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A few weeks ago I was spending some of that too infrequent
“quality time” that we all strive for, with my six-year old son,
Scott, when a split-second misstep while playing in a local park
changed what will be nearly a year of my life by the time I am
done. I fell down a rock face into a pool of water, shattering my

shoulder and all of the related muscles in the
process, not to mention pretty much

banging up every other part of my
body. Following extensive recon-

structive surgery, I began a
process of intense physical 
therapy that now takes up six
to eight hours of each day.
Because it involves the
prospect of whether or not I
will have full use of my right
arm in the future, there is a
natural motivator that comes

into play, but faced with an
estimated nine months to a year

to get back to “normal”, the frus-
trations have been many. As the time

has gone by up to this point, many
things have gone thru my mind and I would

like to share with you some of the insights and reflections that
have been among the positives that I have come to recognize 
during this unexpected experience.
• Given all the factors, family is more important than work. I was told

that I should have lost consciousness and drowned because of
the extent of my injuries. However, during my fall I clearly
recall telling myself that I could not leave my son on the bank
alone. That thought helped me to remain alert, getting me to
the surface, out of the water and allowing me to drive us to the
hospital without going into shock. The “Dad” gene kicked in
and my son kept me thinking straight. Not one time did I
think: “I have to stay alive so that I can go into the office and
get more work done”. Just like the old story that no one on his
or her deathbed ever said “I wish I’d spent more time at the
office”. My wife, Karen, kept me sane as I went through a
plethora of my biggest fears: hospitals, surgery, needles, et.al.
And since my accident, it has been my family that has been
there every step of the way, encouraging me, driving me every-
where, listening to me vent my frustrations, and more. I have
learned that my family is my most valuable asset.

• Cell phones don’t work after you submerge them in water. This is
just a minor lesson, of course, but a good one to keep in mind
should you ever need it.

• Relationships are more important than contact lists. We can all com-
pile huge databases and contact lists, showing how extensive
our outreach is; but if we do not take the time to build relation-

ships…win-win relationships…and to make every effort to 
truly care about those we meet and work with along the way,
then our contact lists are worthless. In the weeks following my
accident, it has been those relationships that have helped me
continue to accomplish things and who have been the most
supportive. And on a positive note, as a result of my injury, I
have had the opportunity to build a number of new relation-
ships that I know will continue long past the physical therapy.
Even in times of no injuries or accidents, it is our relationships
that help us all to succeed; they just shine more brightly in
times of need. 

• Change leads to new strengths, although change is not something
that many of us welcome. Especially when we do not instigate it.
It takes us out of our routine and comfort zones, and it forces
us to have faith and vision in the end result. My accident
changed my life: what I can accomplish; the speed at which I
can accomplish it; where I can go and when; and the priorities
that I must place on things. It has caused me to try new things
in new ways (even if my initial reaction has been pain and
agony), put my confidences in others (some who I have only
recently met) to be the very best at what they do, and to trust
even more those whom I have placed my confidence in for
many years. I am working hard and have faith that the end
result will include new strengths (especially enhanced left arm
skills) and benefits, for myself, my family, and my staff.

I compare it to the IFEA. Over the past year we have been
faced with many challenges and changes, some of them 
instigated by us, others dropped unexpectedly on our plate.
Ultimately, our vision is of a stronger association; one that rep-
resents our entire industry, locally and worldwide; and one that
provides the highest value, best benefits, and an unsurpassed
network of “relationships” that will enhance the success of all
of our current and future members. Those changes have meant
that all of our members, chapters, board and staff, must step
out of their routines and comfort zones where the IFEA is 
concerned. And for those who work with us toward that com-
mon vision of what is possible, I am confident that the results
will be something we are all proud of.

• Great results require lots of patience. There is a saying that goes
“God grant me patience…and I want it now!” From the
moment I awoke in the recovery room after surgery, my doctor
and physical therapists have preached patience to me, knowing
that was not my strong suit. They told me I would go thru
stages of motivation, frustration and even fear over the changes
and losses that I perceived. And with several months still to go,
I can tell you that I have already been thru all of them, multiple
times. With patience and dedicated, hard work, they promised
me that the end result will be a shoulder and arm that is not
only able to do what I did before, but one that is actually
stronger in many ways. And while it may change how I do
some things, it may lead to new ways of approaching things 
as well. 

Once again, I found myself comparing my situation to the
IFEA. We have lots of plans and visions for the association, and
lots of talented people working with us to make them a reality.
But, as with my shoulder, great results require lots of patience.
Once out of our comfort zone we all want to get back into
another one as quickly as possible; but that is not what our
industry is all about. Above all others, we are the experts who
understand that we must always strive to be new and fresh, to
continually meet the changing needs of our audiences and
communities. That is what we do every day. But just as the most

6 INTERNATIONAL EVENTS SUMMER 2002

steve schmader
Letter from the President

We can all compile huge data-
bases and contact lists, showing
how extensive our outreach is; but
if we do not take the time to build
relationships… then our contact
lists are worthless.
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successful events in our industry continue to revisit themselves, the IFEA must do
the same, and we need both your help and your patience to succeed.

• The End Result is up to Each Individual. The first day that I walked into the physical
therapy clinic, I realized that I wasn’t the only person with problems. Everyone
has something that they are dealing with. As I talked to my doctor and therapists,
I asked them if they thought I would get the complete use of my shoulder and
arm back. My doctor assured me that he had done the best possible job he could
in rebuilding my shoulder and reattaching the muscles; the therapists assured me
that they would use everything at their disposal to assist, direct and guide me.
But, ultimately, they all said that the end result is up to each individual. Some
people give up and set themselves up for a life of limitations. Some people
expect others to do everything for them and predispose themselves to someone
else’s end results. And some people take all the information, help and guidance,
add to it their own determination, dedication and desires, and maximize the
results in the end. It is up to each individual.

Again, it made me think of the IFEA and our industry. The IFEA works to pro-
vide knowledge and information, resources and relationships, benefits and value,
to everyone…small events and large events; local events and global events; state,
regional and international chapters; even other allied associations and organiza-
tions…but I never fail to run into those individuals along the way who have con-
vinced themselves that we don’t provide what they need, but can’t identify what
that is; who don’t get any value out of our magazines or conferences, but who
haven’t read or attended them; who are convinced that we don’t care about local
or regional events, but who don’t understand that we started and created most of
our affiliated chapters specifically to address those needs; or who complain that
they aren’t as successful as other events, but can’t see the value in a $135 mem-
bership that opens the door to all of the ideas that made those events successful.
We can provide every opportunity, equally, to those in our industry, but the end
result is up to each individual.

I hope that when each of us gets to the end result, be it a shoulder or an event,
that we will have used every tool and resource available to us, added to our own
determination and dedication, to ensure our success.

• Humor is the foundation that gets us thru the toughest of times. We are blessed to be
part of an industry that thrives on a unique ability to find the humor (albeit sick
at times) in the most unlikely of places and scenarios. As soon as it had been
confirmed that my accident was not life threatening, every humorous aspect of it
came flowing forth in cards, gifts, emails, phone calls, etc., and I thank each of
you for that. It has helped me to deal with a tough experience and, I believe, to
heal faster. I hope that I can return the favor sometime when you most need it.

So, for the next several months, I hope you will excuse my slow email respons-
es (please call instead and use this opportunity to get reacquainted in person);
my one-fingered, left-handed typing skills (I have to ice my arm down after long
letters or emails); and my necessarily limited travel schedule. I also hope that you
will use this opportunity to introduce yourself to our very talented staff, who I
myself owe a debt of gratitude to for their support thru this unexpected time. 

Thank you for letting me share these thoughts. I look forward to seeing 
everyone in Louisville in November.
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Facts on file
Years in the business:
21

Degree:
Journalism, Northern Arizona University,
Flagstaff, Arizona (1981)

Last books read:
The Nanny Diaries by Emma McLaughlin
and Nicola Kraus

Last business book read:
Who Moved My Cheese? by Spencer
Johnson and Kenneth H. Blanchard
The Five Temptations of a CEO: A
Leadership Fable by Patrick M. Lencioni
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Karen Churchard

People

Karen Churchard is Vice President of Operations for the Fiesta Bowl, a non-profit organization located
in Tempe, Ariz. She helps to produce and operate the Tostitos Fiesta Bowl, one of the nation’s most
respected annual college football match-ups, in addition to a festival of year-round spectator and 
participatory events. More than one million spectators and participants attend Fiesta Bowl events,
providing an economic impact of $80 million annually in non-national championship years, and 

$125 million in championship years to the state of Arizona.

How did you get into events?
I always enjoyed planning events and activities and was very

involved doing so in both high school and college. I originally
planned on being a professional photographer until my first 
day of class in Public Relations 101. It was during that class 
that I realized that you could actually make a living producing
events. After college I was hired as the Fiesta Bowl’s first intern
in 1981 and was fortunate to be hired as a full-time staff mem-
ber following my internship. I am entering my 22nd season 
with the Fiesta Bowl.

What was your biggest professional challenge?
On New Year’s Eve 1998 the Tostitos Fiesta Bowl football game

and New Year’s Eve Block Party were held only three blocks apart in
downtown Tempe. The events had to be held the same evening due 

to Bowl Alliance requirements (the alliance is now called the Bowl
Championship Series) and the fact that the Block Party has always been 
a New Year’s Eve celebration, and one of the most popular events in the
state of Arizona.

The game was a sell-out, bringing in more than 73,000 attendees. Add 
to that a Block Party attendance which annually exceeds 125,000 and 
you’ll see that we had a lot of additional planning to do with so many 
cars converging into the same area, same parking lots, etc. In addition, 
we were concerned about crowd density and control issues with tens of
thousands leaving the game all at one time, and in many cases, walking
down the same street to enter the Block Party.

After much planning, the evening went extremely well. Following the
game, our communications method to transition people quickly to the
Block Party worked like a charm. 

Then, approximately one hour after the game, when everyone was 
celebrating and enjoying the Block Party, I got a radio call from the chief 
of police. They had received what they felt was a serious bomb threat. I
quickly learned that police give you all the facts, but won’t make any 
decisions for you based on their city’s liability. It was up to me to find our
president/CEO, chairman of the board, legal counsel and insurance repre-
sentative quickly. I knew that most of them were likely to still be at the
Block Party. After literally running back and forth between the stadium 
and the Block Party (which is approximately one square mile) I found all
of the “powers that be.” 

In Conversation
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Karen Churchard speaks with volunteer Television Coordinator Neal Sheiner and Fiesta Bowl 
Director of Operations Tracy Guerra just prior to the Fiesta Bowl parade getting underway.
Karen Churchard speaks with volunteer Television Coordinator Neal Sheiner and Fiesta Bowl 
Director of Operations Tracy Guerra just prior to the Fiesta Bowl parade getting underway.
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In Conversation
We had a very tough decision to make and neither of 

our options was pleasant. Option one was to close down
the event one hour before midnight causing anger, panic,
or both, among the approximately 150,000 people in
attendance. Option two was to wait it out and hope that
the bomb scare was just a threat. Meanwhile, the police 
had called in all the bomb squads with their dogs and 
were trying to “quietly” inspect the entire event. In the 
end, we decided to shut down the eight entertainment
stages prior to midnight, and thus not allow the national
entertainment to finish their set. 

It worked. There was no bomb, everyone was safe, no
one complained (at least loudly) that the bands did not
play their most popular songs, and somehow none of it
was picked up by the media. 

What do you do to relax?
I work in my garden, take long walks, or drive up north

to Cottonwood, Ariz. to get out of Phoenix for a weekend.

What’s the best advice you’ve ever received?
It is better to do it right the first time than to have to do

it over again. If you think you can, you’re right. If you think
you can’t, you’re right. I was fortunate to learn both of
these at an early age.

Personal Philosophy
Many years ago I read an article about Norman Vincent

Peale. In the article, he was asked to state his philosophy of
living. His answer touched on so many of my beliefs, that I
wrote it down and keep it at the office as a reminder to
keep me on track. Here it is: 

“You’ve got a life to live. It’s short, at best. It’s a wonder-
ful privilege and a terrific opportunity - and you’ve been
equipped for it. Use your equipment. Give it all you’ve got.
Love your neighbor - he’s having just as much trouble as
you are. Be nice to him; be kind to him. Trust God. And
work hard.” 

People
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Kentucky Derby Festival,
Louisville, KY.

Attendance: 
1.5 million spectators and participants annually.

Budget: 
$5.6 million (does not include in-kind sponsor-
ships)

Annual Duration: 
Two weeks (Due to religious holidays, the 2003
Derby Festival will encompass 3 weeks - April 11-
May 4) 

Number and types of events: 
70 events, including a parade, fireworks and air
show, sporting competitions, concerts, education-
al events, steamboat races, outdoor food and
music venues, black-tie ball and civic luncheons

Volunteers: 
4,000 

Staff: 
22 full-time

When established: 
1956

Major revenue sources by percent: 
Corporate/Event sponsorship 48.9%
Ticket sales, entry fees 22.7%
Merchandising/Pegasus Pins 21.8%
Concession Vending 6.6%

Major expenses by percent:
Festival Event Expense 63.2%
Operations/General Administration 27.3%
In-House Merchandising 6.4%
Corporate Membership 2.0%
Third Party Licensing 1.1%

Type of governance:
501(c)4 non-profit corporation, the festival raises
all of its funds privately (receives no tax dollars).
Governed by a 75 member volunteer board of
directors.

Other interesting details:
According to a 2001 independent study, the
Kentucky Derby Festival generates an annual eco-
nomic impact conservatively estimated at $93.6
million. That figure has nearly doubled in the five
years since the previous study. For every $1 spent
by the Derby Festival, $17 is generated for the
local economy.

Brief history: The Kentucky Derby Festival got its start in 1956 with a
budget of $640. Instrumental to its creation were four community and business
leaders: Earl Ruby, Addison F. McGhee, Ray Wimberg and Basil Caummisar. 
The festival featured just one event that first year - the Pegasus Parade through
downtown Louisville, which attracted a crowd of about 50,000. The premise of
the early festival was to “create a celebration allowing the entire community to
take part in the excitement surrounding the Kentucky Derby.” Churchill Downs
racetrack - the site of the world’s most famous horse race - contributed $100 to
the festival’s first budget. Unofficial versions of the festival were held in 1935
and 1936, with a parade, wrestling match, bowling tournament, concert and
fireworks show. It was unable to sustain itself, however, due to lack of interest
and the catastrophic flood of 1937.
In the early 1960s, more activities were added to the festival’s event schedule,
including the Great Steamboat Race in 1963. In the 1970’s, new events were
added, such as the Chow Wagon, Great Balloon Race, mini-marathon, charity
bike ride and the Run for the Rose. A souvenir, plastic pin program was devel-
oped in 1973 and the Pegasus Pin now generates sales in excess of 500,000
units. In 1990 we saw the advent of an official opening ceremonies of the
Kentucky Derby Festival, appropriately named Thunder Over Louisville, the
largest annual, fireworks show in North America. With the added stability 
of widespread community support and a strong organizational network, 
the festival has each year become more diverse and successful.

Industry Perspectives
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Industry Perspectives

Attendance:
10,000

Budget:
$340,000

Annual duration:
Five days 

Number and types of events: 
19 total events including: a fashion show, a play,
concerts, dances, trail rides, a train trip, a motor
coach tour, and a gala dinner and awards event

Volunteers:
250 

Staff:
Year round: 1 full time and 1 part time; during the
festival: 75 full time and 25 part time 

When established:
1994

Major revenue sources by percent:
65% ticket sales, 20% sponsorship, 5% Festival
merchandise, 5% gear vendors, 5% food vendors

Major expenses by percent: 
35% Performers, 25% production, 10% staff, 5%
shuttle, 5% restrooms, 5% tents, tables and chair
rentals, 10% advertising, 4% merchandise, 1%
security 

Type of governance: 
Managed by city employees

Other interesting details:
The Cowboy Poetry and Music Festival is among
the first cultural programs at the City of Santa
Clarita. Before its inception, few would have
guessed the city would select to do such an
event. In the beginning most folks in town thought
it was a dumb idea. Now they like it. Its success is
partly attributable to the rich western heritage and
silver screen history in the area.

Brief history: The Cowboy Poetry and Music
Festival at Melody Ranch started as our city’s first
regional event. Its intended site was to be the local
high school. Then, just before the first festival, the
1994 Northridge Earthquake destroyed the school.
We had two months to find a new site and design
plans for the site. We selected Melody Ranch
Motion Picture Studio, site of more than 750 
“B” Westerns since 1915. Though the original
ranch had burned down in 1962, the owners who
had purchased the property from Gene Autry had
recently restored the buildings to their original
condition. Each year the set changes as various
movies come and go and repaint or add new
sets. Initially we used a 680-seat sound stage.
Then, two years ago the owners built a new 

915-seat sound stage. Now the ranch looks just like the 
set from “Gunsmoke” the TV show that was filmed there many years ago.

Cowboy
Poetry and
Music Festival
at Melody
Ranch, Santa
Clarita, Calif.

©
 Ir

a 
M

ar
k 

G
os

tin
©

 Ir
a 

M
ar

k 
G

os
tin



InFocus Systems, Inc.
Full Page
4 Color

PU Spring IE 02 pg 19
At NB





More information regarding the IFEA
47th Annual Convention & EXPO will
be sent both electronically and by
mail. Current schedules and infor-
mation may also be accessed 
on-line at www.ifea.com.
This form is provided 
for your convenience.
You may also register 
on-line if desired.





Wacky, unpredictable weather has thrown many an event
planner for a loop. But what do you do when your event’s
raison d’Ítre is an entire season that simply doesn’t arrive?
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Wacky unpredictable weather has
thrown many an event planner for a
loop. But what do you do when your
event’s raison d’Ítre is an entire season
that simply doesn’t arrive?

That was the predicament Thèrëse 
St-Onge, CFE faced earlier this year 
as she struggled to produce her frosty 
festival Winterlude amid record 
springish temperatures.

“When we came back to work after
Christmas vacation and there was still 
no snow, we knew we had to do some
quick thinking,” she said. 

Winterlude, held over three weekends
annually in mid-winter, was originally
created in 1979 to encourage locals and
visitors to recreate during Ottawa’s noto-
riously frigid winter weather. What once
deterred people from venturing outdoors
- ice, snow, and biting cold - have
become the festival’s most attractive 
features. Creativity did the trick.

Snow became the perfect material for
creating an all-snow kid’s playground at
a local park. Ice became the medium for
a sculpture contest and, the basis for the
festival’s crowning glory, the world’s
longest skating rink. 

Each year, hundreds of thousands of
visitors flock from all over the world to
skate through downtown Ottawa, atop
the 7.8 km section of the Rideau Canal,
which typically forms a hard thick icy
layer in early winter. By late December
the layer becomes thick enough to 
support not only skaters but temporary
buildings for skaters, ice blocks for 
sculptors and the heavy machinery 
necessary to maintain the ice. Sub-freez-
ing temperatures usually keep the rink
intact into March.

Last year that didn’t happen. A month
after the canal usually opens for skating,

St-Onge found herself in the midst 
of freakish tulip-friendly, weather. She 
knew she needed to do some quick 
revisions. Six weeks before her event 
was set to open, she gathered her staff
and what was left of her government-
allocated budget and began a series of
meetings that would change the festival
almost completely before its rapidly-
approaching opening day. 

One suggested approach was to try to
create a wintry environment. But even
the latest technological advances were 
no match for Mother Nature.

“It was too warm even to create 
artificial snow,” St-Onge said. “I was
standing on the site one weekend watch-
ing nothing but water coming out of the
machine. I said ’Stop the machines! 
I’m paying for water!’” 

Still, with continuous planning and
the help of refrigeration trailers and 
public transportation, they managed to
stage scaled-down versions of most
attractions ... except the ice skating. Two
weekends out of the festival’s three, the
canal could not be skated on. That single
factor alone hurt attendance, a loss 
St-Onge believes was unavoidable.

She found out just how much visitor
satisfaction depended on the outdoor ice
rink when she tried to salvage the festi-
val’s annual hockey tournament by mov-
ing it indoors. Few spectators attended.

“People come from around the world
to have the Canadian winter experience
outside,” St-Onge said. “They don’t want
to go sit in an arena. You can go in are-
nas anywhere, year round.”

Besides lowering attendance, the
weather-forced changes also hit the 
festival’s budget. Staff overtime 
accounted for much of the expense, 
St-Onge said. 

“Fortunately we got a sponsor at the
last minute,” she said.

Also, the National Capital
Commission more than doubled its 
production of a printed event calendar
reassuring citizens that Winterlude
would happen. They distributed 700,000.
Television networks across the country
aired a half-hour program in both 
French and English with documentary
footage from previous Winterludes. 
That publicity helped keep attendance
losses to a minimum.

What caused the once-in-a-lifetime
winter warmth is not clear, St-Onge said.
Some speculate about global warming,
but the experts say that such conclusions
would be impossible before several more
years of observation. Whatever the cause,
the effect is clear. Last winter was clearly
Canada’s warmest on record. According
to Greenpeace Canada’s statistics: In
Ottawa, the second-coldest capital in 
the world after Mongolia’s, there was
only one day below -15 degrees Celsius
by the end of January. Normally, there
are 28 days when the temperature is
below -15 degrees. From November 2001
to January 2002, the average temperature
in Ottawa was -0.6 degrees Celsius. 
The previous record for warmth was 
-2.4 degrees, in 1948. The normal 
temperature is -5.8 degrees.

No one can predict whether warmer
winters will become a trend. St-Onge
doesn’t believe warmer winters will
extinguish her event in the near future.
Even if balmy January weather does
become the norm, she will never move
the festival indoors. 

“It’s a winter event,” she said. “There’s
no purpose in holding it if winter does
not cooperate.”

“It was too warm even to create artificial
snow,” St-Onge said. “I was standing on the
site one weekend watching nothing but water
coming out of the machine. I said ’Stop the
machines! I’m paying for water!”

“People come from around the world to have
the Canadian winter experience outside,” 
St-Onge said. “They don’t want to go sit in 
an arena. You can go in arenas anywhere,
year round.”



ChemArt
Full Page
4 Color

PU Spring IE 02 pg
41/changes





SUMMER 2002 INTERNATIONAL EVENTS 25

Events are using Web sites to project a certain image, target a certain audience,
answer frequently asked questions, and sell tickets and merchandise. An effective 
Web presence can reduce phone and e-mail inquiries and lighten your staff’s stress
load during peak times. It can also shape public conceptions of your event for a
much lower cost than traditional print media. 

The Alamo Bowl, a post-season college football bowl game event in San Antonio,
Texas, has developed its Web presence gradually, experimenting with different designs
and features over six years. Those efforts earned the Bowl an IFEA Pinnacle Award for
Best Web Site last year. Visitors to www.alamobowl.com will find some of the most
complete, up-to-date and clearly categorized event information presented on the
Web. 

To answer our questions “IE” asked Julie Baker, director of operations for the
Alamo Bowl about how the site was created, what features have been most effective,
and why she believes the Web is essential to event success today.

Q: How important is having a Web presence to an event?
It’s crucial in this day and age. For us, most of our fans at the game are college educated.
We also deal a lot with college kids. We deal with a crowd of people who don’t even
know what a typewriter is. They’re always looking for the newest, the freshest, the
coolest. So, the site is important not only to get our information out there but to estab-
lish ourselves as young and hip. We’re always looking for the newest tool out there, what
will make our site faster, better, easier to use. It’s not only branding. 
It’s establishing who we are among bowl games.

Q: How did your Web site come about?
It’s a work in progress even now. In ’96 or ’97 the site was an experiment for Time-
Warner. The next year we got a sponsorship with Southwestern Bell. They still provide
the server on which our site is stored.

Q: What’s the arrangement with your Web designer?
It’s not an in-kind sponsorship like some events have. We pay him. He’s really reason-
able. We’ve never spent more than $20,000 in any year. I think that’s the low end for
most professional Web designing services. Of course, it gets better every year. After you
do the initial building it gets less expensive. We’ve worked with him for five years and I
think we spend about $5,000 a year now. 

We don’t redesign the entire site very often but we usually do a refresh every year.
It’s a little weird this year because we’re changing title sponsors. Orange and purple,
the dominant colors on the site, were Sylvania’s (our former title sponsor’s) colors.
That’s how we begin the design. We try to incorporate our logo colors and our spon-
sor’s logo colors and go from there.

Q: How often do you update the site?
We do a major check over once a year. In addition to that, we’re constantly tweaking
stuff. When someone calls to tell us they don’t understand something or there’s an error,
nine times out of 10 we change it right then. Also, we hire interns in the summer who
help with event planning right through to the bowl game in December. Their first job is
to go through every page of the Web site. Not only do they learn about us that way, but
they often find errors, like broken links. All things considered, someone on staff proba-
bly checks it over every day. 

Q: What information do you think is the most important to include on your site?
The biggest thing is the main information. You absolutely need to have date, time, how
much it costs, and contact information like e-mail addresses or phone numbers. I don’t
know how many times I’ve looked at an event Web site and not found that information.
It doesn’t matter how pretty they look if, after reading them, I can’t tell you anything
about the event. 

Two BIG obstacles to communicating with
your public: low year-round staffing and high
costs for printing and mailing. One easy way
to get around them: the World Wide Web!



It’s also important to have a frequent-
ly-asked-question and/or fact section.
We get questions that run the gamut
from facility and parking issues to ticket
issues. When we’re in the thick of our
event, we don’t have time to answer the
phone all the time. It really helps
if you put all that informa-
tion on the Web site and
make it user friendly so it’s
easy to find.

If we get three or four
phone calls with the same
question we know it needs to
go on the Web site. Our staff
can actually add and change
most of the information
themselves. We’ve gotten so
fast that we can change it
right while we’re on the
phone with the person 
asking the question. 

Another pet peeve of mine
is finding an event site with-
out dates! Once you know
when you event is, at least,
put the date and time!

We’ve gone from having
just a little information to
even selling tickets online.
Of course it evolved through
trial and error. The first year
we had tickets on there it
was a mess. Sometimes we’d
get an e-mail confirmation
that someone had ordered
tickets online and sometimes
we wouldn’t. You can imagine how con-
fusing that was. It was difficult to keep
track of whether to reply and in what
order. Also, we were inundated with
orders and had a hard time prioritizing
because we couldn’t tell which ones were
received first. 

Our problem was volume. We got more
activity than our equipment was able to
handle. It’s solved now. They upgraded to
a better server. Also, now we have a better
system as a staff. I think that’s important.
Now we know that we need to check sev-

eral times a day to see whether we have
orders sitting there. The last two or three
years have been pretty seamless. 

Q: How much online business do you do?
Last year we sold around 1,500 game tick-
ets and 200 tickets to our other events

online. That’s out of 65,000 tickets 
available, which usually sell out. You can
see that people still purchase tickets mostly
by more traditional methods. That thou-
sand or so doesn’t look like much, but
these are sales that we may not have 

gotten otherwise. 
We also have a souvenir

shop online. We think this
is stuff that people might
want to buy that we don’t
usually sell anywhere else.
We sell a jacket, a lapel
pin, a poster, a patch, and
a game program - this is
what we sell the most of.
We sell it at the stadium
but lots of people want
them afterward, especially
if their team won. 

One of the important
things we learned is that if
you’re going to sell online,
you should make sure that
people have a secure site. I
think that’s important. It’s
a lot of paperwork to get
that authenticity but it’s
worth it. We do have 
people inquire whether 
the site is secure. 

