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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 10 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, ILES, and MPI among others.   
 
We are proud of our accomplishments in many areas, but the most important element of pride 
comes from the completed works of our students.  An example of a finished portfolio project 
can be found in the section 3 of this submission.  It is truly the equivalent of a master’s thesis. 
 
The 2015 - 2016  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 4.82 
out of 5 rating on the question “Has this program improved your professional qualifications?”, 
and a 4.87 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! 
 



Last 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/ 
Additionally, we continue to advertise in local professional journals as well as placing posters in 
employee check in areas at many regional hotels.  Our strong social media campaign continues 
to yield very positive results.   
 
Last year, we implemented a totally on line registration system in coordination with the 
University’s Continuing Education program and that innovation has gone extremely well.   
 
Our plans for the future include the addition of a number of new electives and the 
development of an on line program for people outside of the Philadelphia marketplace. 
 
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 

http://sthm.temple.edu/event-leadership/
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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 Sport, Tourism and Hospitality Management at Temple University 

Temple University’s School of Sport, 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 

84% of our students stated that they had high expectations for the program upon beginning their course 
work.  At completion, 92% 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 Sport, 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, 630 students have taken a least one course in the program.  173 have 
received their certificate.  There are currently 94 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. 

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. 

July, 2015 – 2016 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 $1,875.00 $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 $3,750.00 $2,325.00  

Total $80,239 $16,810 $63,429 

Monthly Averages $7,294.00 $1,528.00 $5766.00 



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 an Assistant Professor at Temple University and is the 

owner and CEO of Entertainment On Location.  He 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. 



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. 

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

 

Program Requirements /Course Descriptions/2016 Schedule 

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.” 

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. 

 

2016 Course Schedule 

 

• Saturday, January 30, 2016 
o Integrating Event Strategies and Tactics taught by Ira L. Rosen, CFEE 9:00 - 4:00 Required core course 
o Etiquette & Protocol taught by Karen Emory 9:00 - 1:00 Elective 
• Saturday, February 20, 2016 
o Introduction to Event management & Business Success taught by Dion Magee, CMM 9:00 - 

4:00 Required core course 
• Saturday, March 19, 2016 
o Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 4:00 Required core course 
o Here Comes the Wedding Planner.. With A Solid Foundation: taught by Dion Magee, CMM 9:00 - 

1:00 Elective 
• Saturday, April 16, 206 
o Sponsorship (Part One) taught by Gail Bower 9:00 - 1:00 Elective 
o Sponsorship (Part Two) taught by Gail Bower 1:30 - 5:30 Elective 
o 5 Critical Steps in Event Planning taught by TBD 9:00 – 1:00 Elective 
•  Saturday, April 23, 2016 
o Integrating Event Strategies and Tactics taught by Ira L. Rosen, CFEE 9:00 - 4:00 Required core course 
• Saturday, May 14, 2016 
o Etiquette & Protocol taught by Karen Emory 9:00 - 1:00 Elective 
• Saturday, June 4, 2016 
o Event Operations & Risk Management taught by Ira L. Rosen, CFEE  9:00 – 1:00 Elective 
•  Saturday, June 25, 2016 
o Corporate Event Production taught by Dana Giovinetti Devine, CMP, CMM 9:00 - 1:00 Elective 
• Saturday, July 23, 2016 
• Introduction to Event management & Business Success taught by  
o Dion Magee, CMM 9:00 – 4:00 Required core course 
• Saturday, August 27, 2016 
o Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 4:00 Required core course 
o Fundraising taught by Patrick Feeley, CFRE 1:30  – 5:30 Elective 
• Saturday, September 17, 2016 
o Corporate Event Production taught by Dana Giovinetti Devine, CMP, CMM 9:00 – 1:00 Elective 
o Here Comes the Wedding Planner.. With A Solid Foundation: taught by Dion Magee, CMM 1:30 – 

5:30 Elective 
• Saturday, September 24, 2016 
o Integrating Event Strategies and Tactics taught by Ira L. Rosen, CFEE 9:00 – 4:00 Required core course 



o 5 Critical Steps in Event Planning taught by TBD 9:00 – 1:00 Elective 
• Saturday, October 29, 2016 
o Introduction to Event management & Business Success taught by Dion Magee, CMM 9:00 – 

4:00 Required core course 
• Saturday, November 12, 2016 
o Sponsorship (Part One) taught by Gail Bower 9:00 – 4:00 Elective 
o Sponsorship (Part Two) taught by Gail Bower 1:30 – 5:30 Elective 
o Social Media taught by TBD 9:00 - 1:00 Elective 
• Saturday, November 19, 2016 
o Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 4:00 Required core course 
• Saturday, December 10, 2016 
o Event Operations & Risk Management taught by Ira L. Rosen, CFEE 9:00 – 1:00 Elective 

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. 

 

 

 

 

 



2. Supporting Question: As outlined above, our program has implemented a number of positive changes 
for the 2015- 2016 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 – Student Manual 

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:  321 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  

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 

 

 

 



SECTION THREE – Completed Student Portfolio 
 



Table of Contents  

Global Conservation Gala 

“Year of the Gorilla” 

Philadelphia, PA 

Ashley Marie Phillips 

Events Coordinator 

The Philadelphia Zoo 



I. Executive Summary 

The Philadelphia Zoo’s Annual Global Conservation Gala (GCG) is held every November, and 
serves as the launch event showcasing the conservation efforts that will be the primary focus for the 
coming year. The gala has entered its fifth year since inception, and the theme of the 2015 Gala was “The 
Year of the Gorilla,” honoring individuals, families, and various groups for their extraordinary 
contributions to wildlife and the natural world that have beneficially impacted the lives and habitats of 
gorilla’s across the globe. Under the discretion of Mary Love, Director of Events at the Philadelphia Zoo, 
the collaborated efforts of the Events, Development, Marketing, Animal and Education Department of the 
Philadelphia Zoo enabled the production of the fifth annual GCG held at the Hyatt at the Bellevue in 
Philadelphia, Pennsylvania. The guest list of 445 people consisted of current donors, sponsors and 
partners of the Zoo, as well as potential new prospects who strive for the safety and sustainability of 
wildlife, and the advocacy of animals everywhere. Three primary and distinct objectives were devised and 
intended to be accomplished by hosting this event:  

 

1) Create Educational Value- Launch 2015 as the “Year of the Gorilla,” showcasing the 
issues facing gorilla habitats, as well as the impact of palm oil and climate change 
affecting endangered species across the globe.  

2) Generate Awareness- spotlight a zoo-wide commitment of resources designed to 
mobilize action on behalf of gorillas, resulting in the award ceremony portion of the 
event honoring Joanna McNeil Lewis (Conservation Impact Award) and Gerry Ellis 
(Global Conservation Prize) for their personal conservation efforts.  

3) Increase New Prospects- Foster and build upon business relationships with current 
donors, sponsors and partners, but also to cultivate new relationships with these potential 
parties who could become major contributors to the Zoo’s conservation efforts. 

 

The rationale behind choosing this particular event to showcase in the Portfolio portion of the 

ELECP is due to the exposure and learning opportunities that this event enabled by having the 

opportunity to play a large role as support staff. The GCG is not only the Zoo’s biggest annual fundraiser, 

but it is also designed to introduce the theme of the coming year that all Zoo efforts will be based upon. 

Because of the high-level importance of the Gala, as well as the target market for this event, the GCG 

proved to be the best event to showcase during my career thus far at the Philadelphia Zoo. It proved to be 

an opportunity to enhance my event planning skills, as well as build upon my future career objectives as a 

professional within the events industry.  

II. Strategic Planning Process 

 Event Leaders across the globe strive for one common goal: the ability to successfully plan, 

produce and execute meaningful and successful events, leaving an overall impactful impression among 



attendees. Regardless of the span, scope and type of event, professionals in the event management 

industry have an undying passion for creating memorable experiences and unique outcomes. After all, the 

term event is “derived from the Latin word ‘e-venire,’ meaning ‘outcome’,” the outcome being the driver 

behind the endless hours spent devising and executing special events.1 The Global Conservation Gala at 

the Philadelphia Zoo serves as the launch of various conservation efforts for the coming year. The 2015 

GCG revolved around “The Year of the Gorilla,” honoring individuals, families and organizations for 

extraordinary contributions to wildlife and the natural world, specifically gorilla habitats. In the beginning 

phases of the strategic planning process for the GCG, many factors were taken into consideration like the 

selection of the honorees, where the event would take place, who would be invited, the menu selection, 

funds available and so-forth. The first and foremost important dimension to the successful execution of 

this event was analyzing the internal and external stakeholders; that is, those who support the overall 

mission and vision for the Philadelphia Zoo’s biggest annual event.   

 The stakeholders of any type of corporate, social or special occasion are crucial to the overall 

success of the event. Whether they are considered internal or external stakeholders, these are the “people 

or organizations who have invested in the event for emotional, political, or personal interests.”1 There are 

a plethora of internal and external stakeholders involved with the GCG. Those who have invested 

emotionally into the GCG strive for the sustainability of wildlife and the advocacy of animals 

everywhere. Others have invested politically by focusing their efforts on habitat loss due to deforestation 

and climate change. Finally, there are those stakeholders who have personally invested into this occasion 

because of their die-hard commitment to conservation with the ultimate goal of stewardship towards the 

planet. The following is a list that portrays internal and external participants who have a combination of 

emotional, political and personal interests:  

  

 



The ambitions and overarching goals that these groups of stakeholders strive to accomplish 

coincide with the overall mission and vision of the event at hand. These two integral aspects reside at the 

core of the entirety of the event planning process. Without a defined mission and vision in place, planned 

events would have absolutely no purpose. The objectives of these two notions portray the purpose for 

planning the event and the goals that need to be accomplished, all in an effort to keep the business in 

existence by creating a repeat event and remaining sustainable in the future. The Events, Development 

and multiple other departments of the Philadelphia Zoo have worked in conjunction for the past five 

years, striving to plan the annual GCG, one always outdoing the other. 

The primary focus of the GCG’s mission is to continually support the critical work and dedication 

showcased in conservation efforts by creating a better future for animals. Every year, the GCG highlights 

the Zoo’s accomplishments in terms of wildlife conservation, as well as acknowledges those individuals 

and groups who have dedicated their time, energy and passion to the stewardship of the natural world. 

Thus, the mission of the GCG is to “connect people with wildlife, create joyful discovery and inspire 

action for animals and habitats.”2 The fifth annual GCG specifically focused  on conservation awareness 

for Gorilla’s around the world in terms of deforestation and global climate change, hence the Year of the 

Internal stakeholders: External stakeholders: 

Philadelphia Zoo 

Board of directors, Corporate Officers & 
Events and Development Department 

The Bellevue 

-Staff, Event Liaison 

-Catering Department 

GCG Committee 

Co-Chairs: Leslie Miller, Richard Worley, 
Katie & Bill McNabb 

Media 

The Daily Times, photographers, & 
videographers 

Awardees 

Gerry Ellis & Joanna McNeil Lewis 

Vendors 

Pencora, Eventions, Contractor laborers 

Guests 

Zoo Donors, Sponsors & Supporters 

Gorilla’s  

at the Philadelphia Zoo and across the globe 



Gorilla. The awardees of the Zoo’s 2014 event were acknowledged for their efforts that have created and 

will continue to make a significant positive change for the planet, all in alignment with the core mission 

of the annual gala.  

 The mission of the GCG inspires the thought process behind the overall vision of the event, and 

how the event will continue to grow in the years to come based on certain criteria. Every Gala serves as 

an opportunity to launch Zoo’s focus for the upcoming year. The vision of the fifth GCG revolved around 

“celebrating the year of the Gorillas, while honoring individuals for extraordinary contributions to 

wildlife and the natural world.”2 The gala showcased critical issues facing these iconic apes and focused 

efforts on one key threat: the loss of habitat to deforestations and climate change. The awardees personal 

commitment to conservation was demonstrated by embracing the challenge and responsibility of 

providing opportunities to make a difference in the world.  To date, the Zoo has committed more than 

$1.2 million in over ten years to organizations and individuals around the globe to demonstrate their strife 

towards a better world for wildlife.  

