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Put a global panel of industry experts 
together, and what do you get? The coor-
dinates to navigate through the world of 
international events.

 This year the fourth annual Industry  
Compass panel discussion took place at 
IFEA’s 54th annual convention in India-
napolis, Indiana (USA), with representa-
tion—live and virtual-- from the associa-
tion’s affiliate organizations around  
the world. 

While the panelists have changed from 
year to year, the charting of international 
issues, trends, and opportunities over the 
past four years has yielded invaluable ref-
erence points as we become a more fully 
integrated international association.

The ideas contained in this article 
are the collective contributions of these 
people—the 2009 participants listed  
to the right, and those from the three 
preceding years.   

Industry Compass 2009

From a perspective of four years, many 
of the issues and trends facing festivals 
and events in 2009 have remained the 
same, or have intensified. 

FOUR TOP TRENDS

GLOBALIZATION, the number 
one Industry Compass trend of 2008, 
retains its position in 2009 and now 
spans international competency stan-
dards, tourism marketing, and upgrad-
ing festival content and management 
to meet global criteria. 
 

International Competency Standards 
for Event Management (IEMS)

Canada, via its Canadian Tourism Hu-
man Resource Council, and South Africa, 
via its Sector Education Training Author-
ity, have each been working towards 
establishing International Competency 
Standards for Event Management (IEMS) 
based on the Event Management Body of 
Knowledge (EMBOK). EMBOK found-
ing members include IFEA members Bill 
O’Toole of Australia and Janet Landey of 
South Africa, both of whom have been 
involved in the IEMS program, along 
with Thérèse St-Onge, IFEA Canada, and 
Professor Ulrich Wuensch of Germany.

According to Canada’s Eva Schaus-
berger,  Director of Foreign Credential 
Recognition/ Directrice du programme de 
reconnaissance des titres de compétence 
étrangers, the Canadian Tourism Human 
Resource Council’s first step was to under-
take  international comparisons of event 
management qualifications between 
Canada and  South Africa, the U.K., and 
Australia. This phase spanned 2006-2007.
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INDUSTRY 
COMPASS
PANELISTS

During the following two years, from 
2008-2009, nearly twenty-five industry 
practitioners and leading scholars from 
more than six countries participated in 
the development of a set of competency 
standards that could be reciprocally 
acknowledged on an international basis. 
This was followed by a survey during 
July – September 2009 to validate the 
standards, with feedback from 170 prac-
titioners in 18 countries. Final testing of 
the model should be finished in Decem-
ber 2009, after which time, according to 
Canadian bilingual requirements, the 
certification program will be translated 
into French, with a target completion 
date of the summer of 2010.

The new international competency 
standards should complement exist-
ing IFEA CFEE programs, according 
to Schausberger. “Our strategic, long-
term goal is to support the industry by 
developing the IEMS tool and make it 
available via a free download from our 
website. We will look at articulating the 
competency-based  certification program, 
i.e. interpreting it, with other existing 
programs, such as CFEE, CMP, CSEP,  
and college and university programs,  
and eventually, to identifying and  
working with overseas partners to  
administer the program.” IFEA could  
be one of those partners.

Globalization Incubators
The globalization of professional 

standards could come as a welcome 
boost to countries like Australia, where, 
according to both Barry McNamara 
and Barry Wilkins, local governments 
are increasingly getting into the events 
business, but often using unqualified staff 
people to produce their events. 

In the Middle East, Alex Heuff, head of 
IFEA’s Middle East and Pan-Arab office, 
notes an inconsistency in regulations. 
“The level of health and safety varies too 
greatly from country to country,” he says, 
“with some laws in place in one country 
and nothing in place in another due to 
lack of education and the desire to ‘cut 
corners’. Big music events, on the other 
hand, are leading the way in health and 
safety, but crowd control is still an issue, 
with several big gigs taking place in city 
centres (sic) throughout the Middle East 
during the cooler months.”

