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No, like the festivals and events that we all
do, my vision of my yard was of a total
experience. A place where we could enter-
tain friends. A place for quality family
time. A special place for children, as well
as adults. A place to relax and
play. A place that would
draw people together. A
place capable of creat-
ing and holding a
lifetime of memo-
ries. And just to
ensure that the
entire project was
capped off with
that special magic
touch that I had
envisioned, I
incorporated into
the plans a sword in
the stone…the icon of
a story that has motivat-
ed me for many years,
with the belief that the right
person(s), who are meant to do
something, can accomplish anything.

Several weeks into the project, sur-
rounded by piles of dirt, compost and
giant rocks, my vision had turned into
going home each night and pulling multi-
ple hoses around to service a small forest
of trees, somehow keeping them alive
during the longest streak of 100+ degree
days in 50 years; of pulling and spraying a
seemingly endless variety of weeds intent
on keeping me from my goal; of over-
flowing ponds; sprinkler systems gone
awry; cracked driveways; and monsoon-
styled thunderstorms that left us hoping
for anything to be left standing. And let’s
not forget the joy of having nearly as

much mud in the house as outside. 
Then one evening, just as my vision

was getting shorter than the hose I was
pulling, I looked up to notice my eight-
year-old son, Scott, playing and exploring

around the creek that now
winds through our yard,

intently concentrating on
a stick he was follow-

ing as it made its
way over rocks and
falls. The sun was
setting and the
reflection stood
out clearly
against the sur-
face of our pond,
interrupted

momentarily by a
flock of geese flying

over. And as I looked
around, I noticed that

our landscaper had just
that day placed my sword in

the stone on the pinnacle that 
we had created for it; and it was indeed
magical…just as I had envisioned it.

In the festivals and events business, we
are fortunate to have the opportunity to
build our grandest visions every day.
Experiences and events capable of creat-
ing and holding a lifetime of memories
for the communities that we call home
and for all those who attend them. But
some days those visions can become
blurred by the everyday challenges (the
weeds of life) that present themselves in
the form of such things as a sluggish
economy, safety and security concerns,
the constant balancing of revenues
against ever-rising costs, worldwide

health scares, human resource issues, 
and others, all which seem intent to keep
us from our goals. At those times, it is
critical to our success that we take the
time to refocus on our visions, to rededi-
cate ourselves to our goals, to rejuvenate
ourselves professionally and personally,
and to remember the magic in the end
result of what we really do.

Toward that end, I invite you, your
staffs, boards, and volunteers, to join us
for what may be the most valuable invest-
ment you can make in your event and
yourself: The 48th Annual IFEA
Convention & Expo Experience, Nov. 18th
- 22nd in Anaheim, California. I invite
you to come “Remember the Magic.“

steve schmader
Letter from the President

This has been the summer of the great
landscaping project at my house. For
several years now I have had a vision 
of what I wanted our yard to be. And as
my friends and neighbors like to point
out, I can’t just do grass like everyone
else. That would be far too easy and 
not nearly as enjoyable in the end.

Remember the Magic
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Lynn Settje 
People

How did you get into events?
I was a previous board member for the Greeley Stampede, and at the
University of Northern Colorado I was director of student activities
encompassing homecoming, greeks, student government, student legal
services, parent association, student publication board, student program
council (concerts), plus, plus, plus…which is just like putting on an event.
Prior to that, I had been a school administrator, working as an assistant
principal and principal.

What has been your biggest professional challenge?
Trying to keep the Greeley Stampede a top-notch event with constant
monitoring and revision…on the cutting edge.

What do you do to relax?
I enjoy time with my family and many friends. As well, I enjoy a great
mountain cabin in the Rockies near Greeley.

What’s the best advice you’ve ever received? 
There have been many; I wish I could share all of them. One is: “Don’t be
afraid to take big steps. You can’t cross a chasm in two small jumps.”

What memory do you have of another festival or
event that’s stayed with you? 
The Macy’s Day Parade and how in the midst of a huge city like New York
City an event of that magnitude is pulled off with a glamorous image por-
trayed to millions on TV -- truly amazing. But after all is said and done, all
of us in the industry do this all the time and enhance the quality of life
around the world. We’re definitely in the right business.

Personal Philosophy
You are only as strong as the company you keep.
Enjoy life to the fullest with family and many friends. Both are one’s 
foundation and support system. You can learn so much from them.

In ConversationFacts on file
Years in the business:
14, just a few years less than the Stampede’s
82-year run!

Degree:
BA in history and art, MA in art, Ph.D. in higher
education administration.

Other background experience:
Board member for the Greeