraising efforts. We asked our committee member if he could solicit 

donation items from the team that we could raffle off for money we’d then donate to the 

United Way. He was able to secure items for two raffle baskets – two soccer balls signed by the 

full team, and two sets of four playoff tickets – to add to our total of funds raised. At the end of 

the campaign, the raffle helped to raise well over the worth of each individual basket. This 

personal relationship helped us to establish a better working relationship with the team that 

we hope to utilize again in the future. 

As a sponsor for the Philadelphia sports teams and their home arenas and stadiums, IBC 

has been able to have appearances by athletes and mascots at some of their largest company 

events. In the past, we have had the Phillies mascot, the Phanatic, present at events to engage 

with associates and encourage event attendance. We have also had scheduled appearances by 

members of the Philadelphia Union and the Philadelphia Flyers, for example, in our home 

office. As of 2013, IBC was a new sponsor for the Philadelphia 76ers; we as a committee wanted 

to do something different for associates, so we also leveraged this partnership to get members 

of the Dream Team, the 76ers dance squad, to sign and pose for pictures, and to perform for us 

and with us at the finale celebration. It was great to be able to use this partnership to create a 



 

new sense of excitement for IBC associates and to also be able to make them aware of our new 

company sponsorship of the team.  

Because the purpose of the United Way campaign to fundraise, we judge our success by 

how much money we raised as compared to previous year, as well as total percentage of 

associate participation. Associates contribute, and IBC always does a company match to bring 

total contributions to $2 million. The transition to 2012-2013 (as well as to 2013-2014) saw a 

cut in the number of associates employed at the IBCFOC. As such, the percentage of total 

donators and donation amounts are lower than in previous years; however, the numbers were 

still quite impressive, coming in at over $800 thousand. With the introduction of new types of 

events in 2013, such as the sponsor-based spin event (Set the Pace 75), out-of-pocket 

donations increased however; this may have also contributed to the decrease in total payroll 

deduction contributions as well.

 

  



 

Part Four: Human Resource Needs 
 
 Prior to and through 2013, the Associate Communication and Engagement department 

of the Human Resources Division managed the United Way campaign. This department is 

responsible for creating and publishing myriad internal communications to all associates – 

including, but not limited to email blasts, intranet stories, and promotional posters – so they 

would work closely with the campaign committee leads to make sure each aspect of the 

campaign was properly communicated to the whole company. In addition, this department 

would help to create a budget for the campaign as a whole and segment it out to each sub-

committee, depending on that sub-committee’s needs from the prior year. Along with HR’s 

Senior Vice President and other company executives, Associate Communications and 

Engagement would establish parameters for each aspect of the campaign and enforce them 

within company guidelines to ensure regulations, on multiple levels, were being followed. 

The SVP of HR’s role in the campaign was significant. She, along with other senior-level 

executives, would have to give her “OK” for most of anything the committee wanted to do, 

spend budget money on, or conduct at our building. It was also under the final authority of the 

SVP and the senior executives to approve or reject the giveaway ideas presented by the events 

committee; if there was a promotional item that contained the IBC logo, it was important for 

the item to be endorsed by all senior executives in the company.  In addition, the Director of 

Associate Communication and Engagement, who reports to the SVP, oversaw the campaign, as 

her own direct reports2 worked as the Project Managers for the whole campaign.  

                                                           
2
 An organizational chart is included as Reference #2. 



 

 Though the ambassadors where managed by their co-leads, it was also in the scope of 

the events committee’s duties to direct them during events where assistance was solicited. 

Events that anticipated high associate turnout, such as the kickoff and finale, would require the 

extra hands of the ambassadors in order to help each facet of the event run smoothly. The 

events committee members each chose an event to lead – in part to take the stress off of the 

co-leads, and also so that there were designated point people at each event. We would all be 

integral parts of each event we created, but having members choose events to lead helped to 

give everyone an opportunity to design their event to their liking and for the rest of us to assist 

with it. The leads for the events would then be in charge of where ambassador assistance was 

needed, and where the rest of the committee was needed to help each event run as smoothly 

as possible. 