III. Strategies/Tactics for New Business   

 The underlying goal revolving around the planning of such a high-end event such as the GCG at 

the Philadelphia Zoo is to not only showcase those individuals or groups who have played a huge role 

with continuous conservation efforts around the world, but also to cultivate new and meaningful 

relationships with those who share the common goals and values that the Zoo strives to execute. Being 

the biggest annual event that the Zoo holds as well as the most time consuming and labor-intensive event 

of the year, the Gala serves as a major growth opportunity for the institution. The Gala has proved 

repeatedly throughout the past five years that an event of this nature plays an integral role for cultivating 

new business for the Zoo. The original purpose of this fundraising event intended to congratulate and 

recognize standout stars for their efforts and donations supporting the betterment of the environment as 

well as the Zoo itself. The gala also promotes the opportunity to broadcast the past and continuous efforts 



that the Zoo community strives to achieve pertaining to the betterment of wildlife well-being. It is the 

preliminary event that serves as a means to kick off the new year’s focus where conservation efforts will 

be dedicated, and the extreme concentration on great apes around the world. The Gala has now grown 

into the biggest and most important donor event and fundraiser of the year not only because it is the 

highest grossing planned event at the Zoo, but also because of the multitude of new business opportunities 

it fosters.  

 The gala serves as a means to grow the Zoo’s business for the overall organization, correlating to 

the Zoo’s core mission of conservation efforts. The primary strategic goals of this particular event were to 

create educational value for those in attendance, as well as generate awareness in terms of palm oil and 

climate change directly affecting the habitats of gorillas around the world, ultimately resulting in new 

donor relations. These goals were to be achieved by not only planning an event entirely themed around 

gorilla habitats, but also by bringing in Gerry Ellis, a renowned National Geographic Photographer and 

Wildlife Activist, to portray his work and lifestyle living among gorillas in the wild. Gerry would lay the 

foundation of the concerns revolving around palm oil fields and the effect it had on wildlife, as well as 

depict his finding through numerous pictures that show up-close and personal photos of gorillas and other 

species of monkeys living in the wild. His efforts, findings and overall devotion to helping these animals 

were commemorated, as he was deemed to be the recipient of the Global Conservation Prize. Joanna 

McNeil Lewis was also recognized for her efforts and overall devotion to wildlife conservation in which 

she has become one of the Zoo’s biggest donors and supporters, as she was chosen as the recipient of the 

Conservation Impact Award. Both of these awardees helped promote the educational value that guests 

would experience while in attendance at the GCG. In turn, this would draw appeal to potential guests who 

value the Zoo’s mission and overall conservation efforts, making it an incentive for guests to purchase a 

ticket, as well as create the willingness too donate and provide support for a good cause. Thus, these 

strategies and tactics would help cultivate new business through the planning of the GCG, ultimately 

generating sponsorships and new donor relations.  



Due to the nature of the event, not much had to be done in terms of market research initiatives, 

nor economic considerations. An evaluation of past experiences, as well as previously planned events by 

the Zoo similar in size and scope contributed to the forecasting of a three year financial pro-forma 

statement. With this crucial step in the planning process, it is absolutely essential that planners have the 

ability to “make reasonable assumptions about projected revenue which is one of the most important 

decisions that you must handle as you begin the budgeting process.”1 Thus, a budget based on logical 

assumptions of projections pertaining to certain forms of income will be within reasonable expectations. 

It was estimated that the max budget for the 2015 GCG would be $180,000.00. Based on this, as well as 

the previous year’s net income, a three-year pro-forma income statement was devised:  

Global Conservation Gala Income Statement  

         Three Year Pro Forma Income Statement  

 2014 2015 2016 2017 

Sales $    585,000.00 $ 650,000.00 $   780,000.00 $936,000.00 

Expenses $    140,000.00 $  180,000.00 $   198,000.00 $217,800.00 

Operating Income $    445,000.00 $  470,000.00 $   582,000.00 $718,200.00 

Earnings Before Interest and 
Taxes $    445,000.00 $  470,000.00 $   582,000.00 $  718,200.00 

Taxes (Non-Exempt) $                     - $                   - $                    - $                   - 

Net Income  $    445,000.00 $470,000.00 $  582,000.00 $718,200.00 

 

The three-year pro-forma income statement listed above was devised based on past historical factors and 

trends of galas from previous years. Based on the results from the 2014 Gala which is depicted by actual 

numbers in the chart above, a three year forecast was estimated for future galas of similar size and scope. 

In 2015, it was estimated that sales would increase by 2% based on the assumption that ticket sales and 

sponsorship contributions would increase correspondingly. In order to support a bigger audience, it was 

estimated that there would also be an increase in expenses by 1% each year. Expenses include everything 



from marketing material, and food and beverage, down to A/V, lighting, and décor enhancements. These 

percentages were consistent for the 2016 and 2017 gala as well. As stated above, there is a trend in 

increased net income each year. For 2015, the estimated increase in net income is 1.05%. For 2016, the 

estimated increase in net income is 1.23%. Lastly, the estimated increase in net income three years out for 

2017 is 1.24%. What this shows is that as ticket and sponsorship sales steadily increase, so will the 

expenses for executing the event, along with the overall increase of net income over the three years. This 

forecast is a positive indicator that shows as the years continue, the gala proves to grow in sales and 

attendance every year. 

One of the biggest and potentially challenging next steps in terms of financial management during 

the event creation process is developing a budget. Each budget represents the financial philosophy of the 

event, and the “event budget is the most important tool you will use to manage the financial decisions 

within your event planning business.”1 The purpose of the Gala is primarily to generate revenue through 

existing and new business donors, sponsors and individuals, thus making the nature of this event fall into 

the “profit-oriented event” financial philosophy category. Ultimately, once the proper budget is 

established for this particular event, the intention to generate revenue that exceeds the expenses will be 

realized by establishing new business relationships that will produce new sponsorships and donor 

relations.  

IV. Human Resources Analysis   

 The Events Department at the Philadelphia Zoo primarily represents a traditional organizational 

structure due to the nature of the organization. The current events department consists, in total, of four 

full-time employees, two event supervisors who manage on-site logistics, as well as fifteen part-time staff 

members. The director of events is the head of the department, and is the primary planner of the GCG. 

Due to the nature of this type of “flat” organizational chart, there is little opportunity for growth because 

of the power that resides in the hands of the director of the department. The Events manager, Community 



Events Manager, and Events Coordinator directly report to the director. These three figures play integral 

roles acting as the main support staff for the gala. The chart below depicts the nature of the organizational 

structure at the Zoo: 

 The GCG is the only event hosted by the Zoo, however, where the organizational chart shifts to 

becoming predominantly dynamic and significantly more complex. At the discretion of the events team, 

the Development Department among other Zoo-wide departments and third parties play a major role in 

the production of this particular event. Because of the nature of this event, the Events team works in 

accordance with the Zoo’s Development Department because of their relationship with donors. After all, 

it is the Development Department who primarily manages and maintains donor relations with the Zoo on 

a daily basis. The Director of Events is the primary mastermind in all aspects of planning the gala; 

however, she is guided and works under the discretion of the Zoo’s Senior Leadership, like the CEO and 

CMO. Both the Events team and the Development team work along with other departments like Animal 

and Education. These departments play a critical role as support staff for this event. The following 

portrays the complexity of this dynamic organization chart:  



  

 Though this particular organizational chart doesn’t necessarily promote better growth potential 

from within, it does in fact create more defined job tasks and creates cross-training opportunities as the 

gala is 

planned throughout the course of 6 months of the year. The Zoo utilizes a formal staffing confirmation 

document which outlines specific event details with staff roles and requirements, shift times, timelines 

and specific job tasks. The staffing confirmation for the gala was a bit more detailed and involved an 

extensive packet of information because of all the aspects that contributed to the planning process. Not 

only did the staffing confirmation packets include job specific tasks prior to the event and during the 

event for different members of Zoo teams, but it also included vendor load-in/out times, a formal timeline 

of the events flow, table seating arrangements, as well as centerpiece and linen charts. The formal staffing 

confirmations were sent out to all respective recipients a week prior to the gala for review.   

(Refer to Appendix A for an Example of a Formal Staffing Confirmation) 

V. Financial Administration Analysis 

The preliminary financial planning for any event begins with establishing a realistic budget that 

planners utilize to cover the expenses of any event at hand. Devising a budget is an action plan that each 



successful event plan must carefully develop, and is often considered the “most challenging part of 

financial management because it is based on limited information and assumptions.”1 Thus, it is an attempt 

at being as realistic as possible to generate a workable budget. In the case of the gala, the purpose of the 

Zoo’s biggest fundraising activity is deemed a profit-orientated event, in which revenue will ultimately 

exceed expenses. One major way the gala is designed to be profit-orientated is by generating new donors 

and sponsorships for the Zoo. The event budget is based on the following integral factors that all must 

equally and individually be analyzed as the planning process comes to fruition: 

1) Marketing projections and estimates 
2) The general history of previous identical or similar events 
3) The general economy and your forecast for the future  
4) The net profit or excess you reasonably believe you can expect with resources 

available (ROI)  
5) The type of financing that you choose to use to finance your event (borrowed funds, 

prepayments, existing funds)  
 

As listed above, there are several aspects of consideration that are scrutinized, and ultimately 

affect the overall event budget. Marketing projections and estimates are based on the methods used in 

order to promote and generate buzz revolving around the event. For instance, this includes any advertising 

used via hard copy print or social media outlets, save-the-dates, formal invitations, program books, and 

anything of the like. The budgets and past history of the Zoo’s gala’s planned previously and the actual 

cost and revenue devised from each individual event were taken into consideration. As stated, the “best 

financial history is that which occurs over a three-year period.” 1 Thus, the past three previous gala 

financials were used as a benchmark in the planning for the 2015 GCG.  

Another factor that is analyzed is the general stance of the economy at the moment in time and a 

forecast for the future, which ultimately could serve as a major opportunity or threat to the event. As we 

know, the 2008 financial crisis not only impacted individual spending, but also had a general negative 

impact on numerous industries, which in turn hurt sales and overall bottom-lines. It’s important to take 

note of the current state of the economy in order to properly plan and budget for an event as big as the 



gala, as well as establish reasonable ticket prices based on forecasted spending habits.  Next, the ROI is 

analyzed which takes into account the expenses to hold the event, as well as the potential revenue 

generated through the sales of event tickets and sponsorships. The last factor considered is the financing 

that will be used to plan the event. In the case of the Zoo, the budget allotted to the events department is 

based on existing funds, as well as donor contributions from the previous years. There is also sustainable 

funding available for the Zoo to plan the gala which comes from a variety of streams including corporate 

sponsorships, earned income from ticket sales, and the philanthropic nature of the event itself.  

In general, the longer event planners have planned and executed events in the industry, the more 

accurate the estimates become over the years. While it is of utmost importance to base the budget off of 

past historical data, it is also essential to develop controls as a means to begin collecting the financial data 

for the event budget. Thus, ultimately the goal is to logically project revenue based on resources 

available, as well as historical data if available. Below is a list that depicts the major expenses that will 

account in the planning for the budget for the 2015 GCG:  

2015 Global Conservation Gala Budget  

Venue $                       - 

   Bellevue    

Food & Beverage  
 $       85,000.00  

   Bellevue  

A/V & Lighting 

 $       35,000.00  
   A/V Enhancements 

   Gala Video  

   Teleprompter  

Marketing 
 $       15,000.00  

   Save-the-Dates 



 

 As depicted above, the budgeted expenses for the 2015 Global Conservation Gala were divided 

into seven different overlying categories, some with sub-categories. Going into the preliminary budget 

planning process, it was already known that the venue rental fee would be waived from the Bellevue, due 

   Invitations/ Postage 

   Program Books 

   Day of Filming 

   Sponsor Signage 

  Registration Table Signage, Name Tags/Etc.  

   Award/ Etchings  

   National Geographic Gala Photo  

Videography & Photography  

 $       10,000.00     Pre-event Video Coverage  

   Photos pre and post event  

Décor  

 $       30,000.00  

   Trees, Plants, Shrubs 

   Tables, Linens, Chairs, Napkins 

   Centerpieces  

   Floral Arrangements  

   Miscellaneous  

Miscellaneous 

 $          5,000.00  

   Guest of Honor Travel Expenses 

   Zoo Staff Labor 

   Parking Fees 

   Staff Meals  

TOTAL EXPENSES $ 180,000.00 



to the unique partnership the Zoo and hotel possess from holding the gala there in years past. A huge 

portion of the budget would be allocated to food and beverage, which ultimately is bound to fluctuate 

depending on the total number of attendees. The marketing budget was based off of initiatives used in 

prior years to promote the event, as well as the marketing material used during the event, like the program 

books. Next, a portion was devoted to the videography and photography needs, also based on the past 

three galas. Another major allocation was put towards the décor for the gala. This included any event 

enhancements that would ultimately transform the space into a jungle-like atmosphere. Thus, the need for 

living plants and vegetation was already deemed to be a big expense. Finally, a portion was designated for 

numerous miscellaneous items, one of the bigger expenses consisting of the travel arrangements the 

guests of honor, which include travel, hotels, and meals. Based on projections, past historical data, and the 

sustainable funding from the Zoo, a budget of $180,000.00 was established in order to support the costs 

of the 2015 GCG.   