In Uganda, Peter Kagwa of Events 
Warehouse recently partnered with 
Silk Events, another leading Ugandan 
events company, to produce the 
Kampala International Events Summit, 
the country’s first-ever conference on 
events management, on September 9-
10, 2009. In addition to exploring the 
Event Management Body of Knowledge, 
the conference sought to instill 
professionalism in a Ugandan industry 
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that has no set standards, and to create 
an avenue for the formation of an events 
association in Uganda and East Africa.

Featured speakers included Bill O’Toole 
and Janet Landey. A long-time proponent 
of industry standards, O’Toole addressed 
the issue of government regulation 
head-on: “If the industry is regulated, 
training practitioners to manage projects 
and identify risks will make it easier 
for the Government to develop an 
events strategy and work together with 
the events practitioners to market the 
country’s tourism potential,” he said in 
an interview with allAfrica.com . 

In spite of political upheaval, tourism 
in Uganda generated $632 million in 
2007-2008 due to an increase in foreign 
visitors to 842,000.

IFEA was an endorsing sponsor of both 
IIRME’s “Event 360” conference in Dubai 
and the Kampala International Events Summit.

South Korea
Few people have done as much on a 

national level to advance the globaliza-
tion of tourism marketing, and to up-
grade festival content and management 
to meet global criteria, than Professor 
Gang-Hoan Jeong, PhD, Dean of the 
Graduate School of Tourism Management 
at Pai Chai University in Taejeon, South  
Korea, and President of IFEA Korea.

2006
In 2006, Industry Compass participants compared 

growth in the festivals and events profession with New 
York Times columnist Thomas Friedman’s concept of 
a world “flattened” into a uniform playing field by 
advances in technology and new business practices, a 
playing field that allowed what Friedman described as 
“multiple forms of collaboration—the sharing of knowl-
edge and work—in real time, without regard to geogra-
phy, distance, or, in the near future, even language.”

Four key factors influencing this flattening for festival 
and event professionals in 2006 were:

The Internet, which was seen as both connecting us 
and alienating us (with i-pods, cell phones, BlackBer-
ries, etc.) at an alarmingly fast pace; 

Internationalism – a way to unify communities and 
countries by introducing new viewpoints and forms of 
celebration; 

Authenticity-- that vast divide separating “intentional” 
festivals, which are usually tourism-driven or commer-
cially motivated, from “traditional” festivals, which 
are a cultural manifestation; and 
 

1.
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3.

Inspiration and Innovation—the need for the next 
great “WOW factor” in order to reach easily bored 
audiences. 

In 2006, audiences were seen as becoming younger, 
more high-tech, and harder both to please and to reach; 
and a real threat existed that festivals would lose their 
cultural roots in favor of satisfying these temporal ap-
petites.

2007
In 2007, the issues identified by the Industry Compass 

panelists were global warming, “green” or ecological 
issues, and migration—specifically, the need for festivals 
to build another culture to better serve the profile of 
immigrants now living in the festivals’ host cities. These 
issues still are of concern today.

Industry trends again centered around Internet tech-
nology, but with a new dimension: festival marketing 
and promotion through empowerment blogs and You-
Tube broadcasts, as well as optimal use of new, portable 
IT-driven hardware devices. 

Government investment in festivals as tourism vehi-
cles was also a major trend in 2007, whether destination 
tourism in Australia, experiential tourism in Ireland, 
“value tourism” promoting Islamic family values in Sau-
di Arabia, or cultural tourism in Korea—a trend every-

4.
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The country‘s Tourism Cultural Festival 
System was created in 1996 by the Minis-
try of Culture and Tourism as a means of 
commercializing festivals to reinvigorate 
the local economy via tourism.

Over the past three years, Professor 
Jeong has organized a series of event 
management conferences throughout the 
country, bringing in overseas industry 
experts to share best practices with local 
organizers as well as with government 
officials, who are heavily invested in 
developing Korean festivals as a tourism 
product. In 2009 these included confer-
ences in Gyeongbuk, with a tour of the 
Gyeongju Alcoholic Drink and Rice Cake 
Festival, and a global forum during the 
Boryeong Mud Festival. 