 Though 2014 saw the campaign transition under the Community Affairs Division, Human 

Resources has and always will play an essential role in the planning and execution of each facet. 

It is always important to make sure that company standards are upheld and that rules and 

regulations are followed, while maintaining the air of excitement and fun that the campaign 

brings every year. IBC takes all of those things very seriously in everything that they do, 

especially with such an important yearly event.  



 

Part Five: Financial Administration Analysis  
 
 The budget we were given as the events committee was loosely based off of the budget 

for the 2012 events committee. The 2012 committee was given a budget of $16,000 to use for 

all activities and expenses incurred for those activities, including food, beverages, equipment 

rentals (beyond what IBC is able to provide in-house, free of charge, such as a Wii), gift cards for 

giveaways, the giveaway item itself, balloons, and decorations, for example. The total expenses 

for the 2012 committee came to around $12,000, which saved, give or take, $4,000. 

Accordingly, the 2013 budget we received was also $16,000. We also had to order a giveaway 

item that all IBCFOC associates would receive, and plan for food, beverages, decorations, and 

other, on-the-spot giveaways, such as gift cards. In total, we spent just under $10,000.3  

Every year, the events committee is tasked with coming up with, and helping to design, 

a giveaway for all IBCFOC associates as a way to remember that year’s campaign. In the past, 

there have been pins and silicon bracelets (much like the LIVESTRONG® bracelets), to name a 

few. The committee and I wanted to do something different, since seemingly a lot of times the 

giveaway is discarded or just goes unused. We decided to go with a drink coaster. While 

debating what to have as our giveaway, cost was a huge factor. We initially started out with a 

coaster that cost $1 per unit; given that we typically have to order around 4,800-5,000 pieces, 

that option was not a budget friendly one. We settled on a significantly less expensive version 

of the coaster that we could personalize with IBC’s logo, United Way’s logo, and our 75th 

anniversary seal. Instead of the nearly $5,000 we could have spent on our giveaway item, we 

ended up spending less than half of that at $2,330. 

                                                           
3
 Table of 2013 Events Committee expenses is attached as Reference #3. 



 

We came up with multiple other ways in which to save the committee money as well. 

Firstly, we cut down on the number of events from the year prior. The 2012 committee had 

planned eight events throughout the 10-day campaign; cutting down, for us, meant saving 

money in the budget as well. Also, the donations of the items for the Union gift basket were of 

a large help. We also had a Dinner and a Movie basket that we were raffling off, concurrent 

with the Union basket; for this, we were given the movie tickets free of charge. This meant one 

less expense as well. While cutting down the number of events may also have resulted in a loss 

to the overall fundraising totals, it was great experience in learning how to balance both.  



 

Part Six: Strategic Marketing Plan 

Since the campaign is held annually in September, most associates are either already 

familiar with the campaign and its efforts, or become familiar with it when communication 

starts going out yearly in July. Initial communications each year typically mention the success of 

the previous year’s campaign, and how the community was impacted by our donations. Since 

the campaign is an internal initiative, very little external assistance is needed or used (save for 

any communication or directives which are sent from the United Way itself). IBC is lucky 

enough to have the marketing plan built-in, and as such they do not use any outside vendors 

for assistance with this portion of the campaign. 

 Promotion of the events, however, is key; without promotion, associates likely will not 

know the purpose of the event other than to fundraise, though that is always the main goal. 

Given the nature of an insurance company’s multitude of jobs, and the fact that not everyone’s 

schedule is flexible with lunch and break times (for example, our Customer Service 

Representatives are answering calls all day, and take lunch at a given time so as to make sure 

the phones are always covered; in addition, there are always new employees being trained, 

who also take set lunch and break times), the events have to be scheduled at times most 

convenient for the maximum amount of associates. That being said, all events were held 

between 11:30am-1:30pm, to ensure that anyone who wanted to stop by at an event  - or, 

better yet, participate – could do so during lunch. The timing of the events was key in the 

accompanying promotion of the events. 