 Once the budget was constructed, it was time to devise a profit and loss statement. This financial 

statement summarizes the revenues, costs and expenses generated from the event that are incurred during 

a specific period of time. In the case of the GCG, a three-year pro forma profit and loss statement was 

developed, year 1 representing the 2015 Gala. The results of this financial statement portray the 

likelihood for a company to generate profit by continually increasing revenue, while decreasing costs. The 

table below represents the 2015 CGC stamen of profit and loss, closely related to the pro-forma income 

statement: 

 

Global Conservation Gala Profit and Loss Statement  

 

 Year 1 Year 2 Year 3 

Sales $    585,000.00 $  650,000.00 $   780,000.00 



Direct Cost of Sales  $    140,000.00 $  180,000.00 $   198,000.00 

Other $                     - $                   - $                    - 

Total Cost of Sales $    140,000.00 $  180,000.00 $   198,000.00 

Gross Margin  $    445,000.00 $   470,000.00 $   582,000.00  

Gross Margin % 76.06 % 72.31% 74.62% 

 

 As stated above, this table represents the CGC’s profit and loss metrics for the course of the next 

three years. The sales line depicts the estimated revenue generated from the purchasing of tickets and 

sponsorship packages. As you can see, sales increase from year one to year three which can be understood 

as directly relating to increased guest attendance and donor levels. The direct cost is related to the 

expenses incurred in the planning and execution of the gala, also representing the forecasted budget 

depicted back on page 9 in the pro-forma income statement. Because the Zoo is a non-profit and tax 

exempt, no other costs were incurred. The gross margin is thus the resulting revenue of sales less cost. 

The gross margin percentage represents the proportion of each dollar of revenue that the Zoo will retain 

from each gala. As you can see, the gross margin is relatively high in year one dips slightly in year two, 

but increases again in year three. This is a good indicator that the Zoo is in great financial shape, and that 

the gala proves to be a financially smart investiture. With trends like this, the gals will continue to grow in 

size and scope. The only caution is that as the annual gala is executed on a yearly basis, it is important to 

avoid market saturation, as well as avoid reaching capacity;  otherwise, the nature of the gala will lose its 

core and take away from the entirety of the event. These issues and potential detriments to the CGC can 

be avoided by implementing a successful and attainable strategic marketing plan.  

VI. Strategic Marketing Plan 

 Since this was the Zoo’s 5th Annual Global Conservation Gala, past gala history was observed 

and considered, as well as the several financial documents when developing and implementing a 

successful strategic marketing plan. As mentioned in the article Planning Guidelines: Marketing Plan, a 



successful marketing plan revolves around “beginning the creation of strategy by deciding what the 

overall objective of the enterprise should be.” 3 For this particular event, the underlying goal was 

threefold, corresponding to the Zoo’s mission of worldwide conservation. The first objective of the event 

was to launch 2015 as the “Year of the Gorilla,” showcasing the issues facing gorilla habitats, as well as 

the impact of palm oil and climate change that are affecting endangered species across the globe. The 

second objective was to spotlight a zoo-wide commitment of resources designed to mobilize action on 

behalf of gorillas, showcased in the award ceremony portion of the event honoring Joanna McNeil Lewis 

and Gerry Ellis for their personal conservation efforts. The third and final objective of the GCG was to 

not only foster and build upon business relationships with current donors, sponsors and partners, but also 

to cultivate new relationships with potential parties who could become major contributors to the Zoo’s 

conservation efforts. Based on these objectives and the overall nature of the organization, the GSG’s 

strategic marketing plan can be defined as a focused strategy. A focus strategy “is designed to address a 

"focused" segment of the marketplace, and is based on the concept of serving a particular target in such 

an exceptional manner that others cannot compete.”3 Thus, this particular Zoo event is not planned for 

public participation or past Zoo clients; rather, it specifically is designed to recognize and honor a specific 

group of guests—donors, sponsors, partners and the awardees themselves. Thus, the overall focused 

strategic marketing strategy addresses a substantially smaller market segment compared to other Zoo-

wide events. Once these objectives were clearly defined, the 6 P’s of the event marketing strategy were 

devised: product, promotion, price, public relations, place and positioning.  

 The product or service is the first and foremost important dimension of the 6 P’s, being as though 

it is what the entire event is planned around. The product is what incentivizes guests to buy a ticket in the 

first place, giving them the sense that attending the event is “making a purchase that has added value, and 

helps to develop confidence as well as long term loyalty.”1 The major product that the GCG offers to 

attendees is the educational value they receive from the conservation issues presented at hand. For this 

year’s gala, the focus of the event revolved around portraying issues regarding the worldwide impact of 



deforestation of habitats due to the construction of palm oil fields, ultimately hindering the lives of 

wildlife, particularly gorillas. As a result, this event encouraged engagement directly with guests, and 

teaching them about the Zoo’s conservation efforts in regards to palm oil and accomplished goals thus far. 
As event planners, we know that “every event product combines history, quality and value to produce a 

unique program.”1 Planning professionals look at the value the event provides to the participants and how 

they can communicate these benefits through key messages. The primary purpose of the GCG is to attract 

people into an activity that can define the Zoo’s mission and its goals, promoting overall conservation 

messages. The product is what makes an event exclusive, and gives the participants a reason as to why 

they should spend time and money on the event. Thus, the product that the Zoo promotes to guests by 

planning and hosting the annual GCG is an educational lesson on the conservation message and wildlife 

prospect of the year, the opportunity to meet and hear the stories relating to personal conservation efforts 

of the awardees, and the opportunity to build upon existing business relationships as well as develop new 

business ventures. 

 Once the product of the event has been defined, an appropriate and effective promotional effort 

must be devised in order to create initial buzz about the event product offering to attract guests to 

purchase a ticket. Promotion in its entirety “requires a careful study of past or comparable efforts, expert 

guidance from people who have specific expertise in this field and most important, benchmarks for 

specific measurement of individual promotion activities.”1 What this means for the Zoo in planning the 

GCG is that as planners, it is crucial to analyze what promotional efforts have been conducted in the past, 

and which were the most effective, as well as what aspects can be enhanced. Because the target market 

for the GCG ranges from entire companies and organizations, down to individual guests, it is essential to 

create a promotional message that caters to all segments—donors, sponsors, partners and awardees. The 

most important aspect of promotional strategy is to select media outlets to target market segments that 

ensure alignment of the GCG’s attributes with the needs, wants, and desires of potential attendees. The 

first step in the promotional planning process began with utilizing the Zoo’s social media outlets—the 



Philly Zoo website, Facebook, twitter and Instagram—with the initial announcement of the theme for the 

coming years annual gala. After the guest list was devised in close conjunction with the Development 

Department, an easy-to-read, fun, and creative save-the-date direct mailer was sent five months out from 

the date of the actual event to potential attendees. To generate buzz and continue increasing awareness, 

the hashtag #PZConservationGala was encouraged to be utilized on social media outlets. Two months 

later, a formal invitation was sent to all guests, asking them to R.S.V.P by a particular date, with the 

number of guests from their party who would be attending, as well as any specific dietary needs. These 

requests could be submitted either by mailing back an informational card to the Zoo, or corresponding 

directly with the Development Department. Once the final numbers of guests were accounted for by the 

last day of R.S.V.P deadline, the table seating process began. As the months went on leading up to the 

actual date of the Gala, the event was promoted heavily through the use of the Zoo’s social media 

platforms, and several press releases conducted by local news outlets. The Zoo also planned to keep the 

“Year of the Gorilla” generating buzz post event by issuing various updates on the status of gorillas, the 

latest happenings around the Zoo that relate to gorilla’s, the status of Gerry Ellis and his travels around 

the world, as well as blurbs in the Zoo’s campus-wide newsletter. Ultimately, gauging how much 

awareness was generated through the use of these promotional strategies was in turn reflected by 

measuring the ratio of guests invited to the actual number who attended the event, as well as the resulting 

investment in the event itself, and the continued awareness generated post-event. 

 The next important component of the strategic marketing plan that was devised revolved around 

the pricing per ticket, as well as sponsorship packages. Because of the unique nature of this event, not 

much had to be done in terms of market research or competitive analysis. The Development Department 

has a handle on the type of guests that would be extended the invite to attend, as well as their past donor 

relations with past clients. Since the Zoo is a non-profit organization, the financial philosophical purpose 

was to generate overall awareness and support of the Zoo’s conservation mission, with the ultimate goal 

of increasing donor contributions. As with any cost of a product or service, “the price must reflect the cost 



of all goods and services required to produce the event plus a margin of profit or retained earnings.”1 

Based on the cost of the past four Gala’s, as well as revenue earned from ticket purchases to attend the 

event, the decision was made to give guests options to choose from which would include event admission, 

dinner, open bar, photo opportunities, as well as exclusive access to attend various Zoo-wide events in the 

coming year pertaining to the “Year of the Gorilla” depending on the level of contributions. There was 

also sponsorship pricing packages that donors and sponsors would be able to choose from, in which each 

sponsorship level would include several benefits. In general, it is essential that planners take into 

consideration the “market economic indicators to make certain that your price matches the purchasing 

power of your target market.” 1 Thus, the primary clientele for this particular event have the luxury and 

purchasing power to afford the ticket and sponsorship pricing for the GCG. Their overall generous 

contributions are in line with their values that support the Zoo’s conservation initiatives, as well as 

support a true passion of theirs by donating for a cause. 

(Refer to Appendix B for Ticket and Sponsorship Pricing Options) 

 Once the first three primary components of the six P’s were defined, a close examination of 

public relations efforts must be considered. The public relations tactics used in the planning process are 

different than that of promotional efforts because PR revolves around “what others are saying about your 

event, and PR helps create the overall impression that others will develop about the event.”1 Once the 

initial promotional efforts began to create buzz regarding the gala through the use of Zoo social media 

outlets, press releases began to surface on the Zoo website, Facebook, Instagram, and twitter accounts, 

delving into more detail and information about the 2015 GCG. Local news outlets acted as second-party 

endorsers releasing various statements pertaining to the event encouraging guests to attend. The PR team 

at the Philadelphia Zoo was also responsible for on-site media relation’s assistance at the Gala, between 

local news stations, newspapers and photographers. The use of these various PR tools proved to be the 

most efficient and cost effective in informing and persuading potential guests to support a good cause.  



 When it came down to choosing the best venue to hold the GCG, the decision was fairly quite 

simple. The 2014 GCG was held at the Hyatt at the Bellevue in Center City, Philadelphia. Due to this 

already established business partnership, the Bellevue was willing to waive the venue rental fee to host 

the Zoo for yet another spectacular event in the Grand Ballroom. The cost savings of the venue rental was 

only an additional advantage. The location of the hotel proved to be ideal for guests traveling near and 

afar. Not only did guests have the option to purchase hotel rooms for the evening at the Bellevue after the 

event, but reduced valet or general parking admission adjacent to the venue was also available. The hotel 

location in general provided other opportunities for local hotel accommodations, as well as safe 

transportation via trains, cabs and cars enabling a fairly simple commute for guests. For those traveling 

from out-of-town, special arrangements were made for transportation to and from the Philadelphia airport. 

When choosing the location of an event, especially when trying to sell a high-end event like the gala, it is 

important to remember that “place does not only imply taste or style of the event, but also in large part, 

defines the type of person that will be persuaded to invest in the event.” Due to the success of the prior 

year’s gala, as well as the fact that a good portion of guests attending also attended last year, the 

Philadelphia Zoo didn’t take too much time in deciding that the Bellevue would be the home of the 2015 

GCG. The hotel name in itself is one that most recognize, which also helped in the promotional and PR 

efforts of the Zoo.  

