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Why are meetings with InFocus®projectors so popular? Is it because they make it easier to share

information and collaborate on team projects so meetings get finished a whole lot faster? Absolutely. To calculate the return on

investment you get from InFocus projectors, visit us online or call 1-888-InFocus. Great meetings begin with InFocus.

The worldwide leader in digital projection. www.infocus.com
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For the local Maui Wowi business in your area, please
call Maui Wowi at 888/862.8555 or www.mauiwowi.com
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I took great pride in noting the invalu-
able role that our industry played during
the holiday season just past. From spec-
tacular holiday parades and extraordi-
nary light and tree displays, to moving
religious observances and community
gatherings, family-friendly First Night
events, awe-inspiring New Year’s celebra-
tions, and the excitement of season-cap-
ping college football bowl games, it was
our industry that brought together
friends, families and communities,
worldwide. It was our industry that pro-
vided the outlets and venues to celebrate
all that is positive in a world that needs
those outlets and reminders now, more
than ever before. And it is our industry
that will continue to provide those all-
important outlets and celebrations as we
look to the years ahead. 

Walt Disney once said, “Today, we are
the shapers of the world of tomorrow.”
For our events, our communities, our
families, our countries and our industry,
that statement has never been truer, nor
our role more critical. As we look to
tomorrow, especially as we enter a New
Year, it is natural and important that we
take the time to reflect on the past, pres-
ent and future. 

It is important that we reflect back on
the past – our successes, failures, dreams
achieved, and goals still to be recognized.
It is important to remember those who
have helped us accomplish our visions,
for they and others like them will help 
us to build future visions. And it is impor-
tant to remember those friends and col-
leagues who cleared the way for the rest
of us. The contributions of these people
will always be deeply felt by those who
knew them and those who will benefit
from their tireless energies, willingness 
to share, and the examples that they set.
While we are a relatively young industry,
that has not yet had to say many good-
byes, I ask you to join me in a moment 
of remembrance for friends like Sue
Twyford, John Stewart, Dan Mangeot,
Don Whiteley, Josephine Hauck, and
others like them, whom good fortune
allowed to cross our paths along the way.

It is important that we reflect on the
present – both challenges and opportuni-
ties, and the treasure of good friends and
family whose support allows us to do
what we do and keep our dreams alive.
For the power of the dream can often
carry us through the toughest of times,
and we have all certainly seen our fair
share of those during the last two years.

We have all faced and continue to face
one of the most challenging times in our
history. With changes and downturns in
the corporate world and the global econ-
omy; the continued fallout from the
world changing events of 9/11; changing
patterns in consumer attendance, travel
and buying; new expectations of safety
and security; rising costs outpacing rev-
enue sources; new demands on volunteer
resources; and no clear end in sight, it is
easy to lose sight of our goals and visions.

But there will always be challenges. The
difference between success and failure lies
in those who are prepared to meet them.
It lies in those who have invested in their
success through continued education,
experience and evaluation. And it lies in
those who have honed their skills, built
new networks and relationships, and
strengthened existing partnerships.
Because sustained success requires a sus-
tained commitment to improvement. And
as we look forward to the future, we must
make a conscious decision to do more
than just get through these tough times.
We must lead our events and industry
through this and other storms to come, to
a future full of new visions and possibili-
ties, and a future of sustained success. 

This leadership will mark the division
between success and failure. As always,
whenever challenging times come, there
will be those who choose to focus on the
storm, exhausting all of their time and
resources. There will be those who focus
on the hope of a better day, but who will
play no part in creating it. And there will
be those who focus their efforts on the
visions and possibilities that will form
the foundation for the future.

Abraham Lincoln, who weathered sev-
eral major storms of his own, said, “Still
the question recurs ‘Can we do better?’
The dogmas of the quiet past are inade-
quate to the stormy present. This occasion
is piled high with difficulty, and we must
rise with the occasion. As our case is new,
so we must think anew, and act anew.”

Success in the future isn’t going to be
made up of stay-the-course, keep-the-ship-
afloat captains, even, and especially in
today’s economy. Innovation; risk; new
products, programs and services; all of these
will rise to the top with tomorrow’s leaders.
We can’t continue to cut, cut, cut and still
expect sponsors, volunteers or attendees to
keep coming back, and especially not at the
higher levels we all need now. 

Instead, we must take a close, new
look at everything we do and then apply

our creativity and vision – the hallmarks
of our industry – to find new ways of
ensuring the sustained success that is our
goal. Because the truly special events will
never be complete. They will continue to
grow and prosper as long as there is
imagination left in the world and a
desire to be better than we are.

As I look to the future I am always
reminded of a quote that I have kept
close by throughout my career: “because
Good is the enemy of Great.” We all
plant our dreams and visions with care
and expectations of greatness, but some-
where along the way, most become satis-
fied to be good enough. Some, however,
find a way to sparkle and to stand out
above the crowd. But even those who
have led the way in years past must now
take new paths to stand among those
special few who become truly great and
reach for the stars.

The difference lies in a simple, but
tremendously challenging, formula.
Leadership vs. management. The right
people in the right positions. And a com-
mon vision. Never lose sight of your
vision or allow others to lose sight of
your vision, no matter what storms you
face. And it will spread, and it will grow,
under all conditions.

Always remember that excellence, in
events or anything you do, is the result
of caring more than others think is wise;
risking more than others think is safe;
dreaming more than others think is prac-
tical; and expecting more than others
think is possible. Don’t let others hold
you back. Lead the way. Share your
knowledge and experience. Be actively
involved. Strive to be great, so that in the
future to come, when others stop to
reflect on the past, they too, will stop to
remember their good fortune that each
of us crossed their paths somewhere
along the way.
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steve schmader
Letter from the President
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Accidents, M i s t a k e s , Unforeseen
p r o b l e m s , Destructive acts of nature.
They can really stick you where it hurts.
The smart plan is to protect your business against any and all emergencies.
And that’s where Haas and Wilkerson comes in. We’re the largest
independently-owned producer of entertainment insurance in
the U.S. Special events are our specialty, from fairs to carnivals, festivals
to amusement parks, skating centers to rodeos.

We can help take you from “oops” to “whew.”

Call us at 1-800-821-7703.       www.hwins.com
OOPS!
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Featuring:

➘ Consulting
Full Service Management, Board Retreats, Sponsorship,

Site Layouts & Logistics, Volunteer Management, Theme
Development

➘ Flags & Banners
Net Street Banners, Decorative Bunting, Parade
Banners, Vertical Light Pole Banners, Indoor
banners for walls or ceilings

➘ Custom Decorations
Our greatest strength is the manufacture of

quality custom flags and banners. Whether you need a custom flag for your business,
organization, or special event, Dixie Flag is the best source. Our custom flags are used
in a variety of applications and under all conditions.

➘ Mascots
Mascots bring smiles to the faces of everyone they touch! Capture the
imagination with a mascot created just for you...from theme development to
design and promotion.

Whatever you need...
Dixie Flag has the expertise to work with you to produce an event that WOWs the mind!

Call toll free 1-800-356-4085
fax 210-227-5920 or e-mail: dixieflg@dixieflag.com

1930 North Pan Am Expressway • P.O. Box 8618 • San Antonio, Texas 78208-0618

Visit our web site at:
www.dixieflag.com

for festivals, fairs & special events

➘
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Bruce L. Erley
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People
Bruce Erley is president and CEO of Creative Strategies Group, a seven-year-
old Denver-based, full-service sponsorship and event marketing agency that
consults with sponsorship properties in the identification of their most spon-
sorable assets, as well as the packaging, pricing and sales strategies to attract
corporate and media sponsors. 

CSG provides sponsorship consulting and exclusive sales representation for
such properties as the Cherry Creek Arts Festival, the Colorado Garden & Home

Show, and the CHUN Capitol Hill People’s Fair. The agency has also developed
sponsorship plans for such organizations as the Colorado Lottery, U.S. Bank, Vectra

Bank and Kaiser Permanente.

How did you get into events?
I began as a cast member in Up With People and quickly gravitated to
the promotional aspects of “putting the show on the road.” I loved the
business of producing events that reach and impact people on an emo-
tional level. It’s kept my passion ever since. 

What was your biggest professional challenge?
In a management shuffle in 1995, I lost my job after 20 years with Up
With People. I thought I would never recover from the loss of personal
value. But I soon discovered that the need to find a new job created
new and unlimited opportunities that I had not seen before from my
cozy little world. Though I was offered a position in bank marketing, I
didn’t want to leave the world of event marketing. My wife supported
me in my decision to go into business for myself. I followed my pas-
sion and now eight years later have grown my own agency to a full-time
staff of seven and a reputation for quality, integrity and success. I found
that in fact if you listen to your heart when one door gets closed, God
will often open another with incredible blessings behind it.

What do you do to relax?
I spend time with my wife and sons; work out at my health club, and I
watch the television drama series Law & Order.

What’s the best advice you’ve ever received? 
Find something you love to do and you’ll never work a day in your life.

Personal Philosophy
Do at your greatest level of excellence, not perfection. Let the people
around you know how much you appreciate them on a regular basis.
Find joy in everything you do. Have fun doing a great job, and never
take yourself too seriously.

In ConversationFacts on file
Years in the business:
26

Degree:
B.A. in Journalism with minor in Public
Relations (Cum Laude) from Colorado State
University, 1976

Other background experience:
20 years with Up With People, a non-profit trav-
eling show organization, in promotions, sales,
marketing services, corporate communications
and eventually as vice president of marketing
and sales.

Family:
Wife, Linda (married 20 years and it gets bet-
ter every day), and three sons Christopher, 17;
Matthew, 16, and Patrick, 13

Last books read:
The Left Behind series by Tim LaHaye and
Jerry Jenkins - I’m waiting anxiously for the
next book to come out so I can finish the
entire series.

Last business book read: 
The “E” Myth by Michael Gerber

Contact Information:
Bruce L. Erley, President
Creative Strategies Group
925 Main Street, Suite E
Broomfield, CO 80020
Phone: 303-469-7500
E-mail: berley@csg-sponsorship.com
Web: www.csg-sponsorship.com
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ASU International Inc.
500 Unicorn Park Drive

Woburn, MA 01801
Toll-Free: 800-927-6306
Phone: 781-994-6000

Fax: 781-994-6001
Contact: Sean Curtin

E-mail: scurtin@asui.com

Why put your success 
in the hands of the weatherman?

Protect yourself against weather-related losses with 
customized coverage from ASU International.
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While everyone talks about the weather. . .

ASU International does something about it by providing customized

weather insurance for a full range of needs. We’ll work closely with you

to determine the most cost-effective way to protect your financial inter-

ests, whether you require coverage for a one-time event or long-term

weather conditions. Once your policy is in place, you can relax. Your

individualized coverage from ASU ensures that when bad weather hits,

your financial prospects remain bright.
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The Canadian Tulip Festival,
Ottawa, Canada
Attendance:
750,000 (100,000 paid)

Budget: 
$4 million

Annual duration: 
18 days

Number and types of events: 
18 days of tulip bed displays; four days of Tulip
Explosion - Flower Show; one evening of Tulip
Ball; 11 nights of main stage concerts; 11 days
of main activity park including Tulipmania
Exhibits, children’s entertainment, multicultural
entertainment and displays and a craft and arti-
sans fair.

Number of volunteers: 
1,200

Number of staff: 
10 permanent, 40 seasonal

When established: 
1953

Major revenue sources by percent: 
Corporate Sponsorship: 47%
Earned Revenues: 31%
Fundraising: 8%
Government Grants: 16%

Major expenses by percent:
Programming: 55%
Administration and wages: 25%
Marketing: 20%

Type of governance:
Non-profit corporation with 11-member volun-
teer board of directors

Brief history: The Canadian Tulip Festival grew from a gesture of thanks
made half a century ago into the largest tulip festival in the world. It all started
in the fall of 1945, when Princess Juliana of the Netherlands presented Ottawa
with 100,000 tulip bulbs. She gave the gift in appreciation of the safe haven
Canada provided for Holland’s exiled royal family during WWII and the role
which Canadian troops played in liberating the Netherlands.
A few years after the Dutch tulips arrived in 1945, they became a strong attrac-
tion. Stunning pictures appeared in newspapers nationwide. More and more
events began to center around the annual bloom of the tulips.
The first Canadian Tulip Festival was held in 1953. The Ottawa Board of Trade,
with the assistance of world-renowned photographer Malak Karsh whose pho-
tographs have immortalized the tulip, formalized the Canadian Tulip Festival to
coincide with the tulip’s annual blooming season. In the next 10 years the festi-
val grew in size, to it’s present staggering display of more than three million
blooming tulips each spring.

Industry Perspectives

Contact Information:
Canadian Tulip Festival 
May 2 -19, 2003 
Web: www.tulipfestival.ca
www.festivaldestulipes.ca
E-mail: info@tulipfestival.ca

Photography by MalakPhotography by Malak
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Industry Perspectives

Attendance:
120,000 +

Budget:
Less than $250,000

Annual duration:
1 day

Number and types of events: 
The San Jose Holiday Parade takes place the
second Sunday after Thanksgiving. Immediately
after the parade is ParadeFest @
ChristmasinthePark, an all-day festival featuring
the Wells Fargo Battle of the Bands awards cer-
emonies, an informational expo with the non-
profits and media outlets that participated in the
parade, community entertainment and a special
concert featuring the United States Marine
Corps band in support of the Toys for Tots pro-
gram. Inflation Celebration allows spectators a
peak at how the parade’s giant helium balloons
are inflated the night before the parade. 

Number of volunteers:
500+

Number of staff:
Four staff members with various levels of year-
round parade responsibilities and significant job
duties and other responsibilities in non-parade
activities for the City of San Jose.

When established:
1981

Major revenue sources by percent: 
Sponsorship: 60% 
City Funding: 23% 
Fundraisers: 13% 
Merchandise & Sales: 4%

Major expenses by percent: 
Programming & Production: 59% 
Marketing: 19% 
Event Operations: 15% 
Program and Staff Development: 5% 
Miscellaneous: 3%

Type of governance:
The San Jose Holiday Parade is a program of
the City of San Jose - Parks, Recreation and
Neighborhood Services Department and is pro-
duced in partnership with Christmas in the Park,
Inc. An Advisory and Development Committee
with members of the Christmas in the Park
Board and their advisory Board, community
members and program partners collaborate with
staff to produce the event.

San Jose Holiday Parade, Calif.

Brief history: Originally known as the
Christmas in the Park parade, the San Jose
Holiday Parade began as an event welcoming
Santa Claus in grand style to Christmas in
the Park - a month long exhibit with more
than 60 animated displays, hundreds of
decorated Christmas trees and hundreds of
thousands of twinkling lights. This event is

a joint partnership of
the City of San Jose and
the non-profit organi-
zation, Christmas in
the Park, Inc. In 1993,
the Christmas in the
Park Board of Directors
transitioned responsi-
bility of the parade to
the City of San Jose and
it became known as the
San Jose Holiday
Parade. In 1999, it was
named “One of the Top
25 Parades in America”
by IFEA.

Other interesting details:
The San Jose Holiday Parade is considered 
a “signature event” for the City of San Jose 
and is viewed as not only an entertaining family
event, but as a tool for economic development
of the city as it draws 100,000-plus spectators
downtown on event day, and increases out-of-
town hotel and visitor spending and city’s 
prestige. The event is televised live on the NBC
station in the fifth largest market area in the
U.S. and portions of the parade are broadcast
on six different radio stations in three different
languages: English, Spanish and Vietnamese.
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We see our amusement, entertainment and leisure 

industry customers as long-term partners. We‘ve stuck

by them regardless of market conditions. While other 

insurance companies are busy writing “Dear John” 

letters, we keep providing for all their insurance needs at

fair rates. If you, too, want a permanent, dedicated, faithful

insurance partner, call us for a comprehensive quotation.

It could be the beginning of a beautiful relationship. 

Relationships just don’t seem to last these days.

727-367-6900 1-800-237-3355     Fax 727-367-1407
www.alliedspecialty.com       e-mail: info@alliedspecialty.com

Allied Specialty Insurance

Committed to the leisure, entertainment
and amusement industries.
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In 1984, Bruce Skinner, CFE, 
witnessed first-hand one of the greatest
changes in the history of the event indus-
try. That year, he found himself “selling”
Fiesta Bowl sponsorship proposals,
rather than “begging” for charitable con-
tributions. Suddenly, his job and the jobs
of his peers across the country changed.

That change gave planners access to
more corporate funding than they’d ever
dreamed. But it also made them respon-
sible to deliver a beneficial marketing
return for each sponsor dollar invested.

Skinner found ways to deliver those
returns as he built the Fiesta Bowl into
one of the top college bowl
games in the world. Later,
he kept his finger on the
pulse of the developing
sponsorship industry as the
President of IFEA.

Now, he offers his experi-
ences and those of his peers
in a new textbook, Event
Sponsorship, released in
November 2002 by John
Wiley & Sons, Inc. The book
also includes a section on the
European sponsorship per-
spective by Skinner’s co-author
Vladimir Rukavina, CFE, gen-
eral manager of Narodni Dom
Cultural Center and CEO of the
International Festival of Lent in
Maribor, Slovenia.

Skinner’s aim, as he says in
his book’s preface, is to show
the “nuts and bolts of develop-
ing sponsorship as seen through
the eyes of some of the world’s
top event professionals.” This
nuts-and-bolts approach not only
provides a textbook for new and
aspiring planners, but also out-
lines specific skills that even sea-
soned veterans will find useful. 

The layout is easy to follow and
prevents complicated concepts
clearly and concisely. Each chapter
begins with a statement of learning
objectives, followed by real world exam-
ples and “Key Concepts.” A list of
“Sponsorship Activities” designed to 
provoke further thought and study 
follows. Finally, a “Sponsorship Toolkit”
lists resources and materials related to
each chapter. 

Skinner opens with concrete ideas and
examples from successful events around
the country, providing us with a back-
ground on what motivates sponsors and
what constitutes excellence in event

implementation. These deceptively sim-
ple ideas characterized such notable
events as the Macon Cherry Blossom
Festival in Georgia and Bumbershoot in
Washington. While many of the exam-
ples are festivals and sporting-related
events, there are plenty of useful ideas
for conventions, trade shows, exposi-
tions, and charity special events, too.

We know that sponsors have come to
expect a certain level of professionalism
and return on their investment in the
events marketplace. Event Sponsorship
gives us the reasons sponsors 

make the sponsorship investment as it
shows us how to identify sponsorable
properties and target potential compa-
nies, along with what research and plan-
ning is necessary to create a sponsorship
marketing plan for our events.

Once the planning and research is
underway, it becomes necessary to create
the proposal. Skinner spells out the five
keys to developing a good proposal and
shows you exactly how to present bene-
fits, added value, and demographic infor-
mation about your event to the prospec-
tive sponsor. This will help you to create
or identify a fit within your event, and

help sponsors differentiate themselves
from their competitors.

Activation is probably one of the least
understood and most difficult aspects 
of event sponsorship to successfully
deploy. Following Skinner’s solid exam-
ples and clear directions on how to use
exclusivity, hospitality, business-to-busi-
ness opportunities and promotional
overlays will make your entire event
more marketable.

Later in the book, Skinner delves into
the media side of events, reiterating the

need for a positive image, strong
graphic arts and collateral materi-
als, and effective promotions in
order to keep your event in the
public’s eye.

His concepts might be equally
at home in a book on leader-
ship, creativity, personal devel-
opment or organizational
behavior, yet Skinner chose to
present them in the context 
of “creative approaches” to
sponsorship. The important
thing is that he recognizes and
gives more than a passing nod
to the power of original think-
ing and the uniqueness of
each community.

There’s no question whether
being a good salesperson will
help you succeed in acquiring
sponsors for your event. But,
as Skinner reminds us, peo-
ple buy from people - people
they like, know and trust. He
explains how you can pre-
pare yourself for the sale
and ask for the check.

Finally, Skinner wraps
things up with a section on
legal and tax issues, con-
tracts and sample agree-

ments. along with retention,
renewal and the ever-important post-
event evaluation. Here the depth of the
author’s experience becomes even more
apparent. It’s clear that he knows what
makes sponsors tick, and the lessons in
these final chapters will put the polish
on the apple for an event of any size. 