 Promotion was widespread throughout the campaign, throughout all of our buildings. 

We utilized our in-house printing shop to print the Calendar of Events cards given to each 



 

associate as they walked in for the kickoff4, as well promotional posters for the kickoff, finale, 

and each individual event; we made use of the electronic TV screens in each of our buildings, so 

that the event info would scroll through the screens with other important stories; we had the 

Associate Communications department write short stories about each event, and had them 

displayed prominently on the front page of our company intranet; and finally, we sent out email 

blasts/communications to all employees. The campaign’s success is reliant on employee 

participation, so promotion is essential for all aspects of the campaign. 

 Steering Committee meetings begin in April. That means that during the eight months 

between the end of one campaign and the beginning of the planning for the next, campaigns to 

gather team leads, solicit executives for their support, and find associates who would be 

interested in working on the campaign that year. Those associates, the ambassadors, help with 

each event (as needed) and do the majority of the fundraising on their respective floors. One of 

the fundamental duties of being an ambassador is to promote events on each floor and to 

solicit associate participation and donations. Ambassador support is critical in the way of event 

promotion and execution. 

The return on marketing is measured yearly by the percentage of employee 

participation. Employee participation is calculated through United Way’s donation site, which 

IBC associates and contractors use to elect donation amounts (or choose not to donate, which 

is also an option on the site) and to which organizations they’d like to donate. Though the 

numbers vary from year to year, due to the extenuating circumstances of changes in employee 

numbers, IBC has maintained a track record of 80-89% participation yearly. The percentages of 

                                                           
4
 Calendar of Events card is attached as Reference #4. 



 

employee participation are calculated separately by division (Human Resources, Operations, 

etc.), wholly as a company, and then individually by subsidiary; the company as a whole is what 

is used in reporting, but divisional and subsidiarity numbers are used internally to show 

employees from where donations are coming in. It helps in comparison for the next year’s 

campaign as a motivating factor to increase employee participation.  



 

Part Seven: SWOT Analysis Involvement 
 
Since my co-lead for the events committee and I were new to the campaign planning 

committee, we used the previous years’ events committee’s planning notes and lessons learned 

as a basis for planning our own events. We loosely based our new ideas for events off of a 

SWOT analysis for the previous year’s events that were successful, and we took into 

consideration what the challenges were, and where there was room for improvement.  

Strengths from the previous year included multiple, diverse events: a carnival, and a 

Nintendo Wii bowling/sports tournament, to name a few. This enabled a large audience to be 

reached through diversity in activity, as well as frequency in activity so as to ensure associates 

were able to make it to al least one event to support the fundraising effort. We did our best to 

mirror the event variation in our campaign, but with fewer events with the hope that fewer 

events would have more of an impact. We introduced new types of events, which turned out to 

be a strength for us. The success of the Set the Pace 75 spinning event blazed a trail for the 

opportunity for other fitness and wellness-based events for future campaigns. 

Another strength we had, which is important in any group work environment, was our 

chemistry as a team. Personally, I had not met or interacted with most members of the events 

committee before we started planning together. It was clear from early on in our group 

meetings that we got along really well, and our different personalities really complimented one 

another. Our group meetings quickly became a highlight to my workweek, if not to just get the 

experience of the event planning process; I consistently looked forward to seeing colleagues 

whom I did not typically get to see during the week, and working with them doing something 

we all had a passion for was a strong point in this process for me. 



 

Weaknesses over the course of event development were learned through time and 

reflection in the lessons learned process. Though we worked well together as a team, it’s 

natural that, from time to time, our personalities would clash. The team members were of an 

array of ages and work/life experience, and sometimes that would work against us. In addition, 

being new to the committee meant also being new to the process of planning for all associates 

and this at times showed our differences in what we thought was best for a large group of 

people. But just like in any other team environment, we knew we had to compromise for the 

better of everyone involved. 

