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How change affects each 
individual depends on many
factors, including:

• How close it hits to home. The economy
doesn’t seem to be all that bad, until
your major sponsors make cutbacks that
include your event. 

• Timing. Changing work responsibilities
could be a great growth and learning
opportunity, but you just got comfort-
able with your current position and
team. 

• Perceived personal gain or loss. Putting up
a new information tent seems like a
great addition and service, except to the
attendee whose family has always sat in
that spot to watch the fireworks.

• Flexibility Factor. Your corn dog vendor
has been in the same spot for years and
sales have been just fine. Why you want
to try a new layout and move things
around makes no sense to them.

• Need for personal control. Sometimes,
with all of the other changes going on
around us, we just want to feel like we
control something.

On a recent trip, after a long day of
firefighting a number of unexpected
problems and demands, I went to the
airport, anxious to get home. When I got
there, I was told that the plane would be
delayed because of mechanical problems,
changing my plans. I would be re-routed
through a different city.

The new flight was full, so they had
assigned me a window seat, instead of an
aisle. Now let me explain…I always ask
for an aisle seat. My comfort zone is an
aisle seat. I couldn’t believe that they had
changed both my flight and now my
seat. Didn’t they know that I was a pre-
mier-super-platinum frequent-flyer, who

knew what was best for me? Didn’t they
know that my situation was different
from all of the other travelers who were
trying to get to their destinations as well?

The timing for change wasn’t good at
that moment. But the ultimate results, as
I slowly lowered my defenses and took
off my personal blinders, were surpris-
ingly positive. I had traveled safely, on a
mechanically operational aircraft, rather
than having a potential problem arise
during the flight where it could have
become a bigger problem. My “non-
aisle” seat turned out to be an upgrade 
to first-class, where my new window seat
provided a clear view of a beautiful part
of the country that I had never really
stopped to appreciate, and where I was
actually served a meal that didn’t feature
peanuts. And thanks to the re-routing, I
actually arrived home earlier than expect-
ed, giving me more time with my family.

It turns out that the pilot and airline
had the same destination in mind that I
did, the same vision of getting there safe-
ly, the added goal of servicing and retain-
ing all of their customers successfully
(including their premier-super-platinum
frequent-flyers), and had, in fact, found 
a better way to accomplish that goal.

In sharing my adventure with a friend,
I noted their response when they said,
“Yeah, I thrive on change…as long as it
doesn’t effect me!” No one truly relishes
change, but the alternative is often less
appealing. If the needs of those we serve
and the environment in which we 
operate change faster externally, than 
we do internally, we will ultimately
become obsolete.

Oliver Wendell Holmes once said,
“Greatness is not in where we stand, but
in what direction we are moving. We
must sail sometimes with the wind,
sometimes against it – but sail we must,
and not drift, nor lie at anchor.”

At the IFEA, change has not eluded us,
and we have been “sailing” for the last

two years to provide the best possible
association for our members, in good
times and tough times. Working to
upgrade member benefits, adding to our
capabilities to provide better service and
resources, creating new partnerships,
and ensuring our financial success dur-
ing the most challenging times in our
history. We have been revisiting our con-
ventions/trade shows, publications,
staffing needs, internal management
and technology systems, chapter struc-
ture, certification programs, internation-
al outreach and support, our larger
industry role, and more. We have taken
the tact that we must continually look
into the future and see the IFEA not as it
is, but as it can become, and that vision
is unlimited.

I believe that we are flying toward the
same destinations as our members, and
are doing our best to design the best 
aircraft and routes to get us there togeth-
er, but in that process, I also recognize
that it may require moving a number 
of “aisle-seats” and we appreciate your
support along the way. Whatever your
IFEA comfort zone may be, I invite you
to call or e-mail any member of the 
IFEA staff, or myself, at any time to ask
questions, offer your ideas and insights,
and to work closely with us as we 
continue to build “the premier associa-
tion supporting festival & event 
professionals, worldwide”. 

My special thanks and gratitude to our
IFEA Board of Directors, the IFEA
President’s Council, the IFEA Chapter
Boards, and all those who continue to
dedicate their time and energies to help-
ing us as we sail toward the future, and
who recognize that change, while some-
times requiring us to step outside of our
personal comfort zone, allows us to ulti-
mately grow into something greater than
we already are.

steve schmader
Letter from the President
The world around us is changing…the econo-
my, the war, SARS, insurance rates, sponsor-
ships, technology, relationships…the list is
endless, and we are all affected. No matter
how much anyone professes to be flexible
and open to change, in truth, no one likes to
have his or her comfort zone infringed upon.
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Eric Schechter

People
Eric Schechter is president of Game – Great American Merchandise and Events,
located in Scottsdale, Arizona. Eric employs 25 people and his company has
offices in Germany, Singapore, and Ottawa, in addition to Scottsdale. Eric and
his staff are working on the expansion of GAME’s souvenir merchandising line,
and the hard work is paying off as Eric’s organization has added Target, ACE

Hardware, Leslie’s Pool and Spa, Albertson’s, and Kroger/Fry’s to its merchan-
dise client list.

Eric is probably best known for his company’s cornerstone event – the “Duck Race.”
Started in 1988, this non-profit fundraiser has grown to 150 events in the United States,

20 events in Europe, with expansion now complete in Japan, Argentina, Europe and Singapore.
But the Duck Race may soon have company. Eric is looking at adding a winter fundraising event
to GAME’s lineup.

How did you get into events?
Probably out of desperation…I was part of a volunteer men’s group
where I was elected to run the next fundraiser. When the fundraiser
looked like a possible business I took a hard look at myself and realized
that I wasn’t cut out to be a long-term employee – it was time to take a
stab at running my own deal.

What was your biggest professional challenge?
Buying out partners. I had to soul search for what was best. Through an
organization I was involved with at the time called YEO (Young
Entrepreneurs Organization) I received some “board level” advice on
how to handle the buyout, structure the future to meet my personality
and goals, etc.

What do you do to relax?
Hiking tall buildings in a single bound. Actually, I enjoy climbing and
hiking.

What’s the best advice you’ve ever received? 
I’m looking for it everyday! Seriously, though, the best advice I got was
that it would probably be better to own the project verses being the
consultant on it. I wouldn’t make a very good consultant.

Personal Philosophy
“Pigs get fat; hogs get slaughtered.” In being in a nitch business, I would
rather have part of something bigger, than all of everything.

In ConversationFacts on file
Years in the business:
14

Degree:
Mechanical Engineering from the University of
Arizona

Other background experience:
Four years with Proctor and Gamble and
General Electric.

Family:
Wife, Mitzi, daughter, Alexi, and son, Cody. We
have two dogs: Faith, a show dog, and Toby,
the house dog.

Last books read:
The last book I finished was The Right Stuff.
Currently trying to get through The Rise and
Fall of the Third Reich.

Last business book read: 
Built to Last by Jim Collins.

Contact Information:
Eric Schechter, President
GAME-Great American Merchandise
and Events
Address: 16043 North 82nd Street,
Scottsdale, Arizona
Phone number: 800-779-7223 
Email: ehs@game-group.com
Web: www.game-group.com
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Pasadena, Texas 
Strawberry Festival 
Attendance:
40,000

Budget: 
$240,000

Annual duration: 
Three days

Number and types of events: 
Activities during the festival include barbecue
cookoffs, beauty pageants, state mud volleyball
tournament (yep, mud volleyball), mutton bustin’,
washer pitchin’, children’s and teen activities.
The festival also hosts several specialty attrac-
tions, including an alligator show, the Star
Family Circus, a banjomobile, a magician, a ven-
triloquist, a trick roper, and clowns. National and
local entertainment stages are part of the festi-
val’s lineup.

Number of volunteers: 
500-600

Number of staff: 
Two staff members

When established: 
1974

Major revenue sources by percent: 
Gate admission: 40%
Participant event entry fees: 20% 
Sponsorships: 20%
Merchandise sales: 5%
Beverage sales: 15%

Major expenses by percent:
Performers/entertainment: 30%
Logistics/Rental items: 30%
Marketing: 10%
Participant awards: 10%
Security: 5%
Facility Rental: 5%
Beverage supplies: 5%
Office Administration: 5%

Type of governance:
501(c)(3) non-profit organization governed by a
board of directors.

Brief history: Each year, about
the time strawberries ripen in Texas,
the San Jacinto Day Foundation holds
its annual Pasadena Strawberry
Festival. This event is a spring tradition
for the city that, in the early 1900s,
was known as the “Strawberry Capital
of the South.” Until just a few years
ago, the festival was held the weekend
closest to San Jacinto Day (April 21) in
celebration of both Texas and
Pasadena history. However, several
years of bad weather forced history to
be changed and now the festival is
held in May.

Industry Perspectives

Contact Information:
LaDonna Page, CFE, Executive
Director
7603 Red Bluff Road
Pasadena, TX 77507
Phone: 281-991-9500
Fax: 281-991-8880
Website: www.strawberryfest.org
Email: ladonna@strawberryfest.org
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Industry Perspectives

Attendance:
350,000 +

Budget:
$1.85 million cash / $450,000 in-kind sponsor-
ships. Returns more than $400,000 annually to
local not-for-profit organizations

Annual duration:
Four days

Number and types of events: 
There are 150 bands on eight stages, nightly
fireworks displays, sporting competitions, out-
door food venues, and VIP parties and dinners.
On the Waterfront, Inc. also sponsors Groove
Walk, a fundraiser for the local music industry,
and the OTW Director’s Challenge golf tourna-
ment. 

Number of volunteers:
20 volunteer managers, 375 year-round volun-
teers, 5,000 event volunteers

Number of staff:
Six full-time employees, of which two are
Certified Festival Executives, and one seasonal
employee.

When established:
1984

Major revenue sources by percent: 
Sponsorship: 20%
Tickets/Gate Admission: 40%
Concession Sales: 29.5%
Golf Tournament: 2%
Other: 8.5%

Major expenses by percent: 
Event Operations: 81%
Corporate: 17%
Other: 2%

Type of governance:
501(c) (3) non-profit corporation. Governed by
a 6-13 person volunteer board of directors.

Other interesting details:
Held in downtown Rockford, IL, On the
Waterfront is Illinois’ largest music festival. The
corporation’s mission statement is Community
Advancement Through Celebration. One of the
events priorities is supporting other not-for-profit
organizations. Since 1986, On the Waterfront
has helped these organizations raise over $7
million through their assistance in operating
food booths, beverage tents, ticket booths and
running special events.

On the Waterfront Festival, Rockford, IL

Brief history: This year marks On the Waterfront’s 20th anniversary. On
the Waterfront began in 1984 to commemorate the sesquicentennial of the
founding of the city of Rockford. The city presented a block grant to a group
of volunteers who were recruited to put on a festival in celebration of the rich
ethnic heritage and cultural diversity of the community. That year the festival
took place on one small city block, buy it was a huge success and managed to
make a profit, so the group was asked to make On the Waterfront an annual
event. In January 1985, the organization became incorporated but still operat-
ed on a volunteer basis. The festival now encompasses over 30 city blocks
along the scenic Rock River, transforming downtown Rockford into a colorful
canvas of music, food and special events. The festival provides attendees with
246 hours of music over three days, sporting competitions, family activities
and captivating fireworks displays nightly. The corporation has expanded from
its first paid employee in 1993 to today’s six full-time staff members who are
responsible for the On the Waterfront Festival, along with two other signifi-
cant events in the city.

Contact Information:
Becky Genoways, CFE, President/CEO
308 W. State Street, Suite 115
Rockford, Ill 61101
Phone: 815-964-4388
Fax: 815-964-4399
Website: www.onthewaterfront.com
Email: becky@onthewaterfront.com



Wouldn’t you think that with the name Gayle, which grade
school peers quickly figure out rhymes with “whale” (Gayle the
whale who lives in a pail…), I might have an aversion to
choosing anything where I have to identify myself with the
world’s largest mammal?

But any lingering issues I may have had from these child-
hood memories were soon forgotten when I picked up “Whale
Done!” The subtitle didn’t hurt either – The Power of Positive
Relationships – an important job component for anyone in the
festivals and events business, or any business for that matter.

Whale Done! is co-authored by Ken Blanchard. Many of you
no doubt have read his other collaborative, moti-
vational books, “Raving Fans,”
“The One Minute Manager,” and
“Gung Ho!” Whale Done! follows
the same upbeat formula of pro-
viding quick, common sense
approaches to relationships with
people – at work and at home.

And what do whales have to do
with it? According to Blanchard and
SeaWorld co-authors Thad Lacinak
and Chuck Tompkins, just about
everything, when you look closely at
how killer whales and people per-
form best.

The book follows gruff business
manager and family man Wes
Kingsley as he visits SeaWorld, where
he’s inspired by the absolute bril-
liance of the killer whale show, learns
how these feared creatures of the
water are trained, and begins to see
how the principles of training these
ocean mammals can be applied to us
land mammals.

For instance, Kingsley had fallen into
the all-too-easy Gotcha management
style – catching people doing things
wrong. But imagine if the trainers at
SeaWorld used the Gotcha technique with their whales, whose
explosive power could knock out a trainer in an instant. An
exchange between fictional Kingsley and a trainer sums up
what would happen:

“…Killer whales are the most feared predators in the 
ocean. They can kill and eat anything in sight,” (said trainer
Dave Yardley). 

“I guess if he’s not learning his lessons, you don’t make him
go and stand in the corner,” Wes (Kingsley) ventured.

“That’s exactly right. One thing we learned quickly was that it
doesn’t make much sense to punish a killer whale and then as
a trainer to get in the water with him.”

So what is the secret in getting these massive mammals to
respond on cue? Trust.

What the co-authors go on to share is their concept that
training whales and building relationships with people are 
not so different. Both require trust. Both require the realization
that neither desires to cause harm. Both require a lot of time
and patience.

“It’s all about energy management,” (said Dave). “It begins
with controlling our own attention. A simple but very powerful
rule to remember is, if you don’t want to encourage poor

behavior, don’t spend a lot of time on it. Instead we rechannel
the energy.”

We know it as redirecting – ignoring the bad behavior by
directing the attention back to the original task and providing
another opportunity to do it right.

“We’ve learned from the killer whales that when we don’t
pay a lot of attention to what they do wrong, but instead give
lots of attention to what they do right, they do the right thing
more often,” (said Dave).

By moving from the Gotcha style of accentuating the nega-
tive to an approach that accentuates
the positive, the authors contend that
great things happen in people’s per-
formance – at work and at home.
Using Kingsley as the note-taker (I
found myself highlighting through-
out the book as well), the authors
boil it down to three simple steps:
Build trust; accentuate the positive;
and when mistakes occur, redirect
the energy.

Later in the book, Kingsley
attends a workshop that reinforces
what he learned from whale train-
er Dave Yardley. At the workshop,
he hears of the ABC’s of
Performance:
A = Activator (whatever gets
performance going)
B = Behavior (the performance
that occurs)
C = Consequence (your
response to the performance).

The Activator is something
that stimulates behavior or per-
formance that is wanted. For
people, activators are most

often goals. And most effective man-
agers have learned that all good performance begins with

clear goals.
The rest of the ABC’s of Performance are explained this way:

“After you motivate the performance you want by setting clear
goals, you have to observe the behavior that follows. That’s
what B stands for. With a killer whale, that behavior might be
jumping into the air, giving a trainer a ride around the pool,
splashing the audience with his tail, or taking a bow. With peo-
ple at work, it might be talking effectively with customers,
achieving a sales quota, or getting a report in on time. With
kids, it might be cleaning their room or doing homework.
Observing the behavior that occurs after initial activation is a
step that is often missed by managers – even when they get the
performance they want. Once goals are set and the necessary
training is over, they disappear.”