Professor Jeong has also led study  
trips to festivals outside Korea-- face-
to-face learning experiences for festival 
organizers, sponsors, and government  
officials--  to events such as the great 
Brazilian carnivals of Bahia and Rio de 
Janeiro; and more recently, to festivals in 
Rotterdam, The Netherlands, and Fredrik-
shavn, Denmark. (See related article on 
the visit to Denmark by Allan Xenius-
Grige in this issue.) 

Professor Jeong has established memos 
of understanding – a type of affiliate 
partner agreement—with a number of 
festival organizations including IFEA 

Latin America, IFEA Europe, the New 
Zealand Wildfoods Festival, the Battle 
of Gettysburg Reenactment Committee 
(Pennsylvania, USA) and La Tomatina 
Festival, Buñol, Valencia, Spain.

GOVERNMENT INVESTMENT in 
festivals and events continues in coun-
tries like Canada, South Korea, Sin-
gapore, China, Sweden, South Africa, 
and the Kingdom of Saudi Arabia… 
but typically not in the United States 
on a federal level, and infrequently on 
a state level unless festival is defined 
in the classic European sense of the 
word, such as a symphony series. In 
that case, U.S. federal agencies like 
the National Endowment for the 
Arts (NEA) fund symphonies, ballet 
ensembles, opera companies, and 
the like, but not in the context of the 
traditional American definition of the 
word festival.  

That is about to change. According to 
the NEA’s Mario Garcia Durham, Direc-
tor of Presenting, the National Endow-
ment for the Arts is now exploring how to 
develop the “hidden DNA ties” and their 
related opportunities between the NEA 

2.

and those American festivals and events 
that also are arts presenters. The first step, 
says Durham, is to create a dialogue.

In Canada, on the national front, 
according to Gary Masters, Executive 
Director of Festivals and Events Ontario 
(FEO), the Canadian government has 
created a CA$50 million (US$48.3M / 
€32.6M*) fund to support “marquee” 
festivals and events across Canada as part 
of the government’s stimulus funding 
package. To date, says Masters, more than 
48 announcements have been made on a 
national level, in amounts ranging from 
just over CA$125,000 (US$120,000/ 
€81,000) to CA$3 million (US$2.9M/ 
€1.9M*)depending on the festival.  
(*exchange rates as of October 13, 2009)

The CA$50M funding comes from the 
federal Ministry of Industry Trade & Com-
merce, under Minister Tony Clement, and 
is part of a two-year commitment—i.e. 
a total of CA$100million in economic 
stimulus. The Secretary of State (small 
businesses and tourism) is Diane Ablon-
czy; her secretariat falls within Clement’s 
portfolio. Bottom-line, according to 
Masters:  it is tourism that is managing the 
CA$50 million; not culture or heritage.

 At a provincial level, the government 
of Ontario announced that festivals and 
events within Ontario would again receive 
upwards of CN$11 million (US$10.6/ 

where, that is, except in the United States, which does not 
fund tourism or festivals and events. Government tourism 
agencies outside the U.S. also invested in festivals through 
educational training of festival workers and direct festival 
financing, with several countries exporting performing 
groups to other festivals as “cultural ambassadors.”

2008
In 2008, many of the same themes emerged:

Globalization: in festival programming, marketing, and 
communication styles, to create a strong, internationally 
recognizable festival brand.  
The downside of globalization, “cultural globalization” 
(also known as “Westernization”) and “over-festivaliza-
tion,” brought a loss of cultural identity, as festivals tried 
to be too many things to too many people.  

Youth: increase in IT-driven and inter-active marketing to 
youth in 2008, with on-line tools like Facebook, MySpace, 
flickr, last.fm, YouTube, blogs, and text messaging. 
Festival programming shifted to experiential (see it, 
touch it, try it). Sports marketing emerged as a univer-
sal way of engaging youth-- in Singapore, chosen to be 
the first IOC-sanctioned World Youth Olympics, and in 
South Africa, with the FIFA (World Cup Soccer) champi-
onships, both in 2010. 

1.

2.

Education and Research as festival partners: a grow-
ing concern for reciprocal international recognition of 
credentials, along with the requisite work visas, with the 
goal of greater mobility of trained professionals through-
out the world. 
Research also became recognized as a valuable partner in 
those countries where academic substantiation strength-
ened funding applications to the public sector, such as 
arts and cultural councils, tourism boards, and educa-
tional agencies. 

Values-Driven festivals and events: a way to promote 
healthy attitudes and habits.  
On a social side, festivals consciously began to integrate 
immigrant neighborhoods into the fabric of the festival 
itself, making the festival more inclusive, or, in the case 
of South Africa, to use events to eradicate poverty. On a 
biodiversity side, festivals focused on producing “green” 
events. 

Economic Diversification: due to the worldwide economic 
collapse in 2008. 

(Editor’s note: Read past Industry Compass articles at  
www.ifea.com – Resources/i.e. Magazine or at  
www.internationaleventsltd.com/publications.)

3.

4.

5.

http://www.ifea.com
http://www.internationaleventsltd.com/publications
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€7.2M) in funding in 2010, despite cut-
backs in other government departments as 
a result of the global economic recession. 
Last year, a total of 224 different festivals 
in Ontario received some sort of provin-
cial funding from the Ministry of Tour-
ism--Investment & Development Ontario 
(IDO) branch.

Canada’s investment in developing 
International Competency Standards for 
Event Management (IEMS) mentioned 
earlier in this article was funded by the 
Canadian Department of Labor. 

Of South Korea’s 1200 representative 
festivals, fifty “Cultural Tourism Festivals” 
are sponsored by its Ministry of Culture 
and Tourism. The present-day Korean Cul-
tural Festival system started in 1996. It has 
grown from a budget of KRW3.5 billion 
(US$ 2.9M) in 2007, to KRW7.3 billion 
(US$6 million) in 2008-2009, with each 
chosen “representative festival” receiv-
ing KRW800million (US$670,000.), plus 
overseas publicity.

Two festivals selected as representative 
festivals in 2009 from these 1,200 Korean 
festivals include the Boryeong Mud Festi-
val, whose KRW3.2B (US$2.6M)budget 
comes from central, provincial, and local 
funding; and the Andong International 
Mask Festival, with a budget of KRW2B 
(US$1.7M). The Mud Festival attracts 1.5 
million people during its 10-day run; the 
Mask Festival draws about 1 million visi-
tors over 10 days.

As a side note, upon government rec-
ommendation, eighty-five South Korean 
festivals-- 20% of the country’s  470 
festivals held between August and October 
2009-- were cancelled due to the H1N1 
virus. In terms of in economic impact, this 
represented a loss of approximately 67.2 
billion won (US$55million). Nearly 6,200 
outbreaks of the virus had been reported.  

 
SPORTS is the new secular cultural 

language in our world of special events, 
according to Kelven Tan, Singapore 
Sports Council and IFEA Asia, and 2009 
was a year dominated by this non-ver-
bal language. In a world increasingly 
more globalized, sports is a universally 
understood language that strengthens 
friendships with other nations, cement-
ing a sense of nationalism based on 
participation. For Singapore, sports 
development and participation gener-
ate jobs and contribute to building a 
resilient nation. 
 
 

Singapore has aggressively entered into 
this arena. Following the success of host-
ing the first-ever Formula One® night race 
in 2008, in 2009 it went on to capture a 
stopover of the Volvo Ocean Race, the FIH 
Men’s Hockey Junior World Cup Champion-
ship (field hockey), and the inaugural 
Asian Youth Games. In 2010, it will host 
the first-ever IOC-sanctioned World Youth 
Olympics—a huge accomplishment for a 
geographically small country of only 4.5 
million people.

The City-State will invest some 
SG$1.8B (US$1.3B/ €868M) to build 
up sports-related infrastructure, such as a 
new 55,000-seat stadium, multi-purpose 
competition halls, Olympic-grade com-
petition pools and arena, and whitewater 
rafting facilities. This follows a 2007 in-
vestment of some SG$700M (US$475M) 

3.
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by the Ministry of Education for improve-
ments to sports facilities in Singaporean 
schools. And in 2012, Singapore will 
open the brand new F2-grade Changi 
Motor Racetrack. Suitable for karting, 
motorcycles, and other race-division type 
cars, the facility will be located next to 
the airport, facing the sea—a beautiful 
backdrop for spectators-- and zoned as a 
twenty-four hour entertainment area.  

