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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 the newest course, rather than documenting 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 2016 - 2017 period saw a number of changes and improvements in our continuing quest for 
excellence.  For the first time ever, a number of our courses have received approval from the 
Convention Industries Council (CIC) and can now be used as part of the curriculum for a number 
of certification programs.  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 4.86 out of 5 rating on the question “Has this program improved your professional 
qualifications?”, and a 4.89 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.  As a result 
of feedback we have received, we eliminated one course for our 2018 calendar (Etiquette and 
Protocol) and added one course (Building a Successful Career in the Events Industry). We are 
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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! 
 
We continue to revise and update our website and it has a much fresher, dynamic look.  This 
year we added a welcome video to the site and upgraded the functionality.  You can access the 
site at: http://sthm.temple.edu/event-leadership/. 
 
In March of 2017, we launched a brand new digital marketing campaign, and although it is still 
early, we are receiving an increased number of applicants for the program.  Our new and 
enhanced social media campaign continues to yield very positive results.   
 
Our plans for the future include 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; MA, CFEE 
Assistant Professor 
Program Director 
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Event Leadership Executive Certificate Program 

SECTION ONE  

A. Introduction & History of School/University 

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 Fox School of Business 

 Established in 1918, the Fox School of Business, Temple University has a distinguished tradition of 
preparing business leaders, professionals and entrepreneurs for successful careers. 
Today, it is the largest, most comprehensive business school in the greater Philadelphia region, and 
among the largest in the world with 8,000 students, nearly 195 full-time faculty and more than 65,000 
alumni. 
Accredited by AACSB International — Association to Advance Collegiate Schools of Business—the Fox 
School offers BBA, MBA, Executive MBA, MBA/MS, MS and PhD programs on campuses throughout the 
region and around the world. 
Its programs continue to be ranked internationally and nationally by leading business publications and 
organizations, such as the Financial Times, The Economist, U.S.News & World Report, and The Princeton 
Review/Entrepreneur magazine. 
The Fox School is thoroughly committed to providing a student-centered education and professional 
development relevant to today’s digital, global economy. That commitment is reflected in the 
integration of technology into the curriculum and classroom, and in the encouragement of 
entrepreneurship and innovation in business and education. It’s also evidenced by the school’s global 
presence and perspective, and by its strategic alliances with the regional and international business 
communities, particularly within the region’s dominant and growth industries in financial services, 
healthcare, information technology, pharmaceuticals/biotechnology, and tourism and hospitality. 

About the School of Sport, Tourism and Hospitality Management  

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 

5 
 



rewarding careers. Our comprehensive programs and research institutes, led by accomplished faculty, 
are among the nation’s best.  In 2018, the School will celebrate its Twentieth year. 

B. 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! 

C. 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 Sport, 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. 

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. 

Program Outline 

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. 

D. Total Number of Students/Graduates 

Since its inception in 2005, 685 students have taken a least one course in the program.  187 have 
received their certificate.  There are currently 102 students enrolled in the program. 
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E. Number of Staff Members – Student/Staff Ratio 

The program has a full time faculty member who serves as Program Director (Mr. Ira L. Rosen; MA, 
CFEE) and a Graduate Extern who is the Administrative Coordinator.  There are currently 6 teachers in 
the program. 

Core courses have between 15 and 20 students per class and electives typically have 10 – 15. 

F. 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 $425 each, totaling $2,550 (textbooks are optional and are available at cost) 

Non-refundable, one-time registration fee: $100 

Portfolio review fee: $185 

Total without discount: $2,835 

10% discount is available for those who pay in full. Total due (including all fees) is $2,550. Students who 

pay in full will receive one free textbook ($89 value)  

 

G. Overall Revenue and Expenses 

July, 2016 – May, 2017      
  REVENUE EXPENSES 
July $1,620.00 $1,220.00 

August $8,460.00 $2,225.00 

September $6,140.00 $1,750.00 

October $4,484.00 $1,220.00  

November $11,164.00 $1,100.00 

December $5,390.00 $1,220.00 

January $4,533.00 $2,220.00 

February $8,514.00 $1,175.00 

March $10,444.00 $1,220.00 

April $8,115.00 $1,135.00 
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Date  

 

 

 NET PROFIT THROUGH 5/31/17: $51,875 

H. 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.  

 

 

May $4,875.00 $2,325.00 

Total $73,739.00 $21,864.00 

Monthly Averages $6,703.00 $1,987.00 
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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.  

Building a Successful Freelance Career in the Events Industry: The events industry lends itself to 

entrepreneurship and freelance opportunities. In order to succeed however, you need to understand 

the skills that you need, pricing, branding and a number of other critical issues. This course covers all of 

this and more. 

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. 
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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. 

 

2017 Course Schedule 

• Saturday, January 21, 2017 
o Integrating Event Strategies and Tactics taught by Ira L. Rosen, CFEE 9:00 - 

4:00 Required core course 
• Saturday, February 25, 2017 

o Introduction to Event management & Business Success taught by Dion Magee, 
CMM 9:00 - 4:00 Required core course 

• Saturday, March 18, 2017  
o Social Media taught by Dion Magee, 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 
o Fundraising taught by Patrick Feeley, CFRE  1:30  – 5:30 Elective 

• Saturday, March 25, 2017 
o Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 

4:00 Required core course 
• Saturday, April 1, 2017 

o Building a Successful Freelance Career in the Events Industry taught by Katie 
Baer 9:00 – 1:00 Elective 

• Saturday, April 22, 2017 
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 Dana Giovinetti Devine, CMP, CMM 

9:00 – 1:00 Elective 
•  Saturday, April 29, 2017 

o Integrating Event Strategies and Tactics taught by Ira L. Rosen, CFEE 9:00 - 
4:00 Required core course 

• Saturday, May 20, 2017 
o Event Operations & Risk Management taught by Ira L. Rosen; CFEE 9:00 – 

1:00 Elective 
•  Saturday, June 24, 2017 

o Corporate Event Production taught by Dana Giovinetti Devine, CMP, CMM 9:00 - 
1:00 Elective 

• Saturday, July 22, 2017 
• Introduction to Event management & Business Success taught by  

o Dion Magee, CMM 9:00 – 4:00 Required core course 
• Saturday, August 26, 2017 

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 9, 2017 
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o Building a Successful Freelance Career in the Events Industry taught by Katie 
Baer 9:00 – 1:00 Elective 

• Saturday, September 16, 2017 
o Corporate Event Production taught by Dana Giovinetti Devine, CMP, CMM 9:00 

– 1:00 Elective 
• Saturday, September 23, 2017 

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 Dana Giovinetti Devine, CMP, CMM 
9:00 – 1:00 Elective 

• Saturday, October 28, 2017 
o Introduction to Event management & Business Success taught by Dion Magee, 

CMM 9:00 – 4:00 Required core course 
o Saturday, November 4, 2017  

o Social Media taught by Dion Magee, 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, November 11, 2017 

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 

• Saturday, November 18, 2017 
o Principles of Effective Event Execution taught by Joseph Brooks 9:00 – 

4:00 Required core course 
• Saturday, December 9, 2017 

o Event Operations & Risk Management taught by Ira L. Rosen, CFEE 9:00 – 
1:00 Elective 

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. 

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 
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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. 

KATIE BAER, MTHM, Independent Event Manager.  Katie is an Independent Event Manager who 

serves as the Chapter Manager of Entrepreneurs Organization (EO) Philadelphia. Her diverse 

experience ranges from corporate learning events and wine festivals to national conferences and 

major music festivals. Her expertise is in organizational logistics and designing a strong brand 

around events. She received a Master’s Degree in Tourism and Hospitality Management from 

Temple University and previously received and Bachelors of Architecture in Interior Design from 

Kent State University. 

 

I. 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. 

J. Overall Effectiveness 

85% of our students stated that they had high expectations for the program upon beginning their course 
work.  At completion, 93% rate their perception as high or extremely high.  

Although we do not specifically track success, our alumni are in many prestigious positions throughout 

the region.  Companies in which they work include: 

 1. City of Philadelphia Office of Special Events 

 2. Camden County Chamber of Commerce 
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 3. Philadelphia Flyers Foundation 

 4. Visit Philly 

5. Allied/Universal Security 

6. Lincoln Financial Foundation 

7. Philadelphia Convention and Visitors Bureau 

8. Sugar House Casino 

  

2. Supporting Question: As outlined above, our program has implemented a number of positive changes 
for the 2016- 2017 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. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

13 
 



SUPPORTING MATERIALS 

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! 
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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 dependent 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.  