Trends and issues in sponsorship man-
agement, both locally and globally, are
not left out and Skinner’s take on the
importance of networking and its effects
on the events industry is both com-
pelling and practical. 

Corporate sponsorship managers will
find Event Sponsorship useful for gain-
ing insights into the time and energy
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Book Review: Event Sponsorship By Steven Remington, CFE

Industry Perspectives
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How can we provide quality children’s programming and
activities on a small budget?

Lila Wilson - Pigeon Forge Office of Special Events

After years of producing such free kids events as KidSpree, and Pumpkin
Fest, planners at the City of Aurora, Colo., have come up with lots of ways
to please kids while keeping costs low. Here are some ideas: 

Collaborate with non-profits and other community partners whose missions are
aligned with the event mission. We depend on partnerships with such organiza-
tions as the Children’s Museum, Denver Urban Gardens, Museum of Nature and
Science, Downtown Aurora Visual Arts Center, and fellow city departments such as
the Aurora History Museum, and Senior Center. Non-profits may have grant
requirements that they need to fulfill and partnership may be mutually beneficial.
In addition, non-profit partners may also contribute additional resources. They
often have their own canopies, tables and other equipment and may purchase their
own materials to run the activity.

Use amateur entertainment when appropriate. KidSpree is doing a “Battle of the
Bands” in the TeenSpree area this year. This attraction will bring in the music that
teens like at a much lower cost to the event. Plus, since the kids themselves will be
performing, they’ll have “buy in” to promote the event.

Have sponsors present activities on-site as part of sponsorship packages. Work
with sponsors to plan activities that will meet their marketing objectives, activate
their sponsorship, drive attendees to their area and provide added value to the
event. One of our sponsors, Old Chicago Restaurant, presents an on-site tie-dye
activity at KidSpree. They purchase the T-shirts, print their logo on them, and run
the booth. 

Involve volunteers. Provide training and clearly defined job descriptions for volun-
teers. Many times we avoid paying a professional to coordinate an activity that is
just as well run by trained volunteers.

Partner with schools. We recently collaborated with a local school’s music depart-
ment to create a Musical Petting Zoo. Middle school students staffed the activity.
Children had an opportunity to try out the band instruments. At an adjacent activi-
ty, children made musical instruments to use in a parade and then take home. 

Partner with other festivals and events. Other events can share airfare costs to
bring national entertainers to your area.

Let children help themselves. Rather than paying for a professional face painter,
provide mirrors and paint and let children paint their own faces.

Keep it simple. One of our most successful activities at PumpkinFest last year was a
pumpkin obstacle course. We arranged hay bales, huge pumpkins and pumpkin-
shaped stepping stones. Children simply wove their way, hopping, skipping and
jumping around the course. It was inexpensive, cute, fun and a great visual! 

Quality means more than quantity. More is not always better. We would rather
have fewer activities that are high quality, have great materials, and are well staffed
and innovative, than have many poorer quality attractions. 

Expert advice provided by Marie Addleman, special events coordinator for the City
of Aurora, Colo. She may be contacted by e mail at maddlema@ci.aurora.co.us.

Ask the Experts: 
Entertaining Small Ones

on a Small Budget

Q
A

Five Keys to
Developing
a Good
Proposal:
A proposal must:

1. Be filled with added value and
benefits, meeting the company’s
marketing goals.

2. Contain pertinent demographic
information about your event that
matches the potential sponsor’s
target audience.

3. Be highly customized for the busi-
ness category and for the sponsor
within the category - if it is not, it is
in the wastebasket.

4. Provide for the opportunity to 
be exclusive, thus separating the
sponsor from its competitors.

5. Provide plenty of exposure, 
not just signage and brochure
mentions, but substantial media 
exposure.

From Event Sponsorship, by Bruce Skinner, CFE
and Vladimir Rukavina, CFE, (c) 2002 John Wiley
& Sons, Inc.

Steven D. Remington, CFE, is
president and managing director of
Eugene Celebration, Downtown
Events Management in Eugene, Ore.
He can be reached at steve@down-
towneugene.com

spent on securing and delivering on
their investment. And students of 
hospitality, tourism and event planning
will now have a soup-to-nuts textbook
specifically addressing the complexities
of modern event sponsorship. Plentiful
examples of sponsorship valuations,
audits, surveys, contracts and proposals
make this a valuable addition to 
the library of every practicing event 
professional. 

While there is no single, perfect way
to package and present your event or 
festival so that potential sponsors can
make an informed, intelligent decision,
Skinner and Rukavina are willing to
share a lifetime of experiences to 
help you create your own unique 
sponsorship successes.
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How much technology is really necessary to
stage a successful event? We asked some
readers to tell us what high-technology has
helped them accomplish their goals, and what
has only wasted their time. Here’s what they
had to say:

Double-edged Sword
Technology should be the tool and

not the master. E-mail allows us to deal
with clients when it is convenient for us
to give them proper attention. It also pro-
vides a back-up system for recording data. 

Web pages allow us to reach people at
a time and place that is convenient for
them. They are more dynamic than a
passive ad in a newspaper. A Web page
also has a scope far beyond more limit-
ed area media.

Radios allow us to reach staff onsite 
at the event quickly. They also allow for
greater instantaneous dissemination 
of information. 

Cell phones allow for a greater mobil-
ity and a one on one direct conversa-
tion. It also allows for quick access to
someone otherwise not accessible. 

The danger of such instant communi-
cation is that it can distract from person-
al attention to the person directly in
front of you. It can also be a source of
regular interruption and can make one
too accessible. 

Brian Hill
Centennial Olympic Park, Atlanta, Ga.

Plug Me In
I could not do my job without my

telephone, cell phone, e-mail and fax.
I’m bound to catch up with promoters
through one of those means. I cannot
live without my Day runner either, but
hope to convert to a PDA in January.
CAD capabilities are very important to
my promoters for layout of the event
areas and Web sites are a necessity to
promote events and disseminate infor-
mation. During the events, we rely heav-
ily on cell phones and radios.
Unfortunately, that sometimes means
carrying multiple items - I need a car-
penter’s tool belt.

Lavonne Chin
Monterey County Parks, Salinas, Calif.
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First Things First
It has been my experience that all that

is really needed to stage a successful
event is organization. Technology does
make things easier and, more important-
ly, faster. Cell phones, two-way radios,
and e-mail especially help speed things
up. But this technology will not be par-
ticularly effective if you do not have the
organization to begin with.

Kathleen Alter
Three Rivers Festival, Fort Wayne, Ind.

What Good Old Days?
I’ve been in the business long enough

to remember doing this job without high-
tech gadgetry but boy, is it easier now. I
don’t use specialized event planning soft-
ware, but I do use a variety of software
applications on my machine to replace
the television studio I used to use to pro-
duce video. And imagine how hard it
would be now to go back to those dreary
pre-cell phone days? Ick. The Internet and
the portability of my “office” have given
me freedom, flexibility and service possi-
bilities I never imagined before technolo-
gy changed the world.

Sue Kennedy
EVENTech, Inc., Littleton, Colo.

Faster, Easier, Cheaper
Working for a municipality, I can

unequivocally state that technology is
critical to our festival production, pro-
motion and permitting. 

I started my career using a typewriter, 
a mimeograph machine, clip art and 
rub-on lettering. Computers now do 
it all. Without them our city festival 
staff would double, or more likely, the
number and scale of our events would 
be reduced. Three years ago we comput-
erized our event permitting process 
and it saves 1,000 hours annually that
special event committee members 
spend at meetings.

Our festival promotion has mush-
roomed with communication technolo-
gy. We get the word out faster and more
efficiently and can respond to the 
media immediately.

And don’t forget, the other technology
used at festivals - street sweepers to pick
up trash, video screens, digital sound
equipment, walkie-talkies, whisper gener-
ators and more.

The “good old days” were OK, but
given a choice I’ll take the new-fangled
technology anytime.

Vern Biaett, Jr. CFE
City of Glendale Special Events, Glendale, Ariz.

Bet on the Basics
Nothing beats the good old telephone,

the written confirmation (hand or com-

puter) and as for the other equipment
“of the day” like two-way radios - I 
have found they always “pack up” at the
wrong time and a strong pair of legs
equipped for running around from one
spot to the next is your best bet!

Judith Ferber
Gold Coast Tropicarnival, Gold Coast, Queensland, Australia

No Substitutes
It is still possible to plan and stage

events without technology, but we can be
more efficient with it. With or without
technology, though, it takes “people” to
make our events happen.

An office phone with a headset is what
I find to be most useful. Talking on the
phone is still necessary as many people
don’t read their e-mails everyday or
check messages on cell phones. Because
my advance work is largely done on the
phone the headset is great as it makes it
easier to get files, take notes etc. and easi-
er on the neck! During events handheld
radios are the best and more immediate
than cell phones, which can often have
problems in certain areas.

All components of technology are valu-
able, just some more than others. When it
gets down to planning and staging events
it is all about your contacts, resources and
others in your network that you need to
make it all happen. Those can’t be substi-
tuted with technology. 

Jill Lloyd
Jill Lloyd & Associates, Inc., Santa Ana, California

Timesavers
Wireless equipment is a must! We rely

extensively on a mobile phone, PDA and
laptop (tablet), which provide for wire-
less connectivity. There are only 24 hours
in a day and as event organizers, you can
never afford to waste time in seeking and
converting opportunities. 

Information of a graphic nature is
always good when you need to create an
impression, as the saying goes “a picture
speaks a thousand words.” Wireless con-
nectivity allows for functionality and effi-
ciency, as you can easily put up a presen-
tation during meetings, business lunches
or dinners or even at “chance” meetings
with potential clients. Furthermore, this
can be done discreetly without cumber-
some accessories or cords.

Francis K. Poulose
Peter Knipp Holdings Pte Ltd, Singapore

Good Vibrations
How can one survive at an event without

a cell phone? It keeps you in touch with
fellow staff, volunteers, vendors, sponsors,
media, etc. and it’s a way for your family to
keep in touch with you when you are gone
for days and hours on end. 

At SunFest it is mandatory to have 
cell phones that vibrate. It can get very
loud near the stages and the vibrate
mode is the only way to know if some-
one is trying to reach you. 

Cell phones also work better than 
two-way radios as they are more private
(the entire event staff can’t hear your
conversations) and for the most part are
always in range and more reliable.

Terri Neil
SunFest, West Palm Beach, Fla.

No Tears Necessary
Technology alone does not make 

a good event planner. Creativity and
executive skills still rank as the most
important factors in staging compelling
events that people will enjoy. Sure, tech-
nology makes things easier but it can’t
compensate for experience, knowledge
and ability. I personally love doing on-
line research while talking on the
phone. I wonder how I would get by
without my scanner. I almost cry when 
I have to reboot my computer. It can be
annoying when our electronic gadgets
fail but that’s because we’ve grown so
dependent on them. If need be, I can
still do my job the old fashioned way, it
would just take longer. The bottom line
is that technology is merely a tool to
make it easier for us to do our jobs. Try
to keep that in mind during the next
power outage.

Matt Gunderson
Brown Bear Events , San Francisco, CA 

How Does this Thing Work?
Communication is essential to 

any successful organization and/or 
event. Recent technology has given us 
e-mail, wireless phones, radios, pagers,
laptop computers on-site with access to
the Internet. Great stuff ... right? Well
only if you use it properly. I’m all for 
the high tech equipment to do things
better and faster but we tend to buy 
or rent these items hand them out and
assume people know what to do with
them. We don’t just assume they know
how to operate them but also how 
these new products can benefit them 
in their job or how they can fully 
utilize them to be more productive.
Without training - that means through
“human contact” - these new products
end up costing us more then they 
benefit us. Don’t get me wrong, we 
need this high tech equipment but it 
still takes “people” to make communica-
tion work and communication is the 
key to success!

John Prue
Morale, Welfare & Recreation (MWR) Dept., Naval Station,
Great Lakes, Ill. continued on page 63
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TRAVELERS SEEK
FAMILY, CULTURE
CLOSER TO HOME

More Americans traveled for fun last
year. And for many, that fun included
visits to festivals and events, according to
the 11th Annual Tourism Works for America
report just released by the Travel Industry
Association of America. The report covers
demographic trends and statistics of the
U.S. travel industry, borrowing some pre-
vious year figures from the Meredith
Family Vacation Study 2001. 

According to the report, nearly half of
the U.S. adult population indicated they
included at least one cultural, arts, her-
itage or historic activity or event while
on a trip of 50 miles or more, one way,
in the past year. This equates to 92.7 mil-
lion cultural/historical travelers. One in
five adults enjoyed live theatre, art gal-
leries, festivals or concerts while on trips
away from home.

Whether culturally motivated or not,
family vacations were on the rise across
the nation. The TIA reports that an esti-
mated 86.2 million U.S. adults took a
family vacation 100 miles or more away

from home, an increase of 5.8 per-
cent from 81.5 million in 2000.
Family vacationers took 2.6 trips
per family, with the average dura-
tion of trips in 2001 being 6.9
nights each. Compared to 2000,
families took more extended trips
of six or more nights than short,
one-to-five-day, weekend trips. 

In 2002, despite travel fears in a
post 9/11 world, leisure travel was
up 2 percent, though business trav-
el was down 9 percent. The TIA
forecasts another 3-percent rise in
leisure travel in 2003. 

At the same time that
Americans took more trips, they
also stayed closer to home,
according to the report. Eight
percent more leisure trips taken

during the first half of 2002 were “in-
region” compared to trips taken over the
same period in 2001. Travelers also
avoided far-away, pricier-to-reach desti-
nations such as Europe, as well as per-
ceived-to-be-pricey domestic destinations
such as Disney World.

In 2001, travel with children under age
18 increased 58 percent and one in
seven family vacation trips included
members of three generations. More
than half, or 64 percent, of families used
their own automobile on their most
recent vacation, driving auto travel up 3
percent during the first half of 2002. Air
travel was down 11 percent. During the
fourth quarter of 2001 RV rentals surged
30 percent and remained level through
2002. Fifty-one percent of family travel-
ers stayed at hotels, motels and bed-and-
breakfasts, while 46 percent stayed with
family and friends. Family reunions are
becoming popular as well, attracting one
in three, or nearly 72 million, U.S. adults
in the last three years. One in five took a
trip to attend a family reunion in 2001
and half of those travel to attend a fami-
ly reunion at least once a year.

A majority of families decided on their
travel destination within three months of
their trip, while 55 percent decided with-
in one month. And family travelers are
more technologically savvy. Fifty-four
percent used the Internet to seek infor-
mation on places to go - an increase
from 40 percent in 2000. Sixty-nine per-
cent of family travelers were married, 51
percent had children and 34 percent
were college-educated. 

For more information, visit the Travel
Industry Association of America Web 
site at: www.tia.org. Copies of the entire
Tourism Works for America 11th Annual
Edition 2002 are available for $15 
single copy.
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BILL CHARNEY, CFE
BILL CHARNEY & ASSOCIATES, LTD.
135 Eudora Street • Denver, CO 80220
Phone: (303) 321-3190 • Fax: (303) 321-2610
E-Mail: bill@bcharney.com • Website:  www.bcharney.com

BIOGRAPHY/COMPANY PROFILE:

Recognized by IFEA as having produced one of the three
most significant new events in the world during the 1990s,
Bill Charney is nationally recognized for his ability to help
festival/non-profit and governmental boards maximize their
effectiveness, clarify board/staff roles and relationships,
and focus on the intended results of their organizations.

Personally selected and trained by Dr. John Carver (author
of the best-seller Boards That Make a Difference), Bill’s
education and experience have made his services a valuable
asset to many of the nation’s most highly regarded festival
organizations.

Charney has an MBA in Organization Management from
the University of Colorado at Boulder. From 1988 –1997,
he served as the Founder/CEO of the Cherry Creek Arts
Festival, and since 1997 has been the principal in his
consulting practice.

FESTIVALS & EVENTS PRODUCED:

Bill is best known in the events industry as the Founder
and eight-year CEO of Denver’s Cherry Creek Arts Festival,
which, under his direction received dozens of international
awards for its programming and community impact. The
event had tremendous financial success under Charney’s
management, and was acclaimed by virtually every trade
publication as the nation’s #1 visual arts festival. Bill
previously directed the University of Colorado’s contemporary
entertainment programming division, producing events
ranging from the Joffrey Ballet to stadium concerts with
The Who and Simon & Garfunkel.

As a consultant, Bill’s services have satisfied many industry
clients, including SunFest of West Palm Beach, Detroit
Festival of the Arts, Des Moines Art Festival, IFEA Foundation,
Portland Rose Festival, Austin Museum of Art Guild, the
Saint Louis Art Fair, Celebrate Fairfax, Wichita Festivals,
Inc., Coconut Grove Arts Festival, Southern Tier Celebrates!
and many more.

AREAS OF EXPERTISE:

In addition to his specialty as a board governance consultant,
Bill, who earned his MBA in Organization Management
from the University of Colorado, also works with organizations
and municipalities in the development, management and
corporate sponsorship of top quality events.

NOTE:  IFEA members receive special discounts on Bill Charney’s consulting services.

GIL CUNNINGHAM
TBA ENTERTAINMENT CORP. – FAIRS & FESTIVALS
Vice President Managing Director for Omaha Office
15332 Highway 988 - Crescent, IA 51526
Phone:  712-545-4000 – Fax 712-545-3060
Website:  tbaent.com
Email:  gcunningham@tbaent.com

BIOGRAPHY / COMPANY PROFILE:

Gil Cunningham, V.P. Managing Director for Omaha office
of TBA Entertainment, is an industry leading concert
producer for a broad range of entertainment programs
such as major festivals, state and county fairs, casinos and
corporate clientele in the U.S. & Canada.

FESTIVALS & EVENTS PRODUCED (PARTIAL LIST):

Country Thunder USA – Queen Creek, AZ & Twin Lakes, WI
Country Stampede – Manhattan, KS & Sparta, KY
Route 66 Music Festival – Joplin, MO
Big Valley Jamboree – Camrose, Alb.
Stage 13 – Camrose, Alb.
The Oregon Jamboree – Sweet Home, OR
Utah State Fair – Salt Lake City, UT
Kansas State Fair – Hutchinson, KS
Western Fair – London, Ont.
America’s Freedom Festival – Provo, UT
Deaconess Clinic Foundation – Billings, MT
Harrah’s Casino – Council Bluffs, IA
Harveys Casino – Stateline, NV (Lake Tahoe)

AWARDS & HONORS:

Winner 1997 Talent Buyer / Promoter of the Year – Academy
of County Music
Winner 2001 Talent Buyer of the Year - IEBA (International
Entertainment Buyers Association)

AREAS OF EXPERTISE:

Leading entertainment producer for several major festivals
since their inception, in addition to various talent production
for fairs, casinos and corporate clients. Offering additional
knowledge and guidance in areas of marketing, advertising,
sponsorship and ticketing.

AVAILABILITY & FEES:

Available for booking national talent for festivals, fairs,
casinos and corporate events. Fees based on type of event
and caliber of talent produced.
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BRUCE L. ERLEY, APR
CREATIVE STRATEGIES GROUP
PRESIDENT
925 Main Street, Suite E • Broomfield, CO 80020
Phone: (303) 469-7500 • Fax: (303) 438-5613
E-Mail: berley@csg-sponsorship.com

BIOGRAPHY/COMPANY PROFILE:

Bruce L. Erley, APR, is President of the Creative Strategies
Group, (CSG), a full-service sponsorship and special
events agency based in Denver, Colorado, which he
founded in September 1995. CSG specializes in event
marketing consultation and forging sponsorship partnerships
between corporations and events, nonprofit organizations,
festivals and other properties. Erley, formerly Vice President
of Marketing & Sales for Up With People, is widely
acclaimed as a top presenter on sponsorship topics for
the events and festivals industry.

FESTIVALS & EVENTS PRODUCED:

Among CSG’s event clients are the Cherry Creek Arts
Festival, Great American Beer Festival, Colorado Garden
& Home Show and the Capitol Hill People’s Fair. CSG’s
consultation clients include the University of Northern
Colorado, the Colorado Lottery, and the Financial Planning
Association. Erley is also co-owner and producer of Air
Show Colorado.