 The final component of the six P’s—positioning—is considered the most crucial step in spelling 

out the ultimate strategic marketing plan. Not only does the positioning element tie together the first five 

p’s, but it also includes the strengths, weaknesses, objectives, needs of the potential market niche, and all 

other elements that make the event unique. When determining the events positioning tactic, event experts 

delve into “five key considerations when positioning an event including location, attention span, 

competitive costs, the program, and the simplicity of the marketing plan.”1  

 As mentioned previously, the location of the 2015 Gala was easy to determine. The overall appeal 

of holding the event at the Bellevue, as well as the overall cost savings was enough to decide almost 



immediately that the Gala would take place in the Grand Ballroom. In fact, booking arrangements were 

made nearly two months after the 2014 GCG. In terms of attention span, the Zoo made the constant effort 

to promote the event and give guests the information needed to attract them to purchasing a ticket through 

the use of promotional tactics, marketing materials, and PR tools. Because of the nature of this event, 

pricing was not too daunting of a task to establish as the Zoo felt it best to give guests the option to 

contribute to the donor level of the three-tier pricing strategy that they felt best to support. Again, the 

price per person was set exceedingly high due to the objective to attract the specific market niche of 

guests invited. The program was designed to give guests an educational lesson revolving around the 

Zoo’s conservation efforts, creating awareness about the issues facing gorilla habitats in particular. Not 

only was the educational value of the program beneficial to attendees, but they also were given dinner, 

drinks, the opportunity to hear from the awardees, as well as the option to attend future Zoo-wide events. 

The marketing plan was fairly easy to keep simple based on the past history of the four previously 

planned galas. For this gala, the Zoo was able to analyze what worked well in the past versus what did 

not, what could be done to increase the effectiveness and appeal of the event, all in correlation to the three 

main objectives of the 2015 GCG.  

 Once clear objectives were established and a detailed marketing plan was set in place, it was time 

to delve into the factors that would be analyzed in order to determine the return on marketing for the 

GCG.  The ROM is extremely critical in terms of measuring the success of any and all events, especially 

“at a time when budgets are being pinched even tighter and downsizing has become commonplace 

(especially in marketing and events teams), seeing a quantifiable return on marketing investments has 

never been more important.”4 By initially establishing the three distinct and forthright objectives that the 

Events team wished to fulfill during the 2015 GCG, they would be used as a benchmark to measure the 

overall success of the event. The objectives laid out what goals were to be achieved, enabling to Zoo to 

gauge the overall ROM.  



 The first objective of the GCG strived to educate guests on issues like climate change and 

deforestation due to palm oil, which ultimately diminish gorilla habitats across the globe. One way to 

assess and measure the level of educational value for guests was by establishing criteria beforehand with 

the audience about what they were looking to achieve. This was captured by marketing efforts which 

utilized social media outlets to address issues like palm oil, and give readers more information as to who, 

what, where, when and why these issues were occurring in the world, particularly relating to gorillas. 

These efforts were used pre-event to prepare guests and inform them as to what educational topics would 

be addressed, with the ultimate goal of sparking their interest on these conservation topics. Another way 

to measure the educational value was by sending out satisfaction survey’s post event to determine the 

overall success of the event by analyzing guest opinions. The surveys were used as a method to evaluate 

guest opinions regarding event flow, whether or not the three overarching objectives were achieved, and 

their overall feelings and emotions expressed regarding the gala. This objective proved to be positively 

beneficial in terms of ROM because this gala not only increased awareness of these specific educational 

lessons, but also the survey results showed that guests were overall highly satisfied with the 2015 GCG, 

and found the conservation education informational.  

 The second objective of the GCG was to showcase those standout individuals for their personal 

conservation efforts—the awardees—who demonstrated an exceptional amount of zoo-wide commitment 

for the bereavement of animals. In the months leading up to the GCG, brief snippets of information were 

released via promotional efforts in order to create a sense of appeal for guests to attend the event, to hear 

in person the efforts that these individuals have successfully executed, and their personal stories. One way 

to gauge whether or not these promotional efforts were successful and contributed to ROM was to 

compare registration and attendance for the 2015 gala to the past four years. As it turned out, the “Year of 

the Gorilla” proved to be the highest attended, as well as the highest revenue-generating gala yet in the 

history of the GCG.  



The final objective of the 2015 gala was to gain new prospects, as well as maintain and build 

upon already existing business relationships. Attendees consisted of current donors, sponsors and 

partners, with the extended invite offered to those parties believed to have the potential to cultivate new 

relationships and become major contributors to the Zoo’s conservation efforts. The ROM for this 

objective was able to be measured not only by final attendance numbers—445—but also by the total 

revenue generated, $680,000, which was $30,000 more in sales than originally forecasted. Existing 

customer information like guests who have attended previous GCG’s, as well as total revenue for the past 

year’s gala’s was readily available based on historical data. Thus, it was easy to determine the total 

number of new prospects present at the 2015 gala—150 guests, with 295 returning guests. Revenue also 

increased by $200,000 compared to the previous year 2014.  

As stated in the article, HOW TO: Measure ROI from your Event, “showing that your event has 

met its objectives will not only be a boost for your department, but will also effectively feedback valuable 

data into your organization to help other areas of the business.”4 The measurement of ROM for any event 

is dependent upon the combination of setting clear objectives to accomplish during the event, as well as 

determining the appropriate tools used to effectively support the event’s core objectives. Based on the 

metrics used to gauge the three initial objectives and their individual ROM, it is clear to determine that 

the 2015 GCG was in fact extremely successful, as well as the most successful gala in the history of galas 

planned by the Philadelphia Zoo.  

(Refer to Appendix C for Examples of Marketing Material used prior and post gala) 

 

 

 

VII. Process for Creating the Event       



 In order to ensure that the GCG achieved maximum success, the next step in the planning process 

revolved around classifying the internal and external variables that would ultimately impact the outcome 

of the event. A SWOT analysis was conducted as a means to plan effectively to meet the goals and 

objectives that were initially devised, taking into account factors that could potentially hinder the 

efficiency and effectiveness of the gala in its entirety. The ultimate goal of any event is to create a 

measurable return on investment. In order to do so, realistic objectives and goals, as well as proper 

analyses are used to improve benchmarks. As stated in the article, SWOT Analysis in Event Planning, it is 

essential to conduct this type of analysis “before developing an event plan to develop a strategy which 

maximizes the potential of strengths and opportunities of your project and at the same time, minimizes the 

impact of the weaknesses and threats.”5 Below is a chart portraying the various strengths, weaknesses, 

opportunities and threat that could potentially impact the 2015 GCG:  

SWOT Analysis 

 

STRENGTHS 

 

• Strong funding 
• Strong relations with already existing 

donors 
• New prospects in attendance  
• Experienced staff 
• Lack of competition  
• Excellent PR 
• Partnership with Event venue 
• 5th Annual Gala 

 

WEAKNESSES 

 

• Few volunteers  
• High reliance on attendance and 

sponsorships for success 
• Food and beverage costs 
• Audiovisual fees  
• Niche target market 



 

The strengths of an event are the attributes that are helpful in achieving the event’s overall 

objectives, in line with the mission and strategies put into place to execute a successful outcome. The 

primary strength of the GCG was not only strong funding for the event due to the price level donors were 

willing to pay for a ticket, but also the possibility of generating even more revenue through new 

prospects. Another major factor adding to the strength of this event was the fact that there is little to no 

competition in the area. This is not only due to the niche market segment that was targeted, but those in 

attendance had personal conservation values in line with the core mission of the Zoo. Because of the 

business relationship with the Bellevue, the venue rental fee was also waived which enabled money to be 

allocated to other aspects in the design of the event. Another strength revolved around the fact that the 

Gala was celebrating its 5th year, with an experienced team of professional planners who have learned 

from past Gala’s what has worked and what can be improved which ultimately made the 2015 gala the 

best planned one yet. 

 Despite the numerous strengths, several weaknesses presided in the preliminary planning of the 

GCG. Weaknesses are those attributes of the event which prove to be harmful in achieving the overall 

objectives. One of the biggest drawbacks of planning such a huge fundraising event is the fact that the 

overall success in terms of ROI metrics was solely dependent upon the number of attendees, along with 

the amount of donations sponsors and donors were willing to pay per ticket. Though the niche target 

 

OPPURTUNITIES 

 

• Alignment with environmental causes 
• Generating awareness of conservation 

efforts  
• Celebrity appearances  

 

THREATS 

 

• Alcoholic consumption 
• Food Poisoning  
• Traffic in a high volume area 
• Inclement weather resulting in travel 

delays 
• Unfavorable economic conditions 

 



market in attendance was a strength, it was also a weakness due to the notion that only a select few parties 

would have the draw to want to attend an event like that of the GCG. Though the cost of the venue rental 

fee was eliminated, the cost of food and beverage, as well as audiovisual enhancements proved to be the 

two biggest costs, and accounted for over half of the $180,000 budget. The planning of the basic logistics 

for the gala helped pinpoint these major threats that could potentially prove to be detrimental to the 

overall success of the gala.  

 The next aspect of the SWOT analysis to delve into was the examination of external factors that 

would result in providing opportunities for achieving maximum success. One of the major opportunities 

of this event was the educational value that would be transpired to third parties, with the ultimate hope 

that conservation messages would be passed on, with the encouragement for continuous efforts in 

alleviating the issues caused in relation to palm oil fields and deforestation around the globe. This would 

not only generate awareness of the conservation efforts, but also portray the message to attendees of the 

importance for the Zoo to have continual support from some of the biggest donors and sponsors. Another 

opportunity was the celebrity presence of the two awardees. Gerry Ellis’ conservation efforts have been 

recognized worldwide through his engagement in the habitats of gorillas specifically. This tidbit would be 

used as a means to encourage and attract potential attendees to purchase a ticket to the event, with the 

opportunity to learn about the measures being taken in terms of conservation.  

 The other external factors to consider revolved around the potential threats that could prove to be 

harmful and hinder the achievement of the event’s overall objectives. One of the biggest concerns was 

inclement weather, which could potentially delay travel plans for those venturing from afar. Another 

concern is the fact that the Bellevue is located in a high volume area which is known for traffic delays. 

The event was to begin at 6:00 p.m. sharp on a Thursday evening, which in turn could prove to cause late 

arrivals of those traveling during rush hour. Another major aspect to consider was the consumption of 

alcoholic beverages, as well as the possibility of food poisoning. Though many weaknesses and threats 



arose in the preliminary planning of the gala, the strengths and opportunities far outweighed these 

potential hindrances, and the event overall was deemed a tremendous opportunity for the Zoo.  

 The marketing plan along with the establishment of the SWOT analysis contributed to the 

brainstorming process, as well as the methodology for selecting the vendors that would be utilized in the 

planning of this spectacular event. Without question, the venue selection was a given. The Bellevue 

proved to be the most viable option to hold the gala due to factors like cost savings, location, room and 

parking accommodations, venue capacity, and an already established business partnership. Because of the 

nature of this event, an RFP was not necessary as part of a bidding process. For all vendors that were 

selected, the choice really came down to a cross comparison between other competitors, and ultimately 

the decision was made to go with the vendors who could supply quality items for the lowest price. The 

Zoo also has established relationships with preferred vendors that would be used to assist in the 

enhancement of the gala planning process. The development of the SWOT, the brainstorming phase, and 

the methodology used for selecting the venue and vendors all proved to play an integral role in the event 

creation process.  

(Refer to Appendix D for Site-Inspection Checklist Criteria) 

VIII. Process for Orchestrating the Event    

 Once the event creation process was in place and the event design had been established, the 

implementation process was set to begin regarding the processes that would be used to orchestrate the 

gala, including the process for negotiating, contracting and supervising the venue and vendors. Again, the 

decision to hold the event at the Bellevue was a no brainer. The contractual process for this was similar to 

that of the gala held the year prior, so not much needed to occur in terms of contracting and negotiating 

with this venue. The location of the gala had a two-fold beneficial draw for the Zoo. In one sense, the 

overall location was ideal, and there was a vision in which the room had great potential to be transformed 

into a jungle-esque environment. The cocktail hour would take place on the balcony looking down upon 



the numerous vibrant shades of green that would make guests feel as though they were actually in the 

midst of a gorilla habitat. The main event would then take place on the bottom floor of the grand 

ballroom, where guests would actually feel as though they were walking amongst the great apes. The 

vision sought after included an immense variety of live trees, shrubbery and plants that would enhance the 

smell of the atmosphere, with vines hanging from ceiling to ceiling capturing the true feel of a canopied 

jungle. Lighting would be quite intricate with green and yellow colors lining every inch of the room, 

creating the sense that those attending were actually outdoors.  

The other main draw of the location for the Zoo was the fact that the Bellevue had an exclusive 

partnership with an on-site cater, making logistics coordination and planning slightly easier in terms of 

available equipment, utilities, time constraints, service styles, and overall catering ideas. Not only was the 

caterer and staff familiar with the space, but they were also able to provided recommendations for the 

type of food/beverages/ hor d'oeuvres/desserts that would best fit the design and be in line with the overall 

event vision, as well as effectively serve and provide effectively for the amount of guests that were to 

attend the gala. An upscale, plated dinner would be served, attracting vegetarians and meat lovers alike, 

with a variety of different “jungle” juices and banana cocktails as the drinks of choice. Securing the 

venue, as well as determining the menu selections served as two integral steps in the design of the overall 

event.  