Q: How would you evalu-
ate the effectiveness of
your site?
The time and money we

spend on our site is absolute-
ly worth it! We may not sell $20,000
worth of tickets but if you calculate it from
the perspective of how much time it takes
to answer questions by phone, to explain a
map or fax it to someone. Just from the
time standpoint alone we benefit from
having a Web presence.
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Here’s how it works.
Local not-for-profit groups provide

volunteers for festival duties in exchange
for the opportunity to raise funds. That
opportunity overflows our volunteer
needs, putting several organizations on a
waiting list for openings in the program.
In addition, the volunteers are skilled
and accustomed to working together.
These traits make particularly fit event
volunteers. The program’s notoriety and
popularity effectively take care of our
volunteer recruiting needs. 

Making our volunteers more account-
able, however, has been more challeng-
ing. Volunteers may see their functions
as less serious than paid employees. They
may even believe that working without
pay entitles them to freebies for them-
selves and their friends. Even among a
majority of hardworking efficient volun-
teers, a very few with irresponsible atti-
tudes can shrink your event inventory
and profit margins fast!

After experiencing significant shrink-
age in volunteer-staffed concessions and
beer tents, we searched for a way to
reduce the shrinkage by making volun-
teers more accountable. The solution was
a formula that rewards the most efficient
volunteers by increasing the rate of
donation return to their organization.
Simply put, higher efficiency, equals
more funds raised.

The evolution of our program dates
back to 1984 when the festival itself
began.

Originally, we invited volunteers 
representing not-for-profit organizations
to participate as food vendors. We have
had anywhere from 35 to 50 such food
booths each year. Our 16 Pepsi tents
(which have a much lower profit poten-
tial) have also been staffed by not for
profits affiliates since our inception and
the majority comprise youth groups, i.e.
Boy Scouts, Poms, High School Clubs,
etc. with adult supervisors.

Volunteers are a critical
part of almost every
event. They help organiz-
ers cut labor costs and
contribute a sense of
community involvement.
In addition, they also bring
with them a unique set of
challenges.

Perhaps the biggest of
those challenges are
recruitment and account-
ability. 

At On the Waterfront, an
18-year-old community
festival in Rockford, Ill., we
meet those challenges
with a special volunteer
program that attracts all
the volunteers we can
handle, rewards them for
efficient work and even
raises funds for commu-
nity causes!

Meeting the Challenge
on the Volunteer Front
By Becky Genoways, CFE
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In 1994, we began experimenting 
with a system to compensate not-for-
profit organizations for staffing our 
beer tents based on inventory tracking
and efficiency. Up to this point the festi-
val had recruited volunteers to operate
the 12 beer tents with a requirement of
anywhere form 350 to 500 volunteer
hours, depending on location. In many
cases the festival was experiencing low
profit margins and/or shrinkage with 
no accountability. 

For two years we experimented in 
an effort to create a formula that would
reward the operators based on the 
efficiency of the beer tent. The better
they handled the product, the more
money they were able to generate for
their organization. We liked the results
and applied inventory tracking and 
efficiency incentives to all of our beer
tents in 1996. Currently, the volunteering
organizations receive anywhere from
$1,000 to $6,000 depending on volume
and efficiency. A work in progress, we
continue to analyze the formula and
monitor the results each year. 

Following the success of the beer 
tent efficiency program we turned our
attention to the ticket booths. On the
Waterfront uses tickets in place of cash
throughout the grounds. Traditionally,
these booths were operated by festival
volunteers under the direction of a 
volunteer supervisor. While the great
majority of these volunteers were
extremely honest, we did catch a few
stealing tickets or cash or giving patrons
a more than favorable exchange rate. 
In 1997 we created an efficiency 
program for the ticket booths and 
turned the operation over to not-for-
profit organizations. 

Each ticket booth has different staffing
requirements throughout the weekend.
An average of 150 to 200 total volunteer
hours are needed. We require four to six
sellers and a supervisor or assistant super-
visor in the ticket booth at all times.
Accuracy becomes vital to the working
volunteers as their organization’s rate of
return is based on selling efficiency. We
determine efficiency by comparing the
number of tickets sold must to the dollar
amount received. A ticket booth that is
100 percent efficient receives $10 per vol-
unteer hour worked throughout the
weekend, 99.9% to 9.0% garners $9 per
hour, 98.9% to 98.0% receives $8 per
hour and so on. Efficient volunteers earn
anywhere from $1,000 to $2,500 for their
organization. On the Waterfront provides
all supplies, security, financial forms, and
provides two training sessions for super-
visors and their assistants. This program
has been very well received and has great-
ly improved effectiveness.

By 1999 we had tracked our button
booth activities and discovered that the
efficiency level of our volunteers could
be improved considerably. For the 2000
festival we initiated an efficiency pro-
gram for not for profits to operate the
button booths. Similar in operation to
the ticket booths, button booths require
approximately 90 volunteer hours with a
minimum staffing commitment of two
or three sellers and one supervisor. On
the Waterfront pays the non profit an
hourly rate based on its volunteers’ over-
all efficiency. Booths operating at 100
percent efficiency receive a rate of $10
per hour. The rate decreases $1 per vol-
unteer hour with each percentage point
below 100 percent. As with other pro-
grams we provide training for supervisors
and all necessary forms, etc. We have
recovered 30 percent in shrinkage
through this program.

For the 2001 festival we totally
revamped our Team Pepsi program 
and added efficiency incentives to 
what had been a plain flat fee program.
Organizations staffing our Team Pepsi
trailers had been compensated a stan-
dard $425. Now, with added efficiency
incentives, festival representatives and
the Team Pepsi supervisors inventory
the product at the beginning and close
of each day. These trailers require four
people, including a supervisor, for all
festival hours resulting in a total 
commitment of 136 man-hours. 
Groups are awarded a fee of anywhere
from $450 to $850 based on their level
of accuracy. This change in the program
has doubled the potential revenue for
the organizations and also awards a
bonus for 100 percent accuracy. The 
festival experienced an increase in 
beverage revenue and profitability as 
a result of the program.

Finally, we have converted many 
other areas to not-for-profit operation.
Children’s activities in our Kid’s Castle,
clean-up on the grounds by our Clean
Team, support in our sponsors’ area, the
Admiral’s Club, face painting on the
grounds, (a local theater group), count-
ing and packaging of our buttons, etc,
etc, have all been turned over to local
charitable organizations who receive
funds for their efforts. We work with

more than 100 organizations each year,
which greatly reduces our need to recruit
volunteers. (We still use more than
2,000 volunteers during the festival in
addition to the volunteers from the not
for profits.) The benefits to our festival,
the not for profits and the community
are tremendous. 

Since 1986 we have returned more
than $6.5 million to charitable organiza-
tions in the region. The fundraising gen-
erated for projects in the community 
creates enormous support for the festival. 

This year we compiled a list of some of
the ways the funds are used. We’ve
shared the list throughout the year as 
we speak to civic organizations, govern-
mental entities and even our own volun-
teers. Being able to cite specific uses and
projects that have been funded with the
festival proceeds helps to illustrate the
impact our organization has in the 
community year round. For example, a
Laotian Church used its money for the
church roof with 10 percent going to
missions. The Orchid Club donated to
Klehm Arboretum and funds the annual
orchid show. A Boy Scout Troop funds
scholarships for its summer camp. 
A local school purchased outdoor
bleachers and bookcases for the library.
A crisis phone service applies all of its
money to the help line. A local high
school’s Booster Club divided its money
between academics, sports, a mural and
an arboretum. A temple uses its money
to pay all of its utility bills. Another
church was able to buy a lot for a family
home for seniors. The animal shelter was
able to purchase new dog runs. The Girl
Scouts divided the money between the
pool and the friendship center at their
summer camp. This is just a sample of
the many and varied uses of the money
generated annually by the On the
Waterfront festival.

Good luck with your events!

Since 1986 we have returned more than $6.5
million to charitable organizations in the
region. The fundraising generated for proj-
ects in the community creates enormous
support for the festival.

Becky Genoways, CFE, is CEO 
of ON THE WATERFRONT, Inc. 
She can be reached by e-mail at
becky@onthewaterfront.com. 
Web site: www.onthewaterfront.com.
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As an event consultant I have assisted
parade organizers with developing
responsible security plans. My advice is
based on that experience plus common
sense and sound business logic. I am not
an attorney. For more detailed informa-
tion about liability issues, please seek
expert legal help.

Who is responsible for security
at your parade?

The answer is simple. You are. You 
are responsible for the well being of 
each spectator craning her neck or hoist-
ing his child shoulder-high to catch an
eyeful of the procession you organized.
As much as they love your annual cele-
bration, those spectators could easily
drag you into court if they believe they
were harmed due to negligent security
measures on your part. Some parade
organizers assume the local police will
take care of security. While police are an
important part of the picture, ultimately
you are responsible.

What is your responsibility?
This is perhaps the most difficult of 

all the “W” questions to answer.
Theoretically, just about anybody can 
sue for anything. In addition, the unique
nature of parades makes responsible
security particularly difficult to define.
Unlike enclosed events that are blessed
with the ability to control admission,
most parades provide equal access to all.
Thus, the crowd may include not only
spectators but peddlers, vagrants, pick-
pockets, inebriates, gangs, protesters, 
terrorists, pedophiles, and an array of

other unwelcome people who are more
easily kept out of gated events.

You can help defend yourself against
legal action by showing that you thought
of all these factors and secured your
parade to the best of your ability by
planning early and working with security
and law enforcement, to secure all
parade areas. Written plans dated well
before the parade occurs and signed by
key players can demonstrate that you
prepared responsibly. Also, back yourself
up with parade liability insurance,
because even the best plans sometimes
fall through.

When does your responsibility
begin and end?

Technically you could be held respon-
sible for any time during which people
are engaged in organized or sponsored
activities related to your parade. Your
responsibility begins whenever those
activities begin and end. That could be
long before the actual parade begins 
and ends. Don’t forget float decorating
parties, staging exercises and clean up.
Whenever you bring people to a certain
location at a certain time for your organi-
zation’s purposes, you could be held
responsible for mishaps. Remember, 
you should begin planning for security
long before your legal responsibility
actually begins.

Where is the exact area of
your responsibility?

Consider all areas where people gather
for the purposes of your parade activities
under your security jurisdiction. Those

include not only the street and staging
areas, but also the curbs and sidewalks
where spectators stand. Pay particular
attention to the area specified on your
parade permit. Essential to your plan, the
permit specifies your security perimeter
within which employees, volunteers and
subcontractors have exclusive use of
property for all activities. It also serves as
the basis for the extent of your insurance
coverage since you should not be
required to purchase insurance for the
entire neighborhood. Private security
employees and other subcontracted 
security have a duty to their employer
within their area of employment, which,
in the case of a parade, should be speci-
fied in the permit. The organization and
individuals to whom the permit has
been granted are responsible for plan-
ning and coordinating spectator safety
and security within this designated area. 

Why are you responsible?
Think of your parade as an invitation.

You are inviting people to gather in a 
certain area at a specific time when and
where they would not otherwise be. 
Your parade permit is the legal docu-
ment, which identifies you as the person
doing the inviting and planning. If
you’ve been issued a permit then you 
are responsible for the safety and 
security of every spectator. 

How should you take respon-
sibility?

It is a standard business practice in the
special events industry to develop written
plans and to retain documentation. Your

any parade organizers believe their responsibility  
is limited to staging their parade. But the public sees 

things differently. Now, as concern over public safety 
at events increases nationwide, it’s doubly important to understand 
all pieces of the parade security puzzle and where you fit among them.
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parade should be no exception. Written
plans will facilitate the design and imple-
mentation of all operations. They allow
for accountability and management and
are also excellent training tools
for new personnel. They provide
structure within which to learn
and become more effective. 

Written plans are more than
paperwork. They demonstrate
your commitment to anticipate,
foresee, assess, decide, and follow
through. They are critical not only
to safety and security but to
crowd management and control,
traffic control and the use of
emergency vehicles. They should
cover policies and procedures for
addressing the unique risk factors
related to your parade.

Without careful written plan-
ning, you may not have staffing
sufficient to your needs. The pres-
ence of on-duty or off-duty police
for traffic control at intersections
and to escort the parade is gener-
ally insufficient to compensate for
the vulnerabilities, risks, and
unique threats inherent to many
parades. Do not ignore the need
to monitor and control the crowd
in the spectator areas and along
the parade route. As a parade
planner you cannot act independ-
ently from law enforcement. On any
other day the police will take care of it in
the best way they can. But when you
invite thousands of guests and have
exclusive use of those streets, you have a
duty towards those guests for planning.

Part of that planning should include
meeting with law enforcement. Find out
how many personnel the municipality
plans to pay for and make sure you hire
sufficient extras according to your plan.
Depending on your parade, you may
want to include mounted patrols, officers
charged with removal of inebriates prior
to and during the parade, foot patrols
along the sidewalks or side streets, or
police in surveillance positions on
rooftops. You can’t do what law enforce-
ment is trained to do, so you must work
with them to determine exactly what
needs to be done. 

You can also enhance security efforts
with the presence of your own employ-

ees, volunteers and parade participants.
They can be the eyes and ears for poten-
tial problems without taking on security
responsibilities, which may require a

security license and training. 
Once a parade begins and the crowd

becomes dense , access is difficult. Be
sure your plan takes that into account.

Plan for pre-parade and during
parade sweeps to identify, pre-
vent and address problems with-
in the crowd. Many likely trou-
blemakers can be identified and
dealt with before the parade
even begins.

You invited your guests.
You have a duty towards
them! Injuries and
deaths will cost you a lot

more than the security
required to prevent them.

Protect your profession and
your business by educating
yourself in standard business
practices and planning. Then
take care of your security
responsibilities before they
take care of you!

Alexander Berlonghi, M.S., founder of Event Risk Management consulting, is the author of The Special Event Risk Management
Manual and Special Event Security Management, Loss Prevention, and Emergency Services. He has published numerous articles in
magazines and scholarly journals in addition to presenting his ideas on security at event conferences. He can be reached by e-mail
at alexanderberlonghi@hotmail.com.
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By Sylvia Allen



Today’s stock market volatility, terrorism
concerns, and general anxiety lingering
from 9-11 all add up to a challenging
sponsorship sales environment. But
remember, challenging does not mean
impossible. You can improve your chances
of selling sponsorships in these uncertain
times by following these ten steps:

1. Hone your sales skills
Become a better salesperson. Learn 

from the masters in selling. My favorites
are Roger Dawson, author of The Art of
Negotiation, and Brian Tracy, author of 
The Psychology of Selling. And, I prefer the
tapes to the books so that I can hear the
vocal inflections. 