The Olympics and FIFA: economics, 
entertainment, and empowerment

No stranger to the Olympics, Singapore 
hosted the 2012 Olympic bidding confer-
ence in July 2005, taking in some SG$40 
million (US$ 27million) in tourism 
spending as a result-- further proof that 
sports are the new economic generators 
for Singaporean festivals and events… 
and for London, which won the bid.

The Olympic bidding conference this 
past October in Copenhagen saw Brazil 
emerge as the victor, capturing the 2016 
Olympics with a proposed budget of 
US$11.6B—the highest budget of the 
cities bidding (The Guardian, Oct. 3, 
2009)—but a mere fraction of Beijing’s 
US$43B extravaganza. 

The economics of bidding, however, 
can be expensive. Chicago’s unsuccess-
ful 2016 bid cost US$50 million (Parade 
Magazine, July 5, 2009); its proposed 
budget, by comparison, was US$4.8B.  

To Brazil’s credit, more than half of the 
venues for 2016 are already built, and 
winning the bid to host the 2014 FIFA/ 
World Cup Soccer has resulted in other 
construction. The twelve cities that will 
host the games of the 2014 World Soccer 
Cup in Brazil will be, in alphabetical 
order, Belo Horizonte, Brasília, Cuiabá, 

Curitiba, Fortaleza, Manaus, Natal, Porto 
Alegre, Recife, Rio de Janeiro, Salvador, 
and São Paulo, according to Daniel Bal-
dacci, IFEA Latin America and the Brazil-
ian Festivals and Events Association. 

South Africa, host of the 2010 FIFA, 
is already gearing up. What is unique 
to both countries is the opportunity to 
build on the event-related economic 
opportunities. Janet Landey, IFEA Africa, 
speaks passionately about using “events 
as a temporary workplace” to eradicate 
poverty in line with the Millennium De-
velopment Goals for 2015.

Using an asset-based community 
development model, Landey has created 
an event strategy under the umbrella of 
The EYETHU Alliance. The alliance sets up 
co-operative hubs providing networking 
space, learning laboratories for skills de-
velopment, shared support services, and 
cooperative financial services through a 
proposed co-op bank and an insurance 
program. The vision is one of “powerful 
events delivering powerful livelihood” 
for native South Africans. “Festivals and 
events designed, managed, and marketed 
by local communities can be a catalyst for 
socio-cultural, economic, and environ-
mental transformation of communities,” 
says Landey. Skill sets can also be used at 
events like World Cup Soccer.

Sailing
Finally, if the globalization effect of  

the Olympics and World Cup Soccer were 
not enough, the Volvo Ocean Race has its 
own story to tell. Known in its previous 
life as the Whitbread ‘Round the World 
Race, the Volvo is considered the “Mount 
Everest of Sailing”—extreme sailing at its 
most challenging. 

To mix metaphors, it is not an  
even playing field. Cities like Singapore, 
Alicante (Spain), Galway (Ireland) and 
Stockholm (Sweden) invested heavily  
in their stopovers. The Stockholm stop-
over had thirty-five corporate sponsors, 
according to commercial manager Jan 
Torstenson. They were divided into  
three levels, with six sponsors at 
€200,000 (US$300,000), and the  
balance coming in at between €60,000 
and €25,000 (US$37,000). 

But the real key to success in Stock-
holm—even in spite of the global reces-
sion-- was an investment of €5 million 
(SEK 53 million/ US$7M) from the City of 
Stockholm, who hoped for an economic 
impact of €15M from their investment. 
The City’s goals? To strengthen Stock-
holm’s brand as the “Capital of Scandi-
navia” (with apologies to Copenhagen), 
attracting new companies—and new inter-
national events-- to invest in Stockholm, a 
city built on 14 islands, with 22,000 more 
islands in its archipelago. 