Once the vision was intact, and the venue and food selections were secured, it was time to 

research vendors that would be able to enhance the event design, providing décor enhancements, A/V, 

lighting, live vegetation, tables and chairs, place settings, linens and napkins, as well as centerpiece 

arrangements. The Zoo has already established preferred vendors who have been assisting with events for 

several years. For certain aspects of event contribution, price comparisons were conducted, but ultimately 

the decision to go with certain vendors proved to be rather easy and simplistic. Therefore, the vendor 

selection was not nearly as tedious or time consuming as for other types of events planned through the 



Zoo. Below details the vendors used, what they would contribute to the gala, as well as why they were 

chosen:  

 

Vendor: Contribution to the GCG: Reasoning: 

LOCATION: 

The Bellevue 

Food/beverage 

Hotel accommodations 

Parking 

 

Venue location; business 
partnership 

 

 

AUDIO/VISUAL: 

Advanced Staging Productions Audio, lighting, rigging, 
power, staging, Video 

Preferred vendor 

7-31 Productions Video Footage 
Best price compared to 

competitors 

Simon Jon Photography Photographer Preferred vendor 

East Coast Prompters Teleprompter, operator Preferred vendor 

Left Hand Creative Gala video production Preferred vendor 

DÉCOR/EVENT ENHANCEMENTS: 

Pencora Décor for ballroom Preferred vendor 

Shemin Nurseries Trees/plants to enhance décor 
Best price compared to 

competitors 

Orrefors Kosta Boda Etching for awards for 
awardees 

Best price compared to 
competitors 

Party Rental Ltd. Tables, delivery Preferred vendor 

Select Rentals Chiavari Chairs Preferred vendor 



Tabletop Fashions Napkins, linens Preferred vendor 

ANRO Inc. 
Program books, save-the-date 
postcards, invitations, postage Preferred vendor 

Berry & Homer Event signage, step and repeat Best price compared to 
competitors 

Whole-sale Tropical Flowers Flowers for décor 
Best price compared to 

competitors 

Cut Flower Exchange Flowers for centerpieces Preferred vendor 

Koyal Wholesale Charger plates 
Best price compared to 

competitors 

American Merchandise 
Resource Inc. 

Centerpieces Preferred vendor 

 

A majority of the vendors used to assist in the enhancement in the planning of the Gala, whether 

A/V or décor related, were suppliers that have been used in the past for a multitude of different events 

hosted by the Philadelphia Zoo. The choice was simple in opting to utilize these vendors due to the 

business relationships that have been established in the past, plus the familiarity in working with Zoo 

staff. Once the location, caterer, and vendors were selected, it was time to logistically plan for the on-site 

supervision of these parties in terms of the practices, policies, and procedures that would be established to 

ensure an overall success. As stated, the “ability to work with vendors to satisfy the needs of your guests 

will ultimately help determine the level of success you achieve as the events leader.” 1Thus, the vendor 

selection process is critical in terms of selecting those parties who can imagine the same vision in the 

planning of the event. Once the vendors were officially contracted, coordination began in planning the 

production schedule. 

(Refer to Appendix A Staffing Confirmation for the Vendor Production Schedule) 

 

IX. Risk management and Safety  



  Any client contracted to hold an event at the Philadelphia Zoo must submit a certificate of 

liability insurance before the occasion takes place. This document explicitly states that the Zoological 

Society of Philadelphia is additional insured on the lessee’s General Liability policy on a primary and 

non-contributory basis. Once clients sign a contract detailing the terms and conditions, they are required 

to provide a certificate of insurance no less than 30 days prior to the event date. This is a crucial step in 

the planning process, not only because of the nature of the environment at the Zoo, but also because “as 

the number of professionally managed events has increased, so has the concern for risk management and 

other legal and ethical issues.” 1 With a unique venue that is home to over 1,300 species of wild animals, it 

is absolutely essential that the Zoo ensures that the safety and well-being of the animals, as well as the 

safety and well-being of all guests, especially while attending a private event. The GCG is one of the most 

unique events that the Philadelphia Zoo hosts due to the fact that it is held at an outside venue. Because 

the GCG was held at an outside location, the Zoo was required to provide the Bellevue with a certificate 

of liability insurance. The Zoo being a non-profit, private organization had to look into many elements to 

ensure compliance with existing laws and regulations, in order to protect legal interests, ensure the safety 

and security of the stakeholders, protect the financial investment in the GCG, and abide by ethical 

practices.  

 In preparation for the fifth GCG, it was critical to audit past galas to carefully identify the licenses 

and customary permits that were required previously. It was also important to follow a strict timeline due 

to the fact that permitting and licensing can potentially require weeks, even months to process, in order to 

avoid any penalties or fines. It is also important to note that all parties must coincide and have a clear 

understanding of the conditions, terms, and other factors that govern the event at hand, ultimately with the 

goal to provide a safe and ethical environment where the event will take place. Though the venue fee was 

waived for the Bellevue, the Philadelphia Zoo had to sign a contract detailing all terms and conditions, as 

well as all elements that would go into the planning of the Gala. Another major contract that had to be 

reviewed and signed was the catering for the event. These were the two biggest contracts that the Zoo 



would have to sign, so they had to go through the review of the legal department. Once approved on all 

ends, the contracts were signed, and the planning of the gala officially began. Other minor contracts were 

between the Zoo and any outside vendors who would be providing supplemental elements to the Gala, 

like A/V, décor enhancements, and live trees and shrubbery.  

 In an effort to generate greater revenue for the 2015 GCG, proactive measures were taken 

revolving around legal, ethical and risk management precautionary planning. Numerous factors were 

evaluated in order to responsibly “construct a safe, secure environment and sustaining it during the course 

of the event.”1 These factors also helped reduce the risk of unforeseen financial impacts that could 

potentially be hazardous to the overall bottom line. The first place to start in the risk assessment process 

was to organize a meeting with all key event stakeholders to run through the list of potential risks 

associated with holding the GCG at the Bellevue. The following is a list of all those parties required to 

attend this meeting, with at least one representative from each department: 

o Animal Handlers 
o Audio/visual Contractor 
o Bellevue Venue Manager 
o Bellevue Safety Director 
o Catering Manger 
o Décor Specialist  
o Electrician 
o Food and Beverage manager 
o Hotel Security Director 
o Lighting Contractor 
o Public Relations Manage 
o Zoo Department mangers (Animal, Development, Marketing, etc.)  
o Zoo Public Safety Manager  

 

 Once all of the participants were identified, a date and time was scheduled in which all involved 

would be available to meet to discuss the proper precautionary risk associated with this event. All 

members were required to conduct prep work prior to the meeting to generate a comprehensive list of 

risks associated with their particular responsibilities relating to potential injuries, loss of property, life and 

other risks. An agenda was then created and sent to each participant to make sure all relevant points of the 



meeting were accounted for and discussed. The Director of Events was the meeting facilitator, and it was 

set to take place at the Philadelphia Zoo. Multiple discussions were addressed revolving around how to 

reduce, control, transfer or eliminate all potential risks that have been previously determined. It was also 

necessary to create cross-disciplinary tasks force in order to have multiple viewpoints address the risks at 

hand, all in an effort to leverage any potential financial impacts posed on the night of the gala.  

 There are several principles of risk management that can be applied to any and all types of events, 

depending on the nature of the event at hand. The ART (avoidance, reduction, transference) principles of 

risk are necessary in the risk management and safety planning for special events. The risk avoidance 

technique revolves around the elimination of risk by completely avoiding an activity that could result in 

potential risk. This is not always the most practical method to utilize in the sense that it forgoes potential 

gains for investments.  The risk reduction aspect entails mitigating risk by reducing the extent or 

possibility of a loss. This is done by limiting the overall amount of risky activity or increasing precautions 

prior to the event at hand. This technique takes place by employing the risk reduction by the safety in 

numbers approach in which a large number of people share the risk, that is, all stakeholders. Thus, the less 

severe the shared effects among parties will be ultimately, specifically speaking between the Zoo and the 

Bellevue. The risk transfer method insures against risk by actually buying an insurance policy. In turn, the 

risk is transferred to a third party entity, more times than not an insurance company, in which all financial 

risk ultimately falls upon this company. This method is also just like risk sharing, in which parties assume 

a smaller amount of risk by transferring and sharing the remainder of the risk with others. The best 

method to utilize for the 2015 GCG was the risk reduction method in which any risk resulting from the 

gala would be shared among all parties involved—the Zoo, the Bellevue, etc.  

 The next step in the risk management and safety considerations for the gala was to obtain 

appropriate insurance, especially with an event that is more complex and poses greater risk, which in turn 

will require the Zoo to have higher limits of insurance. Because the Zoo has planned this particular event 

in the past, an insurance broker, as well as the amount of coverage has already been determined revolving 



around the type of insurance products that are required for the gala. The Zoo in general pays an annual 

premium, the comprehensive general liability insurance, which provides coverage for a variety of 

different risks. This is applied to any and all events that are held within Zoo grounds. The gala, however, 

is a unique event for the Zoo, thus additional insurance coverage is paid on a per-gala basis. The 

insurance products associated strictly with the GCG are depicted in the list below:  

Insurance Products for the Global Conservation Gala 
Business interruption Flood 
Cancellation Health 
Comprehensive General Liability Key Person 
Disability Nonappearance 
Earthquake, Hurricane, rain Officers 
Errors and omissions Terrorism 
Fire Workers’ Compensation 

 

The Zoo named the Bellevue as an additional insured which if for any reason there was an 

incident during the gala, the insurance policy will cover claims against the Bellevue. The insurance policy 

also lists those exclusions that are not included in coverage, as well as the preexisting coverage terms and 

conditions that have already been established from past GCG’s. For the nature of this event, the events 

director also took the role as the risk manager. The risk management meetings that were called to order 

helped in identifying and managing all potential risks, demonstrating that the organization has met the 

minimum duty and standard of care in an effort to enhance the safety and security of all event 

stakeholders with the appropriate amount of insurance coverage.  

X. Process for Continual Professional Development 

 For every event that is planned by the Events department at the Philadelphia Zoo, an event 

summary analysis is required to be conducted post event as a proper means for post-event evaluation. 

Similar to the last component of the planned event process—evaluation—the event summary analysis was 

designed to ask the following questions: “what it is we wish to evaluate, and how will we best accomplish 



this?” 1 This analysis is used as a guide to showcase what did or did not work well, what positives or 

negatives were taken from the event, what could be done in the future to improve the planning process for 

this particular event, and what impact the event had on stakeholders, among numerous other factors of 

consideration.  

As noted in the article Measuring the Value of Events and meetings through ROI and ROO, “most 

organizations are now recognizing the value of building relationships with their key constituents through a 

variety of events.”6 The Philadelphia Zoo has successfully recognized the need to sustain relationships with 

sponsors, donors, and other clients who strive to foster the conservation mission—hence the establishment 

of the Global Conservation Gala. Showcased through the Zoo’s biggest event planned each year, the GCG 

serves as a means to recognize and congratulate those who have made a difference in an effort to promote 

the Zoo’s core mission. After the event summary analysis was conducted for the 2014 GCG, it was 

concluded that not only was this the biggest turnout with 445 guests, but also the highest revenue generating 

event ever held through the Zoo at a whopping $680,000. To date, this has been the most successfully 

organized and executed Gala for the Philadelphia Zoo.  

The opportunity to play a large role as the support staff for such an event like the GCG has given 

me exposure into the realm of planning extremely meaningful and impactful events. Event planning is my 

true passion in life, and every day when I wake knowing that I am in the midst of planning and successfully 

executing events that leave memorable impressions, it is another day waking up with the biggest smile of 

happiness on my face. Though my career in the event planning industry is just under two years old, it has 

been an extremely valuable experience thus far, and I have learned a tremendous amount of knowledge that 

will assist me in my future ventures.  

