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“It’s hard to beat a person who never gives up.” 

Babe Ruth

ARE YOU PURPLE? 
THE POWER OF PASSION!

By Gail Lowney Alofsin

Our mindset as a child is that we can do  
anything. When asked what we are going to be 
when we grow up, the answer may range from 
an astronaut, major league baseball player, 
concert pianist to “world famous” sensational 
someone! Children express their ambitions 
with bright eyes, exuberant body language  
and breathless inflection! When we fall in love 
for the first time, we see the world with new 
eyes – “Hello world, where have you been?” A 
teenager in love sees the world with endless 
possibilities and passion. 
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As event professionals, when we talk 
to people we meet about what we do for 
a living, the reaction is “what a great job, 
you must have fun all day” and when you 
think about many of the event careers 
available, they are correct! 

Most people enter the world of events 
full of passion and inspiration with a 
childlike, “sky is the limit,” mindset. 
Somewhere along the way, call it experi-
ence, we start to determine what is not 
possible. “We’ve tried that, we’ve always 
done it this way, we can cut corners here,” 
verbiage that can create a culture of  
lethargy and mediocrity.

When we are passionate about a project, 
we start strong. Why not finish as strong 
as you start? Inspiration, passion, enthu-
siasm? It starts with you! Remind your 
colleagues and team of the big picture. 
For instance, we are not just hiring bands, 
we are bringing people together through 
music and therefore must think care-
fully about our music choices. When we 
design activities for our family areas, our 
mindset should be focused on comfort, 
appeal and activities that families can do 
together. When we welcome food vendors, 
let’s think beyond fried dough and add 
healthier choices to enable selection. And 

when we “sell” our sponsorship, let’s be 
conscious of assisting our sponsors with 
on site programming so their brand is 
known for enhancing an event versus 
intruding on one! 

Flashback, 1989: I was commencing  
my second year of festival sales, marketing 
and management and had an unbridled 
passion for producing events after plan-
ning my first event, the Motts Clamato/
Schweppes Great Chowder Cook-Off in 
September 1988. Our very small team, 
comprised of me and our operations  
manager, were determined to launch  
the inaugural Taste of Rhode Island 
Festival. Bringing this event from concept 
to conception proved to be, as with most 
events, a labor of love completely driven 
by passion.

The naysayers were all present, “You 
need more than a year to create a new 
event,” “Who is going to come and eat 
food all day while listening to music?” 
“Newport does not need another event.” 
When discussing the event at a local 
marketing meeting in Spring 1989, one 
member publicly professed, “Why are  
we talking about an event that is not  
going to even happen?” That was all  
the fuel I needed to ignite my passion 
and produce the event, from scratch,  
now in its 22nd year!

In addition to producing over 2000 
events over the past 20 years, from wed-
dings, corporate outings & private parties 
to major festivals, I have had the privilege 
of teaching at the University of Rhode 
Island for 23 consecutive semesters. One 
of the books that I recommend to the 
students is Seth Godin’s, The Purple Cow. 
Seth was a Resident Assistant in Houston 
Hall, my dormitory at Tufts University 
and I remember him as brilliant and 
dynamic as he is now.

The main point of the “Purple Cow”  
is about being remarkable versus  
predictable and stale. Seth and his family 
were driving through France and were 
enamored by the cows gracing the green 
pastures. They “oohed and ahhed” over 
the beautiful cows. After twenty minutes, 
however, they were just cows. If there 
had been a purple cow, now THAT would 
have been remarkable! 

In the world of events, we serve a 
variety of different customers – sponsors, 
attendees, vendors, suppliers, entertain-
ers, and volunteers to name a few. What 
keeps them coming back? How do we 
create a “fan base” of people who believe 
in our festivals and events? How do we 
cultivate raving fans? How do we become 
and remain “purple”? 

The answer…is passion! Passion will 
always supersede reason. With passion, 
we can do close to anything. With passion 
and purpose, the stakes are even harder. 
But what is passion? How do you get 
there and how do you stay there?

The dictionary describes passion as “a 
strong and barely controllable emotion.”

Think about something you are  
passionate about – your family, your 
friends, your career, sports, events, fund-
raising, travel, people. What drives your 
passion for these people or experiences? 

Have not found your passion yet? No 
worries. Just get out there and experience 
different events, careers, and people. Not 
sure what you want to do? Volunteer  
while you search. I serve on five boards 
and assist many other charities. It is very 
rewarding and is an outstanding  
networking opportunity, something I  
did not realize in my younger years.  
Volunteering will ignite your passion and 
you will personally derive a strong sense 
of purpose through helping others.

We can never underestimate the power 
of passion. Your passion is visible from 
the way you sell and market your events, 
the words you use, the advertising and 
marketing mediums you choose, the lines 
at your gate and the posture of your event 
staff. Passion, or the lack of it, is clearly 
detectable and it starts with YOU!

From Connection to Gratitude, here are 
four passion points for your review!

1 CONNECTION – Who  
Are You Connecting With, 
Internally and Externally?

The best events commence with the 
right connections – internally and  
externally. Your event or festival is not 
for everyone and therefore cannot be 
designed to attract and inspire everyone. 
Once we identify who our customer is,  
we can market to this audience.