 

15 
 



                                            

☼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. 
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 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 
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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._______________________________________ 
18 

 



 

8._______________________________________ 

 

9._______________________________________ 

 

10.______________________________________ 

 

11.______________________________________ 

 

12.______________________________________ 

 

13.______________________________________ 

 

14.______________________________________ 

 

15.______________________________________ 

 

16.______________________________________ 

 

17. GRADUATION!__________________________ 
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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.   
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√ 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. 
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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 
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___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 

 

 

 

 

 

 

 

 

Copyright 2009, Temple University Event Leadership Executive Certificate Program 
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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 
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• _____________________________________________               _____ 

• _____________________________________________               _____ 

• _____________________________________________               _____ 

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 

• _____________________________________________               _____ 

• _____________________________________________               _____ 

• _____________________________________________               _____ 
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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 an 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. 
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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. 
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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 
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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  
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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. 
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Approval by event industry supervisor and faculty mentor for documenting this event for an 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. 
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         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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PART ONE - EXECUTIVE SUMMARY:  

 Inventiv Health Clinical is a Clinical Research Organization (“CRO”).  In a nutshell, Inventiv Health 

manages clinical trials for biotech and pharmaceutical companies.  The company participates in industry 

tradeshows worldwide throughout the year.  They are an integral part of the business model, which 

relies on obtaining new business and meeting with clients face to face.   

Before I transitioned into my current role as Corporate Conference & Event Coordinator, I 

worked in the Finance Department of Inventiv Health and requested to assist with the production of 

Inventiv’s presence at these tradeshows, in order to gain a better understanding of what went into the 

management of these events.   One of the tradeshows that I wound up leading was the European annual 

meeting of The International Society for Pharmacoeconomics and Outcomes Research (hereafter 

referred to as “ISPOR EU”). 

The ISPOR website states that “ISPOR is the leading global professional society in 

pharmacoeconomics and outcomes research.  Founded in 1995 as an international multidisciplinary 

professional membership society, the International Society for Pharmacoeconomics and Outcomes 

Research (ISPOR) advances the policy, science, and practice of pharmacoeconomics (health economics) 

and outcomes research (the scientific discipline that evaluates the effect of health care interventions on 

patient well-being including clinical, economic, and patient-centered outcomes)” (About ISPOR).  

This executive portfolio will describe, in detail, every step undertaken in the event planning 

process related to ISPOR EU.  It will include all aspects of event design beginning at Strategic Planning 

through to Event Evaluation.  I will also cover my own professional development goals for the future.  

PART TWO – STRATEGIC PLANNING:  

ISPOR EU has been an important conference to the Inventiv Health brand since the creation of 

Inventiv Health itself, when the company was formed out of smaller, legacy companies (including 

PharmaNet and i3).  Previously, Inventiv Health had only attended ISPOR EU, and never exhibited or 

presented at this conference, although the Subject Matter Experts (“SMEs”) from the company were 

 



aware this was an important conference for our brand.  In years past, Inventiv Health had gone to ISPOR 

EU, but only from an “Attend-Only” perspective, meeting potential clients on the exhibit floor and 

attending conference sessions and panel discussions.   

Beginning in late Q3 2015, the Clinical Division Marketing team undertook the Strategic Planning 

process where they identified the specific conferences that Inventiv Health should have a presence at in 

2016.  Inventiv Health’s presence at these conferences can be classified as either: 

• Attend Only – Attend the conference, engage with potential clients on the exhibit floor, after 

conference sessions, or at networking events. 

• Exhibit – Showcase branded Inventiv Health booth assets, marketing literature, giveaways, etc. 

in a designated booth on the exhibit floor. 

• Sponsor – Paid sponsorship of a portion of the conference, which could be anything from 

sponsoring the wi-fi throughout the exhibit floor to branded signage on the exhibit floor or 

program guide. 

• Present – Inventiv Health SMEs representing our brand present their research on stage at a 

conference session, either through paid sponsorship or earned speaking slots.  This could be in 

either a Plenary session, different conference “tracks”, or a panel discussion.  

The first step in the Strategic Marketing plan is for Marketing to engage with the different Business 

Units and solicit feedback on which conferences are important to them to attend for the upcoming year, 

using the current year’s conference list as a guide.  These are considered against the types of conference 

presence listed above.  Along with strategically planning Inventiv’s presence at these conferences, 

Marketing also needs to liaise with the Clinical Executive Leadership Team (“CELT”) on what the strategic 

goals are for the next year, to make sure Marketing is aligned with the overall business goals.   

What starts out as a “wishlist” of all of the Clinical Division’s conferences for the following year, then 

is narrowed down to the final list based on the CELT’s goals for the following year as well as budget 

constraints.  Using the previous year’s total Conference budget as a guide, Marketing assesses what 

 



each conference will cost for the next year, while factoring in any known adjustments.   Once the final 

list is produced and budgeted approval is received, Marketing then communicates with the Business 

Units about which conferences are approved and at what level (attend-only, exhibit, etc.). 

For 2016, one of the CELT’s overall strategic goals for the year was the push into the marketplace of 

Inventiv’s Market Access/Pricing and Real World Evidence group.  This is a group for which Inventiv had 

recently hired two Subject Matter Experts and, with this expertise,  wanted to assert our place in the 

market.  ISPOR EU is a conference that specifically focuses on these two areas in the clinical research 

and commercialization of pharmaceutical products.   Whereas Inventiv had previously only attended this 

conference, for 2016 it was decided that we would step up our presence and not only exhibit but submit 

abstracts for earned speaking slots as well.   

The stakeholders for this event include: 

• Lynn Okamoto - Executive Vice President, Clinical Division / Late Stage.  Lynn manages the 

Real World Evidence group within Inventiv Health. 

• Andy Malavsky - Vice President, Business Development and Marketing Liaison for BD. 

• CELT - Clinical Executive Leadership Team whose strategic goals for the company this 

conference is supporting.   

In a personal interview with Andy Malavsky, VP of Business Development, he informed me that 

“The mission and vision for this conference was to broadcast the Inventiv Health brand as a leader in 

Market Access/Pricing and Real World Evidence area and support this overall strategic goal of the CELT 

in 2016.”  Inventiv Health should gain new business leads from the event, engage with prospective and 

current clients, and position ourselves in the market within this area of Clinical research, especially 

within Europe where the Inventiv Health brand is not as widely known as it is within the US. 

PART THREE – NEW BUSINESS: 

 The ultimate goal of supporting the strategic goals of the CELT and positioning Inventiv Health 

within the marketplace is obviously to win more business from our clients and gain market share.  We 

 



employed several tactics to ensure we were actively engaging with the attendees of the ISPOR EU 

conference. 

 The first and most obvious tactic is to converse with potential clients that stop by the Inventiv 

Health booth on the exhibit floor.  In 2016, the Inventiv brand underwent a massive overhaul of its 

graphic design branding and, along with it, its booth assets for trade shows.  The booth at the ISPOR EU 

conference was no exception – it featured bright yellow walls and an inviting couch and table area for 

people to sit.  Whereas most clients secured a 10’ x 10’ booth space, we booked a 10’ x 20’ space which 

enabled us to use one half of the booth as a reception area and one half of the booth as a meeting 

space. 

 

         [Figure 3.1] 

When clients stop by the booth, we collect business cards or “scan” the conference badge that hangs 

around their neck from a lanyard.   The business cards or badges are then scanned using a tool Inventiv 

employs called LeadValu.  LeadValu is a lead collection tool available on smartphones and iPads.  It 

allows the user to either take a photo of a business card or a photo of the conference attendee’s badge 

which is then transcribed.  The information from all of the collected leads is then available as a 

download which has vital information for Marketing, including the person’s email address and phone 

number.  These leads are then uploaded into Salesforce and assigned to the Inside Sales team for follow 

 



up.  Being able to easily and effectively collect leads from a tradeshow and then follow up on them is an 

invaluable tool for a business such as ours, which relies on the human interaction of a Business 

Development lead to a client.  Tradeshows are a great opportunity to engage with a key client with 

whom BD was not previously able to secure a meeting.    

 The second tactic we employ is to reserve a meeting room at the conference.  This meeting 

room can be used for confidential meetings with new or existing clients as well as an interview space for 

potential candidates.  It is important to have this private space for Business Development and our SMEs 

to discuss current studies Inventiv Health is performing for our clients, upcoming bids, or any 

problems/issues the client may be facing with which they need Inventiv’s assistance.  This meeting room 

shows the client we take seriously the work we do for them and allows the group to speak confidentially 

about the project in an otherwise hectic tradeshow environment.    

 The third tactic Inventiv uses is the presence of our SMEs during presentations.  This method 

demonstrates that Inventiv has respected experts in the fields of research that our clients are interested 

in.  A client may be in the audience of one of our discussions and consider using us for an upcoming 

study based on hearing one of our SMEs speak.  It is a more subtle tactic, but extremely necessary.   

There may be more short-term gains from the first two tactics, but this tactic is essential for long-term 

growth and reputation. 