 Opportunities for event success presented themselves at the beginning of the process 

when we learned about the challenges from the prior year. It was a huge help to immediately 

see things that we should take into consideration when working on our campaign. I am fully 

aware that the chance for lessons learned does not always exist in this way, but it was nice to 

be able to have this advantage. 

 Having new campaign co-chairs also opened up the opportunity to utilize, to our 

advantage, their respective departments. The open access to the fitness center and its staff was 

the best opportunity for us to be innovative in our approach to engage associates in the 

campaign. 

 Another opportunity we took advantage of was IBC’s abovementioned, newly formed 

sponsorship of the Philadelphia 76ers. Because of the fact that the Phanatic had been present 

at many IBC functions, it was great to use the opportunity to see a different Philadelphia team’s 

affiliate represent and encourage participation in our campaign’s finale event.  



 

 We also faced a great opportunity to involve and promote the Philadelphia Union, in our 

own way. It was an interesting experiment to have the Union memorabilia up for raffle as 

opposed to one of the city’s more commonly prevalent teams. It was a great opportunity for us 

to raise money for the campaign, while also allowing associates the chance to go to a sporting 

event that they may not have chosen to go to normally. Having the connection within our team 

to the Union’s team was an opportunity we definitely looked forward to take advantage of and 

it really worked for us. The raffle basket was a big success. 

 Threats to individual event success and campaign success as a whole have been detailed 

above. The construction and consequential shortage of available event space was a threat that 

was an apparent roadblock at first, but one that we eventually evolved into both an 

opportunity and a strength. Additionally, the change in employee retention (and, in some cases, 

the elimination of whole departments) became a threat to overall campaign success; fewer 

employees meant less in donations and fewer event participants. While those factors definitely 

affected us, we did not let them spoil our vigor in planning fun and participatory events. 

 Venue and vendor selection also served as strong points for us during the campaign. We 

made our available spaces work for our events, and, at times, worked our events around what 

space was open at the time. In addition, it was really convenient for us to use the existing Papa 

John’s connections to provide food for so many people at a discounted rate. It was a symbiotic 

relationship that worked really well for them and us, as they served as a repeat vendor. We also 

created a new vendor relationship with the purveyor of the photo booths that we had for use 

at our finale celebration. One of the committee members suggested that we have photo booths 

at the finale, as she had been to an IBC-sponsored event that had one and she remembers what 



 

a great souvenir the photo strip was. We agreed as a team that it was a unique item that 

required the associate participation we were hoping for; thankfully, it was a hit for us, and also 

for the photo booth provider as we ended up using them for subsequent events at IBC. 

 The SWOT analysis that we created as a team and that we then created from the events 

we planned was of tremendous assistance to us throughout the whole process. It was beneficial 

to work off of the notes and ideas that others had used when they were in our position, and to 

create our own based off of what worked for them and then what worked for us. It was also 

interesting to see the elements of the planning process that we perceived to be Threats that 

turned out to be Strengths or opportunities, and other unforeseen elements that we noted as 

Threats and Weaknesses for future planning. The SWOT analysis is a great tool to use as a 

planning basis and as part of the lessons learned process after planning is over. 

   



 

Part Eight: Event Orchestration 

Independence Blue Cross’ main office is located in Center City, Philadelphia, in a 45-

story building. Given the amount of meetings that occur on a daily basis, the 23rd floor of the 

building is dedicated to meeting and conference space. The rooms have moveable walls, which 

allow the individual spaces open up into larger spaces to accommodate for more people and 

allow different setups for different events.  

Because of the lessons learned from the 2012 campaign, the events committee for 2013 

identified that an immediate task for planning the events was to book the space, and plan the 

events around the available dates. One major challenge we came across, that was sort of 

unique to the year, was construction. IBC was in the midst of their Building Modernization 

Project, which was a floor-by-floor remodeling/updating project that began in 2012. The 

modernization of the 23rd floor coincided with the 2013 campaign. Thus, the committee had to 

be creative with rooms and spaces in order to execute all of our events, while making sure we 

could accommodate as many event participants as possible. 