AWARDS:

Erley has received numerous awards for his work in the
events industry including three gold Pinnacle Awards for
Newspaper Supplements, Post Event Reports and Print
Ad Design. CSG was a 2002 Finalist for the Colorado
Ethics in Business Awards. Erley was recognized for his
community involvement and business entrepreneurship in
being named Broomfield, Colorado’s 1998 Business
Person of the Year. Erley is an Accredited member (APR)
of the Public Relations Society of America.

AREAS OF EXPERTISE:

Key areas of expertise comprise: sponsorship consulting
for events including property audits and sponsor plans;
event marketing and advertising campaigns; sponsor
representation and sales; corporate sponsorship
consultation; event marketing activation and sponsorship
training.

AVAILABILITY & FEES:

Fees based on size and scope of project. Please call for
a proposal/quote.

BOB EASTMAN, CFM
EVENTS BY EASTMAN, INC.
OWNER/PRESIDENT
15701 Post Road • Wayzata, MN 55391
Phone:  (952) 476-6609 • Cellular:  (612) 819-4390

BIOGRAPHY/COMPANY PROFILE:

Bob Eastman is President of Events by Eastman, Inc., a
full-service consulting and special events company based
in Wayzata, Minnesota. For 7 years Eastman was the
Director of Festival Operations for the Minneapolis
Aquatennial Association where he produced 45 events
over 10 days.

Events by Eastman, Inc. believes in working in close
partnership with its clients, demonstrating personal
commitment to ensure that the clients’ dream of the an
event becomes a reality.

FESTIVALS/CLIENTS:

Montevideo Fiesta Parade, New Brighton Stockyard Days
Parade, Anoka Halloween Parade, Macon, GA International
Cherry Blossom Festival Parade and FOX television
scripting, Uptown Art Festival, Fargo Street Fair, Payne
International Harvest Festival, Melulcca Freedom Festival,
St. Louis Park Parktackular Celebration, Aquatennial
Ambassador Organization Alumni & Sponsor Reunion and
dinner. Corporate clients; Thomas Allen, Inc., American
Express, City of St. Louis Park, City of St. Paul. Other
events include; wedding receptions and meeting and
conference coordination

PROFESSIONAL ACTIVITIES:

Certified Festival and Event Manager (CFM)
Member of Minnesota Festival & Events Association
Member of International Festival & Events Association
Member of International Festival & Events Association
Presidents Council

AVAILABILTY & FEES:

Fees are based on the project size and time plus expenses.
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VIRGINIA E. MAMPRE, CFE
MAMPRE MEDIA INTERNATIONAL
PRESIDENT
5123 Del Monte Drive, Suite 7 • Houston, TX 77056-4316
Phone: (713) 960-9849 • Fax: (713) 960-8811
E-Mail: mampremedi@aol.com

BIOGRAPHY/COMPANY PROFILE:

Virginia Mampre, CFE, is president of Mampre Media
International (MMI), and a highly regarded consultant on
media/public relations and media marketing integration to
events., media and tourism industries worldwide. MMI
produces, distributes and syndicates television programs
for broadcast and non-broadcast markets, domestic and
international. MMI consults on creating media packages
which integrate a client’s brand/products into all media.
Mampre has conducted packed workshops, seminars, and
keynote addresses at IFEA and other
conventions/conferences plus for governments throughout
the USA, Europe and Australia.

FESTIVALS/CLIENTS:

TV syndication/distribution includes-Orange Bowl Parade
(Miami), America’s Thanksgiving Parade (Detroit), Neiman
Marcus Children’s Parade (Dallas), Salute to America
(Atlanta), Fiesta San Antonio, Houston Livestock Show &
Rodeo + Parade, Holiday Bowl Parade (San Diego),
Presidential Debates, Pageant! A Christmas Spectacular,
Miss Texas USA pageants, Pro Football Hall of Fame
Parade, The Lighting of Rich’s Great Tree, documentaries
and major live international music events. Mampre created
and produced the first community Family Fest (Houston),
scores of galas, fundraisers and annual events for nonprofits
plus two fundraisers for the IFEA Foundation (both record
money raisers using innovative techniques).

AWARDS & HONORS

MMI regularly reaches between 60-110 million TV
households domestically plus international markets. During
her 30 years in broadcasting and forming MMI in 1984,
Mampre has worked with clients to increase their visibility,
impact and marketing effectiveness with integrated media
plans including TV, radio, print, internet, cable, merchandise
and duplicated media. Articles include those for FESTIVALS
(now “IE”) and other professional magazines. Awards
include: White House Private Sector Initiative Award,
PRSA, Ohio State, Feddersen Award and numerous
production awards and honors.

IRA L. ROSEN
ENTERTAINMENT ON LOCATION, INC.
PRESIDENT
2410 Sylvan Drive, Apt. 8 Point Pleasant, NJ 08742-4230
Phone: (732) 701-9323 Fax: (732) 701-9327 E-Mail:
ira@eolproductions.com Web site: eolproductions.com

BIOGRAPHY/COMPANY PROFILE:

Ira L. Rosen has over twenty years of experience in the
event industry and is currently President of Entertainment
On Location, Inc. (EOL) a full-service entertainment
production and consulting company with offices in
Philadelphia and New Jersey.

His company specializes in the production of a broad range
of special events, and in providing consulting services to
clients on a variety of topics including growing your event
to the next level, development of comprehensive corporate
sponsorship packages and the financial and operational
management of festivals and events. Their services range
from full-scale event production and management to one-
day consulting programs, and everything in between.

Ira has spoken and written extensively on many industry
topics including tourism and the festival industry, corporate
sponsorship, and the operational management of special
events, and has been a featured speaker at conventions
for the International Festivals and Events Association,
almost all of the Regional IFEA Associations, the New
Jersey Governor’s Tourism Conference, and the National
Association for Campus Activities.

FESTIVALS/CLIENTS:

Welcome America (Philadelphia), Preakness Celebration
(Baltimore), Virgin Islands Carnival Committee, Gilroy (CA)
Garlic Festival, San Juan Christmas Parade, National
Hockey League, City of Philadelphia, Wawa Food Stores,
Millennium Philadelphia, Independence Visitor Center
(Philadelphia), Macy’s (San Juan, PR), XXXII and XXXV
AAU Junior Olympics (Norfolk, VA), Senior Olympics
(Norfolk, VA), Capital One, Seton Event Promotional
Supplies, Disney Regional Entertainment

AREAS OF EXPERTISE:

Event Production, Relationship of festivals to travel and
tourism, Corporate Sponsorship, Parade Production, Event
Operations and Logistics.

AVAILABILITY & FEES:

Negotiable, based on scope of project.
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BRUCE SKINNER, CFE
BRUCE SKINNER AND ASSOCIATES
115 E. Railroad, Suite 308 Port Angeles, WA 98362
Phone: (360) 808-3204 Fax: (360) 457-1415
E-Mail: bruce@omhf.org

BIOGRAPHY/COMPANY PROFILE:

Bruce Skinner is a highly regarded consultant to the special
events industry, with vast festival experience. He served
as the executive director of the Fiesta Bowl in Phoenix,
Arizona (1980-1990) and President of the International
Festivals and Events Association (1990-2001). His
new book, Event Sponsorship, published in 2002 by John
Wiley & Sons, Inc., of New York, is regarded as one of the
most comprehensive texts for students and seasoned
planners alike.

Most recently, Skinner became the new President/CEO
of the IFEA Foundation and was elected to serve on the
board of directors of Great American Merchandise and
Events in Scottsdale, Ariz. He is working on bringing a
world-class marathon race to Phoenix, scheduled for
January 11, 2004.

In Port Angeles, Skinner serves as executive director of
the Olympic Memorial Hospital Foundation and the
Hurricane Ridge Public Development Authority, and is a
marketing instructor at Peninsula College.

During his 17-year tenure with the Fiesta Bowl (he served
as Assistant Executive Director from 1973-1980), the
event grew into a 60-event festival, nationally televised
parade and football classic, and became the first bowl
game to sign a title sponsor.

One of the first and most successful people in the marketing
of corporate sponsorships for events, Skinner has
demonstrated expertise in developing national sponsorships
for festival programs and developing programming that
generate profits.

Known as the Bowl Director the 80’s, Skinner was
instrumental in the Fiesta Bowl’s successful bid to crack
the New Year’s Day bowl-game lineup, moving the game
to January 1st in 1982. In 1985, the bowl signed a landmark
agreement with Sunkist Growers to serve as title sponsor.
The title sponsorship agreement served as a model which
many other bowls later followed.

AWARDS:

IFEA Miller Brewing Company Hall of Fame 2001

KAY WOLF, CFE
DIXIE FLAG EVENTS SPECIALIST
1930 N. Pan Am Expressway San Antonio, TX 78208
Phone (210) 227-5039 1 (800) 356-4085
E-Mail: kwolf@dixieflag.com Web site: www.dixieflag.com

BIOGRAPHY/COMPANY PROFILE:

Kay Wolf, CFE, is a professional events specialist
with Dixie Flag of San Antonio, Texas with more than
24 years of event management experience. Dixie Flag,
the One Source for all festival and special event needs,
offers a complete range of services from consulting to
full event management. Kay has written and given
seminars/workshops in many aspects of the festival industry,
and is a charter member and past chair of the Texas Festivals
and Events Association. She currently serves on the IFEA
Foundation Board.

Working with you, we conduct an events assessment
designed to build a case for local support. Next, to bring
your event to fruition, we develop a planning process which
allows you to develop an event that is most appropriate to
your community.

AREAS OF EXPERTISE:

Her speeches and consultative services encompass topics
as varied as, “Creating Events Within Your Event,’ “Creative
Publicity” “Basic Logistical Planning,” “Activity Planning”
“Children/Family Event Planning,” “Sponsorship” and
workshops based on Dr. Spencer Johnson’s best selling
book, “Who Moved My Cheese” Kay is available as a
speaker nationally for conferences, seminars and workshops.
She is also available for consulting, theme and mascot
development and conducting board retreats and training
sessions specifically tailored for requested topics.

AWARDS:

She is the recipient of ITFA’s Professional of the Year Award
and Hall of Honor Lifetime Achievement Award. Additionally,
she has been awarded the Texas Chamber of Commerce’s
“Marvin Hurley” Award and the Arkansas Pass Citizen of
the Year Award.

AVAILABILITY & FEES:

Negotiable based on project.
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It’s Not Rocket Science.

Take a Minute and Fill Them Out

In the coming weeks the IFEA will be sending out two important
surveys. Our 2003 Compensation & Benefits Survey and our 2003
Membership Survey. The quality of the results depend on the com-
pletion and participation by as many people as possible, and will
provide important information for use by all of our members, as well
as allowing us to continue to provide the type of benefits and association
that will make your membership more valuable in the years ahead.

We have designed the surveys to be as easy and user-friendly as
possible to respond to. They may require some minimal research and
time on your part, but the end results will certainly be worth it. In
all cases, the information will be treated as strictly confidential and
not released individually. So please watch for and complete these
important survey tools. It's not rocket science, but the results can
help take us to new frontiers.

Watch for the IFEA Membership Survey and the
IFEA Compensation and Benefits Survey
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To Do List
�Set event date

�Secure location

�Reserve talent

�Order refreshments

�Arrange promotion

Create recycling plan

2105 Water Ridge Pkwy. Suite 570 Charlotte, NC 28217 Phone: 704/423-9400 Fax: 704/423-9500

What’s Your Plan?
The plastic beverage bottles generated at your 

event are recyclable! NAPCOR can help you develop,
implement and evaluate a recycling program specifically

for your event or special venue. For more 
information please visit www.napcor.com 

or call NAPCOR.
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Adding a whole
hour to your jam-

packed event-
planning day may
sound impossible.

But it’s actually
quite simple.

Follow these tried
and true time-
management

principles to get
the most out of
your efforts dur-
ing the time that

you have.

By Steve McClatchey
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Become observant of yourself and
others - The first step to becoming a good
time manager is to observe the ways you are
currently spending your time. If you do it,
write it down. Take notice of where your
time goes and where and with whom you
spend it. Once you are aware of where your
time goes it will be much easier to deter-
mine what you should do differently. The
second step is to make better choices. The
idea of trying something new can be intimi-
dating, but if you don’t change what you’re
doing then you’ll keep getting exactly what
you’re already getting.

Learn To Say “No” - Saying “no” is very
hard for some people, but it has tremen-
dous rewards. Ask yourself “what is the wis-
est and best use of my time right now?” If
any given opportunity does not meet that
criterion, say “no” to that opportunity.

Plan 10 Minutes Every Day - Taking less
than 1 percent of your day to plan the other
99 percent will yield much more than 10
minutes in return. The many benefits of a
written plan include the ability to recover
faster from interruptions, to control events
instead of being controlled by them, and to
save the time lost transitioning between
tasks. You don’t save time by skipping the
planning process - you lose it. 

Prioritize - The Pareto Principle, or the
80/20 rule as it is sometime called, was dis-
covered by the Italian economist Vilfredo
Pareto back in the early 1900s. Pareto sug-
gested that 80 percent of the results we get
come from 20 percent of the things we do.
So the question becomes, what activities
create 80 percent of the results?
Psychologists say there are only two forms
of human motivation: to move toward gain
or to prevent pain. “Gain” activities include
whatever moves you toward your goals.
Anything that pertains to how you want to
be remembered fits into this category.
“Prevent pain” activities include all respon-
sibilities that would eventually find you if
you neglected them. Activities that move us
toward gain produce 80 percent of the
results in our lives while the ones that pre-
vent pain produce 20 percent. Great time
managers have gain activities as a consistent
part of every day.

Under Commit and Over Deliver - This
is one of the greatest productivity secrets of
all time. So often we tend to do the oppo-
site. This one skill alone can reduce tremen-
dous amounts of stress in your life and 
significantly strengthen your relationships.

Use One Time Management System -
There is no greater cause of stress then not
delivering on a commitment. Whether its
your mortgage or rent commitment or a
commitment you make to a customer or
fellow employee, not following through or
under delivering causes us a great deal of
stress. Have a system that brings your 
commitments to you without all the worry.
Don’t let elusive floating scraps of paper be
your only reminder of commitments. Get
them all in one system.

Find A Mentor or Coach - Even Michael
Jordan needed a coach to be his best. Each
of us needs a raving fan that roots us on
and teaches us the skills we need to be suc-
cessful. Find someone who can mentor you
and coach you along the path to reaching
your goals. If you can’t find an all round
coach its OK to have more than one. Have 
a coach for each area you would like to
improve.

Get Organized - Documentation is one
thing. Documentation retrieval is another.
On average you lose an hour a day looking
for things. If you want more time, spend
less of it looking for what you need.
Remember a cluttered desk, car or home 
is a cluttered mind. The reason we leave
things out instead of filing or putting them
away is we don’t want to forget them.
Investing in a planning device or learning
how to better use the planning device you
already have to help you put things away
and not lose track of them is time and
money well invested. 

If You Can’t Do It Today Don’t Look At
It Today - Instead of creating only one “to-
do” list you should have one for each and
every day of the year. Day planners, Palm
Pilots (r), Outlook (r) and the like give you
the ability to schedule activities and proj-
ects but few people take advantage of this
simple function. Think of the power of this
one skill. Now if you think of something
you can’t do until next Wednesday you can
put it on next Wednesday’s “to-do” list and
forget about it. If you consult your plan
everyday, that task will come back to you all
by itself. If clients ask you to call them back
in 3 months you no longer have to beat
yourself up trying to remember. You can let
your planning device remember for you. 

“Future to-do lists” as I call them are the
key to goal achievement, effective delega-
tion, project management and making sure
details and the commitments you make
don’t fall through the cracks. 

Turn “To Do’s Into Appointments -
What is higher in priority than a task that
has been prioritized as an “A” on a “to do”
list? The answer is an appointment on your
calendar. We defend appointments while
we tend to put off tasks. Think of the differ-
ence in commitment between having exer-
cise on your “to-do” list and having an
appointment on your calendar to meet with
a personal trainer. To take your time man-
agement skills to the next level take your
“A”s off your “to-do” list and put them on
your appointment schedule.

Get Motivated - Everyone is motivated
differently. Find what motivates you and
use it. When you’re in a positive mood you
can get more done; so use positive material
to help you get there. Experts say that more
than 87 percent of what you hear each day
is negative. If this is true, you’d better have
a way of reducing its effect. Make sure you
are getting what you need to stay positive
and motivated. I highly recommend pur-
chasing positive tapes and CDs for listening
to in the car. 

Computer Efficiency - The speed of your
typing and your ability to navigate the com-
puter absolutely affect your ability to be
productive. More and more of our time
each day is spent on the computer. Make
time for computer skills development by
either scheduling time with someone
skilled, taking a computer class, or just pur-
chasing magazines and literature that will
give you tips and advice.

You may have heard that time is the one
commodity none of us can increase. But
that’s not exactly true. You can have more
time and accomplish more in the time that
you have when you make positive changes
according to these principles. Remember,
it’s your life. So make the most of it!

WINTER 2003 INTERNATIONAL EVENTS 31

Steve McClatchy presented sessions
on time management and other busi-
ness-success topics at the 47th Annual
IFEA Convention in Louisville, Ky. A
world-class trainer, McClatchy has
worked in sales, sales management,
training and consulting for such organi-
zations as The Pillsbury Company,
Broderbund Software, Franklin Covey
and Visalign Technology Consulting.
Find out more by contacting him at
Alleer Training and Consulting: 
1-800-860-1171,
Steve.McClatchy@Alleer.com, or by
visiting http://www.alleer.com.
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by Lisa Sewell, CFE
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Finding the right coordinator
As with any new addition, an effective recycling program

requires a commitment from the administration and a dedica-
tion of time, financial resources and staff. Most importantly,
you’ll need an individual to coordinate your recycling effort. If
you just fold it into one of your administrative staff’s duties, it
will fall through the cracks. 

To find a qualified coordinator, get friendly with other envi-
ronmental programs in your community. Colleges and universi-
ties now offer environmental education degrees requiring intern-
ships. Most cities or counties have educational components asso-
ciated with their landfills - check with the offices for potential
personnel recommendations. 

Careful research and screening to find the right person will
take time. But once you have a good coordinator in place, he or
she will be able to implement the rest of your program, saving
you both time and money.

Setting up an effective recycling program traditionally takes
two years. The first year will be spent gathering information and
resources and conducting a waste audit of your event. Once
you’ve looked at your event from a “trash perspective,” you can
spend the next year setting up and implementing the program for
the following year’s event. Or, if you have the necessary staff and
resources, the program could even be started the year after your
waste audit.

Research: The first year
First you need to find out what type of recycling is happening

in your community. Most communities have some system estab-
lished. That system may include curbside pickup to large roll-offs
stationed at various locations to gather such recyclables as news-
papers. You need to find out what types of items your communi-
ty recycles. Are they still accepting newspapers only, or have they
expanded to plastics, cardboard and glass? 

Find out who the recycling businesses are in your community.
They usually will have one individual associated with the recy-
cling portion of their facilities. Meet with that person and take a
tour of their plant. Assess their desire to be involved with your
event, not only as your waste hauler, but also as a partner in your
recycling program. 

Anyone who plans events knows that
success can smell less sweet when it
comes to taking out the trash. Think of an
event as a small city. Like a city, the event
must provide infrastructure for the needs
of hundreds to thousands of people gath-
ered within certain boundaries. Also, like a
city, those needs grow with the size of the
population present. Simply put, more peo-
ple mean more trash - and more of an
impact on our fragile environment.

Of course, events are much more tem-
porary than cities. For this reason, plan-
ners may be less aware of the best, least
dump-filling ways of handling their trash
output. They may believe that creating a
recycling program for just a few days
would add more complication then benefit.
But you’ll find that you can make a surpris-
ing impact, regardless of your event size or
duration. In the first year of their new 
program the Utah Arts Festival diverted
4.3 tons of recyclables. That’s a lot of junk!

Good
Riddance

to Event
Rubbish
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Next, visit your landfill. Meet with the
educational outreach program coordina-
tor or recycling administrator. Find out if
others in your community are dedicated
to recycling. Many cities have divisions
focusing on environmental needs or there
may be local recycling coalitions. Finally,
find other events that have programs and
ask for a behind-the-scenes tour. 

When we began researching for our
program in 1996, we found that Utah is
one of six states in the country with no
recycling/waste reduction goals and is
ranked the fourth lowest in budgeting for
recycling. In that year, the city was just
beginning to implement curb-side recy-
cling. We met with two different compa-
nies that hauled garbage for the city and
were developing recycling plants within
their facilities. Our contact at the city’s
landfill was very enthusiastic about our
plans and offered to conduct a waste
audit at our next event.

We invited representatives from the
waste hauler, landfill and local nonprofit
environmental groups to join us at the
festival to give us ideas on how to design
our program. The landfill representative
conducted a waste audit to determine
what types of trash our event was generat-
ing. We also spoke with our food vendors
- the greatest source of our trash - to see
what types of paper and plastic products
they were using. 

Armed with the knowledge of what
could be recycled in our community,
what resources existed and what type of
trash and waste our event generates, we
were ready to define what elements we
wanted our environmental program to
include. We identified five such elements:
onsite recycling, composting, transporta-
tion and education.

Precycling
More than half of an event’s recycling

battle is fought before opening day. By
“precycling,” you can make sure that as
much trash as possible will be usable by
your community’s recycling plants.
Because we are a gated event, we can con-
trol much of what is discarded on festival
grounds. Most of our trash is generated by
onsite businesses. So our first precycling
step was to contact our largest suppliers
of onsite products -vendors. It’s impera-
tive that you approach these individuals
with as much lead time as possible. 

We notified potential vendors before
contracts were even signed by including
an “eARTh Team” environmental pro-
gram section on our calls for entry. We
listed the types of plastics and paper
products that were accepted by our 
recycling partner. 

We also met with our onsite food serv-
ice supplier and found paper and plastic

products to sell to vendors who weren’t
in compliance with our requirements. 

Initially we met with some resistance
from food vendors. One company in par-
ticular, Dippin’ Dots, had difficulty
embracing our program. They traditionally
used logo-imprinted ice cream cups, made
from number-six plastic, which couldn’t
be recycled in our community. Once they
understood our commitment to the pro-
gram however, they converted their entire
stock over to number-two plastics for all
their vending sites around the country. 

Recycling
There are different ways to gather recy-

clables. Some install a single sorting cen-
ter to which all waste is hauled and then
hand-sorted. This is a messy job, though
surprisingly enthusiastic volunteers can
be found. In our program we not only

wanted to reduce our overall trash load,
we also wanted to teach our patrons how
to recycle. To accomplish both goals, we
devised a three-hole bin system. Two of
the holes were for aluminum and plas-
tics and one was for trash. We then had
our eARTh Team volunteers stationed by
the bins to help attendees separate their
plastics and aluminum from trash. 

It took time and patience to train our
patrons. At first, many didn’t discriminate
between the bins and volunteers had to
stop them and explain. Volunteers were
critical that first year! But by the second
and third years we discovered we had
trained our audience well enough that we
could reduce the number of volunteers
and have each monitor a group of bins. 

We started out with 30 three-hole bins
and have slowly increased to 75 bins. We
recently received 50 one-hole plastic bar-
rels with covers designed for aluminum
cans or plastic bottles. 

Composting
That first year we also wanted to begin

composting food products. Unfortunately
we weren’t able to find all the resources
we needed to have an effective program.
We did try a very ambitious approach

with biodegradable garbage bags, plates,
bowls and cutlery. Our bins had a place
for trash, aluminum/plastics and com-
post. The patrons could toss their left-
over foods, along with biodegradable
plates and utensils, into the compost
bin. In theory, it should have worked
great. But in practice it made a mess. 
The biodegradable products were made
from a cornstarch derivative that wasn’t
suitable for the warm foods or the hot
weather at our event. Cutlery melted
under the heat of the food and the
garbage bags began to degrade under 
the sun!

While I continue to look into the latest
technology surrounding biodegradable
materials and opportunities with local
composting businesses, our focus will be
on capturing and recycling plastic and
aluminum materials.

Transportation
Along with recycling wastes at one’s

event, there are other elements to add
that can enhance the overall commit-
ment to the environment. 

Valet bike parking - You can encourage
people to cut down on greenhouse gas
production by cycling to your event. Just
establish a secure, convenient bike parking
lot. In conjunction with local bike shops,
bike clubs and our mayor’s bicycle com-
mittee, we established a valet bike lot and
created publicity and incentives for indi-
viduals to ride their bikes to the festival.
We also offered a discount admission into
the event and the bike shops offered free
tune ups onsite. Bike clubs were happy to
lend a hand and recruit members.

Mass transit - Work with local mass
transit agencies. Some will sponsor free
passes to volunteers and other important
patrons in return for promotional benefits.

Education and outreach

Environmental education booth -
This booth serves as our onsite headquar-
ters for the eARTh Team Volunteers. It also
provides our recycling partners with an
opportunity to provide information on
recycling in our community. Our county
landfill’s recycling information center
helps us staff the booth. Instead of easily
overlooked and discarded leaflets and
brochures, we hand out magnets printed
with the Recycling Information Hotline. 

eARTh Team - We rely on more than
150 eARTh Team volunteers for our four-
day event. They monitor the recycle bins
by instructing patrons on recycling their
wastes. When the occasional piece of trash
goes astray, they use grabbers to remove it
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Setting up an 
effective 
recycling 

program tradi-
tionally takes

two years. 
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Each of us generates on average 4.4 pounds of waste per day per person.

Recycling and composting recovered 24 percent of our municipal solid
waste in 1994. That's around 49 million tons!

Recycling all of an average home's waste newsprint, cardboard, glass, and
metal can reduce carbon dioxide emissions by 850 pounds a year.

Recycling an aluminum can saves enough energy to run a television set for
three hours.

Every Sunday, the United States wastes nearly 90 percent of the recyclable
newspapers. This wastes about 500,000 trees.

Every year, Americans throw out 24 million tons of grass clippings, leaves,
and other yard waste.

Each year, Americans throw away 1.6 million pens, 2 million razors and
blades, and 200 million tires.

One tree can filter up to 60 pounds of pollutants from the air each year.

40 percent of our municipal garbage is made up of kitchen and
garden waste.

About 35 million trees could be saved each year, if 75 per cent of waste
paper and cardboard was recycled into pulp and used to make new paper.
In a lifetime, the average American will throw away 600 times his or her
adult weight in garbage. This means that each adult will leave a legacy of
90,000 lbs. of trash for his or her children.

Americans throw away enough aluminum every three months to rebuild
our entire commercial air fleet.

Annually, enough energy is saved by recycling steel to supply Los Angeles
with electricity for almost 10 years.

You can make 20 cans out of recycled material with the same amount of
energy it takes to make one new one.

Five recycled plastic bottles make enough fiberfill to stuff a ski jacket.

In this decade, it is projected that Americans will throw away over 1 million
tons of aluminum cans and foil, more than 11 million tons of glass bottles
and jars, over 4 and a half million tons of office paper and nearly 10
million tons of newspaper. Almost all of this material could be recycled.

Incinerating 10,000 tons of waste creates 1 job, landfilling the same
amount creates 6 jobs, recycling the same 10,000 tons creates 36 jobs.

TELL THEM WHY
YOU RECYCLE!

Lisa Sewell, CFE is assistant director
of the Utah Arts Festival. She would like
to share more recycling information,
including her three-hole bin designs, with
other event planners. You can contact
her at lisa@uaf.org or 801-322-2428.

and keep the bins as clean as possible.
They also work with our trash haulers by
pulling the bags from the three-hole bins
and tagging them with colored tape for
transport to the huge recycling rolloffs we
have stationed behind the scenes. We have
each rolloff clearly marked for aluminum
and plastic, trash, and cardboard. Our vol-
unteers come from every facet of the com-
munity, particularly high school and col-
lege environmental clubs, Boy and Girl
Scout troops and church youth groups. 

Summary
The first year of our program we suc-

cessfully diverted 4.3 tons of materials
destined for the landfill to our local recy-
cling partner. Needless to say, we were
thrilled with the success of our program.
We are now in our seventh year of having
a recycling program and the biggest con-
tributing factor to its growth and success
is staffing. Without a committed coordi-
nator over this program at our festival, it
would have just been another great idea
gone to the wayside. 

Money is always an issue when starting
a new program at any event, particularly
when it’s for a peripheral element like
recycling and not for a program directly
tied to your mission. However, a recy-
cling program can pay for itself through
sponsorships. We have been very success-
ful in partnering with our local Home
Depot for a trade out on materials to
make our three-hole bins. And our land-
fill has generously waived our dumping
fees. A recycling program can open doors
to foundations and companies you
haven’t been able to approach before
because they support environmental
causes rather than art or culture or what-
ever your event typically celebrates.

If your organization isn’t ready to
establish a comprehensive recycling pro-
gram, start small with one area that can
be managed, such as cardboard recycling.
Establish a clearly-marked area behind
the scenes and make your vendors aware
of your desire to start a program by
encouraging them to recycle their card-
board. A bike lot is another very easy,
inexpensive way to begin an environ-
mental program. 

Environmental awareness is catching.
That means more and more of your
attendees are making a commitment to
recycle wastes in their private lives. Those
habits established at home can easily be
translated into habits at your event.
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Here are some great questions to ask the
next time you are interviewing someone.
They’ll help you learn how a candidate
matches your position in six critical areas:
suitability, employability, capability, com-
patibility, credibility & affordability.

Suitability - “Tell me about yourself?” “So
what brings you to our company?” These
questions are designed to see to what
degree candidates can see the big picture.
Is it their intent to help your business,
continue on a career path or just get a job?
Do they understand the big picture of
business, industries, and trends? Do they
understand they are only as valuable as
the issues they resolve for your company?
Can they talk about their talents and skills
from a high level? Do they diagnose
before they prescribe? How long do they
speak about themselves before they ask
questions about the position and the ideal
candidate? Suitability questions help you

to see why they are in front of you and if
there is a high level reason for the inter-
view to continue. 

Employability - “Why are you leaving
your current employer?” Employability
questions surround candidates’ value in
the market and the need for their skills,
talents and abilities. Are they a diamond
in the rough or a “meets expectations?”
Why are there so many jobs on their
resume? Why so long with one employ-
er? Why do they want to work for a
small/large company? How has their per-
formance been through the ebbs and
flows of business? Ask for specific exam-
ples of their communication, leadership
and interpersonal skills? 

Capability - These are your strengths
and weakness questions. What are their
greatest achievements? If they could do
anything in their career differently, what

BEST
SEPARATE THE

FROM THE REST
By Steve McClatchy

Hiring the right person for the right

position can be critical to an organiza-

tion’s success. Asking effective ques-

tions during the interviewing process

can mean the single biggest difference

between success and disaster. When

you look at the complete cost of hiring

the wrong person it can make you pro-

crastinate about hiring anyone at all.

But never fear. While there is no magi-

cal one question that will tell you

whether someone is the right or wrong

candidate for a position, some ques-

tions are better than others and can

significantly reduce your risk. 
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would it be? These are your resume com-
petence questions. Latest skill developed?
Biggest asset? Training received? Most
developed skill? What would they be the
“go to” person for? 

Compatibility - Questions related to
compatibility include, “Where do you
want to be 5 years from now?” “What’s
most important to you about your next
position?” “What are your references
going to say about you? What would
your colleagues say are your greatest
assets/liabilities? Why this industry? Why 
this position? Why us? Why now? How
would you handle a boss you didn’t 
like? How well do you work alone or 
in a team environment? How would 
you go about laying off a group of 
people that worked for you? In this area
you want to make sure they are compati-
ble with the skills and experience needed
as well as with the values and culture of
the company. 

Credibility - Who are your references?
Why have you chosen them? How long
have you known them? Here you are
looking for honesty and integrity. Ask 
for a time when they were 100% wrong
about something and what they did
about it. Ask for a time when they lost 
a client and how they handled it. What
was their biggest success/failure and 
why did they succeed/fail? Although 
this is very hard to do we are ultimately
looking to see if they are who they say
they are. 

Affordability - Money does matter so ask
them where they would like to be? What
are their money objectives for the next five
years? Where would they like to be now?
What is their income history? 

Here are some other great interviewing
questions that will help you find the
right match. 

How does this job match with their
values?

What would make this the absolute
ideal job for them?

What is the hardest thing they’ve ever
had to do in their job?

What have they learned not to do in
business? How did they learn that?

Do they consider themselves to be self-
motivated? Examples? Have they ever
been burned out? Ask them to explain?
How did they get reenergized?

Do they feel attitude can be taught?
How much do they feel it can be influ-
enced? Do they believe leaders are born
or made?

What was the culture like at their last
company? Did that differ from the cul-
ture of their team? How did they feel
about that? How important do they feel
culture is?

What should an organization do with
someone who is an outstanding per-
former but not a good cultural match?
How about vice versa?

Ask them to describe their personality.
How do they ultimately want to be

remembered in business? 
We all know that interviews make

many people nervous and not at their

best. If you have any concerns about hir-
ing a candidate give them a chance to
address it. If you guess and you were
wrong you have wasted everyone’s time
and potentially the right candidate. They
have invested their time; energy and
probably some paid time off to be in
front of you. The least you can do is be
straightforward with them. 

Changing jobs is a significant event in
all of our lives and interviewing can be
one game after another. My advice is
don’t ask trick questions or play games
with your candidates. Each question you
ask should be directed at finding the right
candidate for the position and nothing
more. The more direct, honest and open
you are the more direct, honest and open
your candidates will be and the greater
your chances of hiring the best.

Steve McClatchy presented ses-
sions on human resources and other
business-success topics at the 47th
Annual IFEA Convention in Louisville,
Ky. A world-class trainer, McClatchy
has worked in sales, sales manage-
ment, training and consulting for such
organizations as The Pillsbury
Company, Broderbund Software,
Franklin Covey and Visalign
Technology Consulting. Find out more
by contacting him at Alleer Training
and Consulting: 
1-800-860-1171,
Steve.McClatchy@Alleer.com, 
or by visiting www.alleer.com.
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SIMPLY ORGANIZED
My events don’t need me. In fact, if I

were to die - or win the lottery - tomor-
row, my events could and would go on
without a hitch. You could find every-
thing you needed to know to run my
event in one place. And that place is on
my bookshelf in a three-ring binder.

Now I don’t mean to oversimplify
our profession. I’ve read and studied
the great managing theories of such
business gurus as Steven Covey, who
wrote The Seven Habits of Highly
Effective People, and John Maxwell, who
wrote Principles of Leadership. I’ve found
value and inspiration in all of them.
But once you’re motivated to the point
of habitual effectiveness and commit-
ted to leading rather than just manag-

ing, you have to get down to actually
planning your event. And I see far too
many new professionals trying to plan
without practicing good, thorough
organization.

People hear “organize” and they
think “PDA,” “DayTimer” “personal
secretary.” Of course all of those aids
may be useful. But you shouldn’t draw
the conclusion that it costs a mint to
implement good organization. As a
professional fundraiser at King’s
Daughters Medical Center, in Ashland,
KY, I organize every event, program, 
or campaign we do. And I start each
one with that nifty, inexpensive little
device I mentioned above - the three-
ring binder. 

BY CHUCK D. CHARLES
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I know what you’re thinking. You’re
thinking, “How simple can we get?” But
if simple works, why complicate matters?
With this easy method of keeping track
of all of the many facets of an event, you
have every thing you need all together -
copies of letters, to-do lists, lists of ideas,
contracts, you name it. I have it all in my
trusty three-ring binder. And so would
anyone who might need to fill my shoes.

The three-ring binder, as simple as it
is, should work well for organizing the
average-sized or even the larger festival.
Regardless of size, to organize your event,
you’ll need to break it down into its
component parts such as segments, tasks,
or smaller events. For example, my event,
Summer Motion, includes: a 10K race,
concerts in two different locations, food
vendors, crafters, a carnival, a beauty
pageant, an All-American Soap Box
Derby, children’s games, a car show, and
several other activities. Sound familiar?
Most of my events are similar to events
all over the world. For planning purpos-
es, it makes no difference if you’re in
Ashland or Singapore. 

As you contemplate how to break
down your project, imagine each compo-
nent as a tabbed section in the binder.
Naturally you’ll want a tab for each event
of your festival. Behind each of those
tabs, you may want to include smaller
sections for preparation areas. Some
duties are common among events, such
as electrical work and venue set-up. We
create a separate section for each of these
common-denominator tasks. In addi-
tion, each section in the binder corre-
sponds to a committee in real life. The
one-to-one correspondence makes imple-
mentation easy. Each committee chair
can locate and duplicate all the informa-
tion he or she needs to make that seg-
ment successful. And they all know
where to find information about other
segments as well, should someone need
to step in and take over. 

Below is a list of just some of the tabs we include.

10K race - coordinates entire race as a
separate event

All-American Soap Box Derby

Arts and Crafts

Beauty Pageant 

Budget

Car Show

Carnival

Central Park - coordinates activities in
park, including games, set-up

Coordinate and solicit clean-up

Decorations - for 10K race, stages,
general grounds and all other venues

Electrical Team - Engineers all elec-
trical tasks and electrical teams for each
venue, including set-up, problems during
event, and tear-down

Entertainment - includes artist con-
tracts, sound and lighting contracts, and 
all riders

Fireworks - coordinates fireworks, per-
mits and contracts, barge, tugs, docks/Coast
Guard and State Fire Marshall permits

Grounds - which includes set-up of tents,
port-a-potties, fencing, chairs, and trash

Marketing - coordinates PR/marketing,
billboard, brochures, posters, press releases

Novelty Sales - coordinates purchas-
es, sales and sales volunteers

Parade - solicits and coordinates 
July 4th Parade

Park Entertainment - arranges and
coordinates local talent and entertainment

Photography

Security - negotiates contract with and
coordinates paid security, liaisons with local
and state police, evaluates security con-
cerns prior and during the events

Signage - coordinates all banners and
signs, including directional, informational
and sponsor, and each sponsor sign is
coordinated with his or her assigned 
night or area

Sponsor Liaison - coordinates 
meet-and-greet pictures, oversees 
recognition dinner

Sponsor Seating - including seat
labeling and set-up

Sponsors - includes fundraising and
general correspondence

Vendors - Solicits and coordinates ven-
dors, and oversee health department
inspections, and necessary permits

Volunteer Food - solicits and coordi-
nates delivery of food for all volunteers)

Volunteers - solicits and coordinates
volunteer activities, orders volunteer 
tee-shirts

Web Site

After several meetings with your com-
mittees, I’m sure you will add the neces-
sary segments that will tailor your binder
to your specific needs. Then all you’ll
have to do is look at the tabs to get a
quick snapshot of your event. Once you
have completed the year (or festival or
project), you can file the notebook on a
shelf as a quick comprehensive reference.
All you have to do to start the following
year is copy and add any new segments. 

As I said before, my advice may seem
simplistic. But the truth is, organizing is
simplifying. The more you simplify your
tasks and ideas the easier it will be for
anyone to carry them out. 

Remember, simple does not mean 
trivial. Like professionals in any field, 
we want people to think we are masters
of what we do. We don’t want our jobs
to seem too simple. I believe that propri-
etary impulse prevents many from organ-
izing well enough to allow someone 
else to do their job. But as a festival
director, you should be spending most 
of your time leading. And my three-ring
binder method will save you the time
you need to build relationships with
each of your sponsors, committee chairs,
and volunteers. 

Allow me to define what I see as 
the difference between leadership and
management. After more than twenty-
five years of law enforcement, philan-
thropy, and event planning, I’ve identi-
fied a common thread running between
these diverse occupations. This thread is
relationships. To be successful in
fundraising and special events you have
to get sponsors to buy into your event
and get volunteers to give hours and days
of their precious time. In other words,
you have to master the art of developing
positive relationships. 

My event Summer Motion, now in its
fifteenth year of growth, is a successful
five-day event that has become one of
the top festivals in the southeast. I would
like to take credit for all the success of
the festival, but really it has been a com-
munity collaboration. I can trace the suc-
cess back to a steady line of relationships
I worked hard to establish. Once I found
good people who could accomplish great
things, I knew I had to organize my
visions so they would know where to go
with all their energy. 

With all of that behind me, it would
be hard not to succeed. And many of
them could continue that success in my
absence, with the help of my little three-
ring binder. Sometimes simpler is better.

Chuck D. Charles is president of
Summer Motion, Inc. in Ashland, Ky. You
can find him at chuck.charles@kdmc.net.
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JoAnn Andera, CFE - 1998
Texas Folklife Festival 

Dennis Boese, CFE - 1999 
Miller Brewing Company

Max Colwell (D) - 1994
formerly of the Pasadena 

Tournament of Roses

Pat Corda, CFE - 2002
Gator Bowl Association

Carolyn Crayton, CFE - 1996 
Macon, GA Int’l Cherry 

Blossom Festival

Zeren Earls - 2002
First Night International

Col. Iain Ferguson, O.B.E. - 1994
The Royal Tournament 

John H.B. “Jack” French - 1996 
Pasadena Tournament of Roses

John Geisler - 1994 
formerly of Saint Paul Winter Carnival

Jack Guthrie - 1996 
Guthrie/Mayes Public Relations

Clayton W. Hannon, CFE - 1997
formerly of Portland Rose Festival

Martin Hanson - 1992 
Nationaal Nederlands Wintercircus

Ned Harden - 1992 
formerly of Circleville, 
Ohio Pumpkin Show

Josephine Hauck, CFE (D) - 1992
formerly of the 

Indianapolis 500 Festival

Hans Horsting - 1995 
Communis Opinio, 

formerly Rotterdam C.C.

Blaine Kern, Sr. - 2000
The Kern Companies 

PAST
INDUCTEES

IFEA/MILLER BREWING
COMPANY HALL OF FAME
2003 CALL FOR ENTRIES

Each year, the International Festivals & Events Association asks its
members for nominations of key individuals who have made a signifi-
cant contribution to the festivals & events industry. The Hall of Fame
Committee reviews these nominations and selects up to four individ-
uals to be inducted into the IFEA/Miller Brewing Company Hall of
Fame. Those honorees will be the guests of IFEA and Miller Brewing
Company on an all-expense* paid trip to the 48th Annual IFEA
Convention & Expo Experience in Anaheim, California in November,
2003, where they will be inducted at a luncheon in their honor.

Nominations should be submitted 
no later than May 16, 2003

NOMINATION CATEGORIES:

Return nomination materials to: 
International Festivals & Events Association

2601 Eastover Terrace • Boise, ID 83706
or by fax: (208) 433-9812 

If you have any questions, please call Brooke Greedy at (208) 433-0950 *811

Senior Professional
A contributor who has been actively engaged in the festivals & events industry for at
least 10 years.

Supporter
A person who has managed a professional event consistent with the goals of IFEA, but
is no longer active in the business.

Vendor
A person who has been actively engaged in a vendor profession in the festivals &
events industry for at least 10 years.

Contributor
A person who has made outstanding contributions in the festivals & events profession
in capacities other than managing or directing.

Who is Ineligible
Current IFEA Staff, IFEA Board Members, and IFEA Foundation Board Members are
not eligible for nomination.

Nominations must represent a current or past IFEA member who
has made substantial achievements and/or contributions to the
festivals & events industry (posthumous nominations included).

* Includes hotel, airfare and meals only.
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Norm Langill - 1999 
One Reel/Bumbershoot 

William Lofthouse - 1998 
Phoenix Decorating Company

Dan Mangeot, CFE (D) - 1992 
formerly of Kentucky Derby Festival

Eric L. Martin, Esq., CFE - 2000
Bands of America, Inc.

Jean McFaddin - 1999 
Macy*s Parade and Events

Janice Meyer, CFE - 1993
formerly of Pro Football 

Hall of Fame Festival

Richard Nicholls, CFE - 1996
Gilroy Garlic Festival Association

Marlene Pedroza CFE - 1994
formerly of Fiesta San Antonio

Annie Sidro, Ph D. - 1998 
Carnival Sans Frontieres

Bruce Skinner, CFE - 2001
Bruce Skinner and Associates

John G. Stewart, CFE (D) - 1997
La fete Columbienne des Enfants

Lesa Ukman - 2000
IEG, Inc.

Ken Walstad (D) - 1995
formerly of Minneapolis Aquatennial

JoAnn Ward - 1997
Fond du Lac Convention 

& Visitors Bureau

Don Whiteley, CFE (D) - 1993
formerly of Argonne Parades, Inc.

Barry Wilkins, OAM - 2000
The District Council of 

Mount Barker

George Zambelli - 1993
Zambelli Fireworks Internationale

(D) = deceased

HALL OF FAME NOMINATION FORM
In order for your nomination to be considered, you must complete
all information listed below.

Your Name: ________________________________________________________________

Your Event: ________________________________________________________________

Your Organization: __________________________________________________________

Address: __________________________ City ______________________ State ______

Zip: ________________________ Your Phone Number: __________________________

Nominee’s Name: __________________________________________________________

Nominee’s Position: ________________________________________________________

Honorees will be notified upon selection and announced at the
Miller Brewing Company Hall of Fame Luncheon, during the IFEA
annual convention. Should your nominee win, will you be willing to
help ensure that your nominee attends the luncheon? Yes  No

Please answer the following questions regarding your nominee. If
your answers to the questions below require more space than what
is allowed, you may submit one typed page of additional material.

1. In your opinion, why should your nominee receive this honor?
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________

2. Please give one specific example of something your nominee
has done, which illustrates how this person has fulfilled the
criteria for this honor and made a significant impact to the
events industry.
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
____________________________________________________
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Whether the individual acts as a volunteer administrator of an event or
contributes his or her time and resources in support of a larger, multi-
event organization with a paid staff, the efforts that are put forth deserve
our heartiest congratulations and recognition. It is for that reason that the
IFEA/Zambelli Fireworks Internationale Volunteer of the Year Award was
created.

Nominations are currently being accepted for the 2003 IFEA/Zambelli
Fireworks Internationale Volunteer of the Year Award. The award recog-
nizes those outstanding event volunteers whose unselfish and dedicat-
ed service to a member festival or event has made a significant differ-
ence in their community and mirrors the commitment to success in our
professional ranks.

Nominations must be submitted through an IFEA Affiliate Chapter.
Each chapter will then choose one semi-finalist to submit to IFEA for
consideration at the international level. A panel of impartial judges from
within the IFEA organization will select a total of three (3) finalists from
all of the semi-finalist candidates submitted. Those three will be the
guests of IFEA and Zambelli Fireworks Internationale on an all-expense*
paid trip to the 48th Annual IFEA Convention & Expo Experience in
Anaheim, California in November, 2003, where the winner will be
announced. All participants in the program will be promoted through
local and national media releases, and each semi-finalist will receive a
certificate of recognition.

Please send nomination materials to your local IFEA Affiliate Chapter,
as identified in the accompanying list.

NOMINATION CRITERIA

To be eligible for consideration 
for the IFEA/Zambelli Fireworks
Internationale Volunteer of the
Year Award, the nominee shall:

• Be a current volunteer of an
IFEA member organization

• Have provided significant enthu-
siasm, organizational assistance
and specific expertise

• Be a volunteer of the nominating
festival or event for at least 3
years

• Have shown initiative and leader-
ship in his or her efforts

• Have a positive attitude

• Have exemplified his or her
dependability

• Have a significant depth of
involvement

• Have made a difference to the
festival or event

• Have received no remuneration
for services directly associated
with his or her volunteer duties

Nominations are due to each chapter by April 1, 2003

Sponsored by

Call for Nominations
The importance of volunteers to our
industry cannot be overestimated. 

* Includes hotel, airfare and meals only.
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International Festivals & Events Association

Alabama/Mississippi Festivals
& Events Assoc. (AL, MS)
Kathy Danielson, CFE
Foley Convention & 
Visitors Bureau
P.O. Box 448
Foley, Al 36536
phone: 334-943-1200
fax: 334-943-1222

Arizona Festivals & 
Events Assoc. (AZ)
Jacqueline Duhame
Bombshell Events
PMB 223, 3370 N. Hayden Rd.,
Suite 123
Scottsdale,AZ 85251-6632
phone: 480-456-1965
fax: 602-257-9661

CalFest (CA, NV)
Ruth Schnabel, CFE
P.O. Box 7547
Tahoe City, CA 96145
phone: 530-583-5605
fax: 530-581-5101

Chesapeake Region Festivals
& Events Assoc. (MD, DC, WV)
Bill Collins, Jr., CFE
The High Road, Inc.
P.O. Box 5256

Springfield, VA 22150-5256
phone: 703-923-0800
fax: 703-923-0907

Colorado Festivals & 
Events Assoc. (CO)
Lora Raber
7196 S Nelson Street
Littleton, CO 80127
phone: 303-904-1521
fax: 303-948-5550

IFEA Florida (FL, Bermuda,
Grenada, West Indies)
Janet Kersey, CFE
Daytona Beach Area CVB
P.O. Box 910
Daytona Beach FL 32115
phone: 800-544-0415 ext. 117
fax: 386-255-5478

Georgia Festivals & Events
Assoc. (GA, NC, SC)
Carolyn Morris
P. O. Box 965296
Marietta, GA 30066
phone: 770-592-7180
fax: 770-592-7150

IFEA/ZAMBELLI FIREWORKS INTERNATIONALE
VOLUNTEER OF THE YEAR AWARD

NOMINATION FORM

To submit your nominee, please complete the following information and attach a narra-
tive format, not to exceed two typed pages (double-spaced), supporting the nomi-
nation criteria. Supporting documents such as news clippings and letters of recom-
mendation will be accepted, but should only enhance the narrative and not be used
instead of the narrative to answer the criteria. 

Nominee Information:

Name_____________________________________________________________________

Home Address_____________________________________________________________

City____________________________  State__________________ Zip_______________

Phone_______________________________  Fax_________________________________

Email_____________________________________________________________________

Individual Submitting Nomination Information:

Name_____________________________________________________________________

Organization_______________________________________________________________

Address___________________________________________________________________

City____________________________  State__________________ Zip_______________

Phone_______________________________  Fax_________________________________

Email_____________________________________________________________________

Affiliate Chapter Contact List

Continued on next page
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Hawaii Festivals & Events
Assoc. (HI)
Kaye Campbell, CFE
IFEA
2601 Eastover Terrace
Boise, ID 83706
phone: 208-433-0950 x*813
fax: 208-433-9812

Illinois Special Events Network
(IL, MI, OH, IN, WI)
Cyndie Hall, CFE
City of Rockford
5411 E State Street #345
Rockford, IL 61108
phone: 815-987-5546

Kentucky Festivals & Events
Assoc. (KY)
Iris LaRue
P.O. Box 371
Hodgenville, KY 42748
phone: 270-358-3163
fax: 270-358-8978

Louisiana Festivals & Events
Assoc. (LA, AR)
Alanda Bennett
5814 Willow Street
New Orleans, LA 70115
phone/fax: 504-865-7054

Mid-Atlantic Festivals & Events
Assoc. (PA, NJ & DE)
Valerie Lagauskas, CFE
Sunoco Welcome America
100 S. Broad St., Suite 1525
Philadelphia, PA 19110
phone: 215-683-2202
fax: 215-683-2209

Midwest Festivals & Events
Assoc. (KS, MO, IA, NE & SD)
Kaye Campbell, CFE 
IFEA
2601 Eastover Terrace 
Boise, ID 83706
phone: 208-433-0950 x*813
fax: 208-433-9812

New England Festivals &
Events Assoc. (CT, ME, MA,
NH, VT & RI)
Nancy Bove, CFE
Burlington Parks & Rec. Dept.
645 Pine Street, Suite B
Burlington, VT 05401
phone: 802-865-7552
fax: 802-862-8027

New York Festivals & Events
Assoc. (NY)
Belinda Venuti
Seneca Lake Whale Watch
P.O. Box 226
Geneva, NY 14456
phone: 315-781-0820 
fax: 315-781-2766

North Dakota Festivals &
Events Assoc. (ND, MN)
Carolyn Boutain
Christmas Bazaar
701 Main Avenue
Fargo, ND 58103
phone: 701-241-8160
fax: 701-241-8266

Festivals & Events Assoc. 
of Oklahoma (OK)
Barbie Raney
City of Tulsa Parks & 
Recreation Dept.
707 S Houston, Suite 200
Tulsa, OK 74127
phone: 918-596-2473
fax: 918-699-3096

Oregon Festivals & Events
Assoc. (OR)
Dana Schmidling
Hillsboro Chamber of
Commerce
334 SE 5th
Hillsboro, OR 97123
phone: 503-648-1102
fax: 503-681-0535

Rocky Mountain Festivals &
Events Assoc. (ID, MT, UT, WY)
Julie Brown
434 East 1700 South
Bountiful, UT, 84010
phone: 801-488-2569
fax: 801-488-2559

Tennessee Festivals & 
Events Assoc. (TN)
Sallie Beckes
1001 Market Street, Suite 130
Chattanooga, TN 37402
phone/fax: 423-756-2211

Texas Festivals & Events
Assoc. (TX, NM)
Penny C. Reeh
P.O. Box 1025
Fredericksburg, TX 78624
phone: 830-990-0180
fax: 830-990-1370

Virginia Festivals & Events
Assoc. (VA)
Ronda Baucom
P.O. Box 3595
Norfolk, VA 23514
phone: 757-282-2801
fax: 757-282-2787

Washington Festivals & 
Events Assoc. (WA, AK)
Scott Nagel
105 1/2 E. First
Port Angeles, WA 98362
phone: 360-452-7019
fax: 360-452-4695

INTERNATIONAL AFFILIATES:

International Festivals &
Events Association Europe
(Europe, Africa, Iceland, UK,
Middle East)
Paul van Gessel
Netherlands Board of Tourism
(NBT)
Post Box 458
Leidschendam, 2260 MG
Netherlands
phone: 31-70-3705296
fax: 31-70-3201654

International Festivals &
Events Association Australia
(Australia, New Zealand)
Barry W. Wilkins, OAM
The District Council of 
Mount Barker
P.O. Box 54
Mount Barker, 
South Australia
5251 Australia
phone: 61-8-8391-1633
fax: 61-8-8391-2064

International Festivals &
Events Association 
Singapore (Asia)
Jimmy Wong
Gwyndara International
118 C Newton Road
Singapore 307982
fax: 65 253 5881
email: gwyndara@pacific.net.sg

International Festivals &
Events Association Canada
Thèrése St-Onge
National Capital Commission
202– 40 Elgin Street
Ottawa, Ontario K1P 1C7
Tel.: (613) 239-5373
fax: (613) 239-5133

International Festivals &
Events Association Latin
America
Kaye Campbell, CFE
IFEA
2601 Eastover Terrace
Boise, ID 83706
208-433-0950 x*813
fax: 208-433-9812
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JOIN TODAY!
International Festivals & Events Association • 2601 Eastover Terrace • Boise, ID 83706

Phone: 208.433.0950 • Fax: 208.433.9812 • Website: www.ifea.com

“…because Good
is the enemy

of Great.”

The resources, tools, information
and professional networking
that define the difference.
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As the new chair for the IFEA
Foundation it saddens me to recall the
recent and sudden passing of John
Stewart, CFE. In addition to being a
great friend of many long time IFEA
members, John served two terms on the
Foundation Board and his vision and
enthusiasm made a significant contribu-
tion. I’m sure John’s understanding and
love for the Internet and the use of new
technologies went far beyond what most
of us can comprehend but the endow-
ment that has been
established in his name
will certainly help pro-
mote the wise use and
application of technol-
ogy in the event profes-
sion. I’m sure this lega-
cy will be of great bene-
fit to the events profes-
sion for years to come.
John, we’ll miss you.

On a more cheerful
note, we awarded 11
scholarships to attend
this year’s convention in Louisville and
we had a great mix of promising young
professionals and an exciting group of
students who want to enter the events
profession. Having met all of these indi-
viduals I can say that they certainly were
a dynamic group and represent the
qualities we would expect in future
leaders for the field. They came from as
far away as Singapore, UK, Korea, and
Canada and represented a diverse array
of institutions and events. Your support
of Foundation fundraisers like the auc-
tion helped make this possible. Thanks!

Our Foundation auction at Louisville
was an amazing success considering it
was our second one in a single calendar
year. That first-time pile up happened
due to the delayed occurrence of the
2001 convention after Sept. 11. The sup-
port we received from donors was

exceptional and we are very thankful for
their continued generosity. Of course we
are also grateful to everyone who bid on
the fabulous array of items on display.
May I remind you that it is never too
early to start the search for items to auc-
tion next year? Please keep that in mind
as you carry out your business through-
out 2003. Remember there are many
unique and exciting things to which
you, as an event professional, have
access, so don’t overlook possible items

that may not have a clear monetary
value. What really counts is whether the
item will get people to bid. In large
part, we have been relying on “regulars”
to help provide auction items and it
would be great if some new and creative
gifts came from other committed IFEA
members who wish to support all the
good work done by the Foundation.

In general the past year has been a
difficult one for the Foundation. We
experienced many challenges: the depar-
ture of Mark Tucker from his job as
IFEA vice president and Foundation
president, the postponement of the
Boston convention, the adjustment to a
new CEO for IFEA and the movement
of staff, and a change in governance to
the Carver system used by IFEA.
Although those transitions and “learn-
ing opportunities” may have led to a 

few unfortunate
lapses in Foundation activities, I can
assure you we are now on sound foot-
ing and prepared for an exciting and
productive year ahead. Throughout last

year’s trials and tribulations
Bridget Sherrill, CFE, Kentucky
Derby Festival, our past chair,
and Wright Tilley, CFE, RCS
Productions, chair, did a fantas-
tic job of holding things togeth-
er and their contributions are
sincerely appreciated. I also
wish to express my sincerest
thanks to out-going board
members Virginia Mampre,
CFE, Mampre Media
International, Dale Johnson,
CFE, K&K Insurance Group and

Dennis Boese, CFE, Miller Brewing
Company. These folks have all been
strong supporters of the Foundation
and their years of unselfish professional
service have helped make everything we
do a success. 

The most important and exciting
news from the Foundation is the hiring
of Bruce Skinner, CFE (former
President/CEO of IFEA) as the new
President/CEO of the IFEA Foundation.
Together with Bruce, we are all anxious
to get back to the serious business of
fundraising and supporting the many
goals and visions of IFEA.

In my next column I will outline some
personal goals I have for my tenure as
chair, other Foundation news and provide
a short biography of one of our board
members so you can learn a little some-
thing personal about the Foundation.

Foundation

In addition to being a great friend
of many long time IFEA members,
John served two terms on the
Foundation Board and his vision
and enthusiasm made a signifi-
cant contribution.

Farewell to a
Longtime Supporter

Bruce Wicks, Ph.D.

46 INTERNATIONAL EVENTS WINTER 2003
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Just two years after his retirement from
IFEA’s top staff position, Bruce Skinner,
CFE is back on the scene as president of
the association’s Foundation, which raises
funds to support IFEA educational goals.
He served as IFEA president from 1990-
2000.

“I am honored to accept this position
and will do all I can to work with the
board and take the Foundation to the
next level,” Skinner said. “IFEA and its
Foundation have done so much for me
over the years that I want to give some-
thing back to those organizations and the
industry.”

Skinner replaces former President Mark
Tucker who left last January to become
assistant director of the Greeley
Independence Stampede. Foundation

board members say their yearlong search
for the right executive brought them
exactly what they were looking for. 

“I am really excited about the energy,
networks and foundation experience that
Bruce will contribute to the IFEAF,” said
Foundation Chair Bruce Wicks. “I look
forward to working closely with him this
coming year to help the foundation take
its place as a major player in the events
industry.”

Skinner will work with the Foundation
to help increase its fundraising efforts. The
Foundation’s most prominent fundraising
activity is the well known annual
Foundation Night Party, which is held in
conjunction with the IFEA convention.
Monies raised by the Foundation are used
to fund scholarships for event education
and for educational programming at the
association’s annual convention and other
workshops and conferences. 

That funding is critical, said IFEA
President/CEO Steve Schmader, CFE. 
“As we look to the future, the partnership
with and support of the IFEA Foundation
are critical to the success of our visions,“
he said. “The opportunities for the IFEA
Foundation, and in turn the IFEA, are

unlimited. I look forward to working
together with Bruce to maximize those
opportunities for our members and our
industry. With his leadership, dedication
to the organization, and experience, the
future is certainly bright.“

Skinner has been a highly regarded con-
sultant to the business and the special
events industry since leaving his IFEA CEO
post in 2000. Prior to that presidency, he
served as executive director of the Fiesta
Bowl in Phoenix from 1980 to 1990, and
co-owned King Orange Float Co. with Bill
Lofthouse of Phoenix Decorating, Inc,
Pasadena, Calif., which built floats for the
Orange Bowl Parade in Miami.

He also is the author of the book, Event
Sponsorship, published last November by
John Wiley & Sons, Inc., of New York and
executive director of the Olympic Medical
Center Foundation in Port Angeles, Wash.,
where the IFEA Foundation office will now
be headquartered. 

During Skinner’s tenure as President/
CEO of IFEA, the largest professional
association for festivals and special events
worldwide grew from 400 to 3,000 mem-
bers. He was named to the IFEA/Miller
Brewing Co. Hall of Fame in 2001.

Retired IFEA CEO to Head Foundation

IFEA Foundation Auction & Donors List

“I am really excited about the energy, net-

works and foundation experience that

Bruce will contribute to the IFEAF,” said

Foundation Chair Bruce Wicks.”

Auction Bidders

Paul Anderson, Sausalito Arts Festival

Laurie Asmussen, Vail Arts Festival

K. Bailey 

Kathy Baker, Oktoberfest

Peter Banting 

Tracy Becker, Autumn Leaf Festival - Clarion Area Chamber of Business and Industry

Mike Berry, Kentucky Derby Festival

Vern Biaett, City of Glendale, Ariz.

C. Blische

Debbie Boudreaux 

Paul Bruman

Patrick Burns, Utah Arts Festival

Nancy Chapman, Milestone Products

Bill Charney, Bill Charney & Associates, Ltd.

Paul Chiaravalle, Columbia College Chicago

Bill Collins, The High Road

Flossie Coulter, Mammoth Lakes Jazz Jubilee

Wynn Cramer

Jeff Dardis

Linda Davidson, Wichita River Festival
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Foundation

Cathy Dolsen

Margaret Ebeling, Larimer Arts Association

Cathy Erickson

Tim Estes, Fiesta Parade Floats

Fitzpatrick

Greg Flakus, Food Service Strategies

Carol Flemming, Carol Flemming Costume

Design

I. Flores

Becky Genoways, On the Waterfront

Barb Ginsberg, 

G. Ginsberg, Niagra Grape and Wine Festival

Diane Habjan

Gayle Hall, Grapevine Convention & Visitors

Bureau

Doug Hamilton

Kathy Hardwick, Born in the Carolinas Museum

Kyle Holman

John Hook,

R. Hyman, C.D. & M, Inc.

Julie Johnston, Atlanta Dogwood Festival

Jocelyn Katz, Pasadena Tournament of Roses

Robin Kelley, Issaquah Salmon Days

Tricia Kerkhof, San Jose Holiday Parade

Tom Kern, National Cherry Festival

Beth Knox, Boise River Festival

M.E. Koval, City of Allentown Dept. of Community

Development

Naima Kradjian, First Night International

Valerie Lagauskas, Sunoco Welcome America!

Sam Lemheney, Philadelphia Flower Show

Michelle Liberty, Wildhorse Resort & Casino

Chuck Little

Michael Marks, Cowboy Poetry and Music

Festival

Sue McCabe, IFEA Foundation

Carol McLeod, Central Florida Visitors &

Convention Bureau

Marianne McLeod, Jubilee CityFest

Bob Miranda, Cognizant Communication

Corporation

Janine Mundwiler, The Ramona Bowl

Amphitheatre: The Ramona Pageant

Lorka Munoz Daugherty

Bert Muston

Robin Nelson, Utah Arts Festival

Lebo Newman

Carolyn O’Connor, Rotary Club of Sault Ste. Marie

Jim Offen, Valley Decorating Company

Paul Olingy, Junior Orange Bowl Committee, Inc.

Val Parsley, City of Maryville

Eddie Penett

Mary Pignalberi, Anchorage Fur Rendezvous

Carol Popejoy Hime, Temecula Valley Balloon &

Wine Festival

C. Porter

Sandy Remsberg

Janet Ried

Kay Rilyea

Eric Schechter, GAME

Steve Schmader, IFEA

Lisa Sewell, Utah Arts Festival

Marsha Seymour, City of O’Fallon Parks &

Recreation

Bruce Skinner, Bruce Skinner & Associates

Pat Snyder

Stephine Stottmann

M. Talbot

Rand Thomas

Sharon Tice

Charles Trimble, Big Events, Inc.

Baroura Tyler

B. Upright, ArtiGras/Northern Palm Beaches C of

C

Carolyn Varyhan 

Belinda Venuti, Seneca Lake Whale Watch

Joe Vera, Borderfest Association

Jennifer Voight

Carol Walden, Maui Wowie Smoothies

Danabeth Zambelli, Zambelli Fireworks

Internationale

Auction Doners

Stephen, Party Hats Entertainment

Terry Adams, Cherry Creek Arts Festival

K Alferio, Capitol One

Jeff Allen, Pasadena Tournament of Roses

Jo Ann Andera, Texas Folklife Festival

Amy Arndt, Celebrate DePere

Marie Atwell, Shows, Etc.

Meagan Augustine, Fiesta San Antonio

Joe Austin, Muskegon Summer Celebration

Ed Bautista, San Jose Holiday Parade

Tracy Becker, Autumn Leaf Festival

Vern Biaett, Jr., City of Glendale, AZ Special

Events

Bob Birk, Paradise Artists

Tom Bisignano, Walt Disney World Special Event

Management

Dennis Boese, Miller Brewing Company

James Breeding, Louisville Bats

Shary Brown, Ann Arbor Street Art Fair

Jamey Campbell, Sheepskinetc.com

Gary Chabot, Tickets 1st

Nancy Chapman, Tournament of Roses

Bill Charney, Bill Charney & Associates, Ltd.

Geraldine Cheng, Singapore Tourism Board

Pat Christensen, Las Vegas Events

Tammi Clariton, Texas Arts & Crafts Educational

Foundation

Richard Clark, Portland Rose Festival Association

Bill Collins, Chesapeake Region Festivals &

Events Association

Kevin Conde, West Valley City, Utah Events

Ken Coulter, Mammoth Lakes Jazz Jubilee

Pat Craig-Corda, Gator Bowl Association

Lisa Dinndorf, Minneapolis Downtown Council

Bruce Erley, Creative Strategies Group

Pam Flanagan, SunFest

Carol Flemming, Carol Flemming Costume

Design

Dave Fooks, Kutztown Pennsylvania German

Festival

Mona Foust, Victoria Convention & Visitors

Bureau

Allen Freeman, Macon, GA Cherry Blossom

Festival

Joe Goldblatt, Johnson & Wales University

Doug Green, Sky’s the Limit Productions

Ginger Greer, Maker’s Mark Distillery

Dianna Griffin, Island Heart Artists

Gayle Hall, Grapevine Convention & Visitors

Bureau/Grapefest

Diane Hampton, Memphis in May International

Festival

Jerry Handlon, Schaumburg Park District

Patrice Harris, Milwaukee World Festival

Inc/Summerfest

Richard Hight, Visual Impact

Beth Hoffman, Lakefront Festival of

Arts/Milwaukee Art Museum
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Rick Hyman, C.D. & M. Inc.

Michael Israel, Michael Israel Art in Concert

Julie Johnston, Atlanta Dogwood Festival

Mark Jones, Allies Specialty Insurance

Tracey Kennedy, Attention Getters

Janet Kersey, Daytona Beach Area CVB

Britt Kimball, Great Southwest Lodging & Restaurant Show

Robin Klinger, Ball in the House

Robin Klinger, Pink Inc.

Beth Knox, Boise River Festival

Naima Kradjian, First Night International

Marsha Lee, Spirit of the Suwannee Music Park & Campground

Michelle Liberty, Wildhorse Resort & Casino

Joseph Lillis, Sausalito Art Festival

Tammy Lorey, Auburn Cord Duesenberg Festival, Inc.

Virginia Mampre, Mampre Media International

Joe Marcus, Marcus Photography

Michael Marks, City of Santa Clarita

Toni Meyer, Indy 500 Festival

Bob Miranda, Cognizant Communication Corp

Carolyn Morris, GFEA

Robyn Nelson, Utah Arts Festival

Dexter Nerney, The Knobby Krafters, Inc.

Richard Nicholls, Gilroy Garlic Festival Assoc, Inc.

Charlotte O’Brien, California Strawberry Festival

Bill O’Laughlin, CMP Helmsbriscoe/International meeting and conference

Tom Ortez, Rockie Talkie Communicaitons

Ed Osias, Osias Sales, Inc.

LaDonna Page, Pasadena Strawberry Festival/San Jacinto Day Found

Carol Popejoy-Hime, Temecula Valley Balloon & Wine Festival

Randy Prasse, Music in the Park

Philip Purevich, Chicago Festival Association

Steven Remington, Downtown Events Management

Andrew Rafkind, Andrew Rafkind Photography

Tiffany Robinson, Jubilee CityFest

Ira Rosen, “Entertainment on Location, Inc.”

Steve Rosenauer, Fiesta Oyster Bake

Eric Schechter, GAME

Ruth Schnabel, CalFest

Lynne Settje, Greeley Independence Day Stampede

Bridget Sherrill, Kentucky Derby Festival

Ron Simpson, RCS Productions

Larry Sinclair, Churchill Downs

Bruce Skinner, Bruce Skinner & Associates

Bruce Skinner, Bruce Skinner & Associates

Thèrérse St-Onge, National Capital Commision

Staphie Tang, Gwyndara International

Kristi Thering-Tuschen, The Great Circus Parade

Tom Thompson, Melrose Pyrotechnics, Inc.

Steve Thomson, Dynamic Displays

Wright Tilley, RCS Productions, Inc.

Charles Trimble, Big Events, Inc.

Barbara Turner, The Celebration

Brandy Upright, ArtiGras, Northern Palm Beaches C of C

Pete Van de Putte, Dixie Flag Company

Joe Vera, Borderfest Association

Cindy Vochatzer, City of Garland

Lila Wilson, Pigeon Forge Office of Special Events

Jim Wojciechowski, Valleywide Communications, Inc.

Marcy Zambelli, Zambelli Fireworks International

FOUNDATION DONORS

(organized by endowment fund and level of donation)

Paul Jamieson, SunFest of Palm Beach County, Inc., Operating Fund, festival

Bill Lofthouse, Phoenix Decorating Co., Inc., John Stewart Technology Endowment, festival

Virginia Mampre, Mampre Media International Mampre Leadership Fund, festival

FRIENDS OF SKINNER, Skinner Endowment, festival

K Alferio, Capital One, Operating Fund, gold

Vern Biaett, “City of Glendale, AZ”, Operating Fund, gold

Bill Collins, The High Road John Stewart Technology Endowment, gold

Bill Collins, "The High Road, Inc.", Operating Fund, gold

Derrick Fox, Alamo Bowl, Operating Fund, gold

Janet Kersey, Daytona Beach Area CVB, Operating Fund, gold

Ruth Schnabel, Tahoe Arts Festival, Operating Fund, gold

Larry Sinclair, "Churchill Downs, Inc.", Operating Fund, gold

Bruce Skinner, Bruce Skinner & Associates, John Stewart Technology Endowment, gold

Pete Van De Putte, Jr., Dixie Flag John Stewart Technology Endowment, gold

Pete Van De Putte, Jr., Dixie Flag, TFEA, Endowment, gold

JoAnn Andera, Texas Folklife Festival, John Stewart Technology Endowment, silver

JoAnn Andera, Texas Folklife Festival, Nick Corda Endowment. silver

Joe Austin, Muskegon Summer Celebration, Operating Fund, silver

Vance Baird, North Iowa Band Festival, Operating Fund, silver

Charles L. Blische, Fiesta San Antonio, Operating Fund, silver

Gaylene Carpenter, Univ. of Oregon Arts and Admin., Operating Fund, silver

Chuck Fisher, "SecPro Services, Inc.", Operating Fund, silver

Vic Gutman, Vic Gutman & Associates, Operating Fund, silver

Lee Johnson, Main Stage Productions/Absolute Tent Rentals, Operating Fund, silver

Robin Hailstone Kelley, Issaquah CC/Salmon Days Festival, Operating Fund, silver

Robert N. Miranda, Cognizant Communication Corporation, Operating Fund, silver

Uilani Mokiao, Pacific Handcrafters Guild, Operating Fund, silver

Tim R. Quigley, "Bon Vivant Group, LLC", Operating Fund, silver

Steve Rosenauer, Fiesta Oyster Bake, Operating Fund, silver

Frances Shemanski, Events & Happenings, Operating Fund, silver

Bruce Skinner, Olympic Memorial Hospital Foundation, Operating Fund, silver

Stephen J. Vitale, Pyrotecnico, operating fund, silver

John Wiscombe, Music Celebrations International, Operating Fund, silver

James Young, Young Explosives Corp./Display Fireworks, Operating Fund, silver
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I am excited to face this new year 
with you as your new IFEA Chair. It is 
a role that I take up with great pleasure
and anticipation. The IFEA is an impor-
tant organization for our industry, and 
I am proud to follow in the footsteps 
of someone as knowledgeable and 
competent as outgoing chair 
Bill Charney, CFE.

In the last few years, the IFEA has
moved steadily and confidently forward.
By enhancing our relationship with the
IFEA Foundation Board, we strength-
ened the educational mission of the
association. We increasingly caught the
attention of the world, with a resulting
rise in international membership. We
developed American chapters to deal
with the huge concentration of member-
ship in the United States. Through
membership linkage activities, we also
made considerable progress in learning
how to assess members’ needs and
respond to them. We owe all of this
progress to the vision and energy of 
previous chairs.

I hope to emulate the example set by
my predecessors. The past two years
have been exciting ones for me. To tell
you a little bit about your new chair, I
have had the privilege of participating in
IFEA since 1984 and have spent a life-
time working on events and festivals in
Canada’s capital. Today, as senior pro-
gram manager of events and celebra-
tions at the National Capital
Commission in Ottawa, I am responsi-
ble for a full program of national events,
including Canada Day celebrations and
Winterlude, the Canadian capital’s win-
ter festival. In 2002, I was honored to
receive a Commemorative Medal for the
Queen’s Jubilee (the 50th anniversary of
Queen Elizabeth’s accession to the
throne) to mark my contribution to
national programming in Canada. I also
received the National Capital
Commission Merit Award for long-term
accomplishment. In 2003, I will be
inducted into Festival Ontario’s Hall of

Fame. And now, to top it
all off, the IFEA has hon-
ored me with its trust.

Besides being a profes-
sional honor for me, my
election to chairmanship 
of the IFEA has very special
significance for the organiza-
tion. As the first non-American
chair of the IFEA since its cre-
ation 47 years ago, I clearly have a
new perspective to bring to our work.
As a Canadian - and therefore an “inter-
national” member - I am able to appre-
ciate very personally the importance 
of the IFEA on the international stage.
All planners of festivals and events
around the world share some of the
same basic needs; in other ways, each
one is unique. To fulfill its destiny as 
an international player, the IFEA needs
to understand the broadness of its inter-
national constituency and to respond
with programs that serve the widest 
possible membership. 

That is one of my prime objectives 
for the next year, to serve our members.
And that means communication. We
need you - the members - to tell us 
what you need and want. To that end,
we will be carrying out a membership
survey in 2003. I invite you to partici-
pate and to give us the information 
we need to respond with practical 
programs. 

Over the next year, the board will 
be working closely with CEO Steve
Schmader, CFE to address the issue 
of regional representation in the U.S. 
I believe that solidarity is the way of
strength. However, to build that solidari-
ty will require leadership, communica-
tion and a willingness to understand
and work with each other. It may also
mean change. As Steve wrote recently:
“just as the most successful events in
our industry continue to revisit them-
selves, the IFEA must do the same, and
we need both your help and your
patience to succeed.”

The past year has been a hard one 
for the world and for our industry. It 
is testimony, I believe, to our essential
strength as an association that we have
come through this period even stronger
than before. The events of the year 
certainly had an impact on my work in
Ottawa, where I was encouraged to see
people responding brilliantly to
changed circumstances, learning “to
think outside the box” and finding new
ways to accomplish their aims.

It is my hope for the IFEA that we 
will similarly confront the challenges
that face us in a spirit of innovation 
and with real commitment to the 
cultural and economic importance of
our work. If I had to come up with a
slogan for all that I have learned in my
career and for what I see ahead for the
IFEA, it would be: “Where there’s a will,
there’s a way.” By working together with
determination, open-mindedness and
flexibility, I believe that the members of
this association can take our industry to
new heights. 

Thèrése St-Onge, CFE 
2003 IFEA Board Chair

National Capital Commision, Canada
Day, Winterlude, Ontario, Canada

Tel: 613-239-5278
Email: tstonge@nnc-ccn.ca

New Chair
Broadens
Global View

The

Board Table
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2003 IFEA BOARD OF DIRECTORS

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

Bill Charney, CFE (immediate past 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

Janet Kersey, CFE
Daytona Beach Area CVB, Florida • Tel: 386-255-0415 • E-mail: jkersey@daytonabeachcvb.org

Sam Lemheney
Pennsylvania Horticultural Society • Tel: 215-988-1621 • E-mail: slemheney@pennhort.org

Johan Moerman
Rotterdam Festivals, The Netherlands • Tel: 31-10-433-25-11 • E-mail: rf@rotterdamfestivals.nl

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

Thèrése St-Onge, CFE (IFEA Board Chair)
National Capital Commision, Canada Day, Winterlude, Ontario, Canada • Tel: 613-239-5278 • E-mail: tstonge@nnc-ccn.ca

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

Bruce Wicks, Ph.D. (IFEA Foundation Chair)
University of Illinois, Illinois • Tel: (217) 333-4410 • E-mail: bew@staff.uiuc.edu

Dick Clark started in the events business at
the Portland Rose Festival Association, which
produces the Portland Rose Festival, in 1988. 

He got his start with IFEA the same year.
Since then, he has grown to become a

leader in both organizations.
“IFEA has been one of the main reasons for

my growth and professional success in the
industry,” Clark said. “It offers so many out-
standing opportunities to mature in your job.
The conferences are packed with education on
useful topics. The networking among your
peer group adds to the experience. But proba-
bly the most important benefit of IFEA is the
ability to develop relationships with people
who personally want you to succeed.”

On his way to the top, Clark served as public
relations director, marketing director and assis-
tant executive manager at the now 95-year-old
festival. He became executive director in 1994.

During his tenure, Clark has helped his fes-
tival’s sponsorship funding grow from the low
six figures to almost $2 million annually.
Additionally, he has honed his leadership
skills helping lead a 100-member board of
directors and 5,000 volunteers. He earned his
certified association executive degree from the
American Society of Association Executives in
1997. Oregon Society of Association
Management (OSAM) awarded the Portland
Rose Festival Association the honor of 2000
Association of the Year, and Clark was also
honored as Oregon’s 2000 Association
Executive Director of the Year.

Prior to his events career, Clark worked as a
community newspaper editor for six years
after graduating from Oregon State University
with a degree in technical journalism in 1982. 

Clark and his wife, Liz, have been married
more than 20 years after meeting on the col-
lege newspaper. They have two great children,
Scott and Kate, and live in Tigard, Ore., just
south of Portland. In his personal life, Clark
is very involved in his church and volunteers
in his children’s schools. He enjoys reading,
stamp collecting, traveling, camping, garden-
ing and making home repairs.

Dick Clark
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Robyn Nelson, CFE

Robyn Nelson, CFE, became the
executive director of the Utah Arts
Festival in 1993 after serving first as
the festival’s director of volunteers,
and later, assistant director. 

She credits much of her profession-
al growth, and that of her festival, to
her longtime involvement with IFEA.

“The IFEA is a personal and profes-
sional lifeline,” Nelson said. “The
resources, friendships, camaraderie
and understanding of this incredible
group of peers from all over the
world have had an amazing impact
on the Utah Arts Festival, its staff and
its board of directors. The direction
and leadership that the organization
has taken in critical issues such as

sponsorships and taxation; the for-
mation of key affiliate groups; the
availability of the best ideas in the
world and the conference opportuni-
ties have helped the festival grow
both financially and professionally.
The network of friends and business
partners that have come from my
affiliation with the IFEA is a priceless
benefit that no other organization
has been able to match.”

As director of the Utah Arts
Festival, Nelson is responsible for
overseeing all administrative, fund
raising, sponsorship and artistic
programming of the event. The festi-
val is entering its 27th year and pres-
ents a 125-exhibitor Artists
Marketplace, a fine arts exhibition,
musical commissions, over 100 per-
formances on four stages by local,
regional, national and international
performing artists and dance compa-
nies, a children’s art yard, interactive
art projects for adults, an artists
demonstration program, literary

programs, and international street
theater performances - all over four
days in late June.

In addition to her leadership posi-
tions on the IFEA Board of Directors
and Foundation Board, Nelson is also
past president of the Rocky Mountain
Festivals & Events Association. She
helped develop IFEA’s Visual Arts
Affinity Group and has served on the
Program and Volunteer of the Year
committees. She also has served as a
grants review panelist for the Utah
Arts Council and currently serves on
the board of directors for community
radio station KRCL, as well as work-
ing as an events and public art con-
sultant for several local and interna-
tional architectural firms.

Prior to her event industry careers,
Nelson worked for AT&T for 10 years.
Her education is firmly grounded in
the arts and includes a bachelor’s
degree in Art History and Museum
Studies and an M.F.A. in Arts
Administration.

The

Andy Head

Global BB Connection & 
The New York City BreakersBallet Folklorico

Mexico

Cirque Equinox

Extreme Team

Harlem Gospel Choir

Harlem Wizards

Reggie the Hoofer

CLASS
ACT

PERFORMING ARTISTS 
& SPEAKERS, INC.

TM

The Best in the World of Arts 
& Entertainment
The Best in the World of Arts 
& Entertainment

800-808-0917
262-249-0700

Check out these and our 
many other great talents at 

WWW.CLASS–ACT.COM
Fax: 262-249-0773
e-mail: 
class–act@class–act.com

Board Table
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IFEA Update

During October and November of 2002 I had the pleasure 
of presenting a series of full-day sponsorship success seminars
for IFEA. The purpose of these seminars, according to Steve
Schmader, president of IFEA, was to bring expert education 
to event professionals who might not have an opportunity 
to come to the national convention.

We visited six communities - Seattle,
Wash. , Jacksonville, Fla., San Antonio and
Dallas, Texas, Chicago, Ill. and Washington,
D.C. Across the board, all attendees were
seasoned veterans and a delight to teach!

Here is a summary of what trends, issues
and topics we discussed during the seminars
(which, by the way, were sponsored by Maui
Wowi, a fervent supporter of event sponsor-
ship education):

First, we talked about the sluggish econo-
my. That, of course, is on top of everyone’s
mind. Planners are all searching for ways to
encourage reticent companies to sponsor. 
To counter the oft-heard economic excuse,
here is an interesting fact I shared with the
seminar participants:

Companies that reduce their marketing
during an economic downturn come out of
the downturn with reduced market share
(McGraw-Hill); conversely, those companies
that stay the same or increase their market-
ing dollars come out of the downturn with
increased market share.

So, when someone tells you they are
cutting their marketing budgets, ask them
if they are also going to be reducing their
market share. Also, ask them to shift some
of their marketing dollars from traditional
media (which doesn’t reach out and touch
the customer one-to-one) to events and
entertainment. They’ll get more “face time”
with their potential customers, which will
better help them achieve their 
business objectives.

Second, we examined issues of terrorism, snipers, and war.
This was addressed at each seminar during the pre-lunchtime
presentation given by a local law enforcement officer. One of
your considerations, in your sponsor contracts, will be to 
make sure you have the following clause:

“Neither Sponsor nor Event shall be liable for the failure 
to perform their obligations under this Agreement if such 
failure is due to acts beyond their control including, without
limitation, acts of God, acts of the public enemy, acts of 
government, civil disobedience, acts of terrorism, lock-
out freight embargoes or any other cause or condition 

beyond the Client’s or Consultant’s control.”
Third, in spite of the downturn in the economy, many partic-

ipants said they are generating more sponsorships; however,
they are taking longer to “sell” and are requiring more benefits
for the same investment. The sponsors are beginning to recog-
nize that sponsorship offers them an opportunity to reach their

customer directly. 
Fourth, sponsorship sales people are hav-

ing to “hone” their sales skills by being ben-
efits oriented, rather than features oriented. 

Fifth, sponsorship packages with cutesy
names are finally on the way out (gold, 
silver, bronze, etc.). Event professionals 
are customizing the offerings so that 
sponsors get exactly what they want for 
the dollars invested. 

Lastly, and this was my advice, make the
sponsorship easy for the sponsor. Help spon-
sors maximize their investment and capital-
ize on the many marketing opportunities
associated with the sponsorship that will
help the sponsors reach their business goals
and objectives. The easier one makes the
sponsorship, the longer the relationship!

One of the major benefits of the success
seminars was that people had an opportu-
nity to network with their peers ... exchang-
ing ideas, names, contacts and experiences
with each other. Some of the comments
were “it was a great experience,” “let’s do 
it again,” “can’t wait for the next session,”
and on and on. 

Based on the success of these seminars
IFEA hopes to do even more in the future,
including board management, volunteer pro-
grams, vendor marketing, promotion and
public relations, talent management, leader-
ship, time management ... all the areas we,
as event producers, get involved in and con-
stantly seek information on. So, watch for
future IFEA information! Very special thanks

to Steve Schmader and Kaye Campbell of IFEA who made this
such a wonderful experience for ALL of us!

Sylvia Allen is President of Allen Consulting located in
Holmdel, NJ. Allen is an author, publisher, teacher and practi-
tioner. Many of you have attended her presentations at IFEA
conventions and have purchased her book HOW TO BE SUC-
CESSFUL AT SPONSORSHIP SALES. She is also the publisher
of hometownnewsonline (to subscribe just go to hometown-
newsonline-subscribe@yahoo.com ... it’s free!).

Sponsorship Seminars
Hit the Road
By Sylvia Allen
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I FEASURVEYIFEA

SURVEYNone of us need more work to do 
or something else to fill our time. The
New Year just started and most desks 
are already piled high with projects and 
paperwork. We understand that and, in
fact, have our own piles. But in order to
provide our members with the most valu-
able information, tools and resources pos-
sible – a benefit of membership - we need
your help and a few minutes of your time. 

In the coming weeks the IFEA will be
conducting two new surveys. Our 2003
Compensation and Benefits Survey and
our 2003 Membership Survey. 

The Compensation and Benefits
Survey will be sent to all members 
electronically and is meant to be filled
out and returned on-line. It has been
designed to be as fast and easy as possi-
ble, but may take a little internal research
into your current staffing information to
complete it accurately. All responses are
strictly confidential and tabulation will be
overseen by Harris & Company, CPA’s, an
independent accounting firm. Results of
the survey will allow us to provide a clear
picture of staffing, salary and benefit
trends in our industry that can be used by
all of our members in negotiating com-
pensation packages and revisiting benefit
packages. However, the study requires
participation by as many members as 
possible to ensure accuracy in the results.
Those who complete the survey will get 
a free copy of the completed results. For
others, the survey results will be available
for purchase through the IFEA Library
and Resource Center.

The Membership Survey will be sent
out to a randomly selected mailing list of
members that allow us to achieve a statis-
tically accurate view of our total member-
ship. The survey is designed to allow for
easy answering, but some questions may
take a small amount of research to com-
plete. Again, it is important that everyone
who receives the survey help us out by
completing and returning it promptly.
The results will provide us with informa-
tion about the needs and makeup of our
membership as we plan for the future and
complete our new 3-5 year Strategic Plan.
This will ensure that the IFEA continues
to provide the type of benefits and
resources that you need to be successful
in your professional endeavors, both per-
sonally and organizationally. It will also
allow us to more accurately measure and
project the scope of our association and
industry, and to use that information to
represent the same to many external audi-
ences whose support we all depend on.

Like the Compensation
& Benefits Survey, all
responses are strictly
confidential and tabula-
tion will be overseen by
the University of Illinois.
All those who complete the
survey will be entered into a
drawing for a free registra-
tion, including hotel, to the
48th Annual IFEA Convention
and EXPO Experience in
Anaheim, California, November
19-23. For those who do not
receive the Membership Survey
randomly, but would like to par-
ticipate, you will be able to down-
load the survey from our web site
at www.ifea.com, and send it in to
the address indicated.

While we do not plan to over-
whelm our members with survey
requests, we will, periodically, send out
short questionnaires that will provide us
with information and direction in creat-
ing new tools and resources for your use.
That is one of the important benefits 

provided by a professional organization.
When we do, we appreciate your time,
help and participation, so that we can
ensure the most accurate and useful
results possible.

Top Fields for Non-military Women
Festivals & Events (IFEA Members)* 57.1%

Administrative Support 23.9%
Professional Specialty 17.9%

Service Work 16.4%
Executive, Administrative, Managerial 14.1%

Sales 12.6%
* Source: IFEA Member Survey / Source: Bureau of Labor Statistics

TRENDS-AT-A-GLANCETRENDS-AT-A-GLANCE

Membership Surveys Need 
Your Participation
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Networking / IFEA Membership
Directory & Buyer’s Guide
IFEA members often describe networking
as among the most powerful benefits of
their involvement: the sharing of creative
new ideas and solutions with professional
peers around the world and close to home.
And while we offer many opportunities to
maximize this valuable resource, the IFEA
Membership Directory and Buyer’s Guide
is the tool that keeps the power of our net-
work close to your fingertips. Also referred
to as the "Who’s Who of International
Festivals & Events", the directory allows
easy access to member events, suppliers,
consultants, and more, by business, indi-
vidual contacts, product/service and geo-
graphic location, including a plethora of
useful information on each. 

Access to Top-Quality Conventions,
Conferences and Seminars at
Member Discounted Prices
The IFEA is the industry’s leading source
of educational conventions, conferences
and seminars to meet every need, interest
and budget. From our IFEA Annual
Convention and Expo Trade Show (featur-
ing over 100 educational breakout ses-
sions; currently topical keynotes, series
and panel sessions; special value-added
programming; and both planned and
informal social networking opportunities)
to special "Behind-the-Scenes" seminars
at some of the top festivals, parades and
events in our business; From Affiliated
Chapter Conferences around the globe, to
our "Success Series" Traveling Seminars
(presented by Maui Wowi), bringing
affordable professional education closer
to home; the IFEA is there for you, wher-
ever there may be. 

"IE": THE BUSINESS OF 
INTERNATIONAL EVENTS 
"IE" is the premiere professional maga-
zine in our industry. Each quarterly issue
of "IE" delivers the trends and issues,
answers and solutions, that affect you
every day, right to your hands.
Immediately useful information, that
you’ll want to hang on to, by the top pro-

fessionals who are setting the bar every
day. IFEA members receive "IE" as part of
their membership benefits, and may also
take advantage of special subscription
pricing for their boards, sponsors, staffs,
volunteers, city leaders and others whose
support they rely on. 

Affiliate Chapters
Increasing access to resources and profes-
sional networks closer to home, IFEA
members are also served by officially affil-
iated chapters that cover selected regions,
states and countries. These chapters pro-
vide top-quality conferences, seminars,
and networking opportunities with others
who share common geographic/political
opportunities and challenges. They also
offer a number of direct participation
opportunities for members.  News from
each affiliated chapter is available 24/7
on Affiliate Connection, our electronic
newsletter accessible through
www.ifea.com.

Awards
Professional recognition by your peers
can help to establish your event and take
it to the next level. As the professional
body of the festivals and events industry,
the IFEA provides a number of awards
that recognize quality, creativity, excel-
lence, service and achievement in our
business. These include the Haas &
Wilkerson Pinnacle Awards; the Zambelli
Fireworks Internationale Volunteer of the
Year Award; and the Miller Brewing
Company Hall of Fame Awards, in addi-
tion to similar awards at the chapter level.

Free IFEA Economic Impact Letters /
Member Discounts on Full Economic
Impact Studies
All new and renewing IFEA members
receive a free Economic Impact Letter,
helping them to justify many of their
community programs and requests for
support. This invaluable information is
worth the cost of membership alone. 
Additionally, for those desiring a more in-
depth study, IFEA members receive special
discounts and the very best rates possible. 

Directors & Officers (D&O) Insurance 
Directors and Officers (D&O) insurance is
a must for any event, protecting your
board, officers and staff from potentially
costly legal battles and settlements.
Thanks to K&K Insurance, the IFEA offers
a flat rate of just $700 (a substantial sav-
ings over normal policies) for D&O cover-
age, only to IFEA members.

IFEA Library & Resource Center
The IFEA Library & Resource Center offers
the largest collection of professional
books, tapes and other resources available
in our industry, all at a minimum of 20%
off of the cover price. IFEA books, mem-
ber authored books and special one-time
offerings are all included and are avail-
able on-line at www.ifea.com.

WWW.IFEA.COM   
IFEA’s home on the web offers a world of
possibilities for our world of members.
Catch up on the latest news from the
IFEA and all of our affiliate chapters
(available 24/7 as part of our "Affiliate
Connection" electronic newsletter); share
your experience and opinions in our
"Member Forums"; check out our
upgraded calendar of member events,
searchable by region, date and name,
with links to member sites; shop at the
"IFEA Marketplace", featuring top indus-
try suppliers and a plethora of creative
products and services; link to other perti-
nent and valuable industry web sites;
catch up on the latest benefits and make
sure you are maximizing your return; get
the most current convention and seminar
information; and much, much more. We
invite you to visit us often at
www.ifea.com. 

Special Discounts on IEG seminars,
publications, products and services
IEG is the recognized leader in sponsor-
ship information and services in the spe-
cial events industry. Through a valued
partnership, IEG provides IFEA members
with the very best discounts on their
many conferences, seminars, publications,
products and services.

IFEA Update
The IFEA provides its members with access to an ever-growing list of what

we have termed "Bottom-Line Benefits" and resources. Benefits that make

a difference and that can have an immediate impact on your event, your

budget, your credibility and your professional success. The more you take

advantage of these benefits, the higher the return from your membership.

Included in these are the following, among others, with more being pur-

sued every day on behalf of our members. For more information call IFEA

Members Services at 208-433-0950 Ext. *814.
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Professional Certification &
Advanced Education
For those desiring to elevate their profes-
sional recognition and/or to continue their
education for their own personal/career
growth, the IFEA offers the top certifica-
tion program (CFE – Certified Festival
Executive) in the industry, in tandem with
advanced education opportunities for New
Professionals and Advanced Professionals.
In 2003 the IFEA Certification Program
will go through a major makeover, part-
nering with multiple educational institu-
tions, and enhancing the program to
ensure that it reflects the growth and
dynamic change experienced by our indus-
try in recent years. Watch for the unveiling
of the new program in the months ahead. 

The Expo Experience
A leading feature of the IFEA Annual
Convention, the Expo Experience is the
top trade show in our industry for bring-
ing together the creative products, services
and solutions of our suppliers /
exhibitors, with the leadership and deci-
sion-makers who call the shots for festi-
vals and events around the world. With
special demonstration areas, breakout
presentations, and an atmosphere befit-

ting our industry, this is no typical trade
show…it’s an Expo Experience.

Member Surveys
The IFEA conducts selected member sur-
veys to provide association and industry
benchmarks for our members on topics
such as Compensation & Benefits,
Economic Impact, etc. Responses to these
surveys are completely confidential and
help us provide an overview of trends and
information that allow our members to
negotiate better packages, justify pro-
grams and plan for the future. They also
allow us to present a clearer picture of our
association and the scope of our industry
to outside sources.

Power in Numbers
It’s true, there is power in numbers, and
the IFEA has used that power to benefit
our members. IFEA members can take
advantage of great discounts on a variety
of important services and products that
you use everyday, including long distance
telephone service; overnight delivery and
regular freight services; apparel and pro-
motional products; even special travel dis-
counts. And we are continually working
on others.

UPCOMING 
IFEA EVENTS

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

Joint Regional Conference (Chesapeake,
Mid-Atlantic, New York and New
England Festivals & Events
Associations)
March 2-5, 2003
Marriott Hotel, Newport, RI
Contact Nancy Bove at 802-865-7552

Colorado Festivals & Events Association
Annual Conference
March 5-7, 2003
University Park Holiday Inn, Fort Follins,CO
Contact Lora Raber at 303-904-1521

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 Scott Nagel at 
360-452-7019

CalFest Annual Convention
Mar. 18-21, 2003 - Doubletree Hotel,
Sacramento, CA, Contact Ruth Schnabel
at 530-583-5605 

Texas Festivals & Events Association
Annual Conference
July 11-13, 2003 - Omni Hotel, 
Corpus Christi, TX
Contact Penny Reeh at 830-990-0180

I N S I G HTS
2002 2001 2000

Pepsi-Cola 12% 13% 17%

Coca-Cola 10% 12% 16%

Anheuser-Busch 9% 9% 12%

AT&T 5% 6% 8%

General Motors 5% 4% 4%

Miller Brewing 5% 4% 7%

Discover Card 3% 5% –

Ford 3% 4% 5%

American Airlines 3% 4% 6%

Verizon 3% 5% –

MOST ACTIVE SPONSORSHIP COMPANIES

Figures represent the percentage of properties reporting sponsorship
from each company.
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IFEA Update

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 opportunities 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.IF
E
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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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By Thèrése St-Onge, CFE

In June 2002, the world arrived on Canada’s doorstep
in the form of the latest in a series of G8 Summits. These
meetings periodically unite the leaders of the world’s most
powerful nations and, in recent years, have been the target
of vigorous anti-globalization protests. Last year’s meeting
just happened to coincide with annual preparations for
Canada Day in Canada’s Capital. What followed was a
massive rethinking of how Canada would celebrate its
135th birthday.

The Canadian government, aware of Summit-related
disruptions in other cities, decided that discretion was the
better part of valor and opted to host the conference in a
remote, western location. Still, Ottawa was not off the
hook. Demonstrators chose the Capital - and, in particu-
lar, Parliament Hill - as a place to protest and make their
views vociferously known during the Summit.

Parliament Hill, as well as a natural focus for demon-
stration, also happens to be the epicenter of Canada’s
annual birthday party. For decades now, two shows have
been presented on the Hill every July 1 - one at noon (a
protocol event with the prime minister and governor gen-
eral attending) and one in the evening (a thematically
based cultural display of Canadian achievements and tal-
ent). Upwards of 100,000 people gather on the hill every
year to take part in the celebration, with dozens of offi-
cials, celebrities and artists.

Most years, the set-up on the hill takes nearly two
weeks. In 2002, however, the presence of the protesters
shortened that set-up time to only 72 hours. In fact, given
that nearly 48 hours were needed by program participants
to rehearse their acts in situ, those responsible for build-
ing the stage, installing the lights and sound and prepar-
ing for a national television broadcast would actually have
less than seven hours to accomplish all the various
preparatory tasks that go into the annual spectacular. 

Personnel at the National Capital Commission (NCC) -
the agency responsible for staging national events in
Canada’s Capital - were thunderstruck. What to do?
Clearly, if ever there was a time “to think outside the box,”
this was it. The challenge, everyone agreed, fell into two
separate categories. The protocol show involved a gather-
ing of officials to honor the national birthday, with the
content centering on speeches. Thus, the requirement to
broadcast the event nationally fell into a “news” format,
with technical specifications that were generally less oner-
ous than for the evening show.