2. Understand your property
Know what you are selling. Don’t use

“cheat sheets” when making your presenta-
tions. Rather, establish and maintain eye
contact while engaging your potential
sponsor in a dialogue about your sponsor-
ship offering and its value to them.

3. Understand your potential
sponsor and his/her budget
cycle

If the company is public, read the annu-
al report. Read background
articles. Ask them when they

are budgeting for next year.
Know their business and make sure your
property fits their demographic and psy-
chographic needs. Once you have deter-
mined they are an appropriate fit, get in
to see an influential contact just before
the budgeting process begins. You want

your property to be consid-
ered before monies

are allocated
rather than after.

4.
Understand

the value of your
property to your

potential sponsor
This ties in with number three above. 

If you understand your sponsor and his or
her specific needs you can then tie value to
those needs.

5. Be prepared to customize
the sponsorship

Quit standardizing sponsorship with
“cookie cutter” levels where sponsors get
10 of this, 20 of that, etc. And get rid of
gold, silver and bronze unless you are sell-
ing the Olympics! Find out what the spon-
sor wants and tailor the program to meet
his or her needs.

6. Be willing to negotiate
Nothing is set in stone. Be willing to

offer a payment plan such as a lower first
year buy-in on a three year deal as long as

the sponsorship escalates each year. 
Offer to help them find co-op or partner-
ship money. In short, help them achieve
their objectives while, at the same time,
achieving yours.

7. Be creative in the selling
process

More and more sponsorships include
creative activities that enhance and rein-
force sponsor benefits. During the selling
process, come up with creative ideas to
enhance the sponsorship and achieve the
sponsor’s objectives. For example, poten-
tial sponsor PETsMART was initially inter-
ested in paying for only a booth at one of
our events, a sponsorship worth about
$3,000. When I suggested enhancing their
sponsorship by holding a favorite pet
photo contest in all 20 of their stores and
then sandsculpting the 12 best images,
they jumped at the idea. Their enhanced
sponsorship weighed in at $7,500, more
than double the previous amount!

8. Understand how to over-
come objections

“I have no money” and “the budget is
already spent” are two of the most common
objections you’ll hear. Don’t accept them.
Find out what the sponsors are really saying.
“No money” often means “I don’t under-
stand,” “you didn’t explain it well enough,”
“I don’t want to spend time on it right now,”
“I don’t know if my boss will like it,” or a
myriad of other excuses that you can help
them resolve. Exploring and digging for the
real answer often leads to a sale.

9. Make sponsor fulfillment
easy

Everyone is overworked and under-
staffed. Service your sponsors. Help them
deliver on their end of the bargain. Make
their jobs easier. The more you do for
them the more committed they’ll be to
you and the event sponsorship.

10. Follow through
Last, but not least, follow through on

your commitments. Under-promise and
over-deliver. Be honest and forthright in
your dealings; involve the sponsors in
every step; and you will be rewarded 
with a renewal.

While you’re following the above steps
to beef up your sales techniques, remem-
ber to keep yourself informed. Read, read,
read. Here are some excerpts from articles
written since 9/11 that will help you dur-
ing the sales process:

This is from an article titled “Tough
Times Ahead? Spend. Spend.,” by Alf
Nucifora, an Atlanta-based marketing con-
sultant who writes the weekly syndicated
column, “Shoestring Marketing,” that
appears in more than 60 business publica-
tions across the nation (note that his audi-

ence is marketing people, exactly the ones
you are calling on for sponsorship!). Here
are some of his suggestions and observa-
tions: “Be pro-active… concentrate on core
values… increase spending and share of
voice… concentrate on your loyal cus-
tomers… start sponsoring: events, cross-
promotions, cause marketing… anywhere
the brand message can be spread.”

Nucifora also quotes from the
ABP/Meldrum and Fewsmith studies of the
1970 and 1974-75 recessions as well as the
McGraw-Hill Research’s Laboratory of
Advertising Performance report following
the 1981-82 recession: 

“These studies reported on the loss
and/or gain of marketing share in direct
proportion to the reduction and/or increase
in marketing activities. Basically what those
studies say is that the companies that main-
tain an aggressive marketing stance during
recessionary times capture more market
share when those times are over as contrast-
ed to those who reduce their marketing
budgets during recessionary times. Those
who adopt the philosophy of cutting back
on promotional efforts when sales appear
to be harder to get suffer a 26 to 64%
reduction in market share.” 

The statistics from these studies are invalu-
able when discussing your sponsor’s goals
and objectives and overcoming objections
regarding “reduced marketing budgets.”

Other writers who have echoed
Nucifora’s sentiments include Mel Poole
and Terry Lefton, both writers for Street
and Smith’s SPORTS-BUSINESS JOURNAL
and Rebecca McPheters, a consultant who
writes for ADVERTISING AGE. You can
also find more articles by searching the
Web for “Recession Marketing.” I found
185,000 articles on this topic! 

Final thoughts? Don’t give up. Sponsors
need the many values and benefits associ-
ated with your events. How else can they
reach out and touch the customer, one to
one? Where else can they have a total mar-
keting surround, not for seconds but
hours, even days? And, where else can they
have fun while doing it? Keep in mind that
you are helping them achieve their market-
ing goals and maintain market share.
Good luck and remember ... “no” is just
the starting point!
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Sylvia Allen is President of Allen
Consulting located in Holmdel, NJ. Allen is
an author, publisher, teacher and practition-
er. Many of you have attended her seminars
at IFEA and have purchased her book HOW
TO BE SUCCESSFUL AT SPONSOR-
SHIP SALES. She is also the publisher of
hometownnewsonline (to subscribe just go
to hometownnewsonline-
subscribe@yahoo.com ... it’s free!)





SUMMER 2002 INTERNATIONAL EVENTS 37

in the aftermath of the September 11th attacks and the new threat of terrorism 
that seems to pervade every area of our lives now…and that is that nothing is 
certain.  Everyone is looking for direction, protocol, and advice.  The media have
started asking every event, despite size or location, about their plans for the poten-
tial of terrorism and the safety of their attendees.  Cities and insurance carriers are
requiring emergency evacuation and communication plans. The world as we knew
it is now different. But what is the correct response?

You can take heart in knowing that even the Department of Homeland
Security and the President are learning as they go.  The difference being that
their actions set the direction for the rest of us: States, cities, law enforcement
agencies, even events.  Knowing that, the Homeland Security Advisory System
(HSAS), a five-tiered, color-coded risk identification ladder was created.  It’s
purpose, to provide a comprehensive and effective means to disseminate 
information regarding the risk of terrorist attacks to Federal, State, and local
authorities and to the American People.  And while the HSAS and the
Department of Homeland Security itself are open to both political and public
scrutiny and input, as well as Presidential approval, "IE" asked for the most
current information available to pass along to our members and industry.  
As new information becomes available we will keep you updated.

HSAS: A National Framework
The HSAS will provide a national framework for Federal, State, and local 

governments, private industry and the public.  There are many federal alert 
systems in our country – each tailored and unique to different sectors of our
society: transportation, defense, agriculture, and weather, for example.  These
alert systems fill vital roles and specific requirements for a variety of situations
in both the commercial and governmental sectors.  The HSAS will provide a
national framework for these systems, allowing government officials and 
citizens to communicate the nature and degree of terrorist threats. The HSAS
characterizes appropriate levels of vigilance, preparedness and readiness in a
series of graduated Threat Conditions. The Protective Measures that correspond
to each Threat Condition will help the government and citizens decide what
action they take to help counter and respond to terrorist activity.  Based upon
the threat level, Federal agencies will implement appropriate Protective
Measures. States and localities will be encouraged to adopt their own compati-
ble systems and, as noted later, the IFEA encourages events to do the same.

A suggested guideline
for events, in response to

the Homeland Security
Advisory System.

ONE
THING IS
CERTAIN
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Assigning Threat Conditions
The HSAS will provide a framework for the

U.S. Attorney General, in consultation with
the Director of Homeland Security, to assign
Threat Conditions, which can apply national-
ly, regionally, by sector or to a potential target.
A variety of factors will be used to assess the
threat, including:
• Is the threat credible?
• Is the threat corroborated?
• Is the threat specific and/or imminent?
• How grave is the threat?

A Unified System for Public
Announcements

Public announcements of threat advisories
and alerts help deter terrorist activity, notify
law enforcement and State and local govern-
ment officials of threats, inform the public
about government preparations, and provide
them with the information necessary to
respond to the threat. State and local officials
will be informed in advance of national threat
advisories when possible. The Attorney
General will develop a system for conveying
relevant information to Federal, State and
local officials, and the private sector expedi-
tiously.  Heightened Threat Conditions can be
declared for the entire nation, or for a specific
geographic area, functional or industrial sec-
tor.  Changes in assigned Threat Conditions
will be made when necessary.  Events are
encouraged to establish ongoing relationships
with their local law enforcement agencies and
cities, with designated liaisons, for the purpose
of passing along any tangible threat informa-
tion and responses.

A Common Tool to 
Combat Terrorism

Under the HSAS, Threat Conditions charac-
terize the risk of terrorist attack. The HSAS
defines five, color-coded Threat Conditions, as
defined in the next column. Protective
Measures, the steps that will be taken by the
government and the private sector to reduce vul-
nerabilities, were developed at each level for dis-
tribution to government agencies. Based directly
upon those Protective Measures, the IFEA, in
cooperation with Boise, Idaho Police Chief Don
Pierce (Vice President of the International
Chiefs of Police Association) and BPD Special
Events Officer Sgt. Rich Fuhriman, has devel-
oped the following suggested list of compatible
responses and protective measures for events at
each graduated threat condition level.

Note: Because events are likely to receive initial word of
a potential terrorist threat from their local law enforcement
agency and/or city, we underline here that this list should
be undertaken in full cooperation and communication with
your local agencies and should not be considered com-
plete.  It is meant to be used as a starting point for local
development.

Police Chief Don Pierce was a keynote speaker on Homeland
Security at the IFEA’s 46th Annual Convention in Las Vegas in
January of this year. Sgt. Rich Fuhriman serves on the IFEA’s
President’s Council and the IFEA Rocky Mountain Chapter
Board of Directors. The Boise Police Department has been a
member of the IFEA since 1990 and we encourage all events to
suggest membership to their own local / regional agencies and
municipalities to help further these important relationships.
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Face the Music: Are You
Violating Copyright Law?

Music festivals do it. Arts festivals do it. Even sporting events do it. Just about
every event uses music in some form to entertain its audience. The problem is
that not all events do it legally. And illegal use of music at events can expose 
you to expensive legal action.

To avoid lawsuits you must understand music copyright law at least as well as
you understand music’s appeal to your attendees. 

Basically, U.S. copyright law says that those who create the music we enjoy are
entitled to compensation. Songwriters, who often are not the same people who
perform the music, usually earn most of their income from royalties generated
by public performances of their songs, such as those at your event. The law says
that almost everyone responsible for playing or singing a song in public must
first get permission from the songwriter and/or owner of the song. Organizers 
of festivals and similar events usually are not exempt from these laws.

Getting permission to feature copyrighted music usually means negotiating
licensing fees with the copyright holders. Considering the number of music-fea-
turing events in existence and the number of protected songs performed at each
event, these negotiations could become quite daunting. It would be a huge, if

By Jerry Bailey



not impossible, task for the average song-
writer and the typical festival organizer
to negotiate the rights for every song
prior to an event. 

To simplify the licensing process, copy-
right law recognizes the important role
of performing rights organizations to
bridge the interests of music creators and
music users. One such organization,
BMI, represents approximately 300,000
songwriters and copyright owners, with 
a repertoire of 4.5 million musical
works. A not-for-profit organization, BMI
sends all music licensing fees, less BMI’s
operating expenses, to songwriters, com-
poser and music publishers. Other per-
forming rights organizations, such as
ASCAP, play similar go-between roles. It’s
important to make sure the specific
songs you want to feature are included in
your licensing agreement. If not, you
must negotiate those licenses separately
with the appropriate organization or the
individual songwriter.

Here are a few common questions fes-
tival planners ask about music licensing:

Q: If musicians are playing live music
aren’t they responsible for public per-
formance fees?

A: No. Since it’s your business or
organization that’s benefiting by
the performance of music, you
are responsible for ensuring you
are properly licensed, similar
to other legal responsibilities
you must handle in regard to
your festival or special
event. This responsibility
cannot be passed on to
anyone else even if musi-
cians hired are independ-
ent contractors and exceed
or ignore specific instruc-
tions on what music can
or cannot be played. 

Q: If the festival or special
event is operating at a loss
or for charitable purposes,
is the festival presenter still
required to obtain a license?

A: Basically, if anyone
involved with the performance,
whether as a performer, promoter
or organizer, is paid, a music 

performance agreement must be
obtained. The need to obtain permission
to authorize the public performance of
music is not contingent upon the prof-
itability of the presenter’s organization.
“Charitable” use of music is exempt only
under very narrow exceptions. 

Q: How do I know if the music I’m
publicly performing is covered by my
licensing agreement?

A:Check with your performing rights
organization. Most likely it has a regular-
ly updated list of songs, accessible
through the Web or by toll-free number.
BMI licenses more than one out of every
two songs played on American radio
today. You’ll find a list of BMI titles at
http://www.bmi.com or by calling the
BMI repertoire information hot line at 
1-800-800-9313 where you can request
information to as many
as 20 song titles
per call.

Q: Is a license required if the musicians
play only their own arrangements or ver-
sions?

A: Yes. The copyright law gives the
exclusive right for making musical
arrangements to the owner of the copy-
right. That means that a musician who
claims ownership of a particular arrange-
ment or version of a song in which he
does not own the copyright has no right
to do so. 

Q: What happens to fees I pay under
my music performance agreement?

A: At BMI all music-licensing fees, less
our operating expenses, go directly to the
songwriters, composers, and music pub-
lishers whose music you are performing.
Currently, over eighty-two cents out of
every dollar of your licensing fee goes to
our affiliated copyright owners.

To simplify the licensing process, copyright
law recognizes the important role of perform-
ing rights organizations to bridge the inter-
ests of music creators and music users. 
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If you still have questions about music
licensing and your event you can contact
BMI toll free at 1-877-264-2137 or by email
at genlic@bmi.com.

Jerry Bailey is director of media relations
with BMI Nashville.
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The concerns over IRS corporate
sponsorship regulations have been at
the forefront of the Events Industry for
the last ten years. Final regulations
became effective on April 25, 2002
and apply to all sponsorship pay-
ments sold or received after
December 31, 1997. In May of 2002,
the IRS released the following article
in the CCH Federal Tax Weekly. It is
reprinted here for your use. We sug-
gest you share this information with
your accountants and legal advisers
to determine how these federal regu-
lations may affect your event and the
need to review more detailed informa-
tion and examples. The IFEA will pro-
vide an educational seminar on these
regulations at the IFEA 47th Annual
Convention and Expo in Louisville,
Kentucky, November 6-10, 2002.

SUMMER 2002 INTERNATIONAL EVENTS 45



46 INTERNATIONAL EVENTS SUMMER 2002

The following is reprinted from the
CCH Federal Tax Weekly, Issue 18, 
May 2002.

TD 8991, TDNR PO-3039
Responding to practitioner and taxpay-

er concerns, final corporate sponsorship
regs reflect some important taxpayer-
friendly features for exempt organizations.
The definition of a substantial return ben-
efit has been simplified by scrapping the
monetary ceiling. New examples explain
when a hyperlink to a sponsor’s web site
is a tax-free acknowledgement or taxable
advertising. However, the final regs keep
the much-criticized language governing
exclusive sponsorships.

Background

IRC §5l2 taxes an exempt organiza-
tion’s unrelated business income. An
exempt organization can generate unre-
lated business taxable income (UBTI)
whenever it engages in any trade or busi-
ness that is not substantially related to its
exempt purpose.

• Comment. Advertising has been
the traditional source of

controversy between
the IRS and the 

tax
exempt
community
and disputes
have waged since the
IRS’s hugely unpopular
Cotton Bowl Athletic
Association determination in 1991.
In TAM 9147007, the IRS determined
that the taxpayer’s services in return for
the corporate sponsorship equated to
advertising services unrelated to its
exempt purposes.

The Taxpayer Relief Act of 1997 excepted
qualified corporate sponsorships from
the tax on unrelated business income.
Under IRC §513(i), qualified corporate
sponsorships are payments made to an
exempt organization with no expectation
of any substantial return benefit other
than the use or acknowledgement of the
sponsor’s name or logo in connection
with the exempt organization’s activities.

Return Benefit

One of the most controversial provi-
sions of proposed regs issued in 2000
was the definition of a “substantial
return benefit.” The proposed regs
defined this as any benefit other than:

• Use or acknowledgement of the payor’s
name or logo in connection with the
exempt organization’s activities; or

• Goods or services having an insubstan-
tial value.

Generally, a good or service was
deemed to have an insubstantial value if
its fair market value was less than two
percent of the total payment for the
sponsorship or $74, whichever was less.

• Comment. Adjusted for inflation, the
$74 cap is $79 for 2002.

The final regs jettison the dollar-cap
but keep the two percent threshold. To
determine the two percent threshold, all
return benefits, other than use or
acknowledgement, must be considered,
the IRS explained.

• Comment. The IRS rejected calls to
raise the two percent threshold to 10 or
15 percent noting that the two percent
threshold has historically been used to
describe insubstantial amounts.

Hyperlinks

Any exempt organization can set up a
web site and reach a huge new audience
at little cost. Corporate sponsorships are
all over the web; users can hyperlink
(jump) from the exempt organization’s

web site to the sponsor’s site with just
one click.

The final regs explain,
using examples,

when a

hyper-
link is an
acknowledge-
ment and when it is
advertising. If it is
advertising, the spon-
sor’s payment likely is
UBTI. In the exam-
ples, the distinction
turns on whether the
exempt organization
endorses the sponsor’s
product or work.

• Acknowledgement example.
A symphony maintains a web site con-
taining information and its performance
schedule. Corporate sponsors help to
fund the symphony’s performances. The
symphony posts a list of sponsors on its
web site including their names and web
addresses but it does not promote its

sponsors or advertise their merchandise.
Users can hyperlink to the sponsors’
web sites. The symphony’s posting of
sponsors’ names and addresses consti-
tutes acknowledgement of the sponsor-
ships and not advertising. Payments for
sponsorships are not UBTI.

• Advertising example. An exempt
organization’s web site has a hyperlink
to a corporate sponsor. When users
jump to the sponsor’s web site they read
an endorsement of the sponsor’s prod-
uct by the exempt organization. The
endorsement suggests that readers use
the product. The exempt organization
reviewed and approved the endorse-
ment. The endorsement constitutes
advertising and the payment for 
sponsorship is UBTI.

Exclusive Sponsorships

The proposed regs also provided that
the right to be the exclusive sponsor of
an activity is generally not a substantial
return benefit. The final regs keep this
treatment. If the exempt organization
agrees that the sponsor’s competitors will
not be able to sell products or services at
the event, as a condition of the sponsor-
ship payment, the payment is taxable as
unrelated business income.

• Comment. Reaction to keeping the
exclusive sponsorship rule unchanged in
the final regs has been negative.
Businesses want exclusive sponsorships.

They want consumers to
identify them with an

event or activity.
Many practition-

ers and
exempt
organiza-
tions still
question if
the lan-
guage cre-

ates an
implication

that exclusive
sponsorships are

automatically tax-
able as unrelated busi-

ness income. The IRS
denies this and stresses that

the final determination turns
on the extent that services per-

formed by the exempt organiza-
tion, such as marketing and participat-
ing in joint promotional activities, are
unrelated to its exempt purpose.

References: FED ¶¶¶46,434, 47,029; FTS §J:5.71.
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We’re changing! During the past few
months the IFEA Foundation Board has
adopted the “policy governance” model
of board leadership developed by John
Carver, noted author of Boards That
Make a Difference. As we near the end of
this initial transition, we’re also seeking
a new CEO to take part in reaching our
new goals.

The IFEA board converted to the poli-
cy governance system of board gover-
nance several years ago. After watching
the success of the sys-
tem in action, many of
our board members
felt it was time for the
foundation board to
also adopt the policy
governance model. 

You may be wonder-
ing what policy gover-
nance is and how this
transition will benefit
the IFEA Foundation.
One immediate benefit is a clearer defi-
nition of board roles and staff roles. To
quote from John Carver’s newsletter,
“Policy governance is not a set structure,
but a paradigm of concepts and princi-
ples that enable accountability, leader-
ship, and productive relationships
among boards, their constituencies, and
their managements.” It is definitely a
long-term commitment for the IFEA
Foundation and involves a never-ending
process of defining and prioritizing
“ends.” It is our hope that these priori-
tized ends will result in greater benefits
for every IFEA member.

The Foundation Board met in March
in Louisville, Ky. to begin drafting a new
policy manual and revising bylaws. We
met again in Orlando in June to formu-
late our “ends” statements. Prior to
drafting the initial ends statements, we
had to revisit the foundation’s purpose.
We reminded ourselves that IFEA and
the IFEA Foundation go hand in hand.
After much discussion, the board agreed
that the purpose of the IFEA Foundation

is to ensure that “IFEA has resources to
fulfill its educational mission.” To sup-
port that purpose, we drafted initial
ends statements, which include:

Supporting widespread, affordable
educational opportunities with foun-
dation resources. This includes quality
speakers and library resources including
international content, seminar series,
and financial subsidies and support for
the Certified Festival Executive educa-
tional program.

Supporting research with founda-
tion resources. The Foundation seeks to
provide resources for research and data
on the festivals and events industry. We
also desire to fund forums for academic
and professional interaction to identify
industry trends and needs.

We also drafted additional ends 
statements concerning scholarships,
endowments, and a festivals and events
learning center. This is only the begin-
ning of a continuing process to develop
and implement the “policy governance”
system. It is the hope of the Foundation
Board that policy governance will allow
us to focus more on long-range vision
rather than day-to-day operation. One
board member commented that policy
governance is “far more empowering,
impactful and focused” and “will keep
us focused on the big picture and out 
of the minutiae.” 

As the board chair, I am encouraged
by the enthusiasm created by this gover-
nance change. It is my hope that this
will make for more productive board 

meetings,
empower a
new CEO with
the tools to do his/her
job effectively, and allow for greater bene-
fits to the 
IFEA membership.

The Foundation is currently seeking 
a new CEO and hopes to have
that person on board for the
convention in Louisville. A
position announcement and
further details about the CEO
job will be available on the
IFEA Web site in the near
future. In the meantime, the
Foundation ontinues to operate
a part-time office in Port
Angeles, Wash., staffed by 
foundation associate Susan

McCabe. We are also working hand-in-
hand with the IFEA staff in Boise,
Idaho. For any foundation questions 
or business please feel free to contact
either office or any foundation 
board member.

With the approaching convention 
in Louisville in November, we need
your help and financial support. The
annual silent auction is gearing up, 
and we are in need of auction items.
Popular items include trips, merchan-
dise, consulting services, gift baskets,
art, collector’s items, etc. We ask that
items have a value of at least $100.
Please watch your mail for the auction
donation form and take a few minutes
to give back to your industry founda-
tion. Through auction revenue and
financial donations, the IFEA founda-
tion is able to help fund keynote speak-
ers, library resources, scholarships and
more for the IFEA membership. 

I hope you had a great summer, 
and I look forward to seeing you 
in Louisville!

Foundation

After much discussion, the board
agreed that the purpose of the
IFEA Foundation is to ensure that
“IFEA has resources to fulfill its
educational mission.”

New Governance
System Needs New CEO

Chairman Wright Tilley, CFE
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The response to that first issue of
IFEA’s new magazine has been tremen-
dous. And while 100 percent of the 
credit goes to our staff, the board is
energized to see how IFEA is able to
evolve and reshape itself, its resources
and its programs to better serve
members’ needs. 

At our summer board meeting, we
continued to focus our members needs
in the future. Developments include:
• We strengthened our relationship with

the IFEA Foundation Board through 
a joint meeting. The Foundation 
conveyed its commitment to helping
IFEA have “the resources to fulfill its
educational mission.” 

• The board and CEO Steve Schmader 
discussed the growth of U.S. affiliated
chapters and how to help them gain
greater resources and better deliver ben-
efits to members at the regional/local
level. This dialogue will continue
throughout the Fall. 

• Our nominating committee reported
that, as of June 1, it had received 29
nominations from six countries, for the
three board seats opening in 2003. This
unprecedented international interest
demonstrates that more and more indi-
viduals throughout the world see the
value of investing time and energy in
this association!

• Consistent with that, chair-elect Thèrëse
St. Onge (from Canada!) is heading up
the board’s membership linkage com-
mittee, and plans are being made to
assess members’ needs through the
board’s mandated Membership Needs
Survey, a comprehensive research proj-
ect to be administered early in 2003. 

Your board comprises highly com-
mitted IFEA members, reflecting a
diverse array of skills, backgrounds 
and perspectives on our industry. So
that we can better understand your
thoughts on how IFEA can serve you,
we hope to hear from you! Our names
and contact information are on the

next page. Also, 
our series of profiles of
board members continues
in this issue of i.e., to help
you get to know each of 
us better. 

Personally, my belief in the
value of IFEA to its members
was greatly reinforced early this
summer. The same week I attend-
ed Denver’s Cherry Creek Arts
Festival, which I’d founded and directed
from inception through 1996, I also had
the privilege of attending the interna-
tional Festival Lent in Maribor, Slovenia. 

While I didn’t join IFEA until after
CCAF’s 1991 inaugural event, it soon
became clear that no single check writ-
ten during the year had a greater return
on investment than our IFEA member-
ship dues! While Cherry Creek, during
and since my tenure, pioneered many
breakthroughs that added to its success
and were emulated worldwide, the value
of what we learned from fellow-IFEA
members, large and small alike, has
been immense. It’s exciting to see cur-
rent Executive Director Terry Adams so
active in IFEA’s Colorado chapter, con-
tinuing to reap the benefits. 

Festival Lent celebrated its tenth
anniversary this year, and is already 
one of the most wonderful celebrations
of culture and community I’ve seen.
And anyone who thinks IFEA only caters
to large events in large cities should see
what Director Vladimir Rukavina and
his great staff have done in and for
Maribor, a town of just over 100,000
people. From humble beginnings, it 
has become a 16-day riverfront celebra-
tion, with performers this year from 
31 countries appearing in a marvelous
array of venues. 

Since starting Festival Lent, Rukavina
saw the value of, and invested in, active
participation in IFEA. He’s even brought
many of his staff members to various 

conferences in the
U.S., Australia and, of course, Europe.
While Festival Lent developed wonderful
concepts of its own, its staff has learned
from, been inspired by, and benefited
from the IFEA network. And while many
European colleagues benefit from signif-
icant governmental investment, Festival
Lent has leveraged its comparably low
governmental funding with a tremen-
dous sponsorship program. Rukavina
clearly credits his IFEA learning experi-
ences as key to his success in that 
challenging arena. 

Theodore Roosevelt once said: 
“Every man owes part of his time and
money to the business or industry in
which he is engaged. No man has a
moral right to withhold his support
from an organization that is striving to
improve conditions within his sphere.”

While the gender reference should be
forgiven (due to his era), it’s a strong
message. And the point is clear - if you
are engaged in the festivals and events
industry, engagement in the IFEA is 
“the right thing to do.” 

“The benefit of its membership“ 
is IFEA’s bottom line, our mission, our
reason for existence. To reap that benefit
all you have to do is join IFEA. Use its
services. Meet its members. 

More than any other association, the
“sharing spirit” prevails at IFEA. Let’s
give and receive together.

Bill Charney
2002 IFEA Board Chair

Recently, in the inaugural issue of i.e., The Business of
International Events we talked about identifying which
benefits will be of the greatest long-term value to
IFEA’s membership. We promised to keep you
informed about the board’s efforts on your behalf.

The

Board Table
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“K” Alferio, CFE (immediate past chair)
Capitol One, Virginia • Tel: 804-290-6285 • E-mail: k.alferio@capitalone.com

Dennis W. Bash
U.S. Bank, Oregon • Tel: 503-275-5244 • E-mail: dennis.bash@usbank.com

Mike Berry, CFE
Kentucky Derby Festival, Kentucky • Tel: 502-584-6383 • E-mail: mberry@kdf.org

Richard Brewer, CFE
Variety Services, Inc., South Carolina • Tel: 843-851-3819 • E-mail: varietyinc@email.msn.com

Nancy Chapman, CFE
Milestone Products, California • Tel: 877-587-4839 • E-mail: nancy@milestoneproducts.com

Bill Charney, CFE (chair)
Bill Charney & Associates, Colorado • Tel: 303-321-3190 • E-mail: Bill@bcharney.com

Dick Clark
Portland Rose Festival Assoc., Oregon • Tel: 503-227-2681 • E-mail: dickc@rosefestival.org

Bill Collins, CFE
The High Road, Inc., Virginia • Tel: 703-923-0800 • E-mail: hyroad@aol.com

Derrick Fox
SYLVANIA Alamo Bowl, Texas • Tel: 210-226-2695 • E-mail: derrickf@alamobowl.com

Skye Griffith, CFE
Skyline Talent & Events, Inc., Colorado • Tel: 303-595-8747 • E-mail: skye@skylineusa.com

Paul Jamieson, CFE
SunFest of Palm Beach County, Inc., Florida • Tel: 561-659-5980 • E-mail: pjamieson@sunfest.com

Thomas Kern, CFE (secretary)
National Cherry Festival, Michigan • Tel: 231-947-4230 • E-mail: tjkncf@traverse.com

Virginia Mampre, CFE
Mampre Media International, Texas • Tel: 713-960-9849 • E-mail: mampremedi@aol.com

Robyn Nelson, CFE
Utah Arts Festival • Tel: 801-322-2428 • E-mail: utartsfest@msn.com

Ruth Schnabel, CFE
CalFest; Tahoe Arts Festival • Tel: 530-583-5605 • E-mail: calfest@telis.org

Thérese St-Onge, CFE (chair-elect)
National Capital Commission, Canada Day, Winterlude, Ontario, Canada
Tel: 613-239-5278 • E-mail: tstonge@ncc-ccn.ca

Wright Tilley, CFE
RCS Productions, Inc. • Tel. 770-306-9155 • Email: wright@rcsproductions.com

Henry “Pete” Van de Putte Jr.,CFE
Dixie Flag • Tel: 210-227-5039 • E-mail: petevdp@aol.com

2002 IFEA BOARD OF DIRECTORS

Skye Griffith has designed and produced
more than 4,500 special events since form-
ing Skyline Talent & Events, Inc. in 1979.
Her productions include arts festivals,
interactive community projects, urban cele-
brations, concerts, performance series,
opening ceremonies, large public events,

children’s festivals, corporate events and
other client directed special events.

A regular spokesperson for industry
issues, Griffith has delivered keynote
addresses for the International Festivals
and Events Association/Europe (IFEAE)
and numerous affiliated state chapters
of the International Festivals and Events
Association (IFEA.) She was elected to
the IFEA Board of Directors in 1998.

“Serving on the Board has been a
highly valuable experience to me
because I believe that IFEA is an 
incredible resource to the special events
industry. It is thought-provoking, stimu-
lating and wonderfully challenging to
be a part of IFEA’s growth.”

Among Griffith’s most noteworthy
design and production projects are the
arrival and departure ceremonies for
Pope John Paul II and President
Clinton during World Youth Day and
the 1996 and 2001 Stanley Cup victory
celebrations for the Colorado
Avalanche. Griffith also produced
“Fourth of July Freedom Celebration”
for the Museum of Outdoor Arts in
Englewood, Colo. The event featured 
22 mountaineers rappelling down the
face of a five-story building to music in
a choreographed vertical ballet, sky
divers streaming smoke effects, a day-
time fireworks display, performances
designed for the site, and other unusual
special effects. 

In addition to her work in event
design and production, Griffith also
serves as a consultant to other profes-
sionals in the special events industry. 
A few examples of clients that have
sought her expertise in event design 
and employee motivation are The
Stockholm Water Festival, Stockholm,
Sweden; SEAFAIR, Seattle, Wash. and
the Portland Rose Festival, Portland,
Ore. Griffith holds a Master of Arts
degree in communications from the
University of Denver and a Bachelor of
Science degree in education from the
University of Cincinnati. She was the
first person in Colorado to obtain the
Certified Festival Executive (CFE) desig-
nation from the IFEA and was the
organizing president of the Colorado
Festivals and Events Association, an
affiliated chapter of IFEA..

Skye N. Griffith, CFE
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Bill Collins, CFE is
owner and president
of The High Road,
Inc. a full service spe-
cial events manage-
ment and consulting
company. Since his
company’s inception
in 1996, he has

served as
Operations/Site

Manager for two major
millennium celebrations:

Main Street Millennium in
Washington, D.C. and OpSail

2000 Virginia in Norfolk. Current
clients include the National Capital Barbecue Battle, in
Washington, D.C., First Night Annapolis in Maryland, the
Audubon Naturalist Society in Chevy Chase, Md. and
Norwalk Seaport Association.

Collins first became involved with the special events
industry 30 years ago. After serving in volunteer leadership
positions for eight years with the Shenandoah Apple

Blossom Festival, he became Executive Director in 1980.
During his tenure, the festival grew from two to four days,
increased the number of activities from 24 to 32 and initiat-
ed a sponsorship program that enhanced profits.

As director of festivals and events for the Norwalk Seaport
Association from 1992-96, Bill managed multiple events
including the annual three-day Oyster Festival, which raised
about $250,000 and attracted in excess of 75,000 annually. 

Collins has been an active IFEA member since 1980. He
was the founding president of the Virginia Festivals & Events
Association, served on the board of directors of the Yankee
Festivals and Events Association and is president of the
Chesapeake Region Festivals & Events Association, all affiliat-
ed IFEA chapters. 

“I consider serving on the board of IFEA a privilege and an
opportunity to give back to an organization that has been
most influential in my professional life,” Collins said. “The
people of IFEA have provided virtually all of the special
event knowledge I have gained and some of my fondest
memories. Our members are the most sharing of any organi-
zation I have experienced and, in my opinion, that is what
makes IFEA the one organization to be part of to succeed in
this industry.”

William S. Collins, Jr., CFE

Thèrëse St-Onge,
CFE, is presently IFEA
Chair-Elect. Senior
program manager of
events and celebra-
tions at the National
Capital Commission
in Ottawa, St-Onge
has mapped her

career with creativity
and vigor. She began

her tenure at the
National Capital

Commission as senior 
project manager for the Canada

Day celebrations from 1983 to 
1989. From 1986 to 1989 she added a second event to her
repertoire: Winterlude, a major winter festival that draws
hundreds of thousands to the national capital each year. 
In total, the budgets of both festivals came to more than
$1.2 million. 

Over the next four years she served in several commission
roles including project director for the planning and coordi-
nation of the 125th anniversary of the Canadian
Confederation, coordinator of a rejuvenated alpine ski centre
on National Capital Commission lands and senior analyst
for the public liaison for the constitutional affairs during the
Canadian constitutional crisis. Since 1993, she has been
responsible for the celebrations program, including Canada
Day and Winterlude. She also coordinates the federal liaison
with numerous private festivals in the region.

Throughout her dedicated career, St-Onge has served on a
number of community and industry boards. She was a mem-
ber of the World Loppet Skiing Organization Board of
Directors for four years and was responsible for the success-
ful organization of a major event commemorating the 50th
anniversary of the United Way. For the past four years, she
has been a member of the boards of Festival and Event
Management at Algonquin Community College and Festival
Network in Ottawa.

St-Onge has been an active IFEA member since 1984, the
earliest beginning of her involvement in the event industry. In
1988, she was director of the IFEA conference held in Ottawa.

Thèrëse St-Onge, CFE

Board Table
The
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Paul Jamieson, CFE, is currently the executive direc-
tor for SunFest, Florida’s largest music, art, and water-
front festival, held each May in downtown West Palm
Beach. In 1998, SunFest had the distinction of being
named the “Music Event of the Year” by Event Business
News Magazine and in 1999 SunFest was voted the “top
event in Florida” in a survey of IFEA members conduct-
ed by Fodor’s Travel Guides. 

Jamieson has been with SunFest for twelve years and
has also served in the positions of event manager and
assistant director. Before joining the SunFest staff,
Jamieson was vice president of Winterfest of Ft.
Lauderdale and the special events coordinator for the
City of Ft. Lauderdale. 

Jamieson has chaired the IFEA conference program
committee for two years and also sits on the IFEA
Foundation and IFEA Florida State Chapter Boards. He
has spoken at IFEA conferences and seminars, various
state seminars, and for other allied organizations on
numerous occasions. A contributing author to four IFEA
publications, Jamieson has been a monthly columnist
for the Event Management News newsletter. In 1996,
IFEA published his book, Fundamental Focus.

“IFEA has given me so much over the years.”
Jamieson said recently. “The things that I have learned
at conferences and through the networking opportuni-
ties provided by IFEA have enabled me to be successful.
We at SunFest place so much value on it we usually
send at least eight people to the conference every year.”

Paul
Jamieson, 

CFE
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Code of Professional Responsibility Preamble
The International Festivals & Events Association is a voluntary

association of events, event producers, event suppliers, and related
professionals and organizations whose common purpose is the
production and presentation of festivals, events, and civic and 
private celebrations. At our core is a commitment to the belief
that festivals, events and civic celebrations are at the foundation 
of characteristics that distinguish human communities and 
interaction. Civic events promote civic pride, culture, heritage 
and community. The future development of our communities 
and world depend in part on the existence of these 
celebratory events.

The IFEA Code of Professional Conduct and Ethics has 
been established to encourage, promote and ensure that its 
members and the industry itself represent and project the highest
standards of ethical and professional conduct in the promotion
and presentation of festivals and special events.

Of course, no code or set of rules can be framed which will 
particularize all the duties and principles of festival and event 
professionals. The following principles and guidelines are a 
general guide adopted by the membership of the International
Festivals & Events Association and intended to provide a 
framework for professional behavior, ethical conduct and 
conflict resolution.

The Industry’s Role in Society
Principle/Standard #1: Members shall ascribe to and promote
the Mission and Ends of the International Festivals & Events
Association, including:

a. the association’s commitment to the articulation of the value
of events and celebrations to society;

b. the recognition of festivals and events management as 
a profession;

c. the association’s commitment to its members’ professional
knowledge and awareness of industry issues and trends; and

d.member compliance with professional standards and ethical
conduct.

Principle/Standard #2: Members shall use any and all opportu-
nities to improve the public’s understanding of the role that 
festivals and events play in their community and in society.

Principle/Standard #3: Members shall assist in maintaining the
integrity and competence of professionals in the festival and
event industry.

Principle/Standard #4: Members shall embrace and promote
the highest standards of human resource training and 
management. 

Business Standards and Practices
Principle/Standard #5: Members shall practice and ensure the
highest standards of safety and professionalism in the conduct 
of business affairs.

Principle/Standard #3: Members shall not engage in any 
conduct that involves legal fraud, commission of a crime or 
violation of law.

Principle/Standard #7: Members shall represent and deliver
their business commitments in an honest and complete manner.
Members should avoid conflicts of interest that undermine the
generally accepted business practices and ethical business 
conduct. Members shall make every reasonable effort to resolve
business disputes with clients, other members, sponsors and 
others in a fair and professional manner.

Note: The full and expanded version of the IFEA Code of
Professional Conduct and Ethics is accessible online at:
www.ifea.com.

IFEA Update

IFEA Code of Professional Conduct and Ethics
Ethics is in origin, the art of recommending to others
the sacrifices required for cooperation with oneself. 

Bertrand Russell, British philosopher 
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UPCOMING IFEA EVENTS
IFEA Singapore 3rd Power Sponsorship
Conference Creating Powerful Alliances
Sept. 19-20, 2002, Pan Pacific Hotel,
Singapore, Contact Jimmy Wong at 
gwyndara@pacific.net.sg 

IFEA Europe Behind the Scenes
Oct. 11-13, 2002, 10th Night of Culture,
Copenhagen, Denmark, Contact Evelien
Winkel at ifea@nbt.nl

47th Annual IFEA Convention and EXPO
Nov. 6-10, 2002, The Galt House,
Louisville, KY, Contact IFEA at 
208-433-0950

Tennessee Festivals & Events
Association Annual Conference
Jan. 16-18, 2003 - Downtown Nashville
Sheraton, Nashville, TN, Contact Sallie
Beckes at 423-756-2211

Georgia Festivals & Events Association
Annual Conference 
Feb. 2-4, 2003  
Savannah Marriott Riverfront, Savannah, GA
Contact Carolyn Morris at 770-592-7180 

Illinois Special Events Network 
Annual Conference 
Feb. 5-6, 2003 
Radisson Hotel Alsip, Alsip, IL 
Contact Cyndie Hall at 815-987-5546 

Virginia Festivals & Events Association
Annual Conference 
Feb. 19-21, 2003 
Woodlands Hotel & Suites, Williamsburg, VA 
Contact Tricia Davis at 703-361-6599 

Festival & Events Association of
Oklahoma Annual Conference
Feb. 27-28, 2003 - Ramada Plaza Hotel
Edmond, OK, Contact Barbie Raney at
918-596-2473

12th Annual IFEA Europe Convention 
March 6-9, 2003 - City Hall of Vienna,
Austria, Contact Evelien Winkel at
ifea@nbt.nl

Northwest Festivals (OFEA & WFE)
Annual Conference 
Mar. 16-18, 2003 
Quinault Beach Resort Casino, Ocean
Shores, WA, Contact Robin Kelley at 
425-392-0661

CalFest Annual Convention
Mar. 18-21, 2003 - Doubletree Hotel,
Sacramento, CA, Contact Ruth Schnabel
at 530-583-5605 
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Free and Affordable
Economic Impact
Programs

Scientific studies can measure your economic impact and
provide you with the crucial numbers you need to demonstrate
your event’s significance to the public. Unfortunately, they can
also hit your budget hard. A commercial or academic study can
cost between $15,000 and $25,000! 

IFEA knows that the events that most need a study’s leverage
are often those that can least afford its premium prices. The fol-
lowing economic impact programs provide our members with
credible, budget-friendly alternatives.

Economic Impact Estimate Letter FREE for new
and renewing members!

IFEA’s Economic Impact Estimate Letter (a $100 value) will
provide you with the most affordable economic impact data
there is. Beginning this Fall, IFEA will offer one letter FREE each
year to new and renewing IFEA members. 

IFEA bases these estimates on an event’s self reported figures
such as attendance, revenue and expenditures. Our formula has
been developed and standardized by economic impact special-
ists for the event industry. More information and a self-report-
ing data form will be sent out with membership renewals and
available at www.ifea.com. 

Dozens sign up for detailed, affordable study
The Economic Impact and Demographic Profile Study (EIS)

provides the economic impact and demographic information
needed for sponsors, local government, the business communi-
ty, and internal planning and decision-making. Results include
a comprehensive 25-page report that is statistically reliable with
a 95 percent confidence level, plus or minus 5 percent. 

You help keep your costs low by providing the volunteers
needed to conduct an on-site survey of your attendees. You also
enter the data. We provide everything you need to gather the

information in a statistically reliable method that guarantees
accurate results. After you provide your gathered data we 
conduct the analysis.

The basic plan costs $1,395 for IFEA members and $1,995
for non-members. If we encode your data and enter it, the plan
costs $1,895 for IFEA members and $2,495 for non-members.

Now in its second year, EIS, managed by Scott Nagel of Birch
Hill Enterprises, has conducted more than twenty studies of
member organizations throughout North America. Studied 
festivals range in size from an attendance of 12,000 people 
to major festivals with more than 1,000,000 visitors. 

Participants include: 
Beale Street Music Festival, Memphis, TN; DaVinci Days,

Corvallis, OR; Fall for Greenville, Greenville, SC; Fiesta San
Antonio, San Antonio, TX; Fremont Fair, Seattle, WA ; Fremont
Oktoberfest, Seattle, WA; Friendship Festival, Fort Erie, Ontario,
Canada; Gilroy Garlic Festival, Gilroy, CA; Hampton Bay Days,
Hampton, VA; International Freedom Festival, Windsor, ON;
Issaquah Salmon Days, Issaquah, WA ; Juan de Fuca Festival of
the Arts, Port Angeles, WA; Jubilee CityFest, Montgomery AL;
Lavender Festival, Sequim, WA; Metris Uptown Arts Fair,
Minneapolis, MN; Mumfest, New Bern, NC ; Oregon Jamboree,
Sweet Home, OR; River City Roundup, Omaha, NB; Riverbend
Festival, Chattanooga, TN; San Ramon Art & Wind Festival, San
Ramon, CA; Sonoco Welcome America Festival, Philadelphia,
PA; St Patrick’s Day Festival on the River, Savannah GA; and
Winston-Salem Events, Winston-Salem, NC.

As more and more festivals participate in the program, we
will be able to provide solid statistical data on the festival
industry. Everyone wants to know how big our industry is, and
we don’t yet have the answer, but the average impact of the
events we have studied so far is more than $10,000,000!

For more information contact: Scott Nagel, IFEA Economic
Impact Consultant, Birch Hill Enterprises, 105 1/2 E First St.,
Port Angeles, WA 98362. Phone 360-452-7019, 
e-mail: scott@ifea.com.
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Public liability insurance costs are
rising Australia-wide since the

Sept. 11 attacks on the United
States. Some premiums have
increased as much as 300
percent, forcing organizers
to re-consider their involve-
ment in civic and commu-
nity events. As they do,
they’re putting pressure on
the government to help alle-

viate the problem.
Government-sponsored

events seem to be coping with
the price hikes. But events linked

to other incorporated associations
are finding the going difficult. In particu-

lar, equestrian events, car rallies, and adventure-type activities
are under close scrutiny by insurance companies. A few have
buckled and folded under the pressure.

This is a serious issue.
But as event planners we
need to be careful that
paranoia does not cloud
our vision, or drive the
agenda. Rising prices are
only part of our problem.
The other part is inade-
quate coverage.

The fact is that many
events have been under-
insured for a long time.
Now, increased public lia-
bility concerns are forcing
them to re-examine their protection. Not only are they discov-
ering they must increase their coverage levels, but they must
do so at much higher rates than before.

One positive to come out of this renewed focus on event
insurance is a greater understanding of what public liability
insurance actually is. Too often public liability is confused
with other forms of insurance, such as volunteer accident or
professional indemnity. 

Recently, I facilitated a workshop on event insurance and
found that there were a number of groups who believed, mis-
takenly, that their volunteers, performers and vendors were
protected under their public liability policies. I also discovered
that most of their policies did not protect them from food
poisoning suits. I have said for many years that I have more
concerns about potential food poisoning at a large event, than
I have about a horse bolting in a parade! 

While we find ways to cope with liability issues external to
our events, such as the costs of insurance coverage, we must

also address internal issues. Risk management must be part of
the management plan for all events, large and small. The key
is to be pro-active and pre-empt potential problems by inte-
grating them into the event plans. 

The four key elements of risk management are: identifica-
tion, evaluation, control, and review. Identify your festival
venue’s unique liability risks. Evaluate the degree of those
risks and how you can best control them. Take action to con-
trol the risks. After the event review the success of the first
three steps and how you can improve/

Controlling your risks also means making sure that you
have the type and level of coverage that you need. Never pre-
sume that a cover-note or policy that says “public liability
insurance” automatically covers everything. Read the fine
print and the policy exclusions and be familiar with the limi-
tations and conditions. Don’t sign agreements that transfer
liability of another party to your organization, or hold the
other party harmless from actions resulting from your activi-
ties. Never accept liability for carnival rides or fireworks; have
the operator/s indemnify your organization! Ensure that ven-

dors, artists etc. have their
own insurance coverage and
don’t be afraid to cite them. 

Organizers of festivals
involving the public and
volunteers must treat insur-
ance as a high priority, not
leave it to the last minute.
All events should, at mini-
mum, have these forms of
protection: public, volunteer
(personal accident), proper-
ty (including money) and
product liability (including

food poisoning). Be sure to give reasonable cover to festival
participants, audience, artists, vendors and technical people.
Adequate coverage by those types of insurance is a must,
regardless of the cost. If you can’t afford them, you should
think seriously about whether the event should proceed,
because potential litigation could be far more costly than the
premium. Too often organizers have asked themselves, “How
much insurance can we afford?” rather than, “How much do
we need?”

In the State of South Australia, we are presently gathering
information from event organizers about their insurance
arrangements, to see if there is a way that collectively, we
might be able to approach insurance institutions for some
widespread joint coverage. If there are festivals and events
world wide involved in co-operative insurance activities with
partners at local, state or federal levels, we would be pleased
to hear of your experiences, and the pros and cons. Please
send any information to me at barry@dcmtbarker.sa.gov.au.

IFEA World

Insurance Hike Hits Australian Events

All events should, at minimum,
have these forms of protection:
public, volunteer (personal acci-
dent), property (including money)
and product liability (including
food poisoning).

By Barry Wilkins, OAM, IFEA Australian Representative
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IFEA Europe Behind the Scenes, Copenhagen,
Denmark, Oct. 11-13, 2002 

IFEA Europe is proud to invite you to take part in a Behind-
the-Scenes experience at the 10th Copenhagen Night of
Culture. At this yearly event, Copenhagen shows herself in her
most favorable light. Museums, churches, musical venues,
schools and institutes of education, art galleries, theatres, cine-
mas, etc. in central Copenhagen as well as in the surrounding
areas are open throughout the night offering all sorts of special
events for the curious and adventurous public.

Since 1993 the Copenhagen Night of Culture has developed
from a small event with only 46 participants into a major event
with 312 event makers and more than 700 events in 2001. Last
year more than 100,000 guests took advantage of this unique
opportunity to experience the cultural facilities of Copenhagen.

Please join us for three days of interesting workshops, semi-
nars, and a social program.

For more information visit www.kulturnatten.dk, or 
www.visitcopenhagen.dk or e-mail eventures@woco.dk. 

12th IFEA Europe Convention, ’Events, Festivals
& Tourism,’ Vienna, Austria, March 6-9, 2003

Due to their strong emotional impact, events and festivals
are becoming more and more a helpful tool in marketing
regions, cities and countries. The global tourism industry
spends a fortune on establishing an event specific infrastructure
and on developing groundbreaking new concepts. At the
European conference of the largest International Festival &
Events Association, leading experts will discuss examples asso-
ciated with the new strategy known as “Marketing Through
Emotions.” Following the convention, attendees may choose to
join us for a specially scheduled tour of Vienna! For more
information visit www.ifeaeurope.com.

Copenhagen and
Vienna 

Set Stage for 
IFEA Europe
Conferences

Vienna at night looking toward City Hall.Vienna at night looking toward City Hall.
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Marketplace
AWARDS & MEDALS
MAXWELL MEDALS & AWARDS - Since 1978, our
goal has been to design and create medals to be worn
with pride. Medals that would reflect the commitment it
took to win them. Reward your sponsors, volunteers,
royalty or staff. Phone: 800-331-1383, Website:
www.maxmedals.com.

BANNERS/FLAGS
BANNER IMAGES, LTD. - Banner Blades give you a
full FIFTEEN FEET of colour and movement at a price
far less than that of traditional banners and poles.
INSTALLATION IS A BREEZE! One stop shopping for
your banners, flags & hardware needs. Phone: 905-878-
7600, Fax: 905-878-7664, E-mail: banners@bannerim-
ages.com, Website: ww.bannerimages.com.

BLAZING BANNERS - One stop source for banners,
flags, hardware and much more! Producer of quality,
long life products, all within your budget of money 
and time. Address: 1502 Northshore Drive, Bellingham.
WA 98226-9458 U.S.A., Phone: 800-200-8662, 
Fax: 866-756-9993 or find us online at www.blazing-
banners.com. Contact: Andrew Evans, Vice President,
Marketing, E-mail: a.evans@blazingbanners.com.

CATAPULT 3 INC. - Design & fabrication of banners,
flags and windblades, game wheels, trade show dis-
plays, store fixtures and POP displays. We specialize in
sponsorship banners which can be revenue generating.
Contact: Betsy Kaetzel, Phone: 800-657-7422, Fax:
208-375-2535, E-mail: betsyk@catapult3.com, Website:
www.catapult3.com.

DIXIE FLAG - Producers of all types of flags, banners,
decorations, accessories and custom net street banners.

Contact: Henry “Pete” Van de Putte, Jr., CFE,
President, Address: P.O. Box 8618, San Antonio, Texas,
78208 -0618 U.S.A., Phone: 210-227-5039, Fax: 210-
227-5920, E-mail: petevdp@aol.com, Website:
www.dixieflag.com.

FIRST FLASH! LINE - Jumbo EVENTTAPE™, 10 1/2”
X 3,000 ft. continuous plastic for indoor/outdoor repeti-
tion of logos, event themes and sponsor graphics. Also,
BunchaBANNERSrM, Flashbags™ (polybags), ponchos,
bumper stickers and decals. Phone: 800-213-5274, Fax:
260-436-6739, Website: www.firstflash.com.

BEVERAGES
MILLER BREWING COMPANY - America’s quality
brewer since 1855, principle brands include: Miller Lite,
Miller Genuine Draft, Miller Genuine Draft Light, Miller
High Life, Miller High Life Light, Icehouse, Fosters and

Island Heart Artists
Management
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also Sharp’s non-alcohol brew. Serve America’s Best 
at your next Fest! Contact your local Miller distributor 
or call Miller’s Fair & Festival Marketing department at
414-931-3441.

CROWD CONTROL
OFF THE WALL PRODUCTS LLC - Off the Wall Products
makes revenue generating crowd-control barricades with
special signage capabilities for advertising and sponsors.
Available in standard or custom colors for purchase and
rental. Address: P O Box 112303, Salt Lake City UT 84147-
2303, Phone: 801-363-7740, Fax: 801-363-6372, E-mail:
marc@multi-barrier.com, Website: www.multi-barrier.com.

THE TAMIS CORPORATION - Portable crowd and 
vehicle directional devices and trash receptacles, 
interlocking steel barriers, posts, sign stands, railings,
turnstiles, gates: plus nationwide rentals. Address: 134
Pennoak Drive, Pittsburgh, PA. 15235, Phone: 800-448-
2647 (toll free) Fax: 800-722-5281 (toll free), 
Website: www.tamiscorp.com.

ENTERTAINMENT/TALENT 
COVERT OPERATIONS, LTD. - Production, manage-
ment, representation of talent & entertainment. Exclusive

talent representative specializing in unique draw acts 
and attractions, including variety, novelty, pop music 
and extreme presentations. Address: P.O. Box 138, Glen
Oaks NY 11004, Phone: 718-318-9186, Fax: 718-831-5693, 
E-mail: acovert@covertop.com, 
Website: www.covertop.com.
GAIA/FOR ALL CHILDREN ENTERTAINMENT - Top
notch family entertainment featuring Emmy Award win-
ning PBS performer, Gaia. All children are included in the
fun onstage singing, ribbon dancing, and signing along!
Phone: 877-724-2336 (toll free), 
E-mail: hrtsngComm@aol.com, 
Website: www.gaia-singnsign.com.

ISLAND HEART ARTISTS - CELTIC MUSIC AND MORE!
Exceptional entertainment for audiences of all ages,
including award-winning Celtic bands, champion Irish
stepdancers, Swing, jazz, and more. Contact: Dianna
Griffin, Phone: 201-868-2246, Fax: 201-868-3964, 
E-mail: ilandheart@aol.com.

PROGRESSIVE ENTERTAINMENT - Provides a wide
spectrum of entertainment and production services for
the festival and special event industry. We book many
educational and entertaining attractions and shows suit-
able for all audiences, ranging from single variety acts to
complete productions. Let us handle the tedious details of

producing regional and national musical talent your event.
Progressive Entertainment offers creative solutions and
effective consultation in Event Production and
Management. Phone: 800-241-4228 (toll free) or 
361-771-3629. E-mail: info@proent.com, 
Website: www.proent.com.

STRETCH - THE NINE FOOT CLOWN - Roving enter-
tainment with twin 18í tall Giant interactive Parade
Puppets! Giant characters perform comedy on stilts.
Group activities with dozens of old fashion hand held
wood stilts. Address: 930 S. Decatur St., Denver, CO
80219, Phone: 303-922-4655, Fax: 303-922-0069, Email:
stretch@stiltwalker.com, Website: www.stiltwalker.com.

SWIGGLE DITTIES ENTERTAINMENT (formerly Real
Music for Kids)- Award-winning family entertainment
featuring the nationally-acclaimed children’s recording
artist, DANA. Highly interactive, energized music full of
foot-stompin’ fun! Contact: Dana Cohenour, Artist,
Address: PO Box 1958, Blaine, WA 98230. Phone: 360-
371-3767, Fax: 201-861-1169, E-mail:
danaRMFK@aol.com, Website: www.swiggleditties.com.
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Marketplace
EQUIPMENT RENTAL
INFOCUS SYSTEMS, INC. - The world leader in inno-
vative, easy-to-use data/video projection products for
events of any size. Address: 27700B SW Parkway Ave.,
Wilsonville, Ore. 97070-9215 U.S.A., Phone: 503-685-8728,
Fax: 503-682-8925, Website: www.infocus.com.

THE WRIGHT GROUP/RENT-RITE WEST PRODUC-
TIONS - Tents for all events. We can supply almost any-
thing for your event, festival or trade show, if we don’t
have it we will get it. Address: 3850 E 48th Avenue,
Denver, CO 80216-3203 Phone: 303-295-7368 or 1-800-
864-4342 (toll-free), Fax: 303-399-9962, Email: rent-
comm@aol.com, Website: www.thewrightgroupnow.com.

EVENT PLANNER/PRODUCER
PROGRESSIVE ENTERTAINMENT - Provides a wide
spectrum of entertainment and production services for
the festival and special event industry. We book many
educational and entertaining attractions and shows suit-
able for all audiences, ranging from single variety acts to
complete productions. Let us handle the tedious details 
of producing regional and national musical talent at your
event. Progressive Entertainment offers creative solutions

and effective consultation in Event Production and
Management. Phone: 800-241-4228 or 361-771-3629. E-
mail: info@proent.com, Website: www.proent.com.

FENCING
RELIABLE RACING SUPPLY, INC. - Suppliers of 
temporary fence, poles, banners, flags, timing systems
and clocks, portable audio equipment, bibs and numbers,
tents. Contact: John Jacobs, Vice President, Address:
643 Upper Glen Street, Queensbury, NY 12804 U.S.A.,
Phone: 518-793-5677 x 226 or 1-800-274-6815 (toll free),
Fax: 518-793-6491, Website: www.reliableracing.com

FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE; MFG.
CO. INC. - “THE FIRST FAMILY OF FIREWORKS!’
America’s leading manufacturer and premier exhibitor 
of domestic and international fireworks displays.
Spectacular custom-designed indoor and outdoor 
productions, electronically choreographed to music and
lasers. Contact: George Zambelli, President, Phone:
800-245-0397(toll free), Fax: 724-658-8318, 
Email: zambelli@zambellifireworks.com, 
Website: www.zambellifireworks.com.

FLOATS/BUILDERS
KERN STUDIOS - Creating Mardi-Gras magic since
1947, now creative 3-D sculptures and floats available
worldwide. Fiberglass icons sculpted by talented artisans
are available- or can be created for any theme. Rental,
purchase and lease/purchase available. Contact: Barry
Kern, President, Phone: 504-362-8211 or 1-800-362-
8213 (toll free), Fax: 503-368-7466, 
E-mail: barry@kernstudios.com. 
Website: www.kernstudios.com.
STUDIO- CONCEPTS, INC. - Provides parade float
design and construction for parades throughout the west
including the Tournament of Roses; and serves as official
builder/parade management associate of the Portland
Rose Festival and as the exclusive builder for the Fiesta
Bowl parade in Phoenix, AZ. Contact: Gene Dent (addi-
tional member: Kendra Comerford). 
Phone: 503-222-0077, Fax: 503-222-1177, 
E-mail: sales@studioconcepts.com.

INFLATABLES
BIG EVENTS - Gigantic inflatables for all size events, from
our large inventory of high quality, state-of-the-art
helium/cold air inflatables or custom built. Features licensed
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characters, including ’The Cat In The Hat.” Dependable serv-
ice, experienced parade teams, performance you can count
on. Contacts: Charlie Trimble or Greg Sadler, Phone: 760-
761-0909, Fax: 760-761-4290, E-mail: trim92020@aol.com,
Website: www.bigeventsonline.com.

DYNAMIC DISPLAYS - Designs, manufactures, rents -
costumes, props, floats, helium ballons and activities in the
inflatable medium. Offers a complete and flexible service
package, internationally. 37 years of parade/event experi-
ence. Address: 5450 W. Jefferson Ave., Detroit, Mich.
48209, or 937 Felix Ave., Windsor, Ontario N9C 3L2,
Phone: 519-254-9563 ext. 26, Fax: 519-258-0767, 
E-mail: zzeq90a@prodigy.com, 
Website: www.fabulousinflatables.com.

INSURANCE
ALLIED SPECIALITY INSURANCE, INC., - As
America’s leader in specialty insurance needs, Allied will
customize coverage for your fair, festival or special event
- and provide prompt, efficient claims service and pro-
cessing 24 hours a day. Contact: David Smith,
President, Address: I0451 Gulf Blvd., Treasure Island,
Fla. 33706, Phone: 800-237-3355, Fax: 727-367-1407,
Website: www.alliedspecialty.com.

HAAS & WILKERSON INSURANCE - With more than
fifty years experience in the entertainment industry, 
Haas & Wilkerson provides insurance programs designed
to meet the specific needs of your event. Clients through-
out the U.S. include festivals, fairs, parades, carnivals and
more. Contact: Michael Rea, CFE, Address: P.O. Box
2946, Shawnee Mission, Kan. 66201-1346, Phone: 800-
821-7703, Fax: 913-676-9293, E-mail: mrea@hwins.com,
Website: www.hwins.com

K&K INSURANCE GROUP, INC. - Serving more than
250,000 events, offering liability, property, and other 
specialty insurance coverages including parade, fireworks,
umbrella, volunteer accident, and Directors and Officers
liability. Contact: Dale Johnson, CFE, CIC, Director of
Marketing, Phone: 800-553-8368 (toll free), Fax: 260-
459-5624, E-mail: Dale_Johnson@kandkinsurance.com.,
Website: www.kandkinsurance.com.

MARVIN S. KAPLAN INSURANCE - A premier
arts/entertainment agency since 1949. Mr. Kaplan is a
prominent speaker at colleges and writer or numerous
articles. Licensed insurance adviser. Address: 850
Summer Street, Boston, MA 02127-1568, Phone: 617-
268-9898, Fax: 617-268- 9891, 
E-mail: Kaplaninsurance@aol.com

LASERS
TLC - Creative Special Effects - Spectacular services:
laser effects, UV, pyro, multimedia, balloon walls, confetti,
and much more! Talking Laser Company has provided the
highest quality laser shows for 25 years. Address: 13428
Maxella Avenue #261, Marina Del Rey, CA 90298, Phone:
310-822-6790, Fax: 310-821-4010, Email:
TLC@call4ideas.com, Website: www.call4ideas.com.

MERCHANDISE
Allen Lewis Mfg. Inc. - Making Memories Last A

Lifetime. We design and produce an extensive line of
quality souvenirs/gift items. Offering in-house art depart-
ment, we design artwork to your specifications. Address:
10550 E 54th Avenue, Unit C, Denver, CO 80239-2131,
Phone: 303-574-3301, Fax: 303-574-3331, 
Email: ALLEN4SEASON@AOL.COM, 
Website: www.allenlewisinc.com.

CHEMART - Manufacturer of custom-made 24K gold
dimensional ornaments and collectibles of real life objects
and images meaningful to organizations. Address: 15 New
England Way, Lincoln RI 02865, Phone: 800-521-5001
x202 (toll free), Fax: 401-333-1634, 
E-mail: tonil@chemart.com,
Website: www.chemart.com

GOLDEN SPIRAL - Liberty Lights - multicolored
sparkling flashlight torches, Always surprise and delight
of the crowd! Add to the festive atmosphere of your
event, Guaranteed! Contact: Michael Moore, Phone:
888-803-5605 (toll free), Website:
www.goldenspiral.com.

KERN STUDIOS - Creating Mardi-Gras magic since
1947, now creative 3-D sculptures and floats available
world-wide. Fiberglass icons sculpted by talented artisans
are available - or can be created for any theme. Rental,
purchase and lease/purchase available. 
Contact: Barry Kern, Phone: 504-362-8211 
or 1-800-362-8213 (toll free), Fax: 504-368-7466, 
E-mail: barry@kernstudios.com, 
Website: www.kernstudios.com.

MILESTONE PRODUCTS - Designs and produces high-
quality lapel pins, sets and pin programs. Exclusive
licensee of Tournament of Roses. Contact: Nancy
Chapman, CFE, Phone: 877-587-4839, Fax: 626-301-
4232, E-mail: eventpins@milestoneproducts.com,
Website: www.milestoneproducts.com.

PINS
MILESTONE PRODUCTS - Designs and produces high-
quality lapel pins, sets and pin programs. Exclusive
licensee of Tournament of Roses. Contact: Nancy
Chapman, CFE, Phone: 877-587-4839, Fax: 626-301-
4232, E-mail: eventpins@milestoneproducts.com,
Website: www.milestoneproducts.com.

MAXWELL MEDALS & AWARDS - Since 1978, our
goal has been to design and create medals to be worn
with pride. Medals that would reflect the commitment it
took to win them. Reward your sponsors, volunteers, roy-
alty or staff. Phone: 800-331-1383, 
Website: www.maxmedals.com.

3-D SCULPTURES /ICONS
KERN STUDIOS - Creating Mardi-Gras magic since
1947, now creative 3-D sculptures and floats available
world wide. Fiberglass icons sculpted by talented artisans
are available - or can be created for any theme. Rental,
purchase and lease/purchase available. Contact: Barry
Kern, Phone: 504-362-8211 or 1-800-362-8213 (toll
free), Fax: 504-368-7466, Website:
www.kernstudios.com, E-mail: barry@kernstudios.com.
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Marketplace
RECYCLING
National Association for Pet Container Resources (NAPCOR) - NAPCOR is the
trade association for the PET plastic industry and promotes the use of PET plastic and the
recycling of PET containers. Address: 2105 Water Ridge Parkway, Suite 570, Charlotte, NC
28217, Phone: 704-423-9400, Fax: 704-423-9500, 
Email: JMalbasa@napcor.com, Website: www.napcor.com.

SPECIAL EFFECTS
SNOW MAKING BY STURM, A Division Of STURM’s SPECIAL EFFECTS INTL., Inc.
Contact: Dieter Sturm, Phone: 262-245-6594, E-mail: sturmsfx@genevaonline.com,
Website: www.snowmaker.com.

STAGING
MARSHALL AUSTIN PRODUCTIONS PORTABLE STAGE COMPANY - Make us your
first and last STAGE stop. We provide outdoor portable staging. Featuring: aluminum frame,
roof, lighting and pre-wiring. Setup a breeze. Perfect for your event! Contact: Roy Mertik,
Address: 1401 South Youngfield Court, Lakewood, Colo. 80228, Phone: 303-988-2200, Fax:
303-988-1878, Website: www.marshallaustin.com, E-mail: info@marshallaustin.com. 

TICKETING/WRISTBANDS
NATIONAL TICKET COMPANY - A direct manufacturer of tickets and wristbands.
Tickets are available in rolls, sheets, books, strips, fanfolded and single flat tickets.
Reserved seat tickets are our speciality. Wristbands are available in 2 styles; Tyvek
Ultrabands or Vinyl Snap-On. Phone: 800-829-0829 (toll free), Fax: 800-829-0888, 
E-mail: ticket@nationalticket.com, Website: www.nationalticket.com.

PRECISION DYNAMICS CORP. - Make VISA BAND® #1 on YOUR list for wristbands,
tickets & more! Visit www.visaband.com and check out our hot new Liquid Glitter™,
Expressions, and Metallic wristbands. Address: 13880 Del Sur Street, San Fernando CA
91340, Phone: 818-897-1111, Fax: 818-686-9315, E-mail: visaband@pdcorp.com, Website:
www.visaband.com

PRICE CHOPPER WRISTBANDS - We Chop A Slice Off Every Price! - The widest vari-
ety of Stock Colors and Patterns of Tyvek and Vinyl Wristbands. Guaranteed to beat your
present price! Address: 6958 Venture Circle, Orlando FL 32807-5370, Phone: 888-695-
6220, Fax: 407-679-3383, E-mail: janet@pchopper.com, Website: www.pchopper.com
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Watching the action on the main arena for the Sydney Royal Easter Show, held every 
year during Easter, over 14 days. Photo courtesy of the Royal Agriculture Society of NSW.
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Parting Shot

Watching the action on the main arena for the Sydney Royal Easter Show, held every 
year during Easter, over 14 days. Photo courtesy of the Royal Agriculture Society of NSW.
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