By comparison, the Boston stopover, 
the only U.S. port of call for the race, was 
a financial struggle from day one, accord-
ing to stopover sources there. Galway, 
Ireland, had a €5-6M investment from 
the government. The city of Boston and 
the Commonwealth of Massachusetts, 
however, declined to come up with even a 
portion of the money for police and city 
services, with the result that the owner 
of the waterfront property, Joe Fallon, 
footed a significant portion of the bill. 

Many felt the city’s lack of support 
made no sense. With close to 180,000 
attendees during the stopover, hotel 
rooms in Boston were packed. Two 
separate studies of the 1998 U.S. stopover 
in Baltimore/Annapolis revealed an eco-
nomic impact of US$50M (nearly €34M 
at today’s exchange rate), half reflected 
in direct spending—not an unrealistic 
number to think of in connection with 
the Boston stopover in 2009, given the 
similarities of the two events. Clearly a 
city like Boston needs events like this, 
especially during a worldwide economic 
recession. That sentiment fell on deaf 
ears. With high unemployment and may-
oral and gubernatorial elections looming 
in the fall, politicians were body-surfing, 
so to speak, over the issue.  

Stockholm and Boston each had their 
own marketing challenges. Sailing, unfor-
tunately, is not Boston’s preferred sport. 
With world-class professional teams 
like the Boston Red Sox (baseball), New 
England Patriots (football), Boston Celt-
ics (basketball), and Boston Bruins (ice 
hockey), corporate money goes to “sure 
things” with huge, visible audiences. With 
the global economic recession unfolding 
in the year leading up to the stopover, vir-
tually all of the corporate prospects that 
had expressed interest, declined to pursue 
the sponsorship opportunity.  

For Stockholm’s Torstenson, the  
challenge was marketing a totally new 
type of event, an international event, 
overcoming public perception that it 
was another Stockholm Water Festival, 
a popular event in the 1990s featuring 
1500 events and drawing 4 million visi-
tors at its peak during its nine-year run. 
In socially conscious Sweden, it was also 
difficult to sell sponsorship resulting 
in huge televised publicity for sponsors 
when the same companies might have 
laid off a large number of workers. It sent 
out the wrong signal to customers, he 
said, adding that banks were a particular-
ly difficult “sell” because of the economy. 
Companies were motivated more by their 
ability to do B2B (business to business) 
and B2C (business to customer) activa-
tion than they were by measuring media 
impressions. The city’s support, therefore, 
made a huge difference. 
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CONVERGENCE–the intersection 

of education, entertainment, econom-
ics, and environment-- has ushered in a 
new era of socialization of festivals and 
events.  
 
 

“Edutainment” is a policy introduced 
three years ago by Canada’s federal 
government, applicable to all national 
celebrations ranging from the 2010  
Olympics in Vancouver to Quebec’s 
400th and New Brunswick’s 250th  
anniversaries, respectively. 

As its name implies, “edutainment” 
is a hybrid of education and entertain-
ment, a sophisticated, non-verbal way 
of conveying a national message of rich, 
educational content-- without moralistic, 
pedagogical overtones—a far cry from 
face-painting and carnivals. 

As a national policy, it has been inter-
preted by the country’s National Capital 
Commission and applied to all Ottawa 
festivals and events supported by the 
government in the capital region, says 
Thérèse St-Onge. 

All Canada Day performances are 
required to carry a national message. 
“From Delhi 2 Dublin”, for example, 
was a transcultural showcase of Indian 
Bhangra-infused Celtic music, with Scot-
tish highland dancers, Irish step dancers,  
and Cirque de Soleil dancers. Opera in the 
Park featured Inuit soloists singing Italian 
operas. Winterlude/ Bal de Neige, Ottawa’s 

4.
internationally acclaimed winter festival 
(where it’s cool to be cool), was the sub-
ject of a one-hour television special hon-
oring the aboriginal presence of Canada’s 
“first people” (premières nations) at 
the festival, as well as Industry Canada’s 
fashion show, and a CN$700,000 son et 
lumière show designed to convey the his-
tory of Canada by suggestion and visual 
imagery projected on buildings.  