My experience at the Zoo has provided a plethora of learning opportunities that have ultimately 

supplemented my future aspirations. My self-awareness has become ever more prevalent, and I have a 

better understanding of where my strengths and weaknesses reside. I am an extremely outgoing business 

professional with strong leadership and people skills. My experiences thus far have crafted my excellent 



written and verbal communication, as well as interpersonal and organizational skills. The following 

illustrates my short-term professional development goals for the next year as a planner at the Zoo:                         

 
Productivity Goals 

1) Manage time efficiently in the planning process 
of events—better streamlining of the planning 
process; sometimes my attention to detail prohibits 
me from reaching maximum productivity  
2) Strive to complete more work in the same 
amount of time it has taken me in the past  
3) Book at least one Wedding within the next year! 
4) Book at least one corporate event per month                                                            

 
 
 

Efficiency Goals 
 
 
 

5) Continue to use my attention to detail to my 
advantage; continue to do so with the same accuracy 
and consistent quality  
6) Keep the time spent with new calls inquiries to a 
minimum based on the probability of the client 
actually booking an event  
7) Interact more strategically with potential clients 
to gauge their needs, and level of interest in actually 
booking an event  

Educational Goals 
 

 
Educational Goals 

8) Become more knowledgeable with the Zoo’s 
conservation efforts, and incorporate those goals 
and values in planning my events    
9)Become pro-active in supporting greener efforts, 
not only in pre-planning phases, but on-site as 
events are taking place 
 

Personal Development Goals 

10) Continue to enhance my leadership skills by 
effectively empowering staff working for my 
events-properly preparing them prior to events, etc. 
11)Streamline to process for hiring seasonal interns; 
making their experience at the Zoo worthwhile 
12) Go above and beyond what is expected of me 
during a normal 40 hour work week. Jump on the 
opportunity to help and lend a helping hand as much 
as possible, not only in the events department, but 
with other internal Zoo departments  

  
My time at the Zoo alone has given me extensive knowledge of event management in a non-profit 

environment. To this day, I have had the wonderful opportunity of fully executing over 120 different types 

of special events, from birthday celebration and Weddings, to corporate meetings and picnics, all ranging 

from 50-750 attendees. These short-term goals signify my aspirations in not only cultivating a successful 

year, but also enhancing my abilities as a business professional.  



In an effort to build upon future learning opportunities, the Temple University Event Leadership 

Executive Certificate Program has provided practical learning experiences within the events industry based 

on course requirements and externship experiences. Thus far, the ELECP has laid down the foundation of 

event management, and has assisted in giving me a better understanding of the nuts and bolts within this 

industry. Ultimately, I wish to find my true niche in the realm of event management/planning, ultimately 

building upon a career that enhances my individual and professional self. This is portrayed in my ten-year 

plan for professional development listed below:  

Year 1 

-1st year in the events industry at the Zoo with focus on special events 

- Planned 14 corporate events and 55 social events ranging from 35-150 people 

-Received MBA from Saint Joseph’s University with concentration in International 
Marketing  

-Completed the ELECP at Temple University, May 2015 

-Started at entry level salary 

Year 2 
- Continue career at Zoo to build upon professional skills; Plan at least 50 events 
throughout the course of the year. (Currently at 39 events ranging from 50-750 
people) 

Year 3 

- Start a new position elsewhere that delves into event area’s I have yet to have 
professional experience in, (working strictly as a meeting planner/working for 
DMC, hotel/hospitality industry, etc.) 

-Managerial role with increased compensation 

Year 4 - Study and prepare for the CMP Exam.  

Year 5 - Complete CMP to be recognized as an industry professional. 

Year 6 

- Depending on career status, potentially look into other job offerings to expand my 
background.  

-Senior level role with increased compensation 

Year 7 - Plan events on a large-scale basis, as in 500+ people. 

Year 8 - Continue building upon my skills and gaining experience  



 

 Event planning is my passion in life, and nothing makes me happier than to see satisfied clients 

who have just experienced a memorable occasion. Because this is my passion, it doesn't feel as though it 

is work. Yes at times it may be stressful, but at the end of the day it is all worth it and gives me a sense of 

purpose in life. I am beyond thrilled to build upon my professional skills, and I am truly looking forward 

to what the future has in store for me within the events industry. The Zoo has thus far enhanced my 

understanding of the industry, and I have learned many valuable life lessons. At times, my work/life 

balance may become difficult, especially when juggling personal life events with those work events that 

are important to others. Some holidays will be spent working, as opposed to being with family members, 

but this is something I am willing to sacrifice because it is what I truly love to do. I was raised by a very 

loving and supportive family, who is all for me bettering my professional character, and they will 

continue to support my decisions and be understanding that work sometimes will take precedence. The 

GCG at the Philly Zoo has been an eye-opening experience, and I cannot wait for the day when I am in 

charge of producing such a grand event as the Global Conservation Gala, an event with such purpose and 

meaning to many, creating such a memorable experience that will last a lifetime. 

  

Year 9 - Become director of events at my current organization 

Year 10+ 
- Start my on business utilizing my experience, professional skills, MBA, ELECP 
and CMP. 
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Introductions
Who Am I?

Who Are You?

Why Are We here?



Course Objectives
 Provide a working knowledge of a business plan 

– the roadmap for success.
 Understand the strategic planning process
 Develop an understanding of the leadership 

necessary to manage an organization.
 Highlight budgeting and finance elements –

P&L, cash flow, balance sheet.
 Understand the business aspects of the event 

and its importance to a community.



THE EVENT 
MANAGEMENT GOSPEL 

ACCORDING TO IRA, 
CHAPTER ONE VERSES 1-6

DON’T LET THIS HAPPEN 
TO YOU!!



In the beginning was the Plan. 
And then came the Assumptions. 
And the Assumptions were without form. 

And the Plan was without substance.



And darkness was upon the face of the Workers. 
And they spoke among themselves, saying, 
"It is a crock of s----, and it stinks." 

And the Workers went unto their Supervisors and said, 
"It is a pail of dung, and we can't live with the smell. 



And the Supervisors went unto their Managers, saying, 
"It is the container of the excrements, and it is very strong, 
such that none may abide by it." 

And the Managers went unto their Directors, saying, 
"It is a vessel of fertilizer, and none may abide its strength.”

And the Directors spoke among themselves, saying to one 
another, "It promotes growth, and it is very powerful," and 
they went to the Vice Presidents. 



And the Vice Presidents went to the President, saying unto 
him, 
"This new plan will actively promote the growth and vigor 
of the company - with very powerful effects." 

And the President looked upon the Plan and saw that it was 
good. 



And Behold…
The Plan became Policy. 
That is how S--- happens.



“Building a foundation to support and execute 
unique special events is like building an entirely 
new company or introducing a new brand.  It 
starts with creating a product (event) to meet the 
wants and needs of potential customers 
(participants, audience, sponsors).  The costs of 
designing, fabricating and bringing the product to 
market must be identified, the expected revenue 
projected and the final financial results forecast.  
Human resources must be organized and applied 
to create and sell the product, and modifications 
to the product must be considered after it is 
introduced and consumers provide feedback.” 

Frank Supovitz; “The Sports Event Management and 
Marketing Playbook.”



WHO IS PAUL ERDOS AND WHY 
IS HE LOOKING AT ME?



GRAPH THEORY or …..

Six Degrees of Separation



The Mayor And I



Me, you and the Mayor of 
Yichang, China

YOU 

ME

MAYOR



Professionalism in the Events/Festival 
Industry

How are we perceived by the businesses 
and people in our communities?
Why???



THE CURSE OF ACADEMIC 
CREDENTIALS



THE CURSE OF 
FUN



THE CURSE OF 
VOLUNTEERISM



What do you 
do all year?

What’s your “real” job?

It must be great to have a job 
that’s all 

fun and games.



Systematic Processes
 The Five Phase

Event Development 
Process

1
Research

5
Evaluation

2
Design

3
Planning

4  
Coordination



The Event Planning  System
Process
Solution
Sustainable Outcome



Systems Theory
 Based on the premise that by adhering to a defined 

process a variety of individuals, working 
independently, can follow similar paths and achieve 
similar results

 This theory involves three stages; input, process, and 
output

 This theory allows programmers to have an idea of 
the outcome of certain programs before they are 
actually implemented



Systems Theory
INPUT

PROCESS

OUTPUT



Terminology
Goals
Objectives
Strategies



The Outcomes Strategy
Strategic processes drive solutions
Strategic solutions drive outcomes
Strategic outcomes drive sustainability



The Business Plan

 A business plan precisely defines 
your business, including a well 
thought out mission and vision, 
identifies your goals, and serves as 
your organization’s resume. 



Why do a Business Plan?
 To define and direct any needed change
 To guide growth
 To manage priorities
 To assess staffing/volunteer needs
 To assign responsibilities
 To track progress
 To clarify allocation of  resources



Business Plan Key Questions
1. Why or for whom does your organization and/or 

event exist?
2. Who are the potential customers and/or 

stakeholders for your event and why will they 
attend/purchase?

3. What is the leadership structure and how do I 
structure my human resource needs?

4. Where will you obtain the financial resources to 
manage your organization effectively?

5. How do I engage my community and keep my 
event growing through the use of creativity?



1.  Why or for whom does your organization 
and/or event exist?

Business Plan Key Questions



 A mission statement defines in a paragraph or 
so any entity's reason for existence. 
 It embodies its philosophies, goals and ambitions. 
 Any entity that attempts to operate without a 

mission statement runs the risk of wandering 
through the world without having the ability to 
verify that it is on its intended course.

Develop A Mission 
Statement



 Your mission statement must be future oriented and 
portray your organization as it will be, as if it already 
exists. 

 Your mission statement must focus on one common 
purpose. 

 Your mission statement must be specific to the 
organization, not generic. 

 Your mission statement must be a short statement, 
not more than one or two sentences.

Mission Statement, cont.



Example: Detroit International 
River Days

Detroit International River Days will welcome residents 
and visitors to the new and renewed Riverfront.  It 
will introduce the site as a community gathering 
space, enable key corporate supporters to showcase 
their products and facilities, reinvigorate existing 
events and present new and exciting free or low-cost, 
public events.



Example: The Gettysburg Festival
 “The Gettysburg Festival Inc. is a non-profit cultural 

arts festival showcasing American art forms. This 
cultural tourism initiative appeals to all ages by 
presenting world-class artists and performers, 
along with unique educational opportunities, 
against the historic backdrop of Gettysburg, 
Pennsylvania. The Festival further diversifies 
Gettysburg’s economic base through the vitality of 
arts and culture. Our vision is to become one of the 
premier cultural festivals in America. ”



Example: Entertainment On 
Location

To provide a full range of event production and 
consulting services to a diverse international 
clientele in a  professional, creative and cost-
effective manner.



Develop a Vision Statement
Key Components for Your Vision

 Your vision is based upon your beliefs. 
 Your beliefs must meet your organizational goals as well 

as community goals. 
 Your beliefs are a statement of your values. 
 Your beliefs are a public/visible declaration of your 

expected outcomes. 
 Your beliefs must be precise and practical. 
 Your beliefs will guide the actions of all involved. 
 Your beliefs reflect the knowledge, philosophy, and 

actions of all. 
 Your beliefs are a key component of strategic planning. 



Visioning Process
 When you begin the process of strategic planning, 

visioning comes next. When visioning the change, 
ask yourself, "What is our preferred future?" and be 
sure to: 
 Draw on the beliefs, mission, and environment of 

the organization. 
 Describe what you want to see in the future. 
 Be specific to each organization. 
 Be positive and inspiring. 
 Do not assume that the system will have the same 

framework as it does today. 
 Be open to dramatic modifications to current 

organization, methodology, teaching techniques, 
facilities, etc. 



Benefits of Visioning
 The process and outcomes of visioning may seem 

vague and superfluous. The long-term benefits are 
substantial, however. 

 Breaks you out of boundary thinking. 
 Provides continuity and avoids the stutter effect of 

planning fits and starts. 
 Identifies direction and purpose. 
 Alerts stakeholders to needed change. 
 Promotes interest and commitment. 
 Promotes laser-like focus. 
 Encourages openness to unique and creative 

solutions. 
 Encourages and builds confidence. 
 Builds loyalty through involvement (ownership). 
 Results in efficiency and productivity.



Vision “Killers”
 As you engage in the visioning process, be alert 

to the following vision killers:
 Tradition 
 Fear of ridicule 
 Stereotypes of people, conditions, roles and 

governing councils 
 Complacency of some stakeholders 
 Fatigued leaders 
 Short-term thinking 
 "Naysayers" 



Philadelphia Department of Parks and Recreation 
MISSION and VISION 

 Mission
 The Philadelphia Department of Parks and Recreation promotes 

the wellbeing of the City, its citizens and visitors, by offering 
beautiful natural landscapes and parks, historically significant 
resources, high quality recreation centers and athletic programs, 
along with enriching cultural and environmental programs.  

 Vision
 The Philadelphia Department of Parks and Recreation will be the 

nation’s premier park and recreation system by connecting the 
department to the City and region’s environmental, economic, 
social, cultural, historic and physical health through programs, 
practices and policies.



Remember…
 The broader the involvement in the process, the 

better the result. 
 Think about engaging someone from outside the 

organization to help with the process in order to 
obtain an unbiased view of your organization.