Creativity came through in a big way for us when we decided to use gym space for our 

most successful event of 2013, the Set the Pace spinning event. Given that the co-chair for the 

campaign was the Vice President of Health and Wellness, a wellness event was a certainty, but 

was also something innovative for that year. It also helped to move the events to a venue that 

was unaffected by the construction and could also accommodate the events and the 

participants. 

With each event, many things have to happen prior to the event actually taking place in 

the reserved space. It is under the jurisdiction of the facilities department to give the final OK 



 

for each event, regardless of where it is held within the building. They have their own set of 

rules that must be followed (such as safety, maximum amount of people allowed in each space, 

etc.) in order for an event to actually come to fruition. Facilities oversees each event from start 

to finish to make sure that the committee’s needs are met, ensure that their regulations are 

being followed by all participants, and finally to assist with setup and breakdown (there were 

Union rules that did not permit associates to perform some tasks). In addition to facilities, 

building security also plays a big part in the events. They need to be notified of any external 

visitors ahead of time (for example, the Sixers dancers) in order to know who is in the building 

at all times. 

Another parameter set by IBC was approval of outside food vendors. IBC contracts with 

Aramark, and there is an in-house catering department through which a number of food items 

can be ordered for a number of events.  For the campaign finale, it was important for us to be 

able to supply the maximum amount of food items to our participants and attendees while also 

being conscious of our budget. The Aramark catering would come out of our budget (food and 

beverages are not provided to us for free), and it was not inexpensive. Therefore, we 

negotiated with the head of catering to allow us to save money by outsourcing our food order. 

We spoke to Papa John’s Pizza, who was used as a vendor in the 2012 campaign, and since we 

were ordering such a large amount of food (800 pizzas), they gave us a massive discount. 

Aramark could not match their price and, more likely, could not handle the demand of our 

order, so they allowed us to outsource. 

 There are many pieces to planning large-scale corporate events that need to be 

checked, re-checked, and approved before they can start moving. I learned through planning 



 

with the committee that, many times, it is great to have another set of eyes to ensure that all 

parts comply with any set rules that the event space may have in place, and to also ensure that 

the event is coordinated and executed in a compliant, safe manner that will also appeal to the 

intended audience. 

 

  



 

Part Nine: Event Risk Management and Safety 

 Being an insurance provider, risk management is paramount at IBC. Whether externally, 

with members, or internally, with business practices and concerning associate well being, IBC 

aims to operate with the least amount of risk as a business and an employer. In-house associate 

events are not excluded from that. There are a number of risk management and safety 

concerns that need to be taken into consideration when planning events for associates to 

attend and participate in. 

 For the 2012 campaign, the events committee planned an event that was going to take 

place in the courtyard outside of the building, and it garnered a lot of executive support and 

potential participation. The committee had planned a fundraiser that would involve renting and 

using a dunk tank, where associates would pay for chances to dunk executives, directors, and 

possibly even their manager. The event was in the last phases of approval, but was eventually 

rejected by facilities over safety concerns; the potential for drowning, and overall 

apprehensions about holding an event outside in a space that is accessible by the general 

public.  

 Another associate safety concern that has come forward, especially in the past few 

years, is the possibility for food allergies. A fundraising element that has typically brought a 

good amount of success, especially on the floors for which the ambassadors have set it up, is 

the bake sale. I recall when I first started at IBC in 2010, and the bake sale was what helped our 

floor win the floor-by-floor fundraising competition. The following year, HR prohibited it 

widespread throughout the company due to the possibility of an allergic reaction by any of our 

associates. Thus, the bake sale was eliminated from any and all future fundraising efforts at IBC. 



 

 Since the spin event was the first fitness event to be held as a campaign fundraiser, the 

fitness center staff had to come up with guidelines for the event, including whether or not non-

fitness center members could participate in the event. The idea was tossed around that only 

members could participate, and if non-members wanted to, then they could sign up for a 

membership on the spot (it was free of charge). Becoming a fitness center member included 

signing a waiver regarding general safety regulations while using the equipment or taking a 

class, and releasing the contracted employees and IBC as a whole from fault in the event of 

injury. Instead of asking non-members to join – as some participants worked at our other city 

locations and wouldn’t typically be able to utilize the center often enough – a waiver was made 

especially for the event for non-members to sign.  