The goal of all of these strategies is to position Inventiv Health as a trustworthy and expert 

partner for our clients, to receive a Request For Proposal (RFP) from a client, and ultimately to win new 

business from clients.  Even if the result is not as tangible as winning a new study or even receiving an 

RFP from a client, one of the goals of tradeshows is always to assert our place in the market and 

influence others’ perception of the Inventiv Health brand.  Paying for the exhibit space just to be seen at 

a tradeshow and having the reputation of a healthy, successful company is sometimes viewed as a 

“necessary evil” within the industry.  The financial philosophy of all of the tradeshows that Inventiv 

attends is that they are a loss-leader in the short-term (i.e. there is no immediate financial gain or 

 



profit).   But in the long-term, there should be a profit due to a greater number of RFPs and work that 

has been won as a result of the increased visibility in the marketplace and direct client interaction with 

SMEs/BD that a tradeshow provides.  

The clinical research field is growing at a market rate of 11% per year.  Typically, we predict an 

increase of at least 11% in sales per year to show growth concurrent with the general market.  The 

overall healthcare sector has been growing notably year after year, and the clinical research field is no 

exception.  According to Ed Miseta, “This market has certainly been one of the best performing of late. 

In 2015, while the DJIA was down around 10 percent, clinical companies like PRA Health (up 78 percent), 

INC Research (up 64 percent) ICON (up 19 percent), Quintiles (up 6 percent), and PAREXEL (up 2 

percent), all had great years. The reason for the showing should be no surprise to anyone in the pharma 

outsourcing space: the demand for their services continues to increase” (Clinical Outsourcing Market To 

See Continued Growth Through 2020). 

Although Inventiv is aiming to gain a bigger share of the pie, the overall pie is getting larger as 

well.  Inventiv’s sales may be predicted to grow at a minimum of 11% per year, but revenue will grow at 

a different pace.  The reason for this is that the typical revenue trajectory for a clinical trial is that the 

revenue will be earned over a period of about four years (roughly speaking), and when the study begins, 

the revenue recognition is not as great as when the study is in full swing.   The study has to “ramp up” 

for about six months to a year, so if Inventiv is growing at a pace of 11% per year in sales, the revenue 

translation of that will be quite different (i.e. we will not see the revenue increase from this uptick in 

sales right away).   

Using the actual results of Inventiv’s performance from 2016, I have calculated the following 

growth for three years based on industry performance and Inventiv-specific goals.  I have used the 

following assumptions:  

 



1. Revenue does not increase automatically with an increase in sales, knowing that there is lag 

time from the time the study is awarded to Inventiv Health to when it actually begins, and that 

there is a ramp-up period for all studies. 

2. The revenue recognized in a given year can fluctuate dramatically based on cancellations of 

studies (i.e. if one large study from a major client gets cancelled, it can severely impact revenue 

negatively).   

3. An increase in revenue and sales translates into an automatic increase in Cost Of Sales (“COS”) 

due to the nature of our service.  More studies performed by Inventiv equals more manpower 

needed by Inventiv for project managers, Clinical Research Associates (“CRAs”), etc.  

4. There will be efficiencies in our business model as we realize economies of scale, which is why I 

show an increase in gross margin over time. 

 

[Figure 3.2] 

2016 Actual 2017 Est 2018 Est 2019 Est

Revenue $533.7 $571.1 $633.9 $716.3

Cost of Sales -$314.2 -$334.6 -$369.7 -$414.1
6.5% 10.5% 12.0%

Gross Margin $219.6 $236.5 $264.2 $302.2
Gross Margin% 41.1% 41.4% 41.7% 42.2%

Direct SG&A -$22.0 -$25.3 -$29.1 -$33.5
Support Functions -$79.4 -$83.4 -$87.6 -$91.9

Less: Operating Expenses -$101.5 -$108.7 -$116.7 -$125.5

Operating Income $118.1 $127.8 $147.5 $176.8

Less Financing Expenses -$4.3 -$4.5 -$4.7 -$5.0

Net Profit Before Tax $113.8 $123.3 $142.8 $171.8

YoY Growth 8.3% 15.8% 20.4%

Inventiv Health Clinical Division Three-Year Pro-Forma (in $ Millions)

 



PART FOUR – HUMAN RESOURCES: 

 A key component of any event is human resources and tradeshows are no different.  The 

assistance of each member of the team working on the ISPOR EU conference played a vital part in not 

only executing the actual logistics of the event, but in ensuring that Inventiv’s overall business goals 

were met.  Mapping out each team member’s roles and responsibilities guarantees that every aspect of 

the event is covered. 

 The key Human Resource needs, along with their role and scope are as follows: 

• Logistics Lead (Dana Bobrowski) – This role is fulfilled by the key logistical contact and on site 

point person for the event.  This person does all pre-planning related to the conference, leads 

strategy calls pre-conference, will be on site throughout the duration of the event, and will 

complete any follow-up action items post-event.  The logistics lead communicates the strategy 

for the event to the team and ensures that goals are met. 

• Exhibit Vendor (Arie Huijberts at Gielissen) – This position is fulfilled by Inventiv’s preferred 

exhibit services vendor in whichever region of the world the conference is taking place.  The 

exhibit vendor manages the warehouse which holds the booth assets belonging to Inventiv, 

offers project management and provides deadlines to Inventiv, prints any updates to the booth 

assets (reception desk, walls, etc), provides potential booth layouts for review, and coordinates 

shipment of booth assets.  Exhibit vendor should also manage construction and tear-down of 

booth assets before and after the show on site. 

• Local labor (Ray Aglira at Coastal International) – Labor on site provides the physical manpower 

needed to set up and tear down the booth .  They also provide drayage services as needed.   Set 

up should also include unwrapping booth assets as needed so they are ready to use when 

delegates from Inventiv arrive on site.   

• Corporate Marketing (Justin VanNoy) – The corporate marketing group acts as a liaison between 

the logistics lead and the Booth Graphics Design Agency (see below).  This person provides 

 



guidance from an internal Inventiv viewpoint on the branding of the booth to the outside 

vendor.  

• Booth Graphics Design Agency (Loren Berrier at Bouchez Page) – Design agency will be given 

direction from Corporate Marketing on the “look and feel” of the booth in order to provide 

graphics and logo to be used on any applicable booth assets, such as walls and reception desk.  

These graphics will then be sent to the exhibit vendor for printing.  

• Internet Marketing Agency (Andy Judson at Topspin) – This agency should design and provide 

the essential marketing tools Inventiv needs to gain attention pre-conference.  They will 

produce an HTML (“e-blast”) to be sent out and Landing Page for the Inventiv website, 

advertising our presence at ISPOR EU.  Key information listed should include the booth number, 

our speakers, and basic conference data such as name, location and date.  

• Printing Agency (Kirk Whitpain at Safeguard) – The printer will work directly with the logistics 

lead to get direction on printing any necessary physical materials to be handed out at the booth.  

This will include pamphlets, fact sheets, case studies, and giveaways.  

• Catering (Motto Group) – The catering group should deliver the food and beverage as directed 

by the BEO, signed by the logistics lead.  They will service the meeting room of the conference 

and ensure that the Food and Beverage order is accurate and on time.    

Generally, the team is led through a combination of emails, weekly calls or in-person meetings. The 

logistics lead holds weekly calls with the exhibit vendor to ensure project planning is on time and 

meeting deadlines.  Communication to other vendors including the printer and design agency is mostly 

done through email, with phone calls as necessary.  Once on site, the logistics lead should meet with the 

local labor and exhibit vendor to review set-up of the booth and will meet with them once again to hand 

off the booth for tear down.  The delegates from Inventiv attending the conference will be led by the 

logistics lead through a series of weekly strategy calls before the start of the conference. 

Organizational Chart* of the key Human Resource needs is as follows: 

 



 

[Figure 4.1] 

*Note: Not shown above is the role of Conference Organizer from the sponsor organization.   The 

logistics lead from Inventiv coordinates on other aspects of the show with this person.  In the case of 

ISPOR EU, the conference organizer is Shawna Wilker, CMP, Director, Meetings at the International 

Society for Pharmacoeconomics and Outcomes Research.   

 All of the stakeholders involved in the ISPOR EU event report to the logistical lead, which in this 

case was myself.  It is important to note that when leading a team that consists of so many different 

vendors, external contacts, and internal colleagues that there are also different styles of leadership that 

must be utilized dependent upon each person’s skill level and proximity to the project.  According to 

Friedman and Yorio, “When you’re ‘Directing,’ you provide very specific direction and closely monitor 

progress toward the goal.  When you’re ‘Coaching,’ you continue to direct and closely monitor, but you 

also begin to explain decisions, solicit suggestions and support progress.  When you ‘Support,’ you 

facilitate and support the efforts toward accomplishing the tasks as well as give employees responsibility 

for making their own decisions.  Finally, when you’re ‘Delegating,’ you turn over responsibility for 

decision-making and problem-solving to the individual” (29).  