The team decided to divide and conquer. Part of the 
celebration - the part designed for national broadcast -
would be held elsewhere. The Canadian Broadcasting
Corporation decided to take the show east to Charlottetown,
capital of Prince Edward Island. At the same time, they

IFEA World

Planning around political upheavals

Parliament Hill ©NCC/CCNParliament Hill ©NCC/CCN
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reduced the line-up of artists substantially,
virtually abandoning the thematic concept
and concentrating instead on cross-country
representation. 

Meanwhile, the rest of the team
remained in Ottawa, where they
reduced the remnants of the evening
show to a concert format, with three
bands only. The advantage was that
bands needed virtually no time for
rehearsal and the sound requirements
were relatively simple. The only prob-
lem was how to build a large stage -
140 feet by 20 feet - and to fit it out
between June 27 and July 1. The answer
came in the form of three smaller,
hydraulic stages that could be assem-
bled and fitted out at another site, then
moved in with cranes at the last
moment and assembled as a group,
with a central platform and two wings.
To make sure that the plan would work,
the team went through a complete dry
run offsite, putting the stages together
in advance and fitting them up. It
worked. As the demonstrators departed

from the Hill, Jean-Marc Robillard and
the logistics team prepared for action.

The set-up took all of three days. The
moment that security gave the okay, the
technical team was on the move. The
logistics were complicated and novel, with
all deliveries arriving at virtually the same
time. In addition, there was a list of
unusual requirements to arrange - for
example, night lighting so that work could
continue round the clock. Moreover, it
was not just the set-up on Parliament Hill
that was in jeopardy. The NCC was
responsible for three other sites as well in
the Capital Region. And then there were
public relations. Usually, the parks where
national festivals take place remain at least
partially open to the public during set-up;
this time, in the interests of speed and
safety, the areas were sealed off. That
meant that signage and security guards
had to be prepared to inform and reassure
the public about what was going on. 

Canada Day 2002 was a big hit. What
people want most on Canada Day, it
seems, is a chance to celebrate how

proud they are to be Canadian, with
color and music and good energy. And
these they got. Of course, the last-minute
shift in concept and venue involved a lot
of work. It meant dividing the technical
team into three, and it was undeniably
costly to change horses in mid-stream.
Moreover, the revised show would not
have come off without intensive promo-
tion in the days leading up to July 1.
Fortunately, the media cooperated, and
the Canadian public liked the results. 

The most surprising lesson of the July
1, 2002 was the real value of “thinking
outside the box.” Canada Day changed
direction virtually overnight and - lo and
behold - the event was as big a success as
ever, if not bigger. Lessons were learned,
lessons that may be applied to next year’s
celebration. The most important lesson,
however, was to approach the challenges
of event planning in a spirit of flexibility
and with willingness to conceive and
implement something completely new. 

As the old saying goes, “where there’s a
will, there’s a way.”

©NCC/CCN©NCC/CCN
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Editors Note: IFEA Europe asked students
and researchers at Sheffield Hallam
University, Sheffield, U.K., to offer their brief
commentary on some of the issues discussed
during the 2002 IFEA Europe conference.
Their views, offered below. are wholly inde-
pendent of IFEA Europe. The 2003 IFEA
Europe conference is scheduled for March 6-9
in Vienna, Austria. 

Views on European cultural festivals
and events can be expressed in a number
of ways. IFEA Europe conferences have 
for some years now provided an excellent
platform for the expression and discus-
sion of diverse views and experiences
from event and festival organizers, man-
agers and artists. These discussions are
based on a wealth of experience in the
practice of festivals and events. There is
no doubt that IFEA performs a valuable
task in bringing its members together, 
not least at its annual conferences.

A departure for the annual conference
in 2002 was that it also incorporated the
views of researchers who have studied a
wealth of aspects of the dynamic subject
of festivals and events from a range of
academic perspectives. Importantly these
researchers came from all parts of the
globe to enrich our understanding of fes-
tivals and their rootedness in culture. The
combination of IFEA member experi-
ences, academic expertise and objectivity
painted a very diverse picture of cultural
festivals and events on a global scale. 
A part of this picture is captured here.

Some strong themes emerged at 
the conference and these are likely 
to engage practitioners, policy makers 
and researchers on cultural festivals 
and events in the years to come.

Expressions of cultural festi-
vals and event management

Unsurprisingly, festival and event
organizers, as well as many researchers,
consultants and commentators have a key
interest in management dimensions of
festivals and events. This interest extends
to, for example, the analysis of market
trends affecting cultural festivals and
events, ways of attracting sponsorship,
and how consumer behavior is expressed
through festival attendance.

From marketing perspectives, festival
organizers are increasingly concerned
with ways of attracting tourists to their

events, as well as how their festivals can
contribute in wider destination marketing
that is aimed at tourists.

Another key theme at the Bonn confer-
ence expressed both by practitioners and
researchers was the ways in which crises
and risk can be managed and their impli-
cations for consumer/tourist protection.

In each of these considerations, the 
discussions benefited from the interac-
tions of organizers and researchers. Each
has much to offer the other.

Expressions of cultural festi-
vals and events policies

Continuing funding crises and cuts in
public-sector funding impact European
cultural festivals and events. Event organiz-
ers are thus constantly required to justify
their claims for public-sector support. Such
justifications are commonly expressed in
relation to the contribution that festivals
and events, and associated visitor spending
can play in local and regional economic
development and area regeneration.

The formation of sustained partnerships
between event organizers, local communi-
ties, tourism industry interests and public
sector agencies in the formulation of poli-
cies, regulation, planning and evaluation
of cultural festivals and events is key here.
Researchers have a contribution to make
on these considerations in relation to, for
example, stakeholder and inter-agency col-
laboration perspectives on tourism and
cultural festivals and events, and public
sector roles in destination management for
cultural festival and event tourism.

Expressions of culture in fes-
tivals and events

Festivals and events can be expressed as
forms of drama and performance. They
contain elements of myths, stories and
narratives. Festivals can help in mapping
out the terrain where Europeans tell sto-
ries to ourselves and to each other ... but
who is the other, and what are the mean-
ings and significances that we can attach
to these stories?

Festivals are also increasingly being
designed as aesthetically pleasing distrac-
tions from everyday life and as emotional
stimuli. The sector is characterized by
increased competitiveness based on spec-
tacle and distinctiveness, but how far can
claims for uniqueness and difference go?

Are we beginning to see more generic
’Eurofests’ that lack any real rootedness in
local cultural expressions?

There is a need for new forms of cultur-
al management and strategies that are
centered on retaining the cultural legiti-
macy of festivals. There are tensions here
with the need for festivals to meet the
profit-driven objectives that are typically
laid down by sponsors. In short, there is a
need to reconcile the culture of manage-
ment with the management of culture.

Festivals and event organizers constant-
ly engage with socio-economic, cultural
and political changes - they have to be in
tune with the zeitgeist. New markets con-
tinually emerge, develop and go in and
out of style. Particular attention in the
Bonn conference was paid to youth cul-
tures, fashions and new forms of ’sport’ in
relation to festivals and events. The posi-
tive involvement of youth and children in
event programming was a further example
that was presented in Bonn.

Festival and event organizers must also
seek to strike a balance between anarchy
and order in event cultures and in the
behavior of participants. There is a tension
between allowing and encouraging free
expression alongside the promotion of
health and safety in an era of risk manage-
ment, catastrophe and inter-communal
tensions. IFEA plays a valuable role here in
working towards European standards and
best practice without losing the spontane-
ity and distinctiveness of event expression.

IFEA conferences continue to explore
the possibilities of new media as artistic
installations, communication tools and
marketing aids. Cultural festivals and
events themselves are being presented as
potential and actual providers of quality
content on the web. Navigation, design
and the appropriate use of content are
key concerns here.

Community perspectives on festivals and
events are lacking from the formal sessions
of the IFEA conferences, perhaps out of
necessity. It would indeed be difficult to
attract anything like a representative range
of voices from the venues and destinations
where IFEA members’ events take place.
However, it is clear that many of the organ-
izers represented in Bonn have much to
contribute to expressions of multi-cultural-
ism and in the encouragement of social
inclusion through festivals and events.

Researchers Tackle
 European Trends
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I Refuse!
I’m coming from a mechanical engi-

neering undergraduate degree, so my
responses may be a bit tainted. I believe
that there is a strong place for technolo-
gy, but it cannot replace face to face
interaction or meet the need to pick up
the phone and talk with people to build
relationships. Some people rely too
much on e-mail and not enough on old
fashion relationships. I think that getting
certain technologies to work together is a
key ... once you spend too much time
with getting them to work, it’s less of a
return. Plus, never rely solely on technol-
ogy to work on the first try. Always have
a back up! 

The devices and services I’ve found to
be most valuable are high speed Internet
access, e-mail, cell phone and palm
pilot. I refuse (at this point) to get a
blackberry wireless PDA. If you need me
that bad, call me! 

Eric Schechter
GAME, Scottsdale, Ariz.

Scare tactics: Is Technology
Necessary? Absolutely Not!

In our end of the business, live family
entertainment, we feel the biggest mistake
our competitors make is overloading their
shows with the newest and biggest high
tech equipment and effects available.

They forget that one of the great joys
in life is using your imagination!

One half of the total family entertain-
ment client base is populated by chil-
dren who have never been to a theater or
concert. What they are looking for is
imagination stimulation! They don’t
want to be frightened by a confetti can-
non or a pyro effect!

Bruce Davidsen
Tanglewood Family Entertainment Inc., Toronto, Ontario,
Canada

Next 
Question
Is your event feeling 
the economic crunch?

Everyone’s talking about the down
economy. But how down is it really? Are
your sponsorships on the decline,
improving or holding their own. Are your
costs going up? Is your budget shrink-
ing, maintaining or possibly expanding?
Tell us how you’re coping in 150 words
or less (remember to include specifics).
Include your name, organization, city,
state and country (if other than the U.S.)
E-mail responses to heather@ifea.com
by March 1, 2003 at 5:00 p.m. We’ll
publish as many as space allows. We
reserve the right to edit all submissions
for libel, grammar, style, and length.

Get IFEA Listed
If your peers and clients can’t 

find you, you lose business. Make
sure they’ve got you right where 
they want you with a correct, 
updated listing in the annual IFEA
Membership Directory & Buyers Guide.

The directory is a crucial network-
ing tool, allowing fellow members to
find you alphabetically by organiza-
tion name, last name, and also by
geographic location. What’s more, all
current IFEA members are listed
absolutely free!

To be listed, you must be a current
IFEA member in good standing. That
means your membership must be
renewed for 2003 and paid in full. If
you inadvertently overlooked the
January 31st dues deadline, call the
IFEA office immediately to ensure
your membership. Don’t wait! One
more day might be too late!

Of course you don’t want just to be listed, you want to be listed correctly. If
you recently moved from Albany to Alabama, you don’t want people searching
for your organization under “New York!” Once you’re sure that you’ve renewed
and paid for this year’s membership, the next step is to verify your contact infor-
mation. You can do that with the directory update form, which will be distrib-
uted to all current members in the next few weeks.

When you receive your form be sure to examine all the information carefully.
Don’t forget name, address, phone, fax, Web site, or e-mail. You don’t want a
wrong number to stand between you and the connections you need to make.

Finally, be sure to return the form by the specified deadline. No database
changes made after that date will appear in the Membership Directory.

Be sure you’re seen in the right place with all the right people. Secure and 
verify your IFEA Membership Directory listing!

IFEA
Membership
Directory &
Buyers Guide

2002 - 2003

The Who’s Who
of International
Festivals
and Events

continued from page 19
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Marketplace
BANNERS/FLAGS

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.

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.

KALAMAZOO BANNER WORKS BY CONSORT - 
Kalamazoo Banner Works by Consort is the leader in vertical
light pole banners and BannerFlex® hardware.  Let KBW be

your source for custom festival and stock design screen-
printed fabric and large-format digital banners. Free graphic
design and artwork available.  Ask about Messenger® out-
door and indoor Banner Stands and Display One®. 
Contact:  Carol-Lynne Klein, Phone: 800-525-6424, 
Fax: 269-388-2018, Website: www.Consort.com, 
E-mail: info@consort.com

VMI/DORI POLE - Dori Pole’s 15’ of color flies in any wind.
The pennant atop 21’ pole provides visual impact for
entrances, stages, booths, and more. Request a catalog.
Contact: Vince Mackel. Address: 2510 Blanding Avenue #A,
Alameda, CA 94501. Phone: 800-845-7912. Fax: 510-523-
8444. E-mail: vmidp@pacbell.net. Web site: dori-pole.com 

BEVERAGES

MAUI WOWI SMOOTHIES - A franchise organization
designed by event professionals. Built for speed of service,
Maui Wowi Smoothies are professional, local and healthy.
Fits anywhere. Pictures, references available. Contact:
Michael Haith. Address: 5601 S Broadway Suite 200 
Littleton, CO 80120-8020. Phone: 303-781-7800. Fax: 303-
781-2438. E-mail: michael@mauiwowi.com. Web:
www.mauiwowi.com.

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
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 barri-
cades 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.

ENTERTAINMENT/TALENT 

CLASS ACT PERFORMING ARTISTS AND SPEAK-
ERS INC. - Class Act is a full-service entertainment
company specializing in variety, musical, family and 
corporate entertainment. National and local acts for 
stage shows, strolling performances, and emcees. 
Contact: Rosemary Hable Address: 732 W. Main St.
Ste. 225, Lake Geneva, WI 53147 Phone: 262-249-0700,
Fax: 262-249-0773, Toll-free: 800-808-0917, E-mail:
class-act@class-act.com, 
Website: www.class-act.com.

L e n a h a n

Recent Appearances Include:
The Kennedy Center, Detroit Festival
of the Arts, Atlanta St. Patrick’s Day
Festival, Gosport Festival (UK), Elastiek
Muziek (NL), Wezefolk (BE), Crawley
Folk Festival (UK), Ohio Irish Festival,
Palmdale Fall Festival, Celtic Heritage
Festival (VA), Seneca Lake Whale Watch,
CityCenter Danbury Festival, Marblehead
Arts Festival.

“A powerful and
meaningful blend of

cultures and continents.”
Richmond Highland Games

and Celtic Festival

“Quite simply the most exciting group at the
Off The Tracks Festival…anything that
followed was rather flat by comparison.”

Nottingham Evening Post, England

“A rare example of total
energy…fresh & exhilarating
Celtic rock.”  —The Irish Edition

ISLAND HEART ARTISTS 201-868-2246 Fax 201-868-3964
ilandheart@aol.com or visit www.celtic-rock.com
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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 18 foot 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.

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.

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.

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

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

ATTENTION GETTERS + GOLDMAN ARTS - Colorful
and zany inflatable costumes and props available for rent.
Designers and fabricators of inflatable props, custom
shapes, costumed mascots, miniature inflatables and
Totally Tubulars® balloons. 
Contact: Tracey Kennedy. Address: 340 Vernon Way,
Suite AEl, Cajon, CA 92020. Phone: 619-441-8901. Fax:
619-441-8902. E-mail: tgetters@pacbell.net. Web site:
www.attention-getters.com.
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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 char-
acters, including “The Cat In The Hat.” Dependable service, 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.bigeventson-
line.com.

DYNAMIC DISPLAYS - Designs, manufactures, rents - costumes, props, floats, heli-
um ballons and activities in the inflatable medium. Offers a complete and flexible serv-
ice package, internationally. 37 years of parade/event experience. 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.

STARBOUND ENTERTAINMENT - Leader in design, development and rental of giant heli-
um parade balloons and other inflatable products. Largest active inventory of balloons to
parades and events. Also licensed character balloons. Contact: Toni McKay. Address: R.D.
#3, 172 Chapin Road, New Castle, PA 16105. Phone: 724-658-1408. Fax: 724-652-9632. E-
mail: starboundent@earthlink.net 

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 processing 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.

ASU INTERNATIONAL, LLC - We are a leading provider of specialty insurance to the
promotion marketing, sports and entertainment industries. We offer prize insurance, over
redemption insurance and promotion bonds as well as high limit disability, event cancel-
lation and weather insurance. Address: 500 Unicorn Park Drive, 4th Floor, Woburn, MA
01801, Phone: 781-994-6000, Fax: 781-994-6001, E-mail: inquiry@asui.com, Website:
www.asui.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 throughout 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

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

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 department, 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.

EMKAY DESIGNS- Providing custom apparel for any event, big or small. T-shirts, sweats,
golf shirts, denim, polar fleece, jackets, hats & more! For a free 200+ page catalog contact
Matthew Kebart Toll –free: 800-343-6529, Fax: 631-777-3168, E-mail: matt@emkayde-
signs.com, Address: 46 Commerce Dr., Farmingdale, NY 11735, Website:
www.emkaydesigns.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.

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/EMBLEMS

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.

Marketplace
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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. Contact: Steve Scott. Address: 1296
Business Park Drive, Traverse City, MI 49686-8607,
Phone: 800-331-1383, Fax: 231-941-2102, E-mail:
maxwell@maxmedals.com, Website:
ww.maxmedals.com.

RECYCLING

NATIONAL ASSOCIATION FOR PET CONTAINER
RESOURCES (NAPCOR) - NAPCOR is the trade asso-
ciation 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.

SPONSORSHIP ANALYSIS

IEG - Leading provider of information /expertise on spon-
sorship. Publisher of IEG: Sponsorship Report, Directory of
Sponsorship Marketing, Legal Guide to Sponsorship.
Producer: Event Marketing Seminar Series. Analysis: IEG
Consulting. Contact: Lesa Ukman Address: 640 N LaSalle,
Suite 600 Chicago, IL 60610-3777. Phone: 312-944-1727.
Fax: 312-944-1897. E-mail: lukman@sponsorship.com. Web
site: www.sponsorship.com.

TICKETING/WRISTBANDS

ACCESS PASS & DESIGN - Offers printing of Access
Passes, Event Credentials, Conference Badges, Tickets,
Satin Stick on Passes, printed and non-printed Lanyards,
Wristbands, Custom Holographic Foil Stamping, Variable
Data and Personalization, Bar Codes, and a wide variety
of Identification & Pass Accessories. Contact: Seth
Sheck, President Address: 1380 Greg Street, Suite 220,
Sparks, NV 89431. Phone: 800-4-PASSES (toll free) or
775-356-7727 Fax: 775-356-7712. 

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.

PRICE CHOPPER WRISTBANDS - We Chop A Slice
Off Every Price! - The widest variety 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

QUICK TICK INTERNATIONAL, INC. - Manufacturer of
admission tickets and laminated passes and wrist bands
worldwide. Call toll-free 1-800-231-6144. Contact: Hugh
Daly. Address: 6834 Flintlock, Houston, TX 77040-4323,
Phone: 713-849-2523, Fax: 713-849-0813. E-mail: quick-
tck@net1.net. Web site: www.quicktick.com
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Spectacular fireworks, provided by Zambelli Fireworks Internationale, started the “ Light Up 
Louisville” Destination Party off with a bang at the IFEA’s 47th Annual Convention & EXPO.

68 INTERNATIONAL EVENTS WINTER 2003

Parting Shot

Spectacular fireworks, provided by Zambelli Fireworks Internationale, started the “ Light Up 
Louisville” Destination Party off with a bang at the IFEA’s 47th Annual Convention & EXPO.
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40’ Helium Horton™ 30’ Grinch™

Cold-Air

50’ Helium
Grinch™ 

The wonderful characters we all know and love are now giant inflatables
availabe for parades, half-time shows and festivals. Big Events has created
these incredible characters in both cold-air and helium balloons.

Big Events has a huge inventory of quality balloons for festivals and
parades. From animals to space ships, from stars to dinosaurs, from the
earth to the moon, the company to call is Big Events.

30’ Cat In The Hat™ Cold-Air

1801 Diamond St.
San Marcos, CA 92069
Fax: (760) 761-4290
E-mail: ctrim92020@aol.com    
www.bigeventsonline.com(760) 761-0909

Seuss characters TM and ©  Dr. Seuss Enterprises, LP. All rights reserved.
3935.8.01

From The Fantastical World Of Dr. Seuss™...

60’ Helium 
Cat In The Hat™

Call today for rental prices
and reservations.One Fish, Two Fish,

Red Fish, Blue Fish™

22’ Helium Kid’s Fish™

45’ Helium Sam-I-Am™

Coming
Soon
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