 Define reality.  Nothing can be done, success cannot 
be achieved until you deal directly with reality.

 Too many times boards believe their own rhetoric, 
when in fact reality is quite different.

 Don’t let the Vision Killers take you down! 
 https://www.youtube.com/watch?v=6PIzuwBCd_A

https://www.youtube.com/watch?v=6PIzuwBCd_A


2. Who are your potential customers and/or 
stakeholders?

 USO: Understanding Stakeholders 
Objectives

 Customers:
 Who do you want to reach?
 What do you want to know about 

them?

Business Plan Key Questions



Who do you want to reach?
 Who is the best target audience for our 

mission/goals? 
 Who will best help us achieve our goals? 
 What demographic groups are we trying to 

reach? 



What do you want to know about them?
 What do we know about the best ways to reach 

them?
 Income
 Likes, dislikes
 Demographics

 Focus groups



What do you need to know 
about yourself?

Mission
Vision
Name/Brand



The Naming Process/Organizational 
Branding



http://www2.kelloggs.com/Product/ProductDetail.aspx?brand=154&product=450&cat=cereal
http://www2.kelloggs.com/Product/ProductDetail.aspx?brand=154&product=450&cat=cereal


FROSTED 
FLAKES



The Naming Process/Organizational 
Branding
Critical for new/re-visioned events

Include a motto/slogan?

Include a description?



Tag Lines
World Class Event Production and 

Consulting since 1989
Culture Doesn’t Happen Overnight
The Largest Free Concert in 

America



Product: Brand:

Exists in Consumer’s 
Head

Exists in Reality

Based on associations; 
makes you feel something

Based on something tangible; 
it’s bigger, stronger, longer 
lasting

Simplifies choice; let’s 
go to McDonald’s

Expands choice; where do you 
want to go for lunch?

Differentiates: I want an I-
Phone

Products can be identical: I 
want a cell phone

Products vs. Brands



Branding - Summary
 https://www.youtube.com/watch?v=By9m3UBiRZM

https://www.youtube.com/watch?v=By9m3UBiRZM


A Look At A Very Successful Brand

https://www.youtube.com/watch?v=HkWRF23pj6M

https://www.youtube.com/watch?v=HkWRF23pj6M


Exercise 1
Your organization has been given the responsibility of 

developing a free  event to celebrate the 100th

anniversary of the founding of your community.  It is 
to take place one year from today.

1. Define your “community,” demographics, size, 
ethnicity, etc.

2. What is your mission?

3. What is your vision?

4. What is your name?



Strategic Planning
 Strategic Planning is a method for positioning an 

organization to take advantage of its future by:
 Capitalizing on its opportunities 
 Addressing its challenges 
 Providing the kind of leadership that masters change 

 A strategic planning process incorporates an in-depth 
planning model that takes place over time with 
community involvement.



 Can provide tools to effectively build the capacity for 
ongoing change into your event’s regular operations. 
 Creating or Refining A Vision 
 Taking stock, internally and externally
 Setting goals and objectives
 The Communication Plan

The Strategic Planning 
Process



Business Plan vs. Strategic Plan
 Business plans are a management/operational tool
 Strategic plans are a leadership tool
 It is key that you understand the differences between 

leadership and management



Leaders versus Managers
 Leaders create and direct the vision
 Leaders focus on the intangible qualities of the corporate 

culture, its people and their place in the industry and the 
world

 Managers maintain the process that supports and furthers 
the vision

 Managers focus on tangible skill sets, procedures and 
processes to harness the vision and make it work within the 
organizational boundaries and the industry it supports



Leadership

Leadership Skills
 Strategic planning
 Cultivating business development
 Controlling financial operations
 Standardizing systems and procedures
 Facilitating human resources
 Creating the Event
 Orchestrating the Event
 Pursuing professional development



Management 
Management Skills
 Administration
 Coordination
Marketing
 Legal, ethical, risk management



Leadership Styles
Democratic

Autocratic

Laissez-Faire



23 Traits of Great Leaders
 1. Honesty 13. Celebration
 2. Focus 14. Humility
 3. Passion 15. Empowerment
 4. Respect 16. Collaboration
 5. Persuasiveness 17. Communication
 6. Confidence 18. Fearlessness
 7. Clarity 19. Genuineness
 8. Care 20. Effective use of team strengths
 9. Integrity 21. Transitions
 10. Compassion 22. Supportiveness
 11. Shared Vision 23. Self-awareness
 12. Engagement



Leadership Checklist
 1. Self Awareness

 Realistic Self Confidence
 Emotional Insight

 2. Self Management
 Resilience
 Emotional balance
 Self motivation



Leadership Checklist
 3. Empathy

 Cognitive and emotional empathy
 Good listening

 4. Relationship skills
 Compelling communication
 Team playing

“Leadership: The Power of Emotional Intelligence,” Daniel Goleman



What does a strategic plan do?
 It enables you to define your organization

 It enables you to communicate goals

 It enables you to develop a sense of “ownership”

 It enables you to measure success or failure

 It helps build strong teams

 It provides a framework for problem solving



Steps in Strategic Planning

•Develop a committee

•Develop and/or review your 
mission statement, vision 
statement and values 
statement



•Strengths

•Weaknesses

•Opportunities

•Threats

Build on

Resolve
Exploit

Avoid

Conduct internal and 
external reviews

Questionnaires
Interviews
Focus groups



Lancaster – Mayors Office Of Special 
Events (MOOSE)

 Strengths:
 MOOSE is important to the community
 Staff does a great job with limited resources
 Celebrate Lancaster and Holidays in Lancaster are strong and important events
 MOOSE helps create a sense of community
 Events are well managed
 MOOSE is a great resource to the community
 Weaknesses:
 Weak definition of Board’s role
 Structural disconnect (city agency, yet 501c3 organization)
 Marketing/branding confusion
 Lack of cultural diversity
 Perception in county
 Lack of statistics as to economic impact and event attendance
 Not really certain what the public actually wants, needs or expects
 Some events are not well attended



Lancaster – Mayors Office Of 
Special Events (MOOSE)

 Opportunities:
 Increased role in acting as community resource
 Partnership opportunities with other organizations
 Growing alternative revenue streams
 Growing and diversifying the role of the Board
 Threats:
 Change in Mayoral leadership and philosophical direction.
 Decrease in sponsorship
 Customers become tired of the same events
 Overutilization of existing staff resources could create potential 

dissatisfaction.



Identify strategic 
issues, establish 
goals/objectives and 
develop strategies

Specific

Measurable

Attainable

Realistic

Timely



Strategic Issue: 
We need to generate more income

Goal: Secure additional sponsorship 
revenue



SMART Goal: Secure 
additional sponsorship 
revenue by having the 
Board’s sponsorship 
committee do the 
following:

Secure 65% renewals from 2016 
by July 1, 2016

Generate 25% new sponsorship 
revenues by December 1, 2016



•Adjust operating budgets based 
on strategic plan

•Develop and implement evaluation 
plan

•Communicate plan



Exercise 2
 Your organization has a mission, a vision and a name
 Based on this identify the 5 first things your 

organization will need to do and assign a time frame, 
following the SMART model.  



3. How will your leadership be structured?
How will you manage your Human 

Resources?

“Teams succeed where individuals fail” Coach 
Grant Higgison, Bridgewater College

Business Plan Key Questions



KEY HUMAN RESOURCES 
FUNCTIONS

Recruit
Hire
Train
Reward
Retain



Hire the Right Person for the 
Right Job.

 Match the work ethic with the work environment.
 Alignment with the culture is critical to time 

management.
 Define the role and scope of each job.
 Internal training.
 Delegation.



Establish Job Descriptions.
 Define the role and scope for each position
 Identify observable skills
 List and prioritize broad duties and specific tasks
 Appoint supervisory personnel for each position
 To whom does the position report?



Promote a Diverse Workforce for the 
21st Century.
 Age
 Culture
 Gender
 Ideas
 Ideologies
 Perspective
 Race
 Religious/Spiritual 

beliefs
 Sexual orientation



Manage Recruiting Programs for 
Volunteers and Staff

 Determine volunteer and staff labor requirements 
(experience, skills, and time requirements)

 Examine and abide by all labor laws (i.e. full, part 
time, independent contractor, and volunteer)

 Develop systems/networks for recruiting large 
numbers of staff and volunteers quickly and 
effectively



Independent Contractor 
Determining Factors

Behavioral Control
Type of Relationship
Financial



Conduct Orientation Programs
 Audit and identify all needs for orientation programs
 Examine comparable programs and adapt their plans to 

your needs
 Develop curriculum
 Determine the best learning system
 Determine accurate assessment schemes
 Establish timeframe for training



Establish Ethical Expectations.
 Identify ethical standards that are customary in 

your field (IAAPA, IFEA, ISES, MPI, etc.) 
www.ifea.com

 Discuss typical ethical issues/challenges and 
possible solutions

 Develop a process for identifying, remedying, and 
learning from ethical missteps

http://www.ifea.com/


Ethical Considerations
Moral: Right vs. Wrong; personal 

decisions and consequences
Legal: Laws are enacted by public 

bodies; third party decisions
Ethics: Principles of conduct governing 

individuals or groups;  personal and 
third party.



Typical Ethical Event Issues 
 When does a gift become a bribe?
 When can you take credit for the work?
 Can you take customers with you?



Ethical Activity
 $100,000 event on stage of opera house.
One hour before event, local coordinator 

tells you to bring $500 cash for police, 
fire, and health department to reward 
them for good performance.

What would you do? Pay, not pay, 
something else?



Conclusions
 The effective facilitation of all human resources is 

one of the most important duties and tasks of the 
event leader.

 Communication with event staff, volunteers, 
vendors and service contractors drives the final 
performance outcomes of your event.



 Profit and Loss Statement
 Expenses
 Revenue

 Cash Flow
 Cash is King!

 Balance Sheet
 In times of trouble

4. Where will you obtain the financial resources 
to manage your organization effectively?

Business Plan Key Questions 



Effective Expense Budgeting
 How does this expense generate revenue?

 Advertising and marketing
 Improving product sales
 Cost of sponsorship sales
 Entertainment expenses
 Art expenses



Effective Expense Budgeting
 How does this expense improve the customer 

experience?
 Design and décor
 Entertainment
 Adequate facilities
 Security and safety



Effective Expense Budgeting
 How does this expense improve sponsors’ 

ROI/ROO?
 Advertising and marketing
 Attendees
 Hospitality



Effective Expense Budgeting
 Overhead expenses

 Staff, rent
 Challenge everything on an annual basis

 History of expenses (past five years)
 New priorities and challenges

 Environment, E-coli



Revenues

 Advance Revenues
 Sponsorships and Grants
 Booth fees and guarantees that come in prior to the 

festival, regardless of outcome
 “Friends of the Festival” type program
 Advance ticket sales
 Advance merchandise sales

 Event-related Revenues
 Day of ticket sales
 Food and beverage sales
 Novelty and merchandise sales



Effective Revenue Budgeting
 Budget revenues conservatively

 Project flat revenues for on-site sales (as compared to 
previous years’ Actuals).

 Budget new programs at modest levels.
 Project modest sponsorship increases.

 Long-term agreements help minimize your surprises.
 Set commitment date for following year immediately 

before or after current event dates.
 Work on relationships!



Look ahead; Look behind
 Keep a running P&L for at least the last five years.
 Plan your P&L for the next five years to coincide 

with strategic and business goals and objectives.
 Incorporate new elements, vision, paradigm shifts, 

technological advances.



Goal: Minimize Risk
 Try to get your advance revenues to the point where 

it will completely cover all of your hard overhead 
and event-related costs.
 Easier said than done
 Increase sponsorships
 Decrease expenses
 Add other revenue streams for advance income



Cash Flow Statement
 Money in…money out.

 Critical to plan in advance.
 Keep resources active and happy if suddenly you need 

to activate a line of credit.



Balance Sheet
 How much you have (Assets), less how much you 

owe (Liabilities) equals your organization’s financial 
health (or not).

 As long as there is a source of cash, the organization 
can continue to operate.
 At some point, loans must be repaid (or forgiven)
 Examples abound of companies losing money but 

continuing to operate
 Airlines



Balance Sheet

CartoonStock



Business Plan Key Questions 

5. How do I engage my community and 
keep my event growing through the use of 
creativity?



THE EVENT LIFE CYCLE:
Three Organizational Structures

At Risk
Functional
High Performing



COMPLACENCY:

A feeling of smug or uncritical 
satisfaction with oneself or one's 
achievements.