 



 For example, in this case, I directed the exhibit vendor and printing agency.  However, I 

delegated the booth design graphics to Justin VanNoy and the Design Agency.   

PART FIVE: FINANCE 

 The projection for all tradeshows within Inventiv is that they are loss-leaders in the short-term, 

so the following financial statements adhere to that philosophy.  Each conference is budgeted when 

going through the strategic planning for the year in Q4 of the previous year, so the total conference 

budget is built bottoms-up, based on a specific budget per show.  Budget per tradeshow is based upon 

cost of that show in the previous year, with adjustments for any known variables such as an increase in 

the cost of exhibit space or a planned client event.  

 Only specific costs are budgeted to be paid out of the Marketing & Conference budget.  This 

includes the cost of exhibit space, any promotional literature or materials, and exhibit vendor fees.  All 

other costs related to the personal expense of delegates attending the conference, such as registration 

fees, hotel costs, and Travel and Entertainment expenses (T&E) are paid from the individual attendee’s 

cost center.  Additionally, because this conference supports the Clinical division of Inventiv Health, any 

support given by Corporate sits within Corporate expenses.  In this case, the booth graphics designed by 

Bouchez Page are expensed to Corporate’s budget, which serves to service the other Business Units.  

This expense does not hit the Clinical Conference budget.  

 

 

 

 

 

 

 

 

 



Budget: 

 

[Figure 5.1] 

In the case of ISPOR EU 2016, we were over budget mostly due to not planning for advertising in the 

program book of the conference, not budgeting for a meeting room (which was requested by the team 

after we had already gone through the budgeting process), and having to re-print an entire wall of the 

booth at the last minute.   

 

 

 

Estimate Actual  Variance
B/(W) 

 Notes Variance Explanation

Printing

Tri-fold brochures 187.50$       308.14$       (120.64)$       Inventiv Health overview brochure

Whitepapers 187.50$       569.75$       (382.25)$       Real World Evidence Whitepaper

Fact Sheets 187.50$       195.04$       (7.54)$            Late Stage Fact Sheet, RWE and Market 
Access/Pricing Fact Sheet, Endpoint Adjudication Fact 

Promotional Article 187.50$       377.97$       (190.47)$       "Patient Centered Strategies for Clinical Trials " article

Subtotal Printing 1,000.00$    1,450.89$    (450.89)$       

Giveaways

Pens 500.00$       528.21$       (28.21)$         Inventiv Health branded pens

Subtotal Giveaways 500.00$       528.21$       (28.21)$         Immaterial

Exhibit 

Exhibit Management Vendor Services 9,000.00$    13,781.00$  (4,781.00)$     Flooring, furniture rental, graphics, 
shipping,installation & dismantle, project 

Exhibit Space with ISPOR 7,500.00$    9,442.00$    (1,942.00)$    10'x20' booth on exhibit floor - Booth #414 & 415

Subtotal Exhibit 16,500.00$  23,223.00$  (6,723.00)$    

Marketing

Internet Marketing Agency Fees 2,000.00$    2,140.23$    (140.23)$       Design of HTML and Landing Page promoting Inventiv at ISPOR EU

Advertising in Program Book -$             2,009.00$    (2,009.00)$    Full page ad in Program Book Advertising in program book was not originally budgeted for

Subtotal Marketing 2,000.00$    4,149.23$    (2,149.23)$    

Other

Meeting room rental -$             896.64$       (896.64)$        Full day meeting room rental in the Austria Center 
Vienna for Monday & Tuesday of conference 

Meeting room was not originally budgeted for

Catering -$             1,113.45$    (1,113.45)$     Morning & Afternoon delivery: Coffee, tea, still & 
sparkling water, soda package, pastries, fruit, cake, 

Meeting room was not originally budgeted for

Subtotal Other -$             2,010.09$    (2,010.09)$    

Total Budget 20,000.00$  31,361.43$  (11,361.43)$  

ISPOR EU 2016 - Conference Budget vs. Actual Spend

Case Studies had to be re-printed due to error in first version; 
additional items printed that were not in original estimate

Wall had to be re-printed at the last minute due to changes in 
the design and layout of the booth

 



Profit & Loss Statement: 

 
[Figure 5.2] 

“The difference between net profit and gross profit is the percentage of fixed overhead 

expenses that was dedicated to producing a specific event” (Goldblatt 149).  The specific direct costs 

dedicated to ISPOR EU 2016 such as the cost of the exhibit space or printing, go into the “Cost of Sales” 

bucket.  Other overhead costs (i.e. any costs that fall into SG&A expenses such as salary, rent, etc.) go 

into the “Operating Expenses” bucket.  In the case of this event, in order to allocate the percentage of 

fixed overhead expenses dedicated to producing this specific event, I estimated this by taking the 

event’s direct costs as a proportion of the total Cost of Sales for the entire company in 2016, and 

applying this percentage to the total Operating Expenses for the company (see figure 5.3).  

 

[Figure 5.3] 

 

Revenue -$                       

Total Revenue -$                       

Cost of Sales
Printing (1,451)$                 
Giveaways (528)$                     
Exhibit (23,223)$               
Marketing (4,149)$                 
Other (2,010)$                 

Total Cost of Sales (31,361)$               

Gross Profit (31,361)$               

Less: Operating Expenses (10,129)$               

Net Profit (41,490)$               

ISPOR EU 2016 - Profit & Loss Statement

ISPOR EU Operating Expense Calculation:
Cost of Sales for Total Company $314,150,226 See Figure 3.2
Conference Actual Spend (COS) 31,361$               See Figure 5.1
% of COS attributed to ISPOR EU 0.010%

Total Operating Expenses for Total company $101,459,559 See Figure 3.2
Operating Expenses attributed to ISPOR EU $10,129 Total Operating Expenses multiplied by % of COS attributed to ISPOR EU

 



Balance Sheet: 

 

[Figure 5.4] 

PART SIX – MARKETING PLAN: 

 The marketing for ISPOR EU includes multiple elements.  These are all designed to maximize 

Inventiv’s Return On Investment in the conference (“ROI”).  These tactics are intended to position 

Inventiv in the marketplace as a reputable leader in the Market Access & Pricing/Real World Evidence 

service sector.  Inventiv does not market its services as “cut-price”.  The brand is built upon therapeutic 

expertise and real-world knowledge, not discounts.  Therefore, promotion of our presence at ISPOR EU 

is about access to our SMEs and not about pricing.   

The first element to the marketing plan is an HTML e-blast that goes out to potential clients.  

The logistics lead liaises with the Internet Marketing Agency to develop this tool.  This e-blast is then 

forwarded to Inventiv’s Business Development department, who then forwards it to their clients or 

potential clients to inform them that Inventiv’s experts will be on site at the conference.  There is also a 

button to schedule a meeting, which links to an email address which the logistics lead manages and can 

then forward on to the appropriate contact.  

Assets Liabilities

Current Assets Current Liabilities
Cash in Bank -$          Accounts Payable 897$          Meeting room space still unpaid
Accounts Receivable -$          Interest Payable -$          
Inventory 250,000$ *estimate Accrued Payroll -$          

Total Current Assets 250,000$ Total Current Liabilities 897$          

Fixed Assets Long Term Liabilities
Furniture & Fixtures 25,000$    *estimate Mortgage -$          
Long Term Investments -$          Other Long Term Liabilities -$          
Total Fixed Assets 25,000$    Total Long Term Liabilities -$          

Total Assets 275,000$ Total Liabilities 897$          

Net Worth (Assets - Liabilities) 274,103$ 

 Clinical Marketing Balance Sheet - Dec 31, 2016 

 



Example E-Blast: 

 

[Figure 6.1] 

The second element in the Marketing Plan is a landing page, to which the e-blast links.  The 

landing page gives more information, including photos, of our Subject Matter Experts.  It also includes 

 



general information about Inventiv Health.  Again, the logistics lead coordinates with the Internet 

Marketing Agency to implement this tactic. 

Example Landing Page: 

 

[Figure 6.2] 

The third tool used for ISPOR EU is strategic advertisements.  In the case of ISPOR EU, there was 

an ad placed in the program book of the conference and also an update on Inventiv Health’s LinkedIn 

 



page.  The ad in the program book featured the same updated branding as the booth on the exhibit 

floor.  Having seamless branding such as this further reinforces instant recognition of Inventiv Health 

across platforms.     

 

[Figure 6.3] 

Another important element of the Strategic Marketing plan is simply having the entire team 

aware of what the company’s strategy is at this event.  Then, when the delegates are at the booth 

talking to clients, they can effectively communicate our service offering and “hook” the client.  