To the extent that you can manage  
your “internal” customers (colleagues,  
suppliers, entertainers), choose people 
who will motivate you, people who are as  
enthusiastic about your events as you are. 

For instance, when we were designing 
the collateral for one of our fledgling Taste 
of Rhode Island festivals, the designer for 
our posters and advertisements was “over 
the top” with her enthusiasm. She visited 
our office with great fanfare, exhibiting 
electrifying energy for our new event. You 
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would have thought she was on the  
festival team by the way she offered  
more than design insight to the fabric  
of the event. 

In the same respect, we had worked 
with a different graphic designer on our 
sales collateral. He was an outstanding 
graphic artist. That said, every visit to his 
studio (he did not come to our office) 
was draining. Projects were late and his 
whole aura was “quiet,” physically and 
mentally. This may have worked for 
another kind of company, but for festival 
sales collateral, we wanted enthusiasm 
and magic! 

As for your colleagues, in most cases  
you cannot pick your co-workers. When 
you can, pick the ones that are excited 
about the projects that you work on. If you 
cannot pick team members, do your best 
to “inspire” rather than “expire” the people 
that you work with. This can be done with 
a simple smile and understanding of what 
is on their plate and how your timeliness 
with a project or deadline can make their 
job more manageable. 

When it comes to connecting with  
your external customers, such as your 
sponsors, how visible are you? Do you 
check in weekly, monthly, quarterly or 
do you “pop in from out of space” a few 
months prior to the event in search of a 
renewal? Are you keeping up to date on 
their company through their website, Face-
book, Blog? Hmm...you don’t have time? 
The reality is that you do not have time 
not to! The more you know, the more 
educated you will be about your client and 
it will enable your events and festivals to 
stay fresh…and purple. Brown cow is out! 

2 PREPARATION – Build 
Those Relationships 
Before You Need Them!

No one can prepare for you, you  
have to prepare for yourself – both  
personally and professionally. Set your-
self up for success – design timelines, 
checklists, communication systems that 
align you, your sponsors, vendors and  
the event teams.

Build “white space” into your day  
and into your life. When opportunity 
knocks, you will be ready for it. In the 
event industry in particular we tend to 
over commit. Watch out, this can be a 
very quick path to passion burnout.

Learn everything about your industry 
and different facets of your industry  
from the bottom up! Own it – own your 
responsibilities in the company and 
when you make an error, do your best  
to correct it and turn “oops into opportu-
nity.” It is never too late to start again, in 
your career or personal life.

Get to know your internal and external 
customers better. Take an existing or poten-

tial client out for lunch or coffee  
each week, or every other, and listen  
with a capital “L.” Send a congratulations 
card to the employee of the month, to 
a colleague or client who is graduating, 
getting married, retiring or welcoming 
children into the world.

My mother always told us, “to be 
interesting, you have to be interested.” Be 
interested in other people and build your 
networks before you need them. Passion 
for others commences when you realize 
that it is not “all about you.”

People want to know that they matter 
to you. Think about the person that you 
purchase your coffee from in the morning 
and how you feel when they know “your 
regular.” Think about how you feel when 
your flight is cancelled or delayed and  
the reservation agent does their best to  
re-route you with compassion. Think 
about that special family member or 
friend who took interest in you in your 
formative years, offering advice or “an 
ear.” Be kind to people and watch it  
boomerang right back to you.

3 ATTITUDE – You Are 
YOUR Company!
Whether you think you can or  

you think you can’t, you are right. So why 
not focus on the “can” and find ways to get 
it done. Be known as the “go to”, “make 
in happen” guy or gal. Your competence 
for projects will be built on your experi-
ence. Take note of your professional “best 
practices” and share them to improve the 
growth of your department or event.

Your personal brand is built over  
every interaction that you have. Personally 
you represent “you” and professionally 
you represent your company. You may be 
the only person in your company that a 
client, vendor or event attendee meets. 
How are you representing your company? 
Do you have complimentary things to say 
or are you whining about internal issues? 
My grandmother always cautioned us 
not to share our family’s “dirty laundry.” 
When you are representing your company, 
have only the finest things to say about 
the company, while you work there and 
when you depart.

4 GRATITUDE – “opportu-
nity versus obligation”
Be thankful for your blessings.  

Be thankful for a job, a great family,  
energizing clients, challenging clients, 
exciting colleagues, steady colleagues,  
for your two legs, hands, eyes. When  
you say “thank you” for the little things 
in life, the fact that you woke up today 
and know your name, you cannot help 
but unleash the passion within you and 
ride the wave. 

Help others, whether it is through  
your participation on a board or hands 
on with a charity that you care about.  
Assisting others is an opportunity and 
never an obligation. 

Do you have an opportunity to tie  
a non-profit into your event whether it  
is through a booth for exposure, silent 
auction, raffle or interactive activity? Do 
you meet with your non-profit partners  
to strategize, ensuring their success? 
When non-profit partners are embroi-
dered into the event through a wine toss, 
wheel spin, silent auction or kids area 
aligned with sponsor, this will assure  
success for all involved.

According to the philosopher, Aristotle, 
“We are what we repeatedly do.” 

Find the remarkable in your own life 
versus living vicariously through others.

How purple are you? How purple can 
you aspire to be? The hue does not matter 
– just start today and watch your passion 
escalate. The sky is the limit. Hold on!
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