Creativity in Designing Your Event



Mission Statement
Vision Statement
Business Plan
Strategic Plan
Financial Plan
Operations Plan
Marketing Plan

START AT THE BEGINNING



 Revisit your event … know what you have and what you 
don’t.

• Have mystery shoppers at your event.
• Take your event apart piece by piece.
 Challenge everyone on your team to look at each 

element of your event.
 Ask questions.
 Be honest.

TAKE A HARD LOOK



What are you celebrating?
 Why are you having an event anyway?

Who is coming to your event?
What are your 

demographics/psychographics?
What do people say about your event?
What have you added, taken away, or 

changed this year…last year…or for next 
year?

Key Questions



 Making something from nothing or using 
something in an innovative or new way.

 Seeing opportunities in problems and other 
unique situations.

 Characteristics of creativity: curiosity, 
enthusiasm, persistence, imagination and 
knowing what ideas to pursue.

Creativity



 We’ve tried it before
 We’ve always done it this way
 There is one right answer
 You must be practical
 Making mistakes is wrong
 Play is frivolous
 That’s not my area/department/job
 Don’t be foolish
 I’m not creative

Blocks to Creativity



 Brainstorming
When should you use brainstorming
Who should be there
 Preparation
 Process
 Goal: 

Create a Repeatable Process for generating 
multiple ideas

Techniques for Encouraging Creative Thought



 Mental Imagery/Visualization
 Visualizing the program/event unfold; 

anticipate problems, special moments to 
focus on

 Unconscious Problem Solving
 Rely on unconscious mind to continue 

processing information in our long and short-
term memory.

Techniques for Encouraging Creative Thought 
Cont’d.



Search & Look for Ideas
IS THERE ANYTHING NEW 
OUT THERE?

Television, Movies, Theater

Read

Internet/Technology

Network

Understand Trends



 What other events are they sponsoring?
 What do they like to participate in?
 Are their employees coming to your event?
 How can you add value to their sponsorship?
 Activation

Talk To Your Sponsors



What A Great Idea

 Capture the imagination of the public and 
media.

 Make them giggle, laugh or shriek with 
delight.

 Give them an excuse to let down their hair, 
play like kids, & make fools of themselves.



 https://www.youtube.com/watch?v=UGF2bhoQWvk
 https://www.youtube.com/watch?v=eFuvnQ9L_Qo

Two Examples:
Philadelphia Flower Show

www.theflowershow.com

https://www.youtube.com/watch?v=UGF2bhoQWvk
https://www.youtube.com/watch?v=eFuvnQ9L_Qo
http://www.theflowershow.com/


 www.wawa.com

Two Examples:
Wawa

https://www.youtube.com/watch?v=Qyb
TcFgxBOs
http://6abc.com/food/large-lines-at-
independence-mall-for-wawa-hoagie-
day/823968/

http://www.wawa.com/
https://www.youtube.com/watch?v=QybTcFgxBOs
http://6abc.com/food/large-lines-at-independence-mall-for-wawa-hoagie-day/823968/


THE FINAL KEY – ENGAGING 
YOUR COMMUNITY

 Establish strategies to obtain and enhance community 
buy-in

 Adopt a year-round communications plan
 Seek new partnerships



Community Relations
 How you interact with and manage the various publics 

(stakeholders)  that are associated with and impacted 
by the operations of your organization



Assess Current Involvement
 How many volunteers do you utilize?
 How do you find and recruit volunteers?
 Do you have a year-round communication strategy?
 Is the planning process open or closed ended?



Measuring Involvement
 What percentage of your attendees are local residents?
 How many local organizations participate in your 

event?
 Who are your stakeholders?



Measuring Attitudes
 Surveys
 Focus groups
 Post event wrap-up
 Economic Impact
 Other impacts



Overcoming Negative Opinions
 Communicate year round
 Develop media partners
 Invite community participation
 Respond to concerns with your programming
 Others



Building Partnerships
 Determine who you need
 What are the advantages?
 Governmental organizations
 Business Sector
 Other organizations
 Schools



Keys for Successful Partnerships
 Understand the mutual benefits
 Look for win/win solutions
 Communicate, communicate, communicate
 Communicate more
 Recognize and thank



Ira L. Rosen; CFEE
 irosen@temple.edu
215-204-6126
908-618-0991



EVENT OPERATIONS 
and 

RISK MANAGEMENT

Ira L. Rosen; MA, CFEE



Class Agenda
 Student Introductions

 Teacher Background

 Event Operations

 Break

 Continue Event Operations

 Risk Management

 Questions/Discussion

 Dismissal 



Student Introductions

Brief background, current 
position

Why are you here?
What do you hope to take 

away?
I will consider this class a 

success if…



THE EVENT 
PRODUCTION 

WORLD IS 
UNLIMITED



“By failing to prepare, you are 
preparing to fail” 

Benjamin Franklin



HOW DO THEY DO THAT?











https://www.youtube.com/watch?v=hCkkKsZfTpA

https://www.youtube.com/watch?v=hCkkKsZfTpA








http://6abc.com/food/video-22nd-annual-wawa-hoagie-day/151211/

http://6abc.com/food/video-22nd-annual-wawa-hoagie-day/151211/




http://philadelphia.cbslocal.com/2016/04/22/ph
iladelphia-chinese-lantern-festival-officially-
opens/

http://philadelphia.cbslocal.com/2016/04/22/philadelphia-chinese-lantern-festival-officially-opens/


Systematic Process

The Five Steps 
in the Event 
Process

1
Research

2
Design

3
Planning

4  

Coordination

5
Evaluation



Planning vs. Operations: 
What’s the difference?

PLANNING    =    PRIOR TO

OPERATIONS =    DAY OF



Event Operations is like
building a house – we are general 
Contractors, but we must use 
Subcontractors

WHY??



Vendor Selection is Critical
•Choose experienced vendors in their 
specialized functions
•Choose vendors who work well 
together
•Don’t always choose lowest price
•Check them out by attending an event 
where they are working 



DEFINING THE EVENT

What is it?



Festival Definition

“A public celebration that conveys, 
through a kaleidoscope of 
activities, certain meanings to 
participants and spectators.”



Event Characteristics
 Example:

Characteristics of a Special 
Event/Parade/Festival/Fair:
 Open to the public
 Generate large crowds
 Requires extensive planning
 Contained in large public venues
 Planned with government entities
 Involve local businesses and communities
 Have historical/community roots



• Cultural Celebration

•Art/Entertainment

•Sporting Event

•Educational/Scientific

•Recreational

•Corporate/Political

DEFINING THE EVENT



Who?
When?
Where?
What?

DEFINING THE EVENT



Putting the Event Together

Components
Mission, Vision, Goals, Objectives
Plan 
Budget
Team members
Timeline
Flexibility/On site adjustments



Putting the Event Together

 Some of the many variables:

Weather and event temperature
Transportation and traffic 

logistics
Staff /Volunteer No Shows
Client whims and last minute 

changes
Union Labor issues



Event Bible
• Contains all documents

• Tablets are becoming popular to use

• Still need some paper copies

• Examples:

Site inspection forms

Contracts

Riders

Proposals

Schedules

Maps and Floor Plans



Sample Production Schedule Needs

- AV Contacts
- Entertainer Contacts
- Fire Marshal Phone Number
- Facility Contacts
- Load-in information
- Room/Location information
- Sound Check Time
- Key contacts for all subcontractors 



EXAMPLES

Floor Plans – From complex to simple

Timelines

Operations Manual



Exercise
 WHAT: You have been charged with creating a 

spectacular event  to kick off the grand opening of 
a 25,000 square foot conference center.
The space has 12 different rooms/areas that should 
be showcased in some way including  a 250 seat 
amphitheater.

 WHO:  Goal of 500-700 guests representing a cross 
section of customers, prospects,  industry friends. 

 WHEN: 6 months away

 WHY: To generate buzz and awareness of the new 
center and  show off space in the best possible light



Exercise 
 How will you put together an operational plan 

for this project?
 What types of vendors will you need?
 What are some of the operational challenges 

might you face?
 How will the evening flow?



CONTRACTS, RISK 
MANAGEMENT, CRISIS 
MANAGEMENT AND 

LIABILITY



Contracts

http://www.youtube.com/watch?v=6u8AgUXPpLM
Contracts are written agreements that protect both 
parties and clearly spell out specific responsibilities 

The four key parts of a legal agreement:
1. Capable Parties
2. Mutual Consent – Offer and Acceptance
3. Lawful Object
4. Consideration

http://www.youtube.com/watch?v=6u8AgUXPpLM


OTHER Key Contractual 
Components

Terms
Payment Options
Trademark/Intellectual Property 
obligations
Indemnification
Governing law
Notices
Arbitration
Signatures



CONTRACT EXAMPLES

Professional Services

Hotel Conference

Concert Rider



Resolving Contractual 
Disputes

1. Discussion
2. Mediation
3. Arbitration
4. Litigation



RISK 
MANAGEMENT 

VS. CRISIS 
MANAGEMENT



Defining and Managing Risk

 Identify Risk
Data collection
Risk Analysis
Risk Planning
Risk Control

Mitigation Risk 
Strategies
Avoidance
Acceptance
Reduction
Transfer



Known and Unknown Risks
• THREATS TO AN EVENT ARE CATEGORIZED AS 
KNOWN AND UNKNOWN RISKS
•KNOWN RISK EXAMPLES

- Protests
- Subcontractors on a Tight Schedule
- Not enough budget for full security

•UNKNOWN RISK EXAMPLES
- Weather
- Traffic Jams
- Utility Failures

•MITIGATE ALL RISK TYPES!



Risk Management
Licensing & Regulations

 Objective is to cut through the red tape
 Event producers must provide proof of general liability 

insurance and event insurance (per event)
 Obtain  all appropriate  licenses:

 Including Music License for copyrighted material
 Business and Alcohol License

 Adhere to city/town ordinances and standards:
 Curfews
 Noise levels
You need to know all of this in advance!



Risk Management - Vendor Selection
• KEY CONSIDERATIONS WHEN PICKING A VENDOR:

- Do they carry liability insurance?
- Check the condition of their equipment
- How good is their documentation?
- Has the vendor worked the venue before?
- Who will be in charge?
- Does the crew look and act professional?



Liability
 Legal responsibility for actions (or 

omissions of) that may lead to damage 
or loss

 Investigate general and event specific 
legislation in:
 Laws and acts
 Contracts and insurance
 Licenses and permits
 Intellectual property, copyright, 

music licensing, and privacy laws
 Health and safety



Action Plan for Event Risk and 
Crisis Management

EVERYONE WHO IS RESPONSIBLE OR PLAYS 
A ROLE IN THE EVENT PRODUCTION MUST 
BE CONCERNED ABOUT LIABILITY AND RISK

Who is responsible for understanding and managing 
your event’s liability?



Risk Management - Event Insurance
• AT A MINIMUM, ALL EVENTS SHOULD BE COVERED 
BY LIABILITY  INSURANCE.

• TYPES OF INSURANCE COVERAGE:
- Commercial General Liability
- Broad Form Property
- Convention Cancellation
- Workman’s Comp

•ITEMS NOT COVERED BY GENERAL LIABILITY CAN BE 
COVERED BY E&O (ERRORS & OMISSIONS) POLICY



NEGLIGENCE

 Duty

 Act/Standard of Care

 Proximate Cause

 Injury/Damage



ACTION PLAN KEY

 SEPARATE TEAMS/PEOPLKE TO HANDLE CRISIS AND 
TO COMMUNICATE CRISIS

 WHY????



Action Plan Checklist:
 Have designated areas for evacuation 
 Test communication system (radios)
 Test backup technology system  (i.e. registration)
 Ensure emergency medical technician is readily 

available
 Make sure event insurance has enough coverage
 Ensure entrances/exits are marked
 Ensure there are enough exits for crowd size
 Walkways and bathrooms must be accessible



How to Avoid Injuries to Guests

 1. Evacuations/emergencies planned

 2. Trips, slips and falls anticipated

 3. Food/drink related issues (sanitary)

 4. Signage



Create an Event Safety 
Policy

 For employees, suppliers, on-site 
crews

 Risk assessment
 Address Americans with 

Disabilities Act (ADA)



Contingency Plan

 Structured process of producing a 
backup plan

 Brainstorming a range of scenarios
 Consider weather, poor attendance, 

technical issues, catering availability, IT 
issues, etc.



• Nothing is as easy as it appears 
• Everything takes longer than it should

• Plans are theoretical, operations are reality

THE 5  IMMUTABLE  LAWS  
OF  EVENT  PLANNING

• Relationships are everything

• Murphy was an optimist



Questions??
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