Sometimes Business Development colleagues are adept at conversing with clients, but Operations team 

members are not quite as skilled.  The team should be armed with key talking points that allow them to 

engage in meaningful conversations with clients on a more personal level.  Although Inventiv Health had 

a speaker presence on-stage through various presentations while at the conference, the clients are only 

going to be won through face-to-face interaction.  In fact, one of Godin’s marketing tactics is “Sell 

 



Individuals: Not the Organization”, and he says, “Big meetings are terrific for setting milestones or 

dictating your thoughts to a willing audience… Everyone wants to know what others think.  Everyone 

wants to be in the loop, the earlier, the better.  You can take advantage of both needs by having 

informal conversations with individuals.  Focus on the part they need to hear…you don’t convince 

people in a team meeting.  You work the channels” (93).   

Tradeshows are notoriously hard to measure when it comes to ROI, because most of the 

benefits are intangible, especially the short-term ones, such as increased visibility in the marketplace.  

However, there are some ways to measure Return On Marketing (“ROM”) after the show, including a 

Post-Event Report produced after each conference.  One of the first things we look at it prior to the 

tradeshow is the number of “impressions” or “click-throughs” on LinkedIn.  Impressions means the 

number of people who had the Inventiv Health update show up in their newsfeed.  A click-through is 

when a person sees the update in their newsfeed and actually clicks on the link in the status update to 

get more information (this links to the event landing page).  The LinkedIn update for ISPOR EU had about 

10,000 impressions and 150 click-throughs.   

Another extremely important metric when measuring ROM is the number of interactions the 

team had at the conference.  This includes the number of face to face client meetings, the estimated 

numbers in terms of booth traffic (i.e. how many people stopped by the booth on the exhibit floor), and 

the number of leads captured through LeadValu.  These metrics all go into the Post Event report.  In the 

case of ISPOR EU, there were 10 client meetings, over 100 interactions at the booth, and 15 client leads 

gathered. 

The ultimate goal for financial analysis on this event is to check Salesforce (a Customer 

Relationship Management tool) to see if there were any RFPs attributed to the interactions had at this 

conference.  Normally, we would not be able to attribute an RFP to a particular conference unless the 

client was brand new and the interaction was had at that particular conference.  As I mentioned earlier, 

 



many of the benefits of a conference such as ISPOR EU are intangible and the results of goals such as 

brand recognition are not immediate.   

PART SEVEN – EVENT CREATION: 

The preliminary event process begins at the time when strategic planning and budgeting occurs 

for the next year, so in the case of ISPOR EU 2016, planning for this event began in Q3 2015 when it was 

decided that Inventiv would have a presence at this conference.  Following that initial planning, more 

detailed planning occurs later and closer to the time of the event.   For example, the SWOT analysis 

done for ISPOR EU includes the following:  

ISPOR EU 2016 – Inventiv Health SWOT Analysis 

 

[Figure 7.1] 

The brainstorming process for this event includes setting up calls with the key stakeholders of 

the event, including Lynn Okamoto and Andy Malavsky, to ask them about their vision for the event.   It 

was during this process that Lynn informed me that they would like a meeting room at the venue to 

meet with clients and potential candidates, which is an element of the event that was previously 

unknown to me.   

In the case of this tradeshow, there was no RFP submitted for sites or vendors because it is an 

industry conference at a specified venue and Inventiv Health already has preferred vendors which we 

 



use for exhibit services, printing, etc.  Even though there is no competitive bidding process for the 

project, the logistics lead should still work with vendors to produce suitable tactics for this specific 

event.  For ISPOR EU, I actively engaged our exhibit services vendor, Gielissen, to create various booth 

layouts that would work within the space provided.  Example layouts they provided are below: 

 

Layout 1     Layout 2 

 

   Layout 3     Layout 4 

[Figure 7.2] 

After consulting with my stakeholders, we decided that Layout 1 was the best option.   

In addition to brainstorming with the exhibit vendor, I also had to consult the printer on some of 

the literature that was to be produced.   I knew from previous experiences at a conference earlier in the 

year, that some of the articles and case studies that were printed by our vendor, Safeguard, were not 

produced up to our standards.  I held a planning call with the vendor to strategize how we could fix this 

 



problem going forward.  It was decided that for the case studies and articles, they would print them as a 

smaller booklet, saddle-stitched, as opposed to the larger format they were previously using for printing.   

 For most event-planning, the site inspection comes early on in the process.  In this case, 

however, the site inspection process took place after all of the planning had already occurred.  I was 

planning this conference from my office in Blue Bell, PA and the conference was in Vienna, Austria.   I 

arrived in Vienna one day before the start of the conference.   After the vendor had called to inform me 

that set-up was complete, I inspected the booth to ensure it was as we had agreed upon and contained 

all of the necessary assets.  I also inspected the meeting room which we had rented in the conference 

center, to ensure it was in the room number they had provided and that it included the necessary items 

such as tables, chairs, A/V equipment, and wi-fi.  This site visit is crucial.  In fact, Petz states “What’s the 

most important prep activity? Arriving early to check the meeting location and confirm you have 

everything you need (and that what you have is in working condition).  This can prevent embarrassing, 

time-wasting recovery actions like looking for markers that mark or replacing a broken speakerphone at 

the last minute” (52).   

PART EIGHT – EVENT ORCHESTRATION: 

 Once the initial event brainstorming had been completed, it was time to actually organize the 

event.  Generally, the tradeshow process follows similar steps for each event.   The critical point in 

orchestrating this event was sticking to a timeline for each of the below steps.  Craven and Golabowski 

posed the question and answer “‘When do I begin working on my timeline?’ The answer is ‘When you 

have a confirmed site.’  This is because your dates and location determine almost all of your other 

decisions such as marketing, selecting speakers, budgets, and so on” (87).   

The process followed for ISPOR EU was as follows:  

• Review Strategic Marketing plan and secure contract for tradeshow based on assigned level of 

participation 

 



o After consulting the strategic plan, I reached out to the Conference Organizer and 

submitted our interest in a double-sized booth.  They, in turn, sent me the exhibit space 

contract for review. 

• Coordinate with Strategy Lead and ascertain needs for “extra elements” at the conference (i.e. A 

private meeting room, a client event, etc.) 

o After consulting with Lynn Okamoto, she informed me that the team would need a 

private meeting space within the convention center. I then reached out to the 

convention center to obtain contract for meeting room rental. 

• Send contract(s) to legal for review   

o The contracts for the exhibit space and meeting room were sent to Inventiv’s legal 

department.  Legal revised some clauses and the updated contract was sent back to the 

appropriate party for review and execution.  

• Set up budget tracker to capture all expenses and track cost as it is incurred 

o Once contracts were executed, I had initial costs to include in the Budget Tracker (i.e. 

the cost of the meeting room rental and the exhibit space).  All other costs were tracked 

as they were incurred and compared to initial budget.  ISPOR was over-budget and so I 

let the VP of Marketing know.  

• Review deadlines for Thought Leadership (speakers, posters, etc.) and inform Thought 

Leadership/Marketing Engagement group of abstract submission dates. 

o I coordinated with the Market Engagement team on Thought Leadership deadlines for 

this particular conference.  One of our Subject Matter Experts, Monique Martin, was 

chosen to lead a panel discussion based on the abstract she submitted.  

• Identify marketing needs (i.e. HTML, landing page, client event invite, or internet/printed 

advertisement) and notify appropriate team of needs 

 



o In order to position our presence at the conference, it was decided that the team would 

need an e-blast, a landing page, and a printed advertisement in the program book.  I 

worked with the Internet Design Agency, Topspin, to create the landing page and e-

blast.  I coordinated with Corporate Marketing to obtain an ad suitable for placement in 

the printed program book.   

• Identify Inventiv Health delegates to attend conference (i.e. Business Development, Team Leads, 

SMEs)  

o I consulted with Lynn Okamoto on who from her team should attend the conference.  

Because Monique Martin was speaking, I also consulted with her on which of her team 

members should also attend.  For ISPOR EU, we had ten delegates attending.  

• Identify need for hotel room block and reserve as necessary  

o I contacted Group Sales at three different hotels near the Convention Center and 

inquired as to their rates.  I reserved ten rooms at the ARCOTEL Kaiserwasser Wien, 

which was within 5 minutes walking distance to the Convention Center and had a nightly 

rate within the Corporate Policy.  

• Set up conference campaign in Salesforce so  Business Development is able to track meetings 

related to the conference 

o I created the “ISPOR EU 2016 – PARENT” Campaign in Salesforce.  This is where the 

client leads that we generated from the conference would eventually be tagged to.  I 

also created a child campaign named “ISPOR EU 2016 – Client Meetings” which would 

house all of the information related to face to face client meetings had at ISPOR.  These 

are both key metrics that must be reported at the end of the conference.  

• Set up LeadValu tool for this specific conference 

o I coordinated with our vendor, LeadValu, on setting up an event within our version of 

the LeadValu app for ISPOR EU 2016.  In order to do this, all attendee names are given 

 



to LeadValu and assigned passwords so they may log in and track leads while at the 

conference. 