 A final way that we encountered the potential for risk in the planning process was with 

vendors and contracts. For example, when negotiating with the photo booth provider, we were 

sent a contract that required a signature before they would agree to do business with IBC. The 

contract was given to our events committee member and immediately passed along to our in-

house legal department to ensure that needs could be met for both sides, and so that we could 

assess the probability for all personal and financial risks should we encounter an unforeseen 

circumstance. We also had to forward the contract for review by facilities, to make sure the 

technical and logistical needs could be met as well. 

 Like most other elements of the planning for this campaign, it is completely understood 

that insurance needs, risk assessments, and contracts, et al., will be completely different. 

Holding everything in-house, the risks are pretty cut and dry and it is easy to tell what we 



 

believe will be an acceptable event or event segment. Thankfully, we had facilities, the fitness 

center, and legal to help us with the portions we were unsure about. 

  



 

Part Ten: Professional Development, Post-Event  
 
 

Post-campaign, the committee is typically given a few weeks to return to their normal 

work schedules and reflect on the campaign’s successes and challenges. Subcommittees hold 

their own follow-up meetings to discuss what worked well for their teams, and what can be 

improved upon for the next year’s campaign committee. One month to six weeks after the 

campaign’s finale, the whole committee holds a final meeting to discuss the lessons learned; 

this is useful as a starting point for the next year, and also because the team leads change from 

year to year, and this way the new leads don’t come into the campaign completely blind. It 

should be noted, though, that due to the aforementioned unique circumstances for the 2013 

campaign period – construction, change in employee retention, etc. – the lessons learned for 

that year and for the next year’s campaign were atypical.  

Lessons learned aside, it was incredibly satisfying to lead a team that was responsible 

for seeing events through from idea to execution, and then evaluating them individually at the 

conclusion of the campaign. It is an extremely fulfilling experience to create a successful and 

memorable event; it is just as fulfilling to see an event be less popular and to then utilize it as a 

learning experience for the future.   

Frankly speaking, planning for the campaign was the highlight of my work year, and also 

of my time with IBC. It was a personal challenge to balance my day-to-day job duties with an 

elective of this magnitude, but it was a worthy challenge. Being a member of the steering 

committee, especially as a co-lead, really helped me to see that planning events is not solely a 

desired job highlight, but an actual career goal. Planning events for a large-scale, corporate 

audience was an experience that I would like to develop into a career with more room for 



 

creativity and diversity. Being that IBC is a professional environment, there were a number of 

formalities to follow, especially given the fact that the campaign is held with the sole purpose 

of fundraising for another well-known organization. I want a career that affords me the 

opportunity to see different event spaces (not just in-house), design an event around them, and 

to plan for an assorted audience (not solely my co-workers). 

Working on the campaign has given me good insight on how to execute events, manage 

them while they are taking place, and evaluate them when they are over. I enjoyed being a 

member of a committee and brainstorming ideas together. Thusly, my career goals include 

working as a part of a team to create and develop a variety of events for a variety of clientele. I 

have imagined working in a number of areas – hotels, country clubs, and elsewhere in the 

hospitality industry; colleges and universities; and boutique wedding planning firms, to name a 

few – and hope, over the next ten years, to experience all or most of them. I initially desired to 

make the career move into event planning with the aspiration to plan weddings; while that is 

still a major goal for me, I would love to work in a full-service space that plans and/or hosts a 

variety of events. 

It is my hope that achieving this certification will help enhance the existing experience I 

have with working on large-scale events, since I have only worked on them as part of the job 

and not as an essential job function.  I know from friends currently and previously in the field 

that there are a variety of positions in the event planning realm, and that because of that there 

is a lot of room to grow and experience different facets of making an event come together. I am 

eager to experience Front of House and Back of House positions, and everything in between. 