When that happens, the authors say managers don’t stand a
chance at taking advantage of the third and most important
step in managing performance: the C or Consequence – what
you do after you get the behavior you’re looking for.

Too often, the book points out, when good performance is
achieved, the performer is left alone – that doesn’t do much to
encourage the performer to strive for even better performance.
Therefore, the reader is reminded to not forget the two most
effective consequences, Redirection and Positive Response.
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Book Review: Whale Done! Catching People Doing Things Right By Gayle O’Donahue, Editor, “ie”

Industry Perspectives
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I run a small event and am facing major budget problems this
year. Is it better to take a year off, or scale back our efforts? 

David Anderson - South Dakota

Given the choice, I would recommend scaling back and not taking a year
off. It’s much more difficult to start momentum again. Attendees, volun-
teers, and sponsors will do something else at the time of your event and

then have divided loyalty in the future. 

Honesty is the best policy. Was there a successful year in the past when you spent
considerably less? Was it close to what you can afford this year? Can you theme
your event to, say, “1962 when a dollar went farther?”

Using the “lemons into lemonade” theory, why not make scaling back the theme, or
make it humorous, or an artistic challenge? Give local artists a very small budget
and the mandate to use found and recycled objects. Have a “homemade” fun area
or contest. Have a physical representation of budget tightening where people pull
the rope tighter and tighter, or a place where they can actually “trim” or “cut” the
budget, or a place to “stretch” dollars. 

Brainstorm all the silly, and yet economical, ways you can interpret saving dollars.
Or interpret all the clichés about money. Then ask artists and performers to help
you make some magic out of those ideas. There are lots of songs about being broke,
or about money. You can make all sorts of origami out of fake dollar bills. Have
half penny candy stands and piggy bank smashing contests. Have a “run” on the
bank. 

Be sure to add a hopeful element to your event that proclaims we’re all in this
together. You need to keep up the spirits of your sponsors, attendees, staff and vol-
unteers. They will stick with you if you are honest and show ingenuity. But it is very
easy to forget your event if you’re not visible. They will remember a valiant creative
effort but who remembers a vacuum?

Naima Kradjian, CEO 
First Night International 

84 Court Street, Suite 507 
Binghamton, NY 13901 

(607) 772-3597 / Fax: (607) 772-6305 
www.firstnight.com

Ask the Experts: 
Scale Back or 

Take a Year Off ?

Q
A

Here’s a for instance from the book:
“People say to me, ’You can’t ignore 
poor performance or negative behavior,’
and I agree. What I learned from the
whale trainers is that if these marvelous
mammals do something unacceptable, 
the trainers redirect their energy and
attention either back to what they were
supposed to do or onto something else.
Redirection is the most effective way to
address undesirable behavior…observe
performance closely so you can catch
them doing something right…The 
intention of Redirection is to set up a
Positive Response.”

Finally, the authors lead us into the
Positive, or Whale Done, Response. The
Whale Done Response catches people
doing things right. It’s the very opposite
of the seagull approach – whereby man-
agers swoop in, make a lot of noise, and
dump on everybody. In fact, it’s:
Praising people immediately
Being specific about what they did
right or almost right
Sharing your positive feelings about
what they did
Encouraging them to keep up the
good work.

The ultimate goal of the Whale Done
Response is to help people become self-
motivating.

I don’t know about you, but at this
stage in my life with family priorities,
home obligations, work responsibilities,
personal needs, etc., I need books like
Whale Done! While I tired of the use 
of fictional characters and their some-
what-too-predictable-responses to each
other, I enjoyed being reminded of the
never-ending rewards that come from
building each other up. I also have to
say that a book I can read in less than 
a day (128 pages total) that adds value
to my daily relationships is a time 
management bonus. 

And if you’re like me and you like 
to splatter your office with inspirational
reminders, or send notes of encourage-
ment to friends and family, this book 
is a winner in providing some written
gems. So here is a couple to leave you
with. And here’s hoping that if you’re
ever compared to a whale it’s in
response to how well you treat people,
not on how well your name rhymes
with it.

The one thing your competition can
never steal from you is the relationship
you have with your people, and the rela-
tionship they have with your customers.

Humans naturally want approval from
others…when you’re dealing with your
kids or with the people at work, and
when you consistently call attention to
what they do right, it’s like you’re
responding to the best that’s in them.
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We’re experiencing an economic
downturn, but we’re looking at the situa-
tion as an opportunity to institute a ’best
practices’ business plan to look at every
part of our operation. It’s amazing how
many things we’ve discovered we do just
because ’we always have’ – those things
are being updated or eliminated.

Our eight signature festivals have been
squeezed financially with 25 percent in
city-fund budget cuts over 18 months.
But because of a surplus in our special
events revenue fund, after five years of
savings, the impact has been minimized.
And while our cash sponsorships (one-
fourth of our sponsorship base) are
down 10 percent, there hasn’t been any
decrease in sponsorships of in-kind serv-
ices, supplies or partnered media.

Our goal through this is to remain on
the leading edge. As the economy recovers
we plan to be positioned to act quickly
and get a jump on the competition.

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

Glendale, Ariz.

How are we doing in these “tough
times?” Okay, really? Our sponsorships
are hurting a bit, but we’re surviving. The
most difficult obstacle is the doubling of
our insurance costs, so we’re hunting for
a new carrier. As well, our printing costs
went up and that hurts, but other costs
seem to be maintaining. We began trim-
ming our expenses and budget last year,
which has helped. We’ll continue to be
fiscally cautious in order to keep doing
what we’re doing – putting on outstand-
ing events for our community.

Marion A. Pope
Everett Salty Sea Days Association,

Everett, Wash.

We’re feeling the crunch, but not as
much as we had expected. Our event is
totally free to the patrons, and it has a
long history, so we have a strong core of
corporate sponsors. We have experienced
a decrease in state, federal and corporate
funding grants, and while the number of
givers through our direct mail campaign
is down, the average amount given is up.

Overall, the income generated will be
down, but not to the point that we’re
forced to reduce our offerings.

Vance Baird
North Iowa Band Festival

We’ve had sustained growth in all our
revenue sources the last three years, but
2003 is promising to be very challenging.
Our sponsorship looks to be increasing
again this year, but not without a lot of
hard work, including reworking the rela-
tionships with many traditional partners.
We’re trimming the budget wherever
possible, but it will increase in the area
of promotion. (In good years you should
advertise well, but in bad years you
must…) Aside from the usual concerns
about the weather, the war and the pre-
vailing political climate, the price of gas
and the stagnant economy all have us
concerned. However, our real concern is
the shortage of gas reserves. Having been
involved in the festival industry during
the East Coast gas rationing in the 1970s,
I know of no quicker way to kill festivals
than to make it difficult for the public to
get gasoline. Our philosophy, like so
many others in our industry, is to hope
for the best, but plan for the worst.

David Fooks
Kutztown Festival, Kutztown, Penn.

2003 is a challenging year for us in
sponsorship. After a major loss in spon-
sorship/business partner funding in 2002
($75K), we’re striving to reach the same
reduced funding level this year. But while
our 2003 budget remains practically the
same as in 2002 we have reallocated our
expenditures because of increased insur-
ance, public safety and entertainment
costs. The reallocation has also included
a reduction in staff and size of venues.
Additionally, we’re experiencing a long
decision delay time from partners which
is affecting cash flow. 

Our wonderful sponsors and business
partners are helping us look at a second-
ary market for solicitations, including
their suppliers. A common statement used
by our partners with their suppliers is,
“We do business 52 weeks a year and we

would appreciate your help with our festi-
val.” This seems to be producing some
results, which is helping fill some holes.

The bottom line is we will again pro-
duce an outstanding event this year.

Michael Redding
Oswego Harbor Festivals, Inc.

Oswego, NY

In our region, there are multiple lay-
offs, but most are unrelated to the gener-
al economy. Some businesses (pharma-
cies, high-end athletic clothes, real
estate) have been doing fabulous busi-
ness, but seem inclined to use the gener-
al down economy as an excuse to hold
or reduce spending. The prevailing mood
is one of uncertainty, which makes peo-
ple just as reluctant to invest in sponsor-
ships as no money at all.

Our actual attendance numbers have
been down only slightly and most
expenses are holding steady, except for
obvious exceptions (insurance rates for
events, for instance).

Budgets are being maintained, but
staffing is down, and that makes things
appear leaner (which they are).
Decision-making is a little more difficult
with all the uncertainty and, coupled
with leaner staffing, makes planning and
priority setting all the more important. 

I expect to make sponsorship budgets
similar to two and three years ago.

Steve Remington, CFE
Eugene Celebration, Downtown Event

Management, Eugene, Ore.

So far, our festivals haven’t felt any
economic crunch this year. We actually
added a new corporate sponsor in March
and in addition to its 2003 commitment
the sponsor has promised additional
sponsorship in 2004. Our budget
increased this year because our ad sales
were up about $4,000 over last year. But
all this good news took a lot of begging
from me to our sponsors.

Vann Jones
National Grits Festival, Warwick, Georgia

Readers Forum
Is your event feeling the economic crunch? Everyone is talking about the down economy,
but how down is it really? Are your sponsorships declining, improving, or holding their
own? Are your costs going up? Is your budget shrinking, maintaining, or expanding?

Continued on page 58



THE WINNERS

www.ifea.com

The 2003 IFEA/Haas & Wilkerson Pinnacle Award winners will be announced at
the "Miller Brewing Company Hall of Fame Awards Luncheon" during the 48th
Annual IFEA Convention & Expo Experience in Anaheim, California. You need not
be present to win, but it will feel great if you are!

The judges are recognized professionals in the areas of graphics, promotions and
public relations, broadcast and special events planning and management.

• Must be an IFEA member in good standing to enter.

• Entries must be submitted in their original format.
(Duplicates or printing proofs will not be accepted.)

• Entries must have been produced and/or used for the
first time between August 16, 2002 and July 31, 2003.

• A separate entry form must be submitted for each entry
(copy as necessary). Multiple entries or categories on a
single form will not be accepted.

• Judges will not refer to items in other categories, nor will
they transfer items already judged in other categories
(the number of entries must equal the number of categories entered).

• Each entry form submitted must be completed properly in
order for items to be judged eligible.

This is IFEA's number one, best overall award category in the IFEA/ Haas &
Wilkerson Pinnacle Awards Competition. Submit a detailed description of the event's
promotional campaign, including attendance, paid staff size, volunteer count and
exact overall event budget. Also include event mission statement and goals (one
page typed or less). Sample items may include marketing materials, merchandise
samples and descriptions of special programs. Displays are encouraged but MUST
be limited to a single, black 36" x 48" flat display board.
OVERSIZED DISPLAYS WILL BE DISQUALIFIED WITHOUT REFUND.

1 Grand Pinnacle
Please Note: This entry is separate from all other categories and divisions.
Judges will not refer to nor transfer items from other categories.

THE JUDGES

ELIGIBILITY

GAIN THE RECOGNITION YOUR
EVENT DESERVES…

Each year, the International Festivals
& Events Association recognizes
outstanding examples of quality and
creativity in the promotional programs
and materials produced by its 3,000
member festivals and events around the
world, with the Haas & Wilkerson Pinnacle
Awards.

This prestigious awards competition
strives for the highest degree of
excellence in festival and event
promotions, and in doing so, has raised
the standards and quality of media
promotions industry-wide. Event
promotions of nearly every type and size
will have the opportunity to be recognized,
as entries are categorized into
organizations with similar sized budgets.
The IFEA membership has been an
outstanding example of how event
producers can use innovation and
creativity to achieve higher goals.

One of the goals of IFEA is to spread
the news about the professionalism of
our members and the festivals and events
industry. Therefore, to add impact to
winning organizations and the industry
as a whole, the IFEA will send a press
release to your media list explaining the
award and the competition. Your
organization will be recognized for taking
part in raising the level of professionalism
in the industry while at the same time
improving your community.

So gather your items, fill out the entry
form, and send it off to be judged against
the best in the festival and events industry.
Then get ready to hear your organization's
name announced at the 48th Annual IFEA
Convention & Expo Experience this
November, in Anaheim!

Questions? Contact Brooke Greedy, by
e-mail at brooke@ifea.com, or call 208-
433-0950 ext. *811, or check the Industry
Honors section at www.ifea.com.

THE GRAND PINNACLE

THE CONTEST



AWARDSPINNACLE

AWARDS

AWARDS

AWARDS

AWARDSTelevision
Submit video entries in standard 1/2" VHS format.
Label videos and tape entry form to case. Cue video to

starting point. One spot per tape.
Criteria: Does the entry relay the image of the event? Does

it use creativity and/or uniqueness? What is the overall
impression? And for #2, please include measurable
sponsorship results.

2 Best Sponsor Solicitation Video
3 Best TV Promotion (ad spot or PSA)
4 Best Full Length TV Program (local promotion)
5 Best Full Length TV Program (national

promotion/syndication)

Radio
Submit item 6 on a labeled audiocassette or compact disc

with the entry form taped to the case.  One spot per tape/CD.
6 Best Radio Promotion (ad spot or PSA)

Multimedia
Submit address of working Web site. Site will be reviewed

online by judges. For #8 send printed versions.
7 Best Website
8 Best Event/Organization E-Newsletter

Bound/Multiple Page Entries
Submit items 9-15 with the entry form securely paper

clipped to the back.
Criteria: clarity of message; design and layout; creativity

or uniqueness; organization; and overall appeal.
9 Best Event Program (interior 3 or less colors)

10 Best Event Program (interior 4 or more colors)
11 Best Newspaper Insert/ Supplement  (must be

on newsprint)
12 Best Promotional Brochure (3 or less colors)
13 Best Promotional Brochure (4 or more colors)
14 Best Event/Organization Newsletter (Submit three

consecutive issues)
15 Best Miscellaneous Printed Materials (includes direct mail

pieces, cookbooks, annual reports, etc.)

Single Page Entries
Submit posters in a mailing tube. Submit items 18-23

mounted on a single, black display board.  One entry per
board.

Criteria: clarity of message; design and layout; creativity
or uniqueness; and overall appeal.

16 Best Promotional Poster (not for sale)
17 Best Commemorative Poster (for sale)
18 Best Cover Design (submit cover only)
19 Best Single Newspaper Display Ad (must be on newsprint)
20 Best Single Magazine Display Ad
21 Best Ad Series (submit a maximum of 5)
22 Best Event Photograph (8”x10” size)
23 Best Miscellaneous Printed Materials (includes fliers, maps,

invitations, etc.)

Sponsorship/Fundraising
Submit items 24 - 26 with a written description of the

presentation, effectiveness and any necessary explanation.
Criteria: professional content; creativity; measurable results

(24 & 25); and overall appeal.
24 Best Solicitation Package
25 Best Single New Sponsorship Program
26 Best Sponsor Follow-up Report

Community/Relations
Submit items 27 - 34 in a notebook with a typed detailed

description of the program, explaining the background of the
project, its purpose/objective, and its overall effectiveness.

Please include samples/photos of how the program worked,
including printed materials, signage, promotions and
merchandising, and measurable results.

27 Best Environmental Program
28 Best Volunteer Program
29 Best Educational Program
30 Best Event/Program to Benefit a Charity
31 Best Community Outreach Program
32 Best New Fund-raising Program
33 Best New Promotion
34 Best New Event (within an existing festival)

Media Relations
For effective media campaigns that generated news

coverage, instead of paid or donated advertising time.
Criteria: well organized; supporting materials; measurable

results (video or audio, clippings, etc.).
35 Best Press/Media Kit
Submit items 36 - 37 in a notebook with a typed detailed

description, samples of print materials, press releases, news
clippings, photographs and/or video and/or audio
documentation, news coverage, and any measurable results.

36 Best Media Relations Campaign
37Most Creative/Effective News Stunt

Merchandise
38 Best T-shirt Design (No collared shirts)
39 Best Pin or Button (By an event)
40 Best Hat
41 Best Other Merchandise
42 Best Miscellaneous Clothing
Submit item 43 in a notebook with a written report about

the program, samples or photos of all souvenir/novelty items
available prior to or during the event.

43 Best Overall Merchandising Program

For Suppliers or Associations
Submit items 44 & 47 on a single, black display board.

One entry per board.
44 Best Single Display Ad
45 Best Company Image Pieces (letterhead, envelopes, logo,

etc.)
46 Best Direct Mail Piece or Brochure
47 Best New Product or Service

BROADCAST

PRINTED MATERIAL

PROMOTIONAL ENTRIES

NON-EVENT ENTRIES



Please submit one form with total payment and separate forms attached to each entry.

ENTRANT INFORMATION (Tip: Complete this section, then make copies for each entry.)

Organization: ___________________________________________________________________ Membership #: ___________________

Contact Person: ___________________________________________________________________________________________________

Name of Event: ____________________________________________________________________________________________________

Address: _________________________________________________________________________________________________________

City: ___________________________________ State: ______ Zip Code: ____________ Country:__________________________

Phone: _______________________________________________ Fax:______________________________________________________

E-mail: _______________________________________________ Web Site: ________________________________________________

Organization’s Overall Event Expense Budget: (USD, include all cash outflows). Awards will be given in over and under $500,000
categories unless the number of entries warrants additional categories to be added.

 under $250,000      250,000 - $499,999      $500,000 - $1.5 million      over $1.5 million

The above section must be completed on all entry forms.

ENTRY INFORMATION Duplicate as needed.

Division Title (i.e. Television): _____________________________________________________ Category Number (required): ________

Brief Description of Entry: ___________________________________________________________________________________________

The above section must be completed and attached to each entry

PAYMENT INFORMATION This section must be completed ONCE and payment attached for all entries combined.

List category numbers entered:_______________________________________________________________________________________

Grand Pinnacle: ...........................................................................................................1 entry x $35 $________________________________

Broadcast Entries: .......................................................................................................entries x $30 $________________________________

Printed, Promotional and Non-Event Entries: ........................................................entries x $25 $________________________________

TOTAL NUMBER OF ENTRIES: ____________ TOTAL AMOUNT ENCLOSED: $________________________________

 Check (Make checks payable to IFEA)   Visa   MasterCard   American Express

Signature: ________________________________________________ Print Name: ___________________________________________

Credit Card Number: _______________________________________ Expiration Date:________________________________________

Entries must be received with payment by 5 p.m. July 31, 2003 (MST) to be eligible.

DID YOU REMEMBER TO:

 Include your payment for total entries     Include 1 overall entry form

 Include 1 individual entry form for each item     Review all rules for entry submission

International Festivals & Events Association • 2601 Eastover Terrace • Boise, ID 83706 • phone: 208-433-0950 • fax: 208-433-9812



by Paul Jamieson, CFE
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What’s going on?
Over the years event insurance, like most other types of cov-

erage, has fluctuated between periods of comparatively low
prices and ample availability, called a soft market, and a peri-
od of rising prices in which coverage can be hard to obtain.
That period is termed a hard market and is exactly the condi-
tion we’re in today. The swings in the market are generally due
to any one of three factors: underwriter losses, competition for
market share, and insurers investment income. 

While it’s simple to point to the events of 9/11 as a reason
for the current conditions, the hardening trend actually began
before then. The falling stock market and some intense price
competition had begun to reduce the surplus (funds an insur-
er is legally required to maintain to meet its obligations) of
many companies prior to 9/11. Place an industry record $7.9
billion net loss after taxes in 2001 on, and the continuing
stock market woes on top of that, and you have a textbook
hard market.

What’s not written in the textbook is how long it will last.
According to the Insurance Services Office, the Information
Institute and other similar sources, the industry has come a
long way in the past year but it still has a way to go before it’s
back on solid financial ground. Translation – it will be like
this for a while. Those that have endured a hard market before
(the most recent similar period was in the late 1980’s) know
that the pendulum will eventually swing back the other way.
While waiting, figure out what you can do. After all, the cry-
ing, screaming, and fainting didn’t help, did it?

What you can do
Event insurance premiums are driven by risk, exposure, and

loss history. There are some things you can do about all of
them, starting now.

Think safety first – The primary thoughts of most event
administrators are topics such as sponsorship, ticket sales, weath-
er, and publicity. While everyone is certainly concerned about
safety, it’s seldom truly at the forefront. Try thinking about it in a
new way: You’ve invited thousands of people to your party -- is
there really anything more important than the idea of no one
being hurt?

Look at your limits – During the soft market of the 1990’s,
many organizations added high amounts of excess liability
umbrella coverage. While your legal consul can no doubt craft a
scenario to justify any amount of coverage, it’s a good idea to
look hard at what you realistically need to carry.

Treat your insurance carrier in an ultra-professional
manner – Insurance agents can relate hard-to-imagine stories 
of organizations’ tardiness, failure to provide complete informa-
tion, and carelessness. What kind of message about management
practices does that send? In a hard market, the fact is you need
the insurance company almost more than they need you. Show
that your organization is on top of things. Create a positive
image to carriers.

Know what activities your carrier considers high risk –
Your agent doesn’t want a claim any more than you. Maybe this

is the year to skip something that adds more to your premium
than it actually does to your festival.

Have a truly workable responsible drinking program –
Events that serve alcohol are certainly aware that this is one of
their greatest areas of vulnerability. And certainly almost every
event has some type of responsible drinking program in place.
Take the time to look at your program to be sure it’s more than
something that merely looks good on paper.

Make sure others are covering you – Anyone doing any
type of work on your site should provide you with a certificate of
insurance well in advance of your event dates. Have your agent
teach you what to look for on the certificate and know what type
of coverages should be included. For example, items such as
completed operations and vehicle coverage are often overlooked.
Send all the certificates you have received to your agent for addi-
tional review and approval.

Look into the safety record of your contractors – Can
you imagine hiring a security company or an electrician with a
poor safety record? Or a food contractor with a lengthy list of
violations on record with your local health department? Check
references, ask your local regulatory agencies, and visit with the
fire and electrical inspectors.

Make risk management someone’s ONLY job. Your new-
found interest in safety will no doubt have everyone more
aware of potential risk. The art show folks will still be most
interested in the artists, and the youth park committee in the
kids’ activities, and so on. Organize a group of people whose
sole responsibility it is to look at the site and at your activities
from a risk management perspective. And make sure these
people have the background and the common sense to do so
in a practical manner.

Double check those plans – Like a responsible drinking
program, many events have plans to deal with crowd control 
and disasters. Too often, however, these plans are not reviewed
and/or practiced annually. Be sure your plans are up to date, 
have been reviewed by your local police and fire departments,
and are well known by all your key people. Also, given the times
in which we live, be sure you’re well prepared for an evacuation
or bomb threat. 

Finally, take a good look at who is providing your
insurance – While it may be tempting to look beyond the
industries high profile companies for coverage, make sure you
know what you’re getting into before signing the dotted line on
that great deal. Surplus lines coverage usually has far more exclu-
sions than standard policies, and coverage with a poorly-rated or
non-admitted carrier may not be worth the risk.

Paul Jamieson, CFE, is the Executive Director of SunFest,
Florida’s largest music, art, and waterfront festival. Mike Rea of
Haas & Wilkerson Insurance and Dale Johnson of K & K
Insurance contributed their expertise to this article.

Okay, you’ve received your latest event insurance quote. You’ve
fainted, cried, and screamed. Then fainted again. Finally you’re
coherent enough to think “What the (insert your choice of word
here) is going on?”
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  THE
PERFECT
        FITBy Sherri Strayer

Over the years, I’ve
learned several valuable
things when securing
sponsorship for festivals
and special events. They
are: find the perfect 
fit, create unforgettable
experiences for each
sponsor, and build part-
nerships and friendships.
Another critical thing I’ve
learned to secure spon-
sorships is to think BIG .
. . and Keep It SIMPLE.

Here are some of my
best-kept secrets in
securing sponsorships
and building and cultivat-
ing wonderful relation-
ships with corporate
sponsors. Ultimately, it’s
the basics of great cus-
tomer service while mak-
ing a difference in peo-
ple’s lives that ensures
any events success.
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Finding the Perfect Fit
To prepare for soliciting a sponsor, do

your research by reviewing annual reports
and business journals and then securing
an appointment with the decision maker
in the company. Researching enables you
to narrow your field of potential sponsor-
ship partners and focus on finding the
perfect fit for your festival. 

Next is to meet and listen to your
potential sponsor’s goals and objectives.
By listening, I mean ask open-ended
questions during the initial meetings,
learn the objectives for the company’s
marketing campaign, and allow the spon-
sor to do most of the talking. This infor-
mation is vital to customize a proposal to
fit your sponsor’s specific needs.

For example, for a particular sponsor
we had in mind for the City of Bedford’s
Labor Day BluesFest, we presented several
key event areas to the company represen-
tative. The one that caught the sponsor’s
eye was the Arts Alley, which draws artists
from around the country to display their
work. By listening to the sponsor’s ideas
and brainstorming further, we were able
to enhance the sponsorship. The sponsor,
a national cellular company was able to
see the fit between the Arts Alley sponsor-
ship to its national marketing campaign,
“Express Yourself,” and took the sponsor-
ship one step further – it offered festival
patrons an air-conditioned tent (in Texas’
extreme heat a luxury!) where they were
able to relax and view art displays, while
recharging their phones. The collabora-
tion with the sponsor and us was a huge
success with our attendees. 

The Kids’ Alley is another example of
tailoring an area to a sponsor. The Kids’
Alley is a fun and interactive experience
for children. A national food company
launching its new product with on-site
sampling sponsored this event area. The
experience the company helped create
was an interactive rock climbing wall and
bungee jump that resembled its new
product. This partnership was so success-
ful that local grocery store managers
called our office within days of the event
to inquire about the new product, which
had yet to be stocked on their shelves. 

But in finding the perfect fit in our
business, Murphy’s Law seems to always
come into play and usually at the last
minute. That’s when the perfect fit has to
become the perfect fix.

Two years ago, my main stage sponsor
withdrew its financial commitment due
to a downturn in the economy.
Fortunately, a national artist scheduled to
perform was also a new artist in the
music industry and his management com-
pany was looking to shoot his first music
video. I suggested using the festival audi-
ence as the platform for the video and

negotiated additional revenue when final-
izing the logistics for the shoot. In addi-
tion to securing the dollars needed for the
main stage, this “fix” ended up showcas-
ing my festival in a national music video
that we now use as a selling tool to attain
more sponsorship dollars.

In the event a potential sponsor
declines your pitch and an agreement
isn’t reached, invite the person(s) to your
festival with the purpose of enticing them
to reconsider partnering the following
year. For example, I provide VIP passes to
the major decision makers for any spon-
sor who doesn’t feel my festival is a fit.
Once the potential sponsor has the
opportunity to mingle with existing spon-
sors in a relaxed atmosphere in the V.I.P.
tent, I am almost certainly assured a new
sponsor partnership. Nothing sells a
potential sponsor more than experiencing
the camaraderie and friendship that has
developed with established sponsors. 

Creating an Experience
If you want to secure a long-term part-

nership that entails a three to five year
commitment, collaborate with your spon-
sors to create “an experience” during the
festival and cultivate this relationship
throughout the year.

How many times have we gone to a fes-
tival that has turned into a “junkfest” – an
endless sea of sponsors’ banners and
10x10 booths with sponsors handing out
pamphlets and other paper paraphernalia.
Take inventory and value your property to
determine exclusive sponsorship levels. 

Think about the types of companies
where there is not only a perfect fit, but
also a “natural fit” in your festival. Our
festivals center on blues music and there-
fore companies that market audio, video
and music merchandising offer the greatest
opportunities to secure sponsorship and
create a win-win for everyone involved.

For the City of Bedford’s Labor Day
BluesFest, we have established 10 exclu-
sive sponsorship levels that range from
$20,000 to $125,000. Regardless of the
sponsor’s entitlements, creating “an expe-
rience” for them is much like the benefits
patrons receive when they attend your fes-
tival – in both cases you help create life-
long memories that attach them to your
event. You know what I mean – that spe-
cial painting newlyweds purchased at
your festival that still hangs in their living
room 10 years later, or friends gathering
on picnic blankets to listen to their
favorite artist under the stars, or genera-
tions of one family enjoying the fireworks
display together on the 4th of July.
Providing “moments” for sponsors can
have the same impact if you can take the
partnerships and lead them into mean-
ingful friendships.

From Partnerships to
Friendships 

So how do you do this? By not only
creating the moments at the festival 
that affirm their sponsorship decision,
but also by cultivating the relationship
throughout the year and continually 
following the progress of the sponsoring
companies. So when the festival ends,
don’t let the contact end – make the
sponsors part of the process for next
year’s event.

One of the most important steps in this
process is providing a post-event report.
The research gathered in preparing this
report provides valuable statistical results
and measurements of the sponsors’
investment. And it gives you a tangible
reason to contact them after the event – it
keeps the relationship going. 

The best way I’ve found to present the
post-event sponsorship report while
showing appreciation to our sponsors is
by inviting them to a city council meeting
to publicly thank them for their contin-
ued financial commitment and friendship
to our community.

Along with the post-event report, the
mayor and city council members present
each sponsor a beautifully framed com-
memorative poster of the festival. These
limited edition posters are exclusive gifts.
Sponsors covet them because of this and
appreciate that each is numbered and
autographed by the nationally known
artist who created the artwork.

While these thank you gifts are a nomi-
nal expense for the festival, it’s these sim-
ple, yet outward expressions of thanks
that make a huge difference in continuing
to build the friendship with sponsors.

It goes without saying that sponsors con-
tinue to deem exclusivity the most impor-
tant benefit, but it’s imperative that you
understand the importance of loyalty to
your sponsors. While it may be tempting to
accept a new sponsorship that is offering
you more dollars, you must consider the
long-term impact of a sponsor feeling own-
ership to your events and festivals.

If I can leave you with one thing as
your read this article and think about
sponsorship for your own festival – it’s to
always remember to promote yourself,
your festival and brag when you can. So
join the best blues festival in Texas, City
of Bedford Labor Day BluesFest, August
30-31st, 2003.

Sherri Strayer is the Special Events
Planner for of the City of Bedford’s Labor
Day Bluesfest in Bedford, Texas. This arti-
cle is adapted from her presentation at
the 47th Annual IFEA Convention & Expo,
entitled “The Best Little Sponsorship in
Texas.” You can contact Sherri at 817-
952-2128 or sstrayer@ci.bedford.tx.us



& HOMELAND SECURITY: LESS BANG, MORE BUCKS?

The changes since the tragic events on
Sept. 11, 2001, have had an impact on
every element of society. The emphasis
on safety and security concerns now per-
meate the laws of our country, along
with the way insurance contracts are
written, the training and responsibility of
first responders and medical personnel,
access to public and private venues, and
many other aspects of our lives. The new
Homeland Security laws being imple-
mented will change the way many indus-
tries must operate. The display fireworks
industry is no exception.

The display fireworks industry operates
under regulations issued by the Bureau
of Alcohol Tobacco and Firearms (ATF),
the Department of Transportation
(DOT), the Occupational Health and
Safety Administration (OSHA), the
Environmental Protection Agency (EPA),
the National Fire Protection Association
(NFPA), as well as many state and local
laws and ordinances. These agencies and
associations all issue rules under which
their particular jurisdiction regulates the
display fireworks industry. Under the
new Homeland Security Act, Congress
has mandated these agencies to issue
new rules so that their regulations com-
ply with the requirements of the Act. 

Interim rules show costly
future for fireworks

As of this writing, the ATF had issued
two sets of interim rules, OSHA had
issued one set of interim rules, and DOT
had yet to come out with its new rule-
making. These interim rules are not final,
however, preliminary indications show
that the intent of the rules will signifi-

cantly affect the availability and 
cost of conducting a public or private
fireworks display. As organizers and
sponsors of display fireworks shows, 
you will certainly see an increase in the
cost of the shows as well as an increase
in the security required by the operators
and technicians. 

A significant change is the new
requirement of a permit for intrastate
sales of fireworks. Over the years, many
organizations have had their person-
nel trained to conduct their fire-
works display and then purchased
the fireworks themselves. If that
transaction was an intrastate
transaction (both the seller and
purchaser are within the same
state), no permit or license was
required from ATF. After May 24,
2003, any person or entity that
desires to purchase, receive or
possess fireworks must first
obtain a permit or license from
ATF regardless of whether it is an
intrastate or interstate transaction.
The only exception to the new rule is
in the case of purchases made by a
department or agency of the federal gov-
ernment, state government, county gov-
ernment, municipal government or pub-
lic school system. These political subdivi-
sions are exempt from the license and
permit requirements of ATF.

FBI background checks 
now required

Another requirement resulting from
the Homeland Security Act is that the
principle members of fireworks compa-
nies and organizations are required to

submit fingerprints, photographs and
have an FBI background check to deter-
mine if they fall within the ATF classifica-
tion of a “prohibited person.” Fireworks
operators and assistants also are now

subject to FBI background checks. And
while it’s valuable to ensure that no per-
son classified as “prohibited” has access
to fireworks or works on a fireworks dis-
play, this new requirement will increase
the administrative costs of conducting a
fireworks display. (Note: There are proba-
bly several hundred thousand persons
throughout the U.S. who will have back-
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After May 24, 
2003, any person 

or entity that desires
to purchase, receive
or possess fireworks

must first obtain a per-
mit or license from ATF
regardless of whether

it is an intrastate 
or interstate 
transaction.
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Steve Frantz, a 32-year veteran in
the fireworks business, is vice presi-
dent of Western Enterprises, Inc. He
serves on the Board of Directors for
the American Pyrotechnics
Association, and is a member of the
Technical Committee on
Pyrotechnics for the National Fire
Protection Association.

ground checks performed and records
maintained on them.)

In addition to background checks for
principles of companies, operators and
assistants, the DOT will soon require
these checks for drivers transporting fire-
works. Since the proposed rulemakings
for DOT have not been issued we don’t
know the extent of the requirements for
background checks, or the other addi-
tional requirements to be implemented.
There is the possibility several changes
are being considered, including some
type of escort requirement, expansion of
driver responsibilities, additional security
requirement while in-transit, implemen-
tation of restricted routes, a technical
innovations requirement, and additional
record-keeping.

Fireworks by rail? 
Not for now

The most critical change to come 
from the Homeland Security Act is the
recent rail embargo on display fireworks.
Due to the fact that DOT has not issued
its rulemaking, ATF has assumed jurisdic-
tion of those within the transportation
system who handle fireworks. As a result,
ATF has issued a directive that since DOT
regulations and security assessments do
not address “prohibited persons” as of
yet, anyone who ships, transports or
causes to be transported, receives or pos-
sesses fireworks must have an FBI back-
ground check performed by ATF. The 
rail companies know that DOT will 
soon come out with its requirements, 
so they don’t want to comply with the
ATF directive since it may be different
from what DOT issues. Therefore, the rail
companies are refusing to ship 
display fireworks.

The same goes for overseas
shipping companies

When the rail companies issued this
notification, the overseas shipping compa-
nies extended that embargo to their ship-
ments. They refused to load fireworks at
the foreign ports, mainly China, for ship-
ment to the U.S. For nearly three months,
no shipments were made from China to
the U.S. In the past 60 days the fireworks
industry has arranged with a few trucking
companies to handle the transportation
from the port inland to its facilities but,
due to the cost of transporting hazardous
materials by truck, the cost of transporting
fireworks has at least doubled, and in
some cases tripled. It’s not known when
this will change but it’s causing a signifi-
cant increase in shipping costs. This is hap-
pening while gasoline prices have skyrock-
eted and fireworks companies must have
the majority of their products shipped for
the July 4th season.

Another increase in costs for all fire-
works companies is insurance. After Sept.
11, the insurance industry had to adjust
its rates on all classes of business. The
insurance companies had suffered such
huge losses in property coverage, liability
coverage, health claims and life claims
that it affected the industry across the
board. An additional outcome following
September 11 was the capacity of insur-
ance companies to accept the risk of
writing some policies at all. Since their
capital was significantly reduced from
the substantial losses, they had to reduce
their outstanding risks. This makes the
availability of coverage scarce. And since
the fireworks industry is considered an
industry with a specialty type of risk, 
it has seen some of the greatest rate
increases. Many fireworks companies 

are reporting 50 percent, 75 percent, and
in some cases more than 100 percent
premium increases.

Work with those you 
know and trust

Most fireworks companies and fire-
works operators are committed to 
providing a high-quality service that is
safe for the audience and the technicians,
is a tribute to the theme of the event, and
a complement to ensuring the events suc-
cess for the spectators and sponsor. It’s
important to recognize that fireworks dis-
plays are a highly specialized perform-
ance. It’s also important to recognize that
in this industry, cheapest is not necessari-
ly best. Finally, it’s important to be able to
depend on your supplier, to accept that
their costs have gone up dramatically and
to work with those you know and trust.

Fireworks have been a part of our her-
itage since our country was founded. 
The fireworks industry has been blessed
to provide one of the most patriotic sym-
bols representing freedom in our great
country. In spite of the pressures affecting
fireworks companies, the fireworks indus-
try will continue to provide fireworks dis-
plays for celebrations and events through-
out the year and all across the country.

by Steve Frantz
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HOW DO 
VOLUNTEERS
REFLECT
YOUR EVENT? 

by Katrina Weeks

When looking through the pictures from the most recent SunFest, I’m
reminded of how fortunate we are to have so many dedicated volunteers.
SunFest, Florida’s largest music, art and waterfront festival, relies on nearly
3,500 volunteers to operate virtually every aspect of the event. We refer to
these volunteers as “Team SunFest,” and they bring a ton of energy and
excitement to this event every year. This team philosophy is shared by 
volunteers at every level, from the one-shift volunteers to our year-round
board of directors.

Why use volunteers?

Most non-profit organizations must rely on volunteers in order to succeed
and having a volunteer staff for your event is beneficial in many ways.

Although the dollar savings in labor costs is perhaps the most obvious
benefit, a dedicated volunteer team’s value reaches further than the 
bottom line.

When producing a community festival or event, it’s the volunteers who are
working for the cause. Therefore, they become your best advocates. And
because these individuals usually live in different areas of the city or county
in which your event is held and represent various demographic groups, they
are capable of reaching virtually every target market your event seeks to
attract and they do so on a very personal level. Your volunteers, then, become
your most effective marketing tool.
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Who are your volunteers?

The members of Team SunFest include
many of our local business and civic lead-
ers and others who are active in our com-
munity. They come from just about every
profession imaginable, from engineers to
lawyers, to plumbers, teachers and corpo-
rate executives. Many take vacation time
from their jobs to volunteer. They are
white-collar and blue-collar workers. Each
brings a wealth of knowledge and experi-
ence in their respective professional or
interest-driven area, which
becomes relevant to the
event in one way or another. 

How do you attract
quality volunteers?

Every year the majority of
our new volunteers are
recruited by existing volun-
teers. These referrals are the
best way to obtain great new
people. Afterall, who better
to spot talented help for
your event, than the volun-
teers who work hard to
make it happen every year.

SunFest uses volunteer
orientation meetings to
introduce and educate its
new recruits about the
organization. The dates and
locations of these meetings
are listed in our New
Volunteer Information
brochure, on our web site,
relayed thru press releases,
and included on radio
broadcasts – we want to 
be sure everyone in the 
community knows they 
are welcome and needed 
at SunFest.

Representatives from our
committees attend the ori-
entation meetings and pres-
ent what their committees
do for the event and how
volunteers can expect to
spend their time at the festival. One
committee chair, who has been involved
with the festival for 14 years, always
receives the greatest smiles at these meet-
ings when he shares that he met his wife
while volunteering at the festival. He
ends his story saying, “You never know
what will happen at SunFest!”

The orientations are followed with a
type of job fair, where individuals ask
representatives for more information
about particular committees, sign up,
and receive all relevant materials.

No matter how you obtain volunteers,
the first impression new volunteers will
have of your event is the impression left

by the recruiting efforts. For this reason,
all of your recruiting must be done in an
organized and professional manner
while effectively communicating the
many benefits of volunteering. 

How do you manage 
your volunteers?

Thanks to a structured, organized hier-
archy of duties and responsibilities, the
coordination of the thousands involved
is surprisingly manageable.

Team SunFest consists of a 23-member
board; 25 committees, each with its own
chairperson, vice chairs and committee
members, and the support of over 3,000
volunteers that work the event.

The chair people of each committee
select their own vice chairs and commit-
tee members, and are expected to take
leadership roles in the operation of their
respective committee.

Vice chairs assist their chairperson by tak-
ing on various areas of responsibility within
a particular committee, while all members
of each committee share in the task of coor-
dinating the volunteers to ensure an effi-
cient and reliable volunteer team.

In coordinating so many volunteers, a
great deal of communication and delega-
tion at all levels is necessary for the goals
to be met for the festival. 

What do your volunteers want
from their experience?

I asked a member of our board of
directors, an 11-year SunFest volunteer,
why she’s involved with SunFest? She
replied, “It’s fun and they (SunFest) 
have always treated me well.” Intrigued

by her response, I asked
what she meant by being
“treated well?”

I learned she has volun-
teered for many charities
and organizations over
the years. She told me of a
negative experience with
one of them in which she
had planned and coordi-
nated a fund-raiser, but
had felt she was shown
little gratitude. Needless
to say when she was
approached by the organi-
zation the next year to
spearhead the fund-raising
event, she declined.

This is a simple illustra-
tion of how you can lose
your most valuable
resource through neglect.
Never lose sight of the fact
that volunteers want to be
recognized and appreciat-
ed. It’s a simple task that
requires modest effort on
your part, but has huge
rewards in volunteer loyal-
ty and support.

I’ve found the reasons
for a volunteer’s decision
to participate to be as
diverse as the volunteers
themselves. Some enjoy
the tangible “perks,” such
as complimentary parking
and admission. But, for
most, it’s the social inter-

action and the new challenges that vol-
unteering provides. In fact, many of our
volunteers enjoy working in areas that
are as different as possible from their
everyday jobs.

For instance, one of our more dedicat-
ed volunteers is a florist in his “everyday”
life, but his SunFest job of working on
our operations committee provides him
with the opportunity to serve as one of
the festival site’s troubleshooters.

What we’ve learned is never assume
people will like or dislike a certain areas
of responsibility. Instead, listen to your
volunteers for what they expect and
desire from their experience and you will
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Katrina Weeks is one of the well-
respected volunteer coordinators in
our industry who understands that vol-
unteers are the foundation of any great
festival. For more information about her
Gold Pinnacle Award-winning volun-
teer program at SunFest, contact her
at kweeks@sunfest.com, or by calling
(561) 659-5980. SunFest is located
in West Palm Beach, Florida. Its web-
site is www.sunfest.com.
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have a better idea of where they would
best fit into your event.

Most volunteers truly want to be pro-
ductive members of the effort, and for
this reason it’s important to never waste
a volunteer’s time. Idle volunteers are
usually unhappy volunteers. Our pro-
gram is based on principles that encour-
age responsibility and delegation in the
volunteer framework with an emphasis
on letting everyone know they’re valued.
Placing value on the individual volun-
teer’s performance and personal experi-
ence helps reach the ulti-
mate goal of an enjoyable
and successful event.

How do you keep
volunteers?

Most likely, there are hun-
dreds of organizations in
your community competing
for volunteers. Now that
you’ve attracted them to
your event, how do you
keep them coming back? A
simple, effective method is
to obtain valuable informa-
tion on your volunteers’
experiences through a sur-
vey. I use a one-page survey,
as I’ve found that a lengthy
one results in reduced par-
ticipation. For example, you
may want to ask them to
rate their satisfaction in the
following areas:
• The committee represen-

tatives they worked with.
• The tasks and responsibil-

ities they were assigned. 
• Their overall volunteer

experience with this event.
Your volunteer survey,

however, will only be a use-
ful tool if the results are
reviewed and used to facili-
tate change. No matter how
successful your volunteer
program is there’s always
room for improvement. A
volunteer survey can help solve small
problems before they become large ones
and can identify volunteer irritations you
may have overlooked.

Last year, for instance, I discovered that
the hot dogs we provided our troops
were not a big hit. Although they went
fast to the eye, the survey revealed many
people would have preferred something
else. This year we offered alternatives to
the not-so-hot, hot dogs and made other
adjustments based on the survey.

We listened to our volunteers and 
it made a difference in earning a 
higher level of commitment and 
renewed dedication. 

How do you say “Thank
You?”

Treat your volunteers with respect,
honesty, and appreciation, and you’ll
attract a staff volunteering for your event
that most paying companies could only
dream of obtaining. 

But how should volunteers be recog-
nized? Over the years, SunFest has used a
variety of ways to thank its volunteers: par-
ties, plaques, certificates, letters, and gifts,
just to name a few. Our approach is

designed to reach as many of our volun-
teers as possible. Here’s what we’re doing:

SunFest 2003 fell during National
Volunteer Recognition Week. The volun-
teer t-shirts referenced this special week,
as did the signage throughout the event.
We also upgraded our volunteer head-
quarters area to include decorations,
music, additional food selections, and
prizes. All volunteers received special vol-
unteer beads, and volunteers who have
worked five, 10, 15, and 20 years received
“Years of Service” award pins.

To identify especially deserving 
volunteers from each committee, we 
have the Chairman’s Choice Award

where each chairperson selects 
outstanding volunteers from their 
committee and presents them with 
this personal award.

There’s also the SunFest President’s
Pinnacle Award. This is the top honor
given to volunteers. Nominations are
accepted from our board of directors,
chairpersons, vice-chairpersons, and 
staff members. The president, along 
with past award recipients, meet to 
discuss the nominees and select the 
winners. This year’s recipients will 

receive their awards on
our main stage during 
the events final evening.

While there are many
ways to recognize and
thank volunteers, you’ll
find what matters most 
is that your volunteers
feel appreciated. A heart-
felt “thank you” is often
just as appreciated as 
a plaque. 

Without the diligent
support and effort of 
our volunteers, SunFest
wouldn’t be celebrating
its 21st year. A tremen-
dous sense of ownership
and teamwork is shared
throughout the event,
from the volunteer 
board of directors that
guides the development
of the event and organi-
zation year-round, to the
committee volunteers
who make it happen 
on the day of the event.
Because of this conta-
gious drive, our event
continues to evolve 
and improve.

If you make a 
commitment to keep
your volunteers chal-
lenged, happy, and 
appreciated, they’ll 
most likely return year
after year, allowing you 

to reap the many benefits volunteers
bring to your event.
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Britt Kimball is the show manager for the Arizona Hospitality Expo (formerly the Great Southwest Lodging & Restaurant Show), the trade
show of the Arizona Restaurant & Hospitality Association and the Arizona Hotel & Lodging Association. The Expo will take place this year
on Oct. 29-30 at the Phoenix Civic Plaza in Phoenix. For more information about this article, or on the Expo, contact Britt at (602) 277-
6290, or at info@azhospitalityexpo.org. The expo website is www.azhospitalityexpo.org.
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Which came first, the event or the vendor? Or, if two 
vendors display on the street, is it now an event? However 
you look at it, vendors are inextricably bound to your event,
and using common sense in working with them will create
fruitful relationships.

So what’s a vendor? For our purposes, let’s use the dictionary
definition: “one that sells.” At your event, vendors are probably
those selling art, food, or other products. Some vendors may
prefer other terms, such as exhibitors, artists, or merchants,
depending on the context of their events, but for the sake of
this discussion we’ll use vendor universally.

Why are vendors essential to your event? First, event atten-
dees come to shop, eat, or learn. They come for the vendors.
You can’t have an art fair without artists, or a soul food fest
without the food. Vendors, like volunteers, are your events per-
sonal contact with the public. Vendors are also essential
income generators – vendor booth sales are one of the major
sources of funding for many events. Without that income,
many events would cease to exist. 

Throughout our careers, we’ll work with many vendors. To
have the best relationship possible, experienced event planners
use some of the following hard-learned techniques to minimize
conflicts while producing results in which the vendors and the
event can be proud:

1. TRADE PLACES. Walk a mile in a vendor’s shoes. We know
event work is hard work. While many event planners work long
weekends during their events, the vendors work similarly long
hours at events almost every weekend. No wonder they’re tired.
And while many planners are salaried employees, vendors often
depend on event sales for their incomes. That’s a lot riding on
two or so days. And the self-esteem of vendors (such as artists)
is tied to their work and, therefore, to their sales. It can feel per-
sonally insulting if sales are low.

2.APPLY THE GOLDEN RULE. As with any worthwhile relation-
ship, to gain respect from vendors you must treat them with
respect. We’re all in the same business, with the goal of pleasing
attendees and staying profitable. Mutual respect is essential.

3.SHOULD HAVE BEEN DONE YESTERDAY. Start early. If
planners notify vendors early of their acceptance and assigned
location, most likely they’ll hear complaints and concerns well
before the event and have time to rectify them, if necessary.
There are always plenty of issues to deal with once the event is
under way; better to do everything you can ahead of time.

4.DETAILS! DETAILS! DETAILS! Explain event procedures to
vendors. If they understand the process, they’re more likely to
get what they need from the event. For example, if they want a
specific location, encourage them to apply early if booth loca-
tions are assigned in the order applications are received. If
event procedures are fair and followed, vendors will respect
them and work within the system to their benefit.

5.I’M HERE FOR YOU. Be a good listener. Give vendors the
opportunity to share their concerns. Often, they’ll point out
an issue that can be solved for future events instead of some-
thing that needs immediate attention. Vendors like to know
they have someone on their side, someone who listens to
their worries. If planners listen, they may hear vendors’ real
needs, not planners’ assumptions about vendor needs. For
example, a planner may think that a vendor wanted a well-
trafficked area, while the vendor actually preferred a shady
spot to protect their artwork. Staying calm and listening will
help vendors stay calm too.

6.CHOICES! CHOICES! CHOICES! Give vendors choices,
especially for booth locations. They may decide their current
situation is better than the other option. And they’ll remem-
ber that they made the choice, not you.

7. I’VE HAD IT! Know your emotional limits. When you’re
ready to lose your composure, call in reinforcements. Tell a
colleague the situation and let him or her handle it before
emotions take over. When I’m not “clicking” with a vendor, I
let someone else work with him or her to keep the relation-
ship as positive as possible.

8.OVER THE LEGAL LIMIT? Know your events contractual
limits. Is it legal for you to move the vendor to another loca-
tion? Can you give the vendor a partial refund? If you bend
the rules for one vendor, will all vendors want special treat-
ment? If a vendor sells a product for which he or she isn’t
juried, will the integrity of the jury be harmed? Know the
consequences of your decisions.

So which came first – the event or the vendor? Who cares, as
long as everyone’s happy, and attendees, as well as vendors,
come back again and again. According to author Mason
Cooley, “An event is not over until everyone is tired of talking
about it.” Do your best to follow these simple steps to keep the
vendors’ discussions positive.

Use Common Sense
When Working with

Vendors
by Britt Kimball
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We’ve all had those thoughts, but perhaps we’ve never actually said them using
our out-loud voice (or maybe some of us have). We can get so caught up in details
that we forget that the bottom line is we’re simply throwing a big party! Yes, the
profit analysis of our merchandise sales is vital, and the volunteer group that
cancelled their giant inflatable participation at the last minute is tough, but don’t
lose sight of the big picture. In today’s challenging economy and time of world
unrest, our business is more important than ever. It’s your job – and perhaps
your calling – to bring the art of celebration to the people of the world. 

“Everyone here is to be commended… 
you all produce memories for a living...” Those
were some of the first words I heard at my first
IFEA convention opening keynote, and it was at
that convention that I definitely knew I had truly
found my life purpose. Thank goodness Don
Whiteley of Argonne Parades convinced me to 
go to that convention. All I knew at the time 
was that my future was in parade production; 
it was a perfect marriage of my logistics talents,
creativity, and love of parades. Over the years 
my passion for parades evolved into a love of
events. It was not until recently, however, that 
I began to understand why I instinctively 
chose the festivals and event business, and 
he realization of the huge impact our events 
have on society. 

What did I get myself into? 
This is how it all starts – once you’ve chosen

this career field you begin discovering all the
challenging things about event production –
long hours, an attempt to plan for every sce-
nario known to man, lost sleep, gray hair, the
joys of people enjoying their right to free speech
during your event, and pay scales that will not
make you Jack Millionaire. This is when you
discover there is a lot more to event production
than meets the eye. And don’t you just love the
question, “Is this your full time job?” NO, silly,
people and tents just appear and sponsors love
to throw money at me!

How did I get where I am today and what
does that mean?

Yes, at 10 years old, I said, “When I grow up, I
will plan the optimal way to maximize soft
drink profits by analyzing commemorative cups,
cup sizes and syrup prices.” While I didn’t actu-
ally dream of doing that, I did love going to
events– didn’t we all? Well, when you look back
at your first dreams and dream careers, you also
have to look back at all the things that led you
to what you are doing today for a living. This is
your amazing happenstance – see how it has
worked for you, and see how it will continue to
shape your career.

Don’t ignore life’s little taps on the 
shoulder – these are the things to take notice
of that lead us to amazing places. A friend of
mine had a dream that I produced parades for a
living. His dream entwined with an epiphany I
had while watching a symphony perform ulti-
mately led me to my dream job of event pro-
duction. I realized while watching the sympho-
ny that it takes every single person’s individual
excellence to make the symphony what it is. I
made the decision to play my own instrument
in life and make my own music, therefore help-
ing the world symphony sound that much bet-
ter. When you take the time to realize how you
arrived where you are today and what you actu-
ally have, it can be a pretty amazing affirmation
of your career choice, and it can continue to
shape your event career. 

One way to find your dream job is to write a
personal experience inventory. This is much like
a resume, but along with the regular content of
a resume this new, ’experience inventory,’
should also document your emotions along the
way. Document them all: what makes you
happy, what brings you fulfillment, what
haven’t you enjoyed, and what jobs are simply
necessary for skill development. You will devel-
op your own face with the many faces of festi-
vals and events, and that too will evolve. To get
to where you’re going, you have to know where
you’ve been, where you are currently, and where
you want to go.

Don’t forget – YOU make it happen!
Okay, so you’re an event producer, and that’s

what you’re doing RIGHT NOW. And yeah, sure,
you secured the sponsorships, you ordered the
tents and tables, but that’s not all you do. Your
impact as an event producer is enormous.

• Logistics – that’s a given, but that’s what
takes all the time to make it happen. You
basically plan for every single possible sce-
nario under the sun for every single person
that will be at your event for the entire dura-
tion of your event. Oh, you also plan for all
the staff stuff too. That’s all.



“I’M GOING CRAZY… I can’t take it anymore!
               Take this event and…”

WHY AM I IN
THIS BUSINESS?
PLEASE REMIND ME!!

By R. Tony Smith
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• Celebration – the definition for
celebration, according to Webster, is
“to honor by refraining from ordi-
nary business.” I love to tell people
this statement: “I take people out of
their regular daily lives for just a
moment and drop them into a
world of family, friends, amazement
and celebration.”

• Family and Community – you’re
creating venues for people to come
together and spend quality time. It’s
interactive and it’s not a television.
People love to see other members of
their community. Don’t forget, your
event is also improving the quality
of life for your community as well.

• Entertainment – all events
throughout history have had some
combination of food, drink and
entertainment. This entertainment
can be the people themselves, or the
simple act of coming to your event.

• Culture, History, Education – all
events celebrate your community’s
inherent culture, 100 percent of the
time. All events have history.
Celebrate it and events will often
times educate the community about
those unique qualities. People love
information, and people love know-
ing their culture is special. 

• Economics and Economic 
Impact – tax dollars, people’s liveli-
hoods and usually inexpensive par-
ticipation. Your event helps turn the
wheels of your community, and
you’re providing a means for many
businesses to profit as well. And
sometimes your event has free or
inexpensive admissions, so you’re
providing an inexpensive entertain-
ment option for people.

• Pride – your event helps increase
the pride people have in their com-
munity and in their region. The epit-

ome of this would be nationally-
known events, such as the Pasadena
Tournament of Roses Parade. Thanks
to this event, nearly everyone has
heard of Pasadena. Simply attending
events in your hometown makes
you feel a little more proud of
where you live.

• Location – some events are created
merely to bring attention to a loca-
tion, specific region, special season,
or to serve various public relations
needs. Whatever the reason for gen-
erating traffic to a location, you’re
helping bring people there who
would not come otherwise.

• FUN – OH, FUN! Let’s not forget
that! Isn’t it fun simply to go to an
event, whatever it may be? A festival,
concert, parade, pumpkinseed spit-
ting contest… they’re all fun! Don’t
forget how much fun you bring to
people’s lives.

It’s event time!
This is when your hard work pays

off. It’s also the time when challenging
issues start flying – and you begin ask-
ing yourself, “Why am I in this busi-
ness?” Instead of being passive about
all the challenges you’re about to face,
I suggest some pre-emptive measures
for both you and your staff:

• Produce a mindset bunker.
Review with yourself and your staff
the very reasons you produce your
event and all the beautiful things
your event does for people. Always
keep in the back of your mind the
big picture. Do not let the little stuff
take away your joy of your event.

• Don’t take things personally.
Know that people can get upset.
When confronted during my events
by negative patrons, I ask inside,
“Why are you so angry, and why are
you taking it out on my event?”
People can have lots of internal
anger, and unfortunately instead of
dealing with it in a healthy way,
they take it out on anything they
can – whether it be your event, or in
traffic, or in a grocery store line.

• Choose actions that create—not
destroy. Realize the truth of the sit-
uation. I’ve realized I get upset dur-
ing an event when I come in contact
with people who are doing the exact
opposite of what I’m trying to do.

We can get so caught up in
details that we forget that the

bottom line is we’re
simply throwing a big

party!



I’m creating a place for people’s
enjoyment, and some people are
seemingly trying to destroy my 
creation—much like the sensation
of a bully who purposely steps on
your new sandcastle. Unfortunately
these people don’t realize what
they’re doing…be the bigger person,
put yourself in their shoes, and 
try to understand their position.
Always make a decision that 
creates, not destroys.

• Remember your drive when oth-
ers drive you crazy. Take the time
to pause, take a deep breath, and
take a time out. Keep the big picture
in mind. Don’t forget you’re the one
making your event happen, you’re
the one helping bring joy to peo-
ple’s lives, and you can choose to be
sane or to allow yourself to go crazy. 

It’s LIFE time
I mentioned earlier that it can be

nerve racking when people comment

on your full-time event job with
“Wow, that’s a full-time job?” Well,
take that comment as an opportunity
to make an affirmation of your life
choice to both yourself and to the per-
son, “Yes, I throw parties for thou-
sands of people for a living. What kind
of work do you do?” Suddenly you’re
feeling better about your life choice
and asking the other person to recon-
sider his or her own inventory.

Non-profit or for-profit event pro-
duction? Take your past experience
inventory and make that decision.
Only you know the different facets you
prefer in event production, and non-
profits and for-profits have very differ-
ent reasons for being. With all you
know about the different avenues
available, write your future experience
inventory and order life a la carte! 

“Passion is the love of turning being
into action. It fuels the engine of cre-
ation. It changes concepts to experi-
ence. Passion is the fire that drives us
to express who we really are. Never

deny passion, for that is to deny who
you are and who you truly want to
be.” –Neale Donald Walsh

May everyday be a special event.

R. Tony Smith composed this arti-
cle as an adaptation of his presenta-
tion at the 47th Annual IFEA Con-
vention & Expo and for the Colorado
Festivals and Events Association in
2003. Tony began working for the
Cherry Creek Arts Festival as their
Finance and Operations Director in
2000. He has extensive event expe-
rience including Argonne Parades,
the Atlanta Summer Olympic
Games Opening and Closing
Ceremonies, the Office of Special
Events for the City of Gatlinburg,
Tenn., and the Xcel Energy Parade
of Lights in Denver. He serves on
the Boards for the Colorado
Dragonboat Festival and the
Colorado Festivals and Events
Association.



Our bags are packed. We’ve left
detailed instructions at the office to deal
with anything that might pop up while
we’re gone. We have our Micky ears, and
we’re ready for the IFEA convention in
Anaheim. But, are we prepared for the
part of the convention that can make the
most immediate impact on our event?
No, I’m not talking about the hospitality
suite. I’m talking about the Expo.

Unfortunately, we can spend more time
planning a trip to the mall than a trip to a
trade show. These shows, like the IFEA
Expo, are full of vendors with products
and services designed solely to make our
jobs easier and our events more success-
ful. The exhibitors spend many hours
designing and planning their exhibits,
preparing samples, editing literature, and
training their booth personnel. All of
these efforts are designed to impress us,
the attendees, their customers.

So how can we better prepare to attend
a trade show? How can we maximize our
time, effort, and resources to get the
most possible from the expo experience?

As with any worthwhile project, it’s
best to have a strategy – in this case, a
three-part strategy that consists of a
needs assessment, research, and an
action plan.

What are your needs?
First, take a look at your event and its

needs. What do you buy now? What kind
of entertainment do you use and how do
you book it? How do you decorate,
power, layout, and staff your event? What

types of souvenirs do you sell? Where do
you need help? What are your dreams?
Make a list and prioritize it.

Now refine it by listing key questions
you want answered in each prioritized
category.

Do some research
Many exhibitors have advertisements

in industry publications, association
magazines and programs. Most of the
advertisers in “ie” will be exhibitors at
the IFEA Expo. Look through the maga-
zine. Do any of the advertisers offer solu-
tions to any of the needs on your list?
IFEA publishes the names of exhibitors
in a number of places including the web-
site www.ifea.com and in the convention
program. Check this list and visit the
companies’ websites to see if they offer
the solutions to your questions and
needs. You can even take your key ques-
tions and e-mail them to the exhibitors
asking them to have answers ready for
your visit to their Expo booth.

Take action
Your action plan as a buyer at a 

trade show must stay focused on visits
only to those exhibitors that really 
merit your attention. To do this make
your floor strategy dependent on a 
couple of factors: First, the number 
of exhibitors you have qualified as
potentially important to your event 
that you want to visit and, second, 
the number of people in your group,
their various areas of responsibility, 

and the time each can devote to the 
trade show experience.

If you have several people in your
group, plan to meet at a predetermined
time - after you have visited the exhibits-
to compare notes. Then, revisit those
exhibitors that warrant it and narrow
your inquiries appropriately. 

Only after you have met with the pri-
ority exhibitors on your list should you
try to “walk the floor” and look at all the
other exhibits. This final walk-through
will allow you to be exposed to other
innovations in the industry and will give
you an opportunity to meet new
exhibitors and learn about their compa-
nies. Who knows, there may come a time
when their product or service will be of
value to your event.

Using this three-pronged strategy:
Needs Assessment, Research, and 
Action Plan you will get the most from
any trade show experience and, in this
case, leave the IFEA convention with
solid information and resources you
might otherwise have missed. See you 
in Anaheim!

Be a Smart Shopper at Trade Shows
by Steve Rosenauer, CFE

Steve Rosenauer, CFE, is the execu-
tive director of the St. Mary's
University Alumni Association Fiesta
Oyster Bake in San Antonio, Texas.
Contact Steve at either
srosenau@alvin.stmarytx.edu, or at
210-436-3324, or go to the Fiesta
Oyster Bake website, www.oyster-
bake.com.
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When suppliers are planning their
exhibit for a tradeshow such as the IFEA
Expo, their focus often begins and ends at
the exhibit booth. Then they get to the
convention, set up their booths, and get
ready to greet the convention-goers. But as
they look around, it appears other compa-
ny reps seem to have an edge on them.
People are talking about their companies
and their products. Everyone seems to
know them.

Why is it that some companies have a
higher profile at these events than others?
Often, the answer lies in their effective
use of integrated marketing tools.

An important part of any exhibitor
planning should be an exploration of
possible opportunities to leverage the
company’s presence at a show. There are
many ways to accomplish this, and while
they do not all necessarily apply to every
exhibitor or every convention, it’s impor-
tant to review the possibilities.
Remember, one of the most important
reasons to exhibit is to create a positive
image for your company. Anything you
can do to expand on your exhibit is a
plus because it increases your profile 
and influence.

One of the most common ways of sup-
porting a trade show booth is through
advertising. Research shows that people
tend to read more industry publications
before they attend a convention or trade
show. Time your advertising to hit these
publications just before the convention
and you begin company awareness while
attendees are still packing their bags. And

coordinate your print advertising with
your exhibit message to reinforce and
build on a common theme. Because
attendees will usually read through the
convention program shortly after register-
ing, carry your advertising through to this
convention publication. Advertising in
the program efficiently gives your compa-
ny a final, uninterrupted moment with
these folks before they walk through the
Expo doors and are bombarded with
competing messages.

Convention sponsorship is an excellent
way to increase your company’s profile
and create goodwill with association
members. Whether your sponsorship is
large or small, the fact that you supported
the organization is never forgotten.
Festivals and events depend on sponsor-
ships so much that event producers are
especially aware of association sponsors.

However, picking your sponsorship is
as important as deciding to sponsor in
the first place. Find a sponsorship oppor-
tunity that compliments your product 
or service. In many cases, “in kind” 
sponsorships may be available that allow
you to offer your products or services 
for attendees to see and experience while
receiving the benefits of being a 
sponsoring organization.

Many times companies use a trade show
to introduce a new product or service. In
such cases, effective use of public relations
can extend the impact. Send out press
releases to industry publications and local
press outlets before the show. List the
show hours as times when you are avail-

able. Media activity in your exhibit at the
trade show will attract attention and
increase interest in your booth. 

Entertaining customers and prospects is
an age-old way of building good will.
Convention hospitality therefore is a great
way to increase awareness and face-to-face
contact with important clients. Whether
you are hosting the convention hospitali-
ty suite or taking selected customers to
dinner, you demonstrate you care about
your guests and that they are important
to you. But as with all marketing efforts,
be sure you balance your costs with the
benefits you expect to receive, and evalu-
ate the group to be sure you’re entertain-
ing the right people.

Finally, any convention is full of net-
working opportunities. The greatest mis-
take you can make as an exhibitor is to
just show up for a trade show and not do
anything else. As with the upcoming IFEA
convention, use various receptions, social
events, breaks, and the Dixie Flag
Hospitality Suite to meet and get to know
as many people as you can. Remember
that the most important ingredient in any
business relationship is the relationship.
The IFEA Convention, and conventions
like it, provide you, as an exhibitor, with
opportunities to build relationships. Take
advantage of them.

Careful planning and a little creativity
will go a long way when developing your
trade show presence. At IFEA, you can
visit with Kaye Campbell or Brooke

Extending Your Trade Show Presence
Pete Van de Putte, CFE
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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.



I N S I G HTS
How Will

Your 2003
Sponsorship

Spending
Compare
to 2002?

Source: 2003 IEG/
Performance Research

Sponsorship
Decision-makers

Survey

STAY THE
SAME 42%

DECREASE
18%

INCREASE
40%
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I attended my first IFEA convention
(then IFA) in 1977. Since then, I’ve been
honored to serve 10 years on the IFEA
Board, as board chair in 1983, and as
president from 1990-2000.

It’s because of these years of involve-
ment that I look forward to the next
chapter in my life – serving as your
Foundation president – a post I eagerly
accepted in January.

I was fortunate enough to be part of
the group that formed the Foundation 
in 1992. Now I’ll be helping take the
organization to the next level in its 
mission, which aims to ensure that 
the IFEA has resources to fulfill its 
educational mission.

The Foundation has already achieved a
lot in its 10 years of existence. It was
founded in 1993 to enable individuals
to make gifts to IFEA and receive a tax
deduction. Because the Foundation is a
501(c)(3) organization (IFEA is a
501(c)(6)), individuals are able to do
just that.

Since its founding the Foundation also has:

• Provided over $500,000 to the IFEA to
fund outside speakers for the IFEA
annual convention and conferences, as
well as to fund the CFE program,
library and other educational areas.

• Awarded over $60,000 in scholarships
that have enabled over 100 people 
to attend the IFEA convention and
seminars.

Outstanding leadership has enabled 
us to reach these levels of support. 
The respective chairs of the 
Foundation:

• 1993-94 – Janice Meyer,
Pro Football Hall of Fame
Festival, Canton, Ohio

• 1995 – Bruce Storey, Bruce T.
Storey Event Consulting, Denver

• 1996 – Carolyn Crayton, Macon
Cherry Blossom Festival, Georgia

• 1997 – Al Durtka, Jr., Holiday Folkfair,
Milwaukee

• 1998 – Pete Van de Putte, Dixie Flag
Co., San Antonio

• 1999 – Pat Craig Corda, Events by
Craig, and the Gator Bowl, Florida

• 2000 – Bill Lofthouse, Phoenix
Decorating Co., Pasadena

• 2001 – Bridget Sherrill, Kentucky
Derby Festival, Louisville

• 2002 – Wright Tilley, RCS Productions,
Atlanta

Now the challenge is to go to that 
next level. We’ll do this with aggressive
fundraising programs, which will
include:

• Increasing the amount of money
raised each year at Foundation Night
at IFEA’s annual convention, via its
popular live and silent auction.

• Introducing a new organization, The
Leadership Alliance, which will con-
duct another fundraising event at the
convention. The Alliance will be com-
prised of people who have served IFEA

through the years and newcomers.
Anyone interested in serving should
contact me.

• Establishing a planned giving program
where people give planned estate gifts
while earning money for themselves
during the remainder of their lives.

• Writing grants to secure monies from
outside sources.

IFEA has done much for me over the
years. Those who know me best know I
stole a lot of ideas from IFEA members --
ideas I used to grow the Fiesta Bowl
from its infant stages to its national
championship years from 1973-1990.

I can’t wait to pay back the organiza-
tion that has done so much for me.

If any of you want to serve the
Foundation to help make it a better
organization, don’t hesitate to 
contact me.

Bruce Skinner, CFE 
Foundation President

Bruce Skinner and Associates 
115 E. Railroad, Suite 308 

Port Angeles, WA 98362 
Phone: (360) 808-3204 

E-Mail: bruce@omhf.org

Foundation

Going to the
Next Level
Bruce Skinner, CFE
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A new season brings new challenges –
and, indeed, the early months of 2003
have been filled with uncertainties for
the world in general and for the festival
industry in particular. The most signifi-
cant of these has certainly been the war
with Iraq. As we know, uncertainty is
almost the worst threat to world mar-
kets, with consumer confidence fluctuat-
ing with every news report. However,
strength comes from solidarity and,
now, more than ever, we need to work
through organizations like the IFEA to
find ways to deal collectively with losses
in revenue and economic turmoil.

At the same time, the world we repre-
sent – the world of festivals and events –
assumes an even greater importance in
times of fear and anxiety. We should all
take confidence from the fact that we
have a role to play in lifting morale and
inspiring people with the positive ideas
and emotions associated with
our events. 

One of the clearest
and best signs I can
see of the inspira-
tional value of our
work and the pos-
itive way it affects
people, is the
typically huge
turnout of volun-
teers for festivals
and events. I
know from my
own experience that
volunteers are the life
and soul of our indus-
try. This year in Canada’s
capital, 800 volunteers turned
out for Winterlude. For the upcom-
ing Canada Day in July we will have in
the order of 500. These people are the
link between industry and the communi-
ty. They are living proof that our work is
reaching its constituency. 

We cannot afford to remain static in
the festivals industry. The IFEA, in order
to serve its members, needs to keep cur-

rent, to respond to new
trends and to adapt as it
goes along. Some of the
issues facing us are new;
others have preoccupied
the board for some time.
For example, there is the
issue of regional representa-
tion. Of course, Rome was not
built in a day, and the debate
that we have launched around the
subject is likely to be ongoing for
some time. The good news is we have
embarked on the vital process of sharing
ideas, evaluating challenges, and assess-
ing our options. I hope to be able to
report some concrete progress to you in
the near future. In the meantime, I
invite you to share your views with the
board of directors and me. This is one
of those issues where broad input is
absolutely vital. 

We have also begun work to
review the certification pro-

gram, to make sure it is
as complete and credi-

ble as it should be.
The existing pro-
gram is a good
one and has
served the indus-
try well for many
years; however,
new factors
emerge and the

world moves on: it
is time now to eval-

uate the IFEA certifi-
cation program to

make sure it is serving us
as well as it should and, if

necessary, to bring it up to date.
Once again, let me reiterate that this

association belongs to you, the mem-
bers, and we need your active involve-
ment in order to serve you. We need to
hear your voice. You may already have
received the random membership survey
that was promised in the last issue of
the magazine. If you have received a sur-

vey form we ask you to take a few min-
utes to read and respond to it. I cannot
emphasize enough the importance of
communicating with us, through this
survey and every other means at your
disposal. As your representatives, we
need your direction so we can design
practical and relevant programs on 
your behalf.

Sadly, there are two familiar faces
missing from our ranks this spring.
Many of us had worked for many years
with John Stewart (La Fète, British
Columbia) and Sue Twyford (Sunfest,
Florida). The sudden deaths of two such
fine people and such staunch supporters
of the IFEA are a real blow. We grieve
their loss and extend our sincere sympa-
thy to their families. I believe that the
example they set us in life and work will
continue to inspire us.

As the summer – for many of us, the
busiest season of the year – begins, let
me remind you that the IFEA is here to
support you with ideas and programs
and tools. Together, we can continue to
prosper and to develop our industry.

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

Even during tough times,
let’s continue to prosper
and grow our industry

The

Board Table

Remember, 

our industry 

plays a special

role in times 

of fear and 

uncertainty.
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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

Sam 
Lemheney

Sam Lemheney’s career began long before
he joined Walt Disney World in 1991, even
though it’s the first place he went to work for
out of college.

“My great grandfather came to this country
from England when he was 19. He settled in
Pennsylvania where he started his own nursery
business. His son, my grandfather, worked for
him until he was 20, then started his own
landscape nursery, which is owned and operat-
ed today by my uncle in Christiana, Penn. My
father has owned and operated a flower shop
in Newtown Square, Penn., for over 20 years.
Needless to say, horticulture is in my blood.”

From the age of seven, when he was riding
with his grandfather in an old clunky “pest
control” spray truck, unwinding and winding
the hoses, to working for his grandfather and
uncle doing various landscape maintenance
and installations during the summers leading
to high school, to helping his father in the
flower shop in his high school years, it appears
Lemheney’s course was set early in life.

“My most memorable experiences with all
of them was working at a small theme park in
Lancaster, Penn., called ”Dutch Wonderland,“
Lemheney recalls. “Little did I know the
impact this would have on my career.”

Lemheney attended the University of
Delaware where he studied plant science with
a concentration on ornamental horticulture.
At the end of his sophomore year, he was
accepted into the Horticulture Program at the
Land at Walt Disney World. 

“This was probably the most fun and best
learning experience of my entire life,”
Lemheney said. “By the end of the six-month
program, I was hooked. I could not see
straight from all of the “pixie dust.”

Upon returning to school, he applied for
and was accepted to Disney’s Horticulture Co-
op Program for the next summer. 
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“This program was only half as
fun and half the learning experience
because it was only half as long,” he
said, “But I could not get enough of
the people, the attractions, the gar-
dens. I could not believe that I actu-
ally got paid to work in the most
beautiful and playful gardens in the
world. That’s when I decided that
this is where I was going to start 
my career.”

And that’s exactly what he did.
After graduating with a bachelor of
science in plant science, Lemheney
started his Disney Horticulture
career working on the landscape
maintenance crew. 

“During my first few months, I
learned of the Greens Department.
It was a cross between working for
my grandfather installing land-
scapes and working for my father
decorating weddings and parties.
The best of both worlds.”

The

Board Table

The Nominating Committee for the
IFEA Board of Directors is currently seek-
ing nominations for future IFEA board
positions.  Due to expiring terms, a mini-
mum of four new directors will begin
three-year terms in January 2004.  

Nominations may be faxed to the
Nominating Committee via the IFEA office
at (208) 433-9812.  Nominations must be
received no later than June 20, 2003.  

When nominating candidates for
board membership, please consider and
describe why this person would excel in
representing and serving IFEA’s broad
membership, including information on
the candidates’ professional and industry
experience, involvement in and commit-
ment to the IFEA, and demonstrated
leadership capabilities. IFEA policy has

established the following criteria as
describing the ideal board candidate:

1. Thinks conceptually
2. Is intelligent
3. Is respectful
4. Is fair
5. Is conscientious
6. Is responsible
7. Has personal integrity
8. Has the ability to take action

Board members may serve up to two
consecutive three-year terms.  The IFEA
board has three regularly scheduled
meetings per year, and board members
may not miss more than three meetings
in any three-year term.  As the board uses
"Policy Governance" as the basis of its

operation, elected directors must commit
to attending a Policy Governance work-
shop, or to reading Boards That Make a
Difference, by John Carver, prior to the
start of their term.  

A person may be nominated by an
individual member, or by petition. For
further information on the IFEA nomina-
tion process, please refer to the IFEA By-
Laws (Section 3, Election of Officers and
Board of Directors) available on-line at
www.ifea.com. 

"Serving on the IFEA board is both an
honor and a responsibility," said Bill
Charney, immediate past board Chair
and Chair of the 2003 Nominating
Committee.   "The board’s job is to
ensure that the Association serves the
needs of IFEA’s diverse membership."

Ruth Schnabel, CFE
Ruth Schnabel’s career in the festival industry started like so many others–

she volunteered.
A group of individuals in her community were beginning a new winter carnival,

and Schnabel was called upon to act as secretary of the committee. Thus began a
20-year career that has included positions as executive director of North Lake
Tahoe’s SnowFest, the Lake Tahoe Summer Music Festival, Tahoe’s Autumn
Jubilee, and Squaw Valley Performances.

Schnabel was on the founding committee and served as the first president of
CalFest. She became the executive director of CalFest in 1994. Shortly afterward,
CalFest affiliated with IFEA serving as the state chapter for California and Nevada. 

Schnabel produces the Tahoe Arts Festival, an Italian Street Painting Festival in
Crystal Bay, Nevada, and she owns a wedding chapel at Lake Tahoe. She has been
an active member of IFEA since 1984, achieving CFE status in 1988 and serving
on the IFEA Board of Directors in 1989 and 1990. In 1995, Schnabel was appoint-
ed to the White House Conference on Tourism.

IFEA BOARD OF DIRECTORS
CALL FOR NOMINATIONS

Update: After 11 years with DisneyWorld, Sam
returned to his hometown of Philadelphia last
January to go to work for the Pennsylvania
Horticulture Society. He is the associate show direc-
tor for one of the world's top flower shows, the
Philadelphia Flower Show, working with Show
Director Ed Lindemann. Upon Ed's retirement in April
2004, Sam will assume the show director position.



50 INTERNATIONAL EVENTS SPRING 2003

IFEA Update
New Chapter Structure to 
Strengthen Service, Communication
& Representation Capabilities

The primary mission of the IFEA is to benefit our members –
all of our members. Large and small; in every state, province 
and country; events, suppliers, CVB’s, educational institutions,
sponsors, municipalities, media, et.al. That is why we exist: to
continually offer access to the best resources, tools, information,
and worldwide professional network that will effectively and
cost-effectively help our members, and in turn our industry, 
to succeed.

To help us accomplish that mission more effectively, the IFEA
is currently working on an exciting new U.S. management sys-
tem (scheduled to begin in 2004) that will reallocate our current
resources to provide new, full-time regional directors, who will
live throughout the United States and be directly responsible for
servicing, communicating with, retaining and growing our mem-
bership in their respective regions.

Working closely with the regional directors on a daily basis, 
to ensure that we are best meeting the needs of all members, 
will be a variety of advisory and active sources (both organiza-
tions and individuals) with extensive outreach potential at the
regional, state, district (specific geographic areas of a given state)

and local levels (market specific), including current IFEA 
affiliated chapters who choose to continue playing an active 
and positive role. 

The final system, which is still going through many fine-tun-
ing steps, will take into account results of research into other
associations and many months of meetings and conversations
with our current chapter management and individual members.
While it is a long process, it is a very valuable one, and in the
end we look forward to a structural management system that
achieves many goals, including:

• A consistent and proactive communication link between the
IFEA and all of our members.

• New possibilities and opportunities for involvement by 
individual members at all levels.

• Equal representation, benefit access and servicing of all 
members.

• Increased retention of current members.

• Enhanced potential for new membership growth.

• Maximized use of and return on current financial resources.

• Elimination of duplicated benefits, programs and resource
allocation.

• Consistent dues structure (lower membership levels currently
fluctuate by chapter).

• One unified industry brand and voice to avoid confusion 
with the public, media, government entities and other 
outside sources.

• A lower staff to membership ratio, with greater full-time con-
centration on servicing of members.

• Protection against potential legal, financial and liability 
concerns.

• Lower resource demands with higher impact return for spon-
sors/suppliers.

• A strengthened planning and needs assessment process to
ensure maximum flexibility and resource/programming access
in all regions.



TRENDS-AT-A-GLANCE

Smart Cards* Gain Ground
Number issued in North America (in millions):

1996 2001 2006**
80

230

500

* Cards embedded
with a computer
chip.

** Projected.
Source:
The Freedonia Group
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Certification 
Program Enhanced

Professional Certification is an
important step in the career track of
leaders in all industries. It enhances
professional stature among ones 
peers; recognizes those who have 
gone beyond expectations to be the
best that they can be; makes a state-
ment to those with whom we do busi-
ness; provides a leveraged position
from which to negotiate and build
career success; and sets higher stan-
dards for our industry. For all of those
reasons, the IFEA is in the process of
revisiting our professional certification
program (CFE) and will be releasing
new information on that program
prior to the 48th Annual IFEA
Convention and Expo Experience 
in Anaheim this November.

The new program will incorporate
multiple considerations taken from
member surveys. Those include,
among others:

• An expanded core curriculum
requirement with set outcomes, 
to include:
- Sponsorship/Sponsor Service
- Administration/Management
- Human Resource Management
- Marketing/Media Relations
- Operations/Risk Management

• A combination of requirements to
enhance professional skills, including:
- Elective Courses in areas such as:

• Presentation Skills
• Creativity/Innovation
• Time Management
• Leadership/Management Skills
• Economic Impact 
• Writing Skills
• Current Issues/Trends

- Professional Experience
- Continued Education/Professional

Growth
- Publication
- Speaking 

• A final assessment of professional
knowledge and experience through
completion of a capstone portfolio.

• Ties to multiple educational institu-
tions, allowing for future credit
exchange programs and wider recogni-
tion of the IFEA certification program.

• Potential to speed up the process
through the increased availability of
courses beyond the IFEA annual con-
vention (at regional conferences,
etc.), multiple courses at each annual
convention, and a proposed one-
week professional retreat program
each year to complete all course 

requirements at one time.

• Maintaining affordability of the
program.

• Separate programs for Advanced
and New Professionals.

• Future opportunities for on-line
classes and program tracking.

• New re-certification requirements
encouraging continued education,
but with similar ease of access and
affordability considerations as the
initial certification process.

The new IFEA certification program
requirements will become effective for
those entering the program from
November 2003 forward. Those who are
currently in the program will continue to
follow the requirements in place at the
time they entered the program. Those
who have already achieved their profes-
sional certification will only be affected
by the new re-certification requirements.

More detailed information on the
new program will be available in the
summer issue of “ie”. Plan now to take
your career to the next level by
enrolling in the IFEA’s professional cer-
tification program.

While we have and will continue to put
many hours of time and energy into creat-
ing a new system that will ensure our capa-
bilities to better serve future generations of
festival and event professionals, we are still
in that creation process and welcome your
thoughts, ideas and questions. Please feel
free to contact us directly at any time. This
will help us avoid any unnecessary confu-
sion. 

We also haven’t forgotten our internation-
al members outside of the U.S., as we look
to the future. As we work to strengthen our
organization for everyone, we will also be
working closely with our international
regional management to enhance and add
new benefits and resources that are more
readily applicable and useable in your part
of the world. Again, your input is important
and encouraged in that process.

We look forward to working with all of
our members as we continue to build “The
Premiere Association Supporting Festival
and Event Professionals, Worldwide”.



IFEA Update

UPCOMING 
IFEA EVENTS

Texas Festivals & Events
Association 
Annual Conference
July 10-13, 2003 -- Omni Hotel 
Corpus Christi, TX 
Contact Penny Reeh at 830-990-
0180 

Arizona Festivals & Events
Association 
Annual Conference 
July 22-24 -- Wigwam Resort 
Litchfield Park, AZ 
Contact Jacque Duhame at 480-456-
1965 

IFEA Europe 
Behind-the-Scenes 
August 22-24 -- Cutty Sark Tall Ships’
Race & Sandworld 
Lübeck-Travemünde, Germany 
Contact Jana Kürbis at 
festivals@luebeck-tourismus.de 

IFEA 48th Annual Convention &
Expo Experience 
November 18-22 -- Anaheim Marriott 
Anaheim, CA 
Contact IFEA World Headquarters at 
208-433-0950 or Visit www.ifea.com

Foundation Giving
Remains Steady…For Now

Giving by the country’s nearly 62,000 grantmaking
foundations remained relatively unchanged in
2002,in spite of 3 straight years of stock market

declines, exacerbated by the 9/11 terrorist
attacks and a yearlong recession.

Giving in
2001

$30.5 Billion

Giving in
2002

$30.3 BillionHowever, the .7% decrease in giving
represented the first decline in giving

since 1983, and followed 6 straight years of double-digit growth in grant dollars. More
than two-fiths of foundations expect their giving to decline in 2003.

38%
Expect giving

to remain about
the same

42.2%
Expect giving
to decrease

19.7%
Expect giving
to increase

TRENDS-AT-A-GLANCE

The 2003 IFEA Compensation &
Benefits Survey results will be released
and available in the next few weeks.
Members who completed and returned
this important survey will receive a copy
at no cost. Others will be able to pur-
chase a copy through the IFEA Library
and Resource Center for a cost of $25.

The Compensation & Benefits Survey
will break down salary and benefit infor-
mation for key staff positions by total
responses, budget levels, and by geograph-
ic region, representing participation by
over 300 member events. The IFEA Comp-
ensation & Benefits Survey will be updated
annually in the spring of each year.

Compensation & Benefits Survey
Results to be Avaiable Soon



With all of the challenges going on around
us for the past two years, it is easy to get
caught up in the constant stress of daily
uncertainties. For our events, our communi-
ties, our boards, staffs and volunteers, and
for ourselves, it is time to “Remember the
Magic” of what we do, what we create and
the impact of what we leave behind. Mark
your calendars now and plan to join us for
the largest gathering of festival and event
leaders in the world at the 48th IFEA
Annual Convention & Expo Experience,
November 18-22, in Anaheim, California. 

Re-energize your staff, motivate your
volunteers, awaken your board, find new
ways to involve your community and
imagine the possibilities as you re-create
your event experience. The answers, inno-
vation, creativity, leadership, and answers
you are looking for can be found within
the more than 75 educational sessions,
keynote speakers, round tables and
affinity group workshops presented by
the top experts in our industry; at the
special two-day IEG Advanced
Sponsorship Seminar (a $500 value
included at no extra cost to IFEA con-
vention registrants); at the invaluable “Expo
Experience” featuring the most creative ideas, solutions 
and answers from the top suppliers to our industry; at our 
professional certification, Advanced Professional and New
Professional continuing education classes; from behind-the-
scenes opportunities and first-hand insights with Disney experts
and Tournament of Roses officials; and during the most inten-
sive week of professional networking opportunities in the festi-
val and event business.

Plus, you’ll enjoy our own brand of IFEA magic during our
spectacular Opening Show and Welcome Reception; as we recog-

nize the best in our industry
with the Miller Brewing
Company Hall of Fame
Luncheon, the Haas &
Wilkerson Pinnacle Awards,
and the Zambelli Fireworks
Internationale Volunteer of
the Year Award; at the Maui
Wowi Cyber Cabaret during
the day and the Dixie Flag
Hospitality Suite at night; dur-
ing the popular IFEA
Foundation Night Party &
Auction; and a Closing Night
Party at Downtown Disney’s
House of Blues that is sure to
send you home ready to create
some magic of your own.

The 48th Annual IFEA
Convention & Expo Experience
will be held at the Anaheim
Marriott, only a short walk from
Disneyland and Disney’s
California Adventure theme parks.
For those who plan to bring fami-
lies and extend their stay, we are
working on special ticket packages.
More details and program informa-
tion will be forthcoming in the
weeks ahead and will be continual-

ly updated on our web site at www.ifea.com. Hotel reservations,
Expo Experience booth registrations and convention registrations
are all welcome and open now. Simply click on “Convention &
Expo” from our home page at the web address above.

Plan now to join your professional peers for the most valuable
investment you can make in your event, business and career.
Come “Remember the Magic” at the 48th Annual IFEA
Convention & Expo Experience!
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“Remember The Magic” at the 48th Annual
IFEA Convention & Expo Experience

TRENDS-AT-A-GLANCE

From a Recent Entertainment on Location
(EOL) Survey with Event Industry Professionals:

62% said their business increased from 2001 to 2002

80% said their website is an integral part of their business

32% said that advertising is their biggest marketing effort
www.eolproductions.com
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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



Since it’s’ debut, only one year ago, ie:
The Business of International Events, has
enjoyed overwhelming success with its
new design and format. Each quarterly
magazine covers the latest industry issues
and trends, profiles, regional and interna-

tional perspectives, resource reviews, and
much, much more. “ie” has become the
professional resource for the international
festivals and events business. With that
kind of value, “ie” provides the perfect
vehicle to educate and reward those indi-

New “ie” Discounted Subscription Benefit 
Now Available for Use With Key Influentials

viduals that help manage and support
your event every year. With a subscription
to “ie” you can help them to better
understand what you do, the challenges
you face, and your continued need for
their support, while increasing their
awareness of other worldwide events, cre-
ative solutions and the unlimited possi-
bilities that our industry represents.

As a special benefit to IFEA members
only, we are pleased to provide you with
a special opportunity to use this resource
to your advantage as the perfect gift, ben-
efit, educational tool and/or professional
resource for your board members, spon-
sors, suppliers, vendors, key volunteers,
city leaders and others, at the reduced
rate of just $25 per subscription. 

Normally a $50 value, these special
subscriptions may only be made through
a current IFEA member.

Include a subscription to “ie” as one of
your sponsor benefits; insure that all of
your board members receive it as
“required reading” to better fulfill their
role in leading your own event; provide it
as an incentive to further develop key
volunteers and staff members; educate
and stay top-of-mind with city leaders
and other key influentials by providing
this professional resource compliments
of your event; ensure that your local
media contacts recognize the larger
industry that you are a part of, from a
source other than yourself; use “ie” to ele-
vate the stature of your event with all of
your critical audiences. 

To order your special subscriptions of
“ie”, at this reduced IFEA member-only
pricing, contact Julie Parke at 208-433-
0950 ext. *810 or by e-mail at
julie@ifea.com.
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Who hasn’t heard of major exhibitions on Van Gogh or
Rembrandt, the film festival in Cannes, or the Tour de
France, to name just a few exciting events in Europe.
Festivals, events, tourism, is there a better way to promote
culture and cultural diversity?

They are major occasions for the public to get in touch
with culture across Europe. That is why the European
Union stimulates and supports many activities in this
field. The organizers are supported, but at the same time
they have to be aware of national rules and regulations, as
well as specific EU legislation. This can be confusing, but
it is important to realize that they are all directed at the
safety and well-being of artists and the public and at pro-
viding good working conditions for the employees. 

Before mapping out European involvement at different
levels, let me briefly explain to the non-European reader,
what the European Union (EU) stands for.

The European Union is a community of 15 states work-
ing closely together on economic, monetary and social
issues. A full-fledged internal market based on free move-
ment of people, goods, ideas and services is employed,
and within most countries a single currency, the Euro, is
being used. A common foreign and defense policy will
probably be the next step.

We believe in common values: democracy, human
rights, rule of law, freedom, and equality. The three insti-
tutions, the Council of Ministers (of the Member States),
the Commission (i.e., the Administration) and the
European Parliament (the 626 democratically elected rep-
resentatives of the people of Europe) are responsible for
the lawmaking, the implementation, and the budget. I am
a member of the European Parliament for the Netherlands
and a member of the European Liberal and Democratic
Reform Party (ELDR). I focus on culture, education,
youth, sports, and the media. I am also a vice president of
the Committee on Cooperation and Development of
Third World Countries. 

I believe that culture and cultural diversity are at the
heart of the Union. They are our common background
and represent our common values. I support them as
strongly as I can and therefore see events and festivals as
important instruments.

IFEA World

Festivals, Events
and Tourism are 
at the Heart of
Europe

by Marieke Sanders-ten Holte,
Member, European Parliment
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Europe and culture
Since the Maastricht Treaty some 10

years ago the European Union develops
policies in the cultural field. Some 3,000
cultural projects from all over Europe
have been supported. These projects have
the so-called ’European added value’ in
common. This means that only projects
that cannot be realized by a member
state on its own are supported by the EU.
This stimulates cooperation. The main
instrument for support is the ’Culture
2000’ program with a budget of 167 mil-
lion Euro. It may not be a large budget,
but it serves as a great stimulant to set up
new, innovative events.

The Union also supports
European umbrella organizations
like IFEA Europe. The main idea
is that the financial stimulant
generates other local and region-
al funding and even company
sponsoring. Many successful cul-
tural activities across Europe are
the result: Since 1985 the
’European Capital of Culture’ is
elected yearly; ’European
Cultural Month’ has been held
since 1990; various prizes,
including the ’Europalia’ literary
prize and the Queen Elizabeth
Prize for top musicians have
been awarded, to name a few.
Town twinning is another suc-
cessful program. And next year
will be the ’Year for Education
through Sports’ which should
offer excellent opportunities to
organize events across Europe.
And last, but not least, the
Greeks will organize a ’Cultural
Olympiade’ during the Olympic
Games in Athens in 2004.

But EU cultural policy is not to
be taken for granted. In the lead-
ing up to the Enlargement with
10 new countries, a new constitu-
tion and treaty is being drawn
up. It is mainly focusing on economic
and social aspects of the Union. Many
members of the European Parliament
feel, however, that culture and education
should be at the heart of the treaty. The
present EU treaty gives the European
community the legal base for action not
only in the cultural field, but also stipu-
lates to take cultural aspects into account
in other fields. This implies that cultural
actions can be funded within the
“Structural Funds,” the European pro-
gram that supports poorer regions in
Europe to level up with the rest. Other
support programs are: Leonardo, offering
vocational training for people working in
the cultural field; and E-Europe , dealing
with the use of IT in various fields. For
research in the field of better restoration
techniques the 6th Framework

Programme for Research and
Development could offer various possi-
bilities. All of these programs have differ-
ent objectives, but the cultural sector can
benefit from them. The various budgets
add up to approximately one percent of
the total annual community budget to be
spent on culture and cultural heritage
one way or another.

Culture and the private sector
But we should not only rely on the

European Community for financial sup-
port for cultural activities. As a liberal, I
believe that the private sector plays an
important role in maintaining and sup-

porting our European cultural diversity
as well. I admit that for companies it
might be more profitable to support
sporting events such as the Volvo Ocean
Race or the Camel Trophy. But this
should not stop them from investing in
culture as well. Major exhibitions can
usually find sponsors, but smaller ones,
which can be just as important, have a
hard time finding support. Small orches-
tras are desperate to get an opportunity
to make a European tour, go to St.
Petersburg, Japan or the USA. Such proj-
ects could profit from the support of
international companies because cultural
events make visible what it is that unites
us in Europe. Besides, cultural events
have a high profile and a large economic
spin-off. I am therefore calling on the
private sector to seriously look into the

possibilities of supporting culture at all
levels. Organizers of events and festivals
are well placed to point this out to their
sponsors.

Europe and the consumer
However, the European Union does

not restrict itself to culture, as I stated
earlier. The EU Treaty states: “In order to
promote the interests of consumers and
to ensure a high level of consumer pro-
tection, the Community shall contribute
to protecting the health, safety and eco-
nomic interests of consumers,…”
Tourism as such falls outside the compe-
tence of the EU, but the EU can help the

member states by coordinating
activities and drawing up direc-
tives, as EU legislation is called.
Although directives are decided
upon at a European level, the
member states are obliged to
implement them in their own leg-
islation. They can adopt stricter
legislation than proposed by the
Commission, but not less strict.
For organizers of events and festi-
vals this can be very confusing,
especially if they organize events at
a trans-national level. They have to
stick to the national legislation as
adopted by the member state
where they organize their activity.
So, it is recommended to cooper-
ate with local partners.

Another problem for the organ-
izers is that the legislation is not
specifically aimed at the organiza-
tion of events and festivals. The
aim is much broader, but the rules
have to be obeyed. Minimum safe-
ty and health requirements for the
workplace, working time directives
for bus drivers, a minimum level
of fire safety in community hotels,
or for clothing and decorations are
some examples, as is legislation on
the construction of buildings and

the hygiene of foodstuffs.
It would be easier for both consumers

and organizers if European legislation
would be more harmonized in these
areas, particularly in view of the future
enlargement. One area where harmo-
nization is well on its way is the mutual
recognition of professional qualifica-
tions. This should make it easier for
employees to work in any European
country they choose.too

Cultural diversity is the essence of the
European Union and festivals and cultur-
al events are a powerful tool to create
mutual knowledge, understanding and
tolerance. This is the basis for peace, safe-
ty and cooperation on our continent. It
is important that the EU continues to

Cultural diversity is

the essence of the

European Union and

festivals and cultural

events are a powerful

tool to create mutual

knowledge, under-

standing and toler-

ance. This is the

basis for peace, safe-

ty and cooperation

on our continent.

Continued on page 58
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support this process. It would be easier for both the public
and the organizers if the legislation involved would be
more transparent and harmonized.

Greedy. They are very knowledgeable and will work 
with you to get the most value for your investment.
Ultimately, you will find that integrated marketing – the
effective use of advertising, sponsorship, public relations,
hospitality, and networking – will create a buzz that gets
your company noticed and places added value on your
trade show exhibit.

Next Readers’
Forum Question
We’re all in the business of creating
the “Wow” factor when it comes to
producing our events and festivals.
But what have you seen at another
event that elicited a “wow” from
you? Was it the ambience of the
event? Was it the operation as a
whole? Was it a particular portion of
the event or administrative detail?
Tell us about it in 150 words or less
(remember to include specifics).
Let’s see who’s causing “Wow’s”
around the world. Include your
name, title, organization, city, state,
and country (if other than the U.S.).
We’ll publish as many as space
allows. We reserve the right to edit
all submissions for libel, grammar,
style, and length. 

Marieke Sanders-ten Holte is a Member of the European
Parliament for the Netherlands, and a member of the
European Liberal and Democratic Reform Party.

Pete Van de Putte, Jr., CFE, is president/CEO of Dixie
Flag. Pete can be contacted at petevdp@aol.com, or at
(210) 227-5920. Dixie Flag's website is www.dixieflag.com.
The company is located in San Antonio, Texas.

Continued from page 57

Continued from page 41 Continued from page 19



The new and improved IFEA Member-Get-A-Member program offers unlimited opportunities for current
members to receive IFEA cash credits for use towards free IFEA memberships, convention/seminar

registrations, advertising and much more, while helping us to grow the IFEA network.

For more information contact IFEA Membership Services: Nia Forster (nia@ifea.com) 208-433-0950
ext. *814 or Beth Petersen (beth@ifea.com) 208-433-0950 ext. *816 or go to www.ifea.com.
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Marketplace
AMUSEMENT RENTALS
AWESOME AMUSEMENTS, PARTY RENTALS- We are
your Party Rental Superstore!. Offering many inflatable
interactive rides & games for all ages. 24’ tall Rock
Climbing Wall, 80’ long 3 lane slide, 30 person
Windjammer Swing, Trackless Train, Moon Jumps and so
much more. Carnival games & redemption prizes, conces-
sion equipment & supplies. Tents, tables & chairs. Plus we
sell equipment too. Summer Camps, Festivals, Company
Picnics, Backyard Parties, whatever the occasion make it
truly AWESOME! Call or visit our website for more infor-
mation and your FREE color catalog. Contact: Chris
Manski; Address: 825 E. Roosevelt Rd, Lombard, IL
60148; Phone: 630-953-2866; Fax: 630-916-1317; Email:
nlballoons@aol.com; Website: www.awesomeamuse-
ments.com.

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.
Contact: Andrew Evans, Vice President, Marketing;
Address: 1502 Northshore Drive, Bellingham. WA 98226-
9458 U.S.A.; Phone: 800-200-8662; Fax: 866-756-9993;
Email: a.evans@blazingbanners.com; Website: www.blaz-
ingbanners.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; Email: petevdp@aol.com; Website:
www.dixieflag.com.

FIRST FLASH! LINE - Jumbo EVENTTAPE™, 10 1/2” X
3,000 ft. continuous plastic for indoor/outdoor repetition 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.

SETON EVENT SIGNS, BANNERS & SUPPLIES -
Seton offers a wide range of event supplies. Banners,
signs, badges, wristbands, parking control… all the things
you need to run a great event. And, we can turn around
custom products quickly! Contact: Jane Wisialowski,
Business Development Manager; Phone: (203) 488-
8059 ext 4664; Fax: (203) 488-7259; 
Email: Jane_wisialowski@seton.com; 
Website: www.seton.com/events.

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; Email: michael@mauiwowi.com; Website:
www.mauiwowi.com.

MILLER BREWING COMPANY - America’s quality brew-
er 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.

ENTERTAINMENT/TALENT 
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@stilt-
walker.com; Website: www.stiltwalker.com.

VISUAL IMPACT, UNLIMITED- It happens within min-
utes. Vibrant color is set on 6 ft x 8 ft canvases as music
plays in the background. There are events you
attend…this one you experience! Contact: Richard Hight;
Address: 527 N. Santa Fe Ave., Tulsa, OK 74127; Phone:
918-583-6071; Fax: 918-583-6071; Email:
richard@visualmpact.com; Website:
www.visualmpact.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: zam-
belli@zambellifireworks.com; Website: www.zambellifire-
works.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; Address: P.O.
Box 6448, Portland, OR 97208-6448; Phone: 503-222-
0077; Fax: 503-222-1177; Email:
sales@studioconcepts.com; Website: www.studiocon-
cepts.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; Email: tget-
ters@pacbell.net; Web site: www.attention-getters.com.

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 characters, including “The Cat In The Hat.”
Dependable service, experienced parade teams, perform-
ance you can count on. Contacts: Charlie Trimble or
Greg Sadler; Phone: 760-761-0909; Fax: 760-761-4290;
Email: trim92020@aol.com; Website: www.bigeventson-
line.com.

DYNAMIC DISPLAYS - Designs, manufactures, rents -
costumes, props, floats, helium balloons 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; Email:
zzeq90a@prodigy.com; Website:
www.fabulousinflatables.com.

STARBOUND ENTERTAINMENT - Leader in design,
development and rental of giant helium 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. Email: 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 pro-
vide 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.alliedspecial-
ty.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; Email: mrea@hwins.com; Website:
www.hwins.com.

K & K INSURANCE GROUP, INC.- Serving more than
250,000 events, offering liability, property, and other spe-
cialty insurance coverages including parade, fireworks,
umbrella, volunteer accident, and Directors and Officers lia-
bility. Contact: Dale Johnson, CFE; Address: 1712
Magnavox Way, Fort Wayne, IN 46801; Phone: 800-553-
8368 Fax: 219-459-5624; Email: Dale_Johnson@kandkin-
surance.com; Website: www.kandkinsurance.com. 

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

MERCHANDISE
ALLEN LEWIS MFG. INC. - Making Memories Last A
Lifetime. We design and produce an extensive line of quali-
ty 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: 303-574-333I; Email:
ALLEN4SEASON@AOL.COM; Website:
www.allenlewisinc.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; Address:
P.O. Box 437, Boulder Creek, CA 95006; Phone: 888-
803-5605 (toll free); Fax: 831-338-0102 Website:
www.goldenspiral.com. 

NEWVILLE CANDLE COMPANY- Unite your communi-
ty through the shared experience of candle lighting.
Hand held candles bring color, light and movement to
your celebration. Beautiful cups protect the candle



flame, shine their glow on happy faces and provide a
great surface to screen print your sponsor’s name.
Contact: Christine Petkau; Address: P.O. Box 1206,
Lewiston, NY 14082; Phone: 888-622-2826; Fax: 800-704-
4969; Email: cpetkau@newville-candles.com; Website:
www.newville-candles.com. 

PARTY EQUIPMENT
RENTALS
AWESOME AMUSEMENTS, PARTY RENTALS- We
are your Party Rental Superstore!. Offering many inflatable
interactive rides & games for all ages. 24’ tall Rock
Climbing Wall, 80’ long 3 lane slide, 30 person
Windjammer Swing, Trackless Train, Moon Jumps and so
much more. Carnival games & redemption prizes, conces-
sion equipment & supplies. Tents, tables & chairs. Plus we
sell equipment too. Summer Camps, Festivals, Company
Picnics, Backyard Parties, whatever the occasion make it
truly AWESOME! Call or visit our website for more infor-
mation and your FREE color catalog. Contact: Chris
Manski; Address: 825 E. Roosevelt Rd, Lombard, IL
60148; Phone: 630-953-2866; Fax: 630-916-1317; Email:
nlballoons@aol.com; Website: www.awesomeamuse-
ments.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; Email: event-
pins@milestoneproducts.com; Website: www.milestoneprod-
ucts.com.

MAXWELL MEDALS & AWARDS - Since 1978, our goal
has been to design and create medals to be worn with pride.

Medals that would reflect the commitment it took to win
them. Reward your sponsors, volunteers, royalty or staff.
Contact: Steve Scott; Address: 1296 Business Park Drive,
Traverse City, MI 49686-8607; Phone: 800-331-1383; Fax:
231-941-2102; Email: maxwell@maxmedals.com; Website:
ww.maxmedals.com.

PUBLICATIONS
AMUSEMENT BUSINESS- is the leading publication for
the amusement industry and the only publication serving the
amusement park, fair, festival and carnival markets.
Unmatched in frequency, distribution and depth of editorial
coverage, Amusement Business is the industry’s #1 choice
for advertisers and subscribers. Contact: Karen Oertley,
Publisher; Address: 49 Music Square West, Nashville, TN
37203; Phone: 615-321-4250; Fax: 615-327-1575; Email:
koertley@amusementbusiness.com; Website: www.amuse-
mentbusiness.com. 

RECYCLING
NATIONAL ASSOCIATION FOR PET CONTAINER
RESOURCES (NAPCOR) - NAPCOR is the trade associa-
tion 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 sponsor-
ship. 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
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 specialty. Wristbands are
available in 2 styles; Tyvek Ultrabands or Vinyl Snap-On.
Phone: 800-829-0829 (toll free); Fax: 800-829-0888;
Email: ticket@nationalticket.com; Website: www.nation-
alticket.com.

PRECISION DYNAMICS CORP. (PDC)—For wristbands,
no one offers a more diverse selection of materials, styles,
and colors than VISA BAND®. We’ve got the hottest
designs in the wristband industry. From cool new holo-
graphic Liquid Glitter and Metallic wristbands, to economi-
cal pre-printed Tyvek® wristbands, UV admission prod-
ucts, and tickets, you can find it all on our website at
www.visaband.com. 
Address: 13880 Del Sur Street, San Fernando CA 91340-
3490; Phone: 800-285-1865 (toll-free) or 818-897-1111;
Fax: 818-686-9315; Email: visaband@pdcorp.com;
Website: www.visaband.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; Email: janet@pchopper.com, Website:
www.pchopper.com.







The Westernnaires, a group of young equestrians known for precision drilling are shown partici-
pating in the Littleton, Colorado, Western Welcome Week in August 2002.
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Parting Shot

The Westernnaires, a group of young equestrians known for precision drilling are shown partici-
pating in the Littleton, Colorado, Western Welcome Week in August 2002. 
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