• Create Fact Sheet of all relevant trade show information for the team attending.  

o This included all essential details such as conference venue, hotel block, speaker 

information, Marketing Plan, travel details, Exhibit Floor dates and times, booth assets, 

marketing literature list, exhibit hall floor plan, and essential contacts (i.e. Logistics lead, 

LeadValu contact name and number).  It is essentially a document the team can review 

and print and it will give them all necessary information for the conference. 

• Lead weekly, recurring strategy calls with the team  

o I held weekly calls with the ten delegates attending the conference.  This was to update 

them on any information they needed to prepare for the conference including 

logistical/travel information, the marketing plan/overall strategy, and any questions 

they may have.   

• Deploy materials prior to each call (fact sheet, attendee list if applicable etc.) 

o The fact sheet was distributed prior to each call so that attendees could refer to it 

during our call.  Information was added to the fact sheet as it became available.  

• Register Inventiv Health delegates who get a complimentary pass.  Remind all others they will 

need to register themselves. 

o For the ISPOR EU conference, an exhibitor is entitled to one free registration for each 

10’x10’ exhibit space purchased, so we were allotted two free registrations.  I worked 

with Lynn to identify who should get the free registrations and notified the other 

delegates how to register on their own.  

• Identify collateral and giveaways needed. 

o Because ISPOR is a conference focused on specific areas of Clinical Research, we sent 

the marketing literature pertaining only to these areas.  This included: 

 



 Late Stage Fact Sheet (75 copies) 
 RWE and Market Access and Pricing Fact Sheet (75 copies) 
 Real World Evidence (Late Stage) Whitepaper (75 copies) 
 Endpoint Adjudication Fact Sheet (50 copies) 
 Patient Centered Strategies for Clinical Trials (100 copies) 

• Send collateral to printing vendor for printing (posters, case studies, fact sheets etc.) 

o Print-ready files of the collateral listed above were sent to the printer and then shipped 

to the exhibit vendor so they could be shipped with the rest of the booth assets.    

• Identify booth assets – work with exhibit vendor, Gielissen, to identify what booth assets we 

currently own that will work in the booth space and what must be rented.   

o During this stage, I coordinated with the exhibit vendor on what layouts might work for 

ISPOR EU (see figure 7.2).  We ultimately decided on layout 1.   

• Assess current branding on the booth assets and ascertain whether new branding is needed.  If 

so, liaise with Corporate Marketing and Booth Asset design agency to produce new graphics. 

o The back wall seen in Layout 1 needed to be constructed from scratch, so I obtained the 

measurements of the wall and the specifications for the graphic file, which were then 

passed over to Corporate Marketing and the design agency.  They then designed 

graphics for the wall that incorporated our current branding.  

• Send these new graphic files (for a back wall or banner stand) to exhibit vendor. 

o Gielissen printed the graphics for the wall and reception desk seen in figure 3.1 

• During last call prior to the conference kick-off make sure the delegates know how to use 

LeadValu (schedule individual training sessions as necessary). 

o I reviewed the instructions for logging in, capturing leads, and distributed the directions 

via PDF. 

• Before day of conference, communicate with local labor to confirm set-up is OK.   

o I visited the booth to ensure the layout was correct and that all assets appear in good 

shape.  I also checked on the meeting room. 

 



• During conference, arrive at the booth early each day to take care of logistical needs. 

o For ISPOR, I arrived to place the literature and giveaways, turn on iPads and log into 

LeadValu system, and place the Inventiv team’s business cards on reception desk.   

• During conference, be on hand to answer any questions from the team and clients.  

o I was on hand during the conference to engage with clients and assist the Inventiv 

delegates with locations of conference sessions, restaurant reservations, LeadValu etc. 

• After conference has ended, clean up materials as appropriate and check in with labor to ensure 

they are coming to pack up materials.  

o I cleaned up the booth (i.e. boxed up iPads) and handed the keys over to labor crew.  

• Set up a SurveyMonkey survey (or schedule a debrief call if it’s a smaller conference) for after the 

conference to obtain feedback from the delegates who attended.  

o I held a post-event call with the Inventiv delegates to gather their feedback on the 

overall event.  

• Work with Business Development to ensure all client meetings and client leads are uploaded into 

Salesforce and correctly attached to conference campaign 

o Metrics were uploaded and new clients were sent to Inside Sales team for follow-up. 

• Capture feedback and key metrics in post-event report.   

o See section Ten.  Report was then sent to Key stakeholders and posted on internal 

Marketing intranet site.  

PART NINE – RISK MANAGEMENT: 

 Risk Management and Safety is a consideration when planning a conference.  One of the first 

ways we can avoid risk is one of the very first steps in planning – contract review by legal.  Upon 

receiving the contract from the particular organization producing the conference, I will send the 

contract to Inventiv Health’s in-house legal team for review.  The legal department “redlines” the 

contract and sends back to me for review, which I then forward on to the conference organizer.  After 

 



negotiating which clauses in the contract are acceptable or non-negotiable to each of the parties, the 

contract is revised to fit each party’s needs and fully executed.  This ensures that Inventiv Health is never 

at risk from a financial or legal standpoint.   

 For all other risk, once the contract has been signed, the logistics lead should hold a call with 

exhibit vendor and conference organizer to discuss the particular risks for the specific conference and 

apply the ART (avoidance, reduction, and transference) principles.  Assessing safety and risk concerns is 

completed during the event creation stage.  When the logistics lead and vendors are deciding on the 

booth elements, this is when most of the risk can be weighed.  For example, a hanging sign from 30 feet 

poses more risk than a simple 10’ x 10’ booth with a pop-up banner.  When judging these concerns, it is 

important to properly communicate with vendors and local labor to ensure they have the appropriate 

insurance and to keep copies on record for this particular conference.    

Luckily, in terms of safety, tradeshows are a physically low-risk activity, especially for the 

attendees, who normally only walk into the exhibit hall once set-up is complete.  There are, of course, 

risks for the labor crew who construct the booth, especially in the case of larger and more complex 

structures.  In this instance, all labor crews must have proper insurance to protect their physical well-

being on the job.    

 When calculating risk, the ART principles can be applied as they relate to event management.  

According to Stuart Forcheimer, these principles can be described as: “Risk Avoidance: If the target can 

be removed, the risk can be avoided all together.  Risk Reduction: When Risk Avoidance is impractical, 

seek to reduce the risk.  Risk Transference:  If the above risk reduction measures are not working, 

consider transferring the Risk” (The 5 Principles of Risk Management).  To apply these principles to 

ISPOR EU, we took the following precautions: 

• Risk Avoidance – Because the contracted booth space was only a 10’ x 20’ space, there was no 

need for an extremely large structure or hanging sign, so we removed these from our possible 

 



options of booth assets.  In this way, we completely avoided the risk of a large structure falling 

and injuring someone.  

• Risk Reduction –There are other risks besides physical.  For instance, there were two iPads 

brought to ISPOR EU.  To reduce the risk of these being stolen, one of our procedures is to lock 

up the iPads in the reception counter overnight with the keys.  

• Risk Transference - Certain risks are unavoidable, such as the risk labor might face when 

constructing a part of the wall.  To reduce this risk, we safeguard ourselves by mandating that 

the labor crew has insurance.   

After applying the ART principles and deciding which aspects of risk are unavoidable and therefore 

must be transferred, the logistics lead should recommend particular insurance products.  In the example 

of ISPOR EU, I recommended insurance for the following vendors and requested copies: 

• Exhibit vendor (Gielissen)  

• Conference organization (International Society for Pharmacoeconomics & Outcomes 

Research)  

• Venue (Austria Center Vienna)  

• The Hotel housing Inventiv’s Delegates (ARCOTEL Kaiserwasser Wien) 

• Travel Insurance recommended for all delegates 

PART TEN – PROFESSIONAL DEVELOPMENT: 

 An integral piece of each tradeshow is what happens after the event has concluded.  It is 

imperative to take note of what went well and what did not, so that each event may be better than the 

previous one.  A formal method of compiling this information in the corporate setting is by producing a 

Post-Event Report, which contains both the quantitative and qualitative feedback.  The Post-Event 

report created for ISPOR EU detailed Key Success Metrics such as the number of Inventiv Health 

Speakers, Number of Booth Interactions (i.e. client leads), and Number of Client Meetings.  Also 

included was qualitative feedback on the overall production of the event.  This would cover everything 

 



from factors that the Logistics Lead can manage (i.e. booth assets and graphics, quality of giveaways, 

hotel, etc.) to other external factors decided upon by the conference organizer (i.e. Inventiv’s specific 

booth location or conference venue).  Once the Post-Event report is completed, it is uploaded to a 

Marketing intranet site for all Stakeholders to see.   This is then consulted in preparation for next year’s 

planning.  For example, upon viewing last year’s ISPOR EU report, I saw that Inventiv did not have a 

booth and that they felt it was important for our presence there.  This feedback was then included as 

part of the strategic planning and budgeting process, and ultimately the budget and plan for exhibit 

space was approved and planned for 2016.  