 

Increased earnings come with increased experience, and I look forward to doing all of the 

necessary work to continue to develop personally and professionally. 

 

  



Reference #1: Schedule of Events 

SEPTEMBER 2013 UNITED WAY CAMPAIGN 

Schedule of Events 
 

Locations:  (1901, 1500, All) 
*Please note: 1700 Market will be included in the activities at 1901 Market  

 

Monday Tuesday Wednesday Thursday Friday 
9 
 

10 
 

11 
 

12 
Leadership Giving 

13 
Soft Leadership Giving 

Agency Fair 
Location: 1901 – 23

rd
 fl. 

Time: 11:30 am – 1:30 pm 

16             LEAD 
Kickoff 

Locations: 1901 – lobby 
1700 – Elevator lobbies 

1500 SG – Elevator lobbies 
Time:  7:00 am – 9:30 am 

 

17          INSPIRE 
Agency Fair 

Location: 1500 SG – 2
nd

 fl. 
Break Room 

Time: 11:30 am – 1:30 pm 

18       VOLUNTEER 
Set the Pace Spin Event 

Location: 1901 – 
Constitution Room 

Times: 6:30 am – 7:45 am 
12:00 pm – 1:15 pm 

19        EDUCATE 
Agency Event  

Locations: 1901 - 44
th

 fl. 
1500 SG - 2

nd
 fl. Break Room 

Time: 11:30 am – 1:30 pm 

20           UNITE 
Days of Caring 1 

23       NURTURE 
Fred’s Footsteps Golf 

Outing 

24        INVEST 
Dance Contest 

Location: 1500 SG – 2
nd

 fl.  
Break Room 

Time: 11:30 am – 1:30 pm 

 

25            TEACH 
Days of Caring 2 

26     EMPOWER 
Dance Contest 

Location: 1901 – 
 Constitution Room 

Time: 11:30 am – 1:30 pm 

27         DREAM 
Finale 

Locations: 1901– 44
th

 fl. 
1500 SG – 11:30 am–1:30 pm 

Time: 11:30 am – 1:30 pm  
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Director, Associate Communication and Engagement 
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Agency Fair 1901 
Balloons - Agency Fair   $216.00  Invoiced by Dinos 

Giftcards for Raffle - Agency Fair (plus 
activation fees) 

  $83.00  Expensed by SH 

Pretzels   $150.00  Expensed by SH 

 TOTAL:  $449.00   

Kickoffs 
Coffee/Donuts/Muffins for kickoff 
1500 

  $196.77  Expensed by RL 

Balloons - Kickoff 1901/1700/1500   $1,230.00  Invoiced by Dinos 

Giveaway - Coaster - All IBC/AH 
locations 

  $2,330.24  Invoiced by Purchasing 

Coffee for 1901   $90.00  Invoiced by Aramark 

 TOTAL: $3,847.01   

Dance Contests 

Trophies - 1901/1500   $32.80  Expensed by BJ 

Fruit - 1500   $224.00  Invoiced by Procacci 
Bros. 

 TOTAL: $256.80   

Finales 
Photo Booths - 1500/1901   $1,799.00  Invoiced by Extreme 

Photobooths 

Pizzas - 1901/1500 (25% gratuity inc.)   $2,475.00  Invoiced by Papa Johns 

Tablecloths - 1500   $20.00  Expensed by RL 

 TOTAL: $4,294.00   

OTHER 
Water for 1500   $205.10  Expensed by RL 

Pretzels for 1500 Agency Fair   $212.00  Expensed by RL 

Cab from 1901 to 1500 for Agency 
Fair 

  $18.07  AR submitted 

Giftcards, accents, baskets for raffles   $247.58  RB submitted expense 
report  9/19/13 

Water for 1901; candy for movie 
baskets; tablecloths for finale; misc. 
for Sheila's events 

  $415.06  Cash Advance by WD 

  TOTAL: $1,097.81   

    

CAMPAIGN TOTAL:  $9,944.62 
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