The “edutainment” message is non-ver-
bal, and people intuitively understand it. 
Surveys of attendees at Canada’s National 
Day celebrations in Ottawa, according to 
Guy LaFlamme, Vice President of Com-
munications and Marketing of Capital 
Experience at the National Capital 
Commission, showed that 80% of those 
interviewed understood the underlying 
message: multi-cultural pride saluting the 
country’s great diversity. 

Convergence in the desert city of Hail, 
in the Kingdom of Saudi Arabia, means 
bringing together values-driven entertain-
ment and education, but with a slightly 
different twist. The Hail Desert Festival 
highlights the fascinating aspects of 
desert culture such as its handicrafts, fal-
conry, horsemanship, camel riding, and 
survival skills (surviving scorpion stings, 
for example), as well as exhibits and lec-
tures on the desert environment so that 
visitors go away enthralled, entertained, 
and informed. 

But in an unusual merging of mes-
sages, in addition to offering educational 
experiences to the audience, the festival 
also offers training and support of those 
engaged in servicing the tourism needs 

generated by the festival, all part of the 
Kingdom’s National Tourism Develop-
ment Strategy, which targets 36 million 
domestic and 6 million international 
visitors by 2025. 

The third annual Hail Desert Festival 
will take place April 14-22, 2010, and is a 
very special—and rare-- occurrence in this 
isolated part of the world known histori-
cally for its warm hospitality. (See related 
article this issue.)

Tom Bisignano of MeetingBiz and 2009 
Chair of the IFEA World Board points to 
another type of convergence, one where 
all media forms are now available in one 
portable device (as opposed to a separate 
piece of equipment for each form, e.g. a 
TV, radio, telephone, computer,  camera, 
newspaper, music library,  etc.) Festival 
and event executives must understand 
and embrace technology in order to be 
able to reach their audiences on their 
terms. Festival audiences today are com-
prised of “green” environmentalists (or 
“blue,” if you are in France), aging Baby-
Boomers, and jaded young people whose 
fast-paced, texting lifestyles don’t leave 
much time for reading a lot of  
written copy. 

The biggest marketing shift, says Bisig-
nano, is to user-generated content: people 
now not only choose what to receive (or 
not receive), but if to receive it and when. 
They also can choose how to receive it. 
Research presented by Edgeworks CEO 
Bruce Lupin of California, for example, 
shows that nine of ten people today use 
search engines to find information. In 
terms of age groups, 85% of users be-
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TOOLBOX
 USD 1 =

Euro Zone ....................EUR 0.6834

UK  ..................................GBP 0.6248

China  ............................CNY 6.8271

Australia .......................AUD 1.1338

Canada ..........................CAD 1.0724

Singapore ....................SGD 1.4088

South Africa ................ZAR 7.5435

Brazil .............................BRL 1.7786

Saudi Arabia...............SAR 3.7502

South Korea ................KRW 1,176.4226

United Arab Emirates .AED 3.6730

as of 30 Sept. 09

Charlotte DeWitt is the 2009 in-
ductee to the IFEA Hall of Fame, the 
industry’s highest honor. As president 
of International Events, Ltd., she 
has worked in some 29 countries 
since 1979, designing and produc-
ing waterfront festivals, European 
carnival-style parades, and interna-
tional events. She consults worldwide 
on festival master plans and tour-
ism development, and is the global 
perspectives editor of ie magazine. 
Charlotte is Past Chairman of IFEA 
World (IFEA) and founder/past Presi-
dent/CEO of IFEA Europe. She lived 
in Sweden from 1994-2004. Please 
note : new email, new website.

Charlotte J. DeWitt, CFEE, President                                                                               
International Events, Ltd.  
249 West Newton St., #8
Boston, MA 02116 USA
M +1 617 513 5696
charlotte@internationaleventsltd.com 
www.internationaleventsltd.com

 

SAVE THESE DATES! 

IFEA’s GLOBAL CALENDAR OF 
CONFERENCES

November 4-8, 2009 
Association of Irish Festivals  

& Events Conference
Ballinasloe, Ireland

 March 3-6, 2010 
Festivals and Events  

Ontario (FEO) Annual Conference
Ottawa, Canada 

April 18-20, 2010 
Event 360 Conference

Dubai, United Arab Emirates

April 22-23, 2010
IFEA Europe Conference
Copenhagen, Denmark

July 30, 2010
International Forum

Boryeong, South Korea

tween 18-24 years-old and 67% over age 
65 rely on search engines. It is the user 
who is in the driver’s seat, with homage, 
so to speak, to Indianapolis.

Yet true convergence as it relates to 
marketing today means an intersection 
of traditional direct marketing and brand 
marketing methods with today’s high-tech 
methodology which, by necessity, must in-
clude the new social marketing tools like 
Facebook and YouTube. Check out Henry 
Jenkin’s new book Convergence Culture: 
Where Old and New Media Collide, and 
Richard Rosen’s Convergence Marketing.

OPPORTUNITIES

1.INTERNATIONAL EXCHANGE= 
INTERNATIONAL DIVERSITY 

The 80:20 rule, otherwise known as 
the Pareto principle, states that “for many 
events, 20% of your actions will yield 
80% of your results… In business, this 
is interpreted to mean that 80% of your 
sales come from 20% of your clients.” 
(Wikipedia) The jury is still out as to 
whether you should invest your energies 
only in that 20%, but in an adaptation of 
the 80:20 rule, Johan Moerman of Rot-
terdam Festivals (NL) and incoming 2010 
IFEA World Board Chair says, “Eighty 
percent of our festivals are the same, 
which creates common ground; twenty 
percent are new or different. This is the 
most interesting and the most inspiring 
part. We should stimulate international 
visits and exchanges.” 

Exchanges can include staff members, 
performers, and even, as Korea’s Boryeong 
Mud Festival shows, an entire festival. In 
an innovative move of “going global”, 
this year twenty tons of Boryeong’s 
famous cosmetic mud was exported to 
China’s Dalian Jinshitan Beach, giv-
ing birth to the first China Dalian Mud 
Festival, which ran for fifty days beginning 
July 26, 2009.

  
2.INTERNATIONAL COMPETENCY  

The International Competency Stan-
dards for Event Management (IEMS) 
program presents a golden opportunity 
for IFEA to take professional event man-
agement certification to a global level. 
The Canadian Tourism Human Resource 
Council is due to finalize their bi-lingual 
IEMS guidelines by the summer of 2010, 
at which point they will look for partner 
organizations to implement the guide-
lines throughout the world. With nine 
affiliates on six continents, IFEA is a good 
candidate.

3.INTERNATIONAL EXCELLENCE
As new ideas and visions are created 

around the world, IFEA and others are 
working to pay tribute to those who 

are leading the way. Awards programs 
honoring excellence, such as IFEA’s Pin-
nacle Awards, Event 360’s Middle East 
Event Awards, and the first-ever Australia 
Event Awards offer both inspiration and 
benchmarks.  

Congratulations to the recent Australia 
Event Awards winners: the 16th Biennale 
of Sydney as the Australian Event of the  
Year and the Best Cultural Event; and  
to IFEA members Shani Wood of SW 
Events for Event Manager of the Year and 
Di Henry of Maxxam International for 
Best Export—the Olympic Torch Relays. 
Kudos also to long-time IFEA members 
Johnny Allen, co-chair of the judges’ pan-
el, and to Barry Wilkins, OAM and IFEA 
2000 Hall of Fame Recipient, who was 
one of the judges. A complete list of win-
ners of the 2009 Australian Event Awards 
can be found at www.eventawards.com.
au/finalists2009.htm . 

The 2009 IFEA Haas and Wilkerson 
Pinnacle Award recipients are featured in 
the fall issue of i.e. magazine. Results of 
the 2009 Middle East Event Awards can 
be downloaded at  www.internationalev-
entsltd.com/publications. 

New technology, new business models, 
and new cultural horizons—international 
events are leading the way towards 2010. 
Industry trends and opportunities pro-
vide the compass points to navigate the 
uncharted waters. Christopher Columbus 
didn’t have a search engine, but Albert 
Einstein expressed it well several centuries 
later: “Logics will get you from A to B; 
imagination will take you everywhere.”  
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