A key part in gathering feedback is maintaining open lines of communication with all parties 

involved.  For all tradeshows, I hold a post-event debrief call with the delegates who attended to gather 

their feedback.  I also hold a post-event call with the conference organizer to relay Inventiv’s feedback 

to them.  I try to let all parties know that I am always available to them if they have any questions or 

concerns, throughout any stage of the event planning process.   

The broader tactic to evaluate all events through the lens of the company is to ask the question: 

“Are we meeting our strategic goals?”  In the case of ISPOR EU, our division’s strategic goal was to 

further position ourselves in the marketplace as a leader in Market Access/Pricing and Real World 

Evidence expertise.  Evidence of this could be seen in RFPs obtained from new clients or increased 

business won in this area once the conference has ended.  Overall, because this segment of the business 

has high visibility right now, the event was seen as a success due to the metrics reported on the Post-

Event report and also the anecdotal feedback given by stakeholders who attended the event. 

As for personal evaluation of a specific event through my personal career goals, I tend to ask 

myself “What did I learn, both about tradeshow planning and about my industry?  What new contacts 

did I make?  What would I do differently next time?”   

 For the future, I plan to continue to learn and grow both in my industry as I learn more about 

Clinical Research Organizations and the services they offer, as well as in the event-planning world, as I 

 



acquire my own set of best practices.  I have spoken to my manager about my specific career goals for 

the next ten years to further enhance my knowledge.  My ten year professional development goals are 

as follows: 

• Within the next year: Complete Event Leadership Executive Certificate Program  

• Within next two years: Become promoted from “Coordinator” to “Manager” title (with 

expected increase in earnings) 

• Within the next three years: Achieve nomination from someone at Inventiv to attend the HBA 

(Healthcare Businesswomen’s Association) Conference  

• Within the next five years: Become Certified Meeting Professional (with expected increase in 

earnings) 

• Within the next six years: Become promoted from “Manager” to “Director” title (with expected 

increase in earnings) 

• Within the next eight years: Obtain Healthcare Meeting Compliance Certificate (HMCC) 

• Within the next ten years: Become promoted from “Director” to “Vice President” title (with 

expected increase in earnings) 

While looking to obtain various certifications during the next stage of my career, I would also 

like to note that I plan to become more involved in any professional associations I join, such as the 

Convention Industry Council or Meeting Professionals International.  Belker explains, “Put 

something back into your professional associations.  These are not completely altruistic 

recommendations.  The primary objective is to be of assistance to the cause of the profession, but 

there are ancillary benefits.  You become known within your community and your profession.  You 

enhance your base of knowledge, and you make some nice contacts and friends.  That not only 

makes you a broader-based manager but also a more promotable one” (202).  

Also important with increased responsibility in the workplace and demanding career goals is 

achieving a sense of balance.  The first tactic I plan to employ to bring a sense of balance in my life is 

 



remembering to have fun every day.  When coordinating a new tradeshow, I try daily to get to know 

the team attending.  Getting to know my work colleagues has enabled me to enjoy spending time at 

conferences because I genuinely enjoy the people I interact with on both a professional and 

personal level.   

Outside of work, it is important to maintain an exercise regimen to wash away the stresses of 

the day.  To fulfill this goal, I try to leave the workplace by 5:30pm every day so that I may arrive at a 

workout class by 6:15.  Even if means getting into the office earlier, I still try to leave on time at the 

end of the day.  Additionally, it is important to schedule regular time off from work.  Inventiv 

encourages regular use of PTO (“Paid Time Off”) by making five vacation days the maximum that can 

be carried over into the next calendar year.  My plan to maintain equilibrium within all parts of my 

life ensures that I tackle each day and each tradeshow with energy and a drive to make each event 

the best ever. 

 

 

 
 
 
 
 
 
 
 
 
 
 

 



Dana L. Bobrowski 
 

Address: 700 Ardmore Avenue, Unit #201, Ardmore PA   19003 
Email: Dana.Bobrowski@Gmail.com • Phone: (610) 505-2238 

 
 

CAREER OBJECTIVE 
To utilize my conference event experience, education in business, and passion for high-quality corporate events to gain a 
corporate event-planning position within the biopharmaceutical or healthcare industry. 
 
EDUCATION 
James Madison University, Harrisonburg, Virginia, USA                                                                

Bachelor of Business Administration, Magna Cum Laude, May 2007              
Major: Finance Cumulative GPA: 3.82  

 
Cambridge International Exams, London, UK     

Certificate in International Business, Mountbatten Internship Programme, August 2008 
Modules: Managing Teams and Managing Information 

 
Temple University, Philadelphia, Pennsylvania, USA                                                                

Event Leadership Executive Certificate - In Progress 
 
EVENTS EXPERIENCE 

• Leading Inventiv Health’s presence at 25 conferences annually for a division with revenues in excess of $500M 
annually  

• Managing budget for Clinical division Conference spend with a combined budget of $1,000,000 for all events 
 
PROFESSIONAL EXPERIENCE 
Inventiv Health  

Blue Bell, Pennsylvania  
Corporate Conference & Event Coordinator (January 2017 – Present) 
 Supporting the Clinical Division’s conference presence with all aspects of event production including 

brainstorming, project management,  overseeing vendors, leading internal strategy calls, and on site supervision  
 Managing budget for 25 individual events as well as overall spend for entire Marketing department (acting as 

Finance liaison) 
 Maintaining effective working relationships with multiple key stakeholders including C-level executives 
 Producing actionable, metric-driven post-event reports for each conference that detail Return On Investment 

and other Key Performance Indicators  
 Acting as liaison between Marketing, Business Development, and Inside Sales to ensure conference leads 

receive effective and timely follow-up 
 
Inventiv Health  

Blue Bell, Pennsylvania  
Manager, Finance (November 2015 – December 2016); Senior Financial Analyst (April 2014 – November 2015)                         
 Managing Salesforce administration personnel and holding ownership of Salesforce data and controls for Phase 

II-IV Segment 
 Supervising pricing initiatives for biotech clients and acting as liaison between Finance and Business 

Development for specialized commercial deals 
 Analyzing quarterly Book-to-Bill metric (vs. industry standard) and presenting findings to Senior Management 
 Forecasting yearly revenues on a quarterly basis at a project level by collaborating with the Project Financial 

Analyst organization for existing projects as well as the Business Development team for studies in the pipeline 
 Calculating Business Development sales representatives’ quarterly commissions and spearheading the process 

of completely restructuring the payout plan  
 

 



Cantor Fitzgerald/BGC Partners 
Management Accountant (November 2009 – December 2013 in London, UK) 
Financial Analyst (October 2008 – November 2009 in New York City, NY) 
Management Reporting Assistant, Mountbatten Internship Programme (August 2007 – September 2008 in London, UK) 
 Produced and held ownership of daily financial performance reports presented to Senior Management detailing 

cost centre/divisional/geographical Profit & Loss 
 Created and maintained monthly Income Before Allocated Cost reports, featuring revenue and cost at a broker 

level which were presented to Desk Heads as part of a monthly Management Information Compensation pack 
 Assisted the Front Office with bi-annual Offsite Meeting presentations, including extensive review of revenues, 

expenses, and Key Performance Indicators by desk and geographical area 
 Supported the Front Office with quarterly projections and actual vs. budget variances for various business 

areas, specializing in the Corporate Segment of the business  
 Compiled Company-specific and Industry-wide Metrics data for Investor Relations press releases and earnings 

calls as well as providing administrative support during earnings call rehearsals with all C-level executives  
 Directly supported brokers who trade electronically with ad-hoc reporting, commission structural changes, and 

client rebates 
 Worked closely with the front office to take responsibility for daily global revenue flash reporting  
 Managed the team’s interns/new hires and their daily reporting tasks including various flash reports  

 
 
UNIVERSITY AWARDS AND OTHER ACTIVITIES 

 Omicron Delta Kappa, National Leadership Honor Society, President 
 University Program Board at James Madison University, Director of Finance 
 Beta Gamma Sigma Business Honor Society, Phi Kappa Phi Honor Society, Mortar Board National Honor 

Society 
 Recipient of the Philip H. Maxwell Finance Scholarship 

 
 
 

COMPUTER SKILLS 
Microsoft Office Suite (including advanced Excel skills), Salesforce, Pardot, CVENT, Survey Monkey, Oracle, Hyperion 
Essbase, Business Objects 
  
 
REFERENCES  
Available upon request. 
 

 

 

 

 

 

 

 

 

 

 



December 16, 2017 
  
  
 
 
 
Dear Sir or Madam: 
  
 
I am pleased to offer my highest possible recommendation for Dana Bobrowski in her quest to 
gain a position in the Events industry.   
 
 
For two separate events, sponsored by Mole Street, Dana reported directly to me while 
assisting with a variety of tasks, allowing me the opportunity to observe her both on an 
individual level and in various team settings.  Her exceptionally positive attitude, amiable 
demeanor, strong work ethic and willingness to learn made her a valued member of our team.  
  
 
Dana demonstrated a high level of competence during her time working with us.  She was eager 
to assist in the set-up and tear-down process as well as manage the photo booth on two 
separate occasions.  She interacted heavily with guest and clients during both events, and we 
knew they were in good hands with her.   
  
 
After hearing about Dana’s goal to gain a full-time position in the events industry, I know she 
has the natural talent and enthusiasm to make this dream into a reality.  Completing the Temple 
Events Management course is the first stepping stone in a lifelong career in events.  I am 
confident she will bring a high level of ability to her future employers and more importantly, her 
future colleagues and collaborators.  
 
 
Please do not hesitate to contact me if I can provide any additional information or speak 
positively on Dana’s behalf. 
  
 
 
Sincerely, 
 
 
  
Brian LaPann 
Principal 
Mole Street 
 

 

 

 

 



To Whom It May Concern: 

 

It’s my absolute pleasure to recommend Dana Bobrowski for the 
Event Leadership Executive Certificate at Temple University. 

Dana and I worked together at Philadelphia Salsafest 2015. 

I thoroughly enjoyed my time working with Dana, and came to 
know her as a truly valuable asset to absolutely any team. She is 
dependable and incredibly hard-working. Beyond that, she went 
above and beyond in what was expected of her at the event.   

Along with her talent, Dana was a joy to work with. She was a 
team player and extremely enthusiastic throughout long shifts 
during the event. 

Without a doubt, I confidently recommend Dana for the Event 
Certificate.  As a dedicated and knowledgeable team player, I 
know that she will make the most out of this certificate.   

Please feel free to contact me at 
danielle@philadelphiasalsafest.com if you like to discuss Dana’s 
qualifications and experience further. I’d be happy to expand on 
my recommendation. 

 

 

Best wishes, 

 

 

Danielle R. Foster 

 

 

mailto:danielle@philadelphiasalsafest.com


Temple University 
Event Leadership Executive Certificate  
1810 N. 13th Street, Speakman Hall 111 (006-68) 
Philadelphia, PA 19122 
 
I’m very pleased to recommend Dana for completion of the Event Leadership Executive Certificate 
program at Temple University.  As a colleague of Dana’s in the Marketing department of Inventiv Health, 
I have known her for almost three years.  Very recently, upon her transition into the Marketing group 
from Finance, I have gotten to know her professionally much better.   
 
Dana first spoke with me about her desire to transition from Finance to Marketing last year, and let me 
know she was taking classes at Temple University in an effort to change careers.  Dana has articulated 
and demonstrated a clear vision for herself, and in doing so, she has applied new skills and concepts 
very quickly in her new role. 
 
While Dana took on managing the ISPOR EU conference, I was her event supervisor and was able to see 
how quickly she grew into her new role.  She is committed, proactive, and demonstrates initiative in 
everything she does.  She has demonstrated excellent customer service skills with her internal 
stakeholders.  
 
In addition to the time management and project management skills needed to turn the vision for this 
event into a reality, she also has strong “soft” skills. Dana consistently considers multiple points of view, 
even when different from own, to accomplish objectives and reach a mutually beneficial outcome 
and/or decision.  Dana works very well with individuals and teams and promotes a positive attitude. As a 
team player, she demonstrates commitment to delivering winning outcomes and does whatever it takes 
to get the job done.   
 
Dana has embraced her new role in Marketing with much enthusiasm and passion. She has taken on 
more responsibility in a shorter time frame than anticipated. This is credit to her willingness to learn and 
her eagerness to succeed. Like Finance, Marketing is a support function within the organization. As such, 
we answer to our internal clients everyday. And our internal clients are as pleased as I am with Dana's 
overall outlook and professionalism.  On a personal note, I am inspired by Dana; her motivation and 
perseverance and wish her every success.  
 
Dana has my highest recommendation for the Executive Certificate and any events position she may 
take later in life.  I thoroughly enjoy working with her and wish her nothing but success in life.  Please 
feel free to contact me for any further information. Thanks very much for your time. 
 
Sincerely, 
 
Erica Hill, 
Director of Marketing 
Inventiv Health 
Erica.Hill@inventivhealth.com 
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Today…

1. What is freelance 
2. Why freelance 
3. Can I hack it 
4. Create your environment 
5. Building your brand 
6. Your network 
7. Fees & budgeting 
8. IC vs LLC… 
9. Tools 
10. The ups & downs 
11. Resources 



1.What is freelance?



Definition of Freelance

1. Freelance 
Secondary description goes right about. Secondary description goes right 
about. Secondary description goes right about. Secondary description 
goes right about.



Freelance: 
JOB 

DESCRIPTION



A multitude of hats

Freelancers posses all the responsibilities of 
a smoothly running business 

1. Marketing 
2. Accounting 
3. Office Manager 
4. HR 
5. Business Development 
6. you name it…you wear the hat! 



2.Why freelance?



What entices 
YOU?



Pros &

1. Flexibility 
take control of your time 

2. Creative control 
you have final say on projects & clients 

3. Transition 
in-between things at the moment 

4. Scheduling 
plan for your current needs 

5. Financial independence 
create your own worth 

1. 24/7 
burning the mid-night oil 

2. Work to work 
in need of work? can’t say no… 

3. Transition 
temporary and not consistent 

4. Scheduling 
anxiety of future projects 

5. Income uncertainty  
ebbs & flows 

Cons



3.Can I hack it?



Qualities of a freelancer: top 10

1. Self-motivated 
2. Self-reliant 
3. Organized 
4. Confident 
5. Effective communicator 
6. Tough 
7. Creative 
8. Agile 
9. Timely 
10. Thick skinned



4.Create your environment



CREATE  
YOUR SPACE



Build your workspace

1. Home 
Create a home office 

2. Public Space 
Coffee shops, favorite restaurant, parks, 
etc.  

3. Co-working space 
WeWork, Benjamin’s Desk, Indy Hall, and 
many more! 

4. Anywhere 
Pack your phone and computer and off 
you go!



CREATE  
STRUCTURE



Set limitations

1. Time 
When do you work 

2. Clients 
Who you work with 

3. Projects 
Types of projects 

4. Flow 
Create your day… I like meetings in the 
morning and errands in the afternoon. 



CREATE  
STANDARDS



The nitty gritty….

1. File structure 
Keep things organized 

2. Communication methods 
Standards in how you communicate 

3. Manage the “things” 
Repurpose and reuse 

4. Create a rhythm 
Create a process for how you do things 



5.Building your brand









IMAGES 
ARE 
POWERFUL



Make sure to 
DOCUMENT









6.Your network



Being here is the best thing you can do for 
building a freelance network. Teachers, 

colleagues…they are all like-minded and a great 
asset for connections moving forward. 

“



What is my network?

1. Friends & family 
your biggest cheerleaders 

2. Colleagues 
current & past work/school environments 

3. Your community 
resource for ideas, contacts & things 



7.Fees & budgeting



WHERE  
DO I  
START?



Working the finances

1. How do I start 
2. When do I set up a bank account? 
3. How am I taxed 
4. Writing things off 
5. Flat rate vs hourly 
6. Invoicing 
7. Checks & CC payments 

create a five year plan… 
cash flow is the killer of most small 
business.  



8.IC vs LLC…





9.Tools



What works for  
YOU?



Tried and true tools

1. Dafont 
2. Noun project 
3. Unsplash 
4. colourlovers.com 
5. Squarespace 
6. Trello 
7. Basecamp 

8. any.do 
9. google drive 
10. dropbox 
11. buffer 
12. Indesign 
13. Keynote 
7. Join.me 

http://colourlovers.com


10.The ups & downs



The good, the bad 
THE UGLY



Experience 
SHARE



Keep learning….

1. Seek assistance 
As a freelancer, you DO NOT need to do it 
all yourself 

2. Set boundaries 
Make sure to establish boundaries early on 
with yourself and your clients 

3. You ARE worth it 
You sell your own value - make sure you 
OWN it 

4. Follow through 
Your value and worth is based on your follow 
through and actions 

5. Communication 
Over communicate - you can never be clear 
enough 

6. Build a GREAT team 
Great vendors make you look great and vice 
versa. Create a network of people who you 
work well with and can use as referrals, they 
will do the same for you. 



11.Resources



Great reads

1. 5 Hour Work Week 
2. Creative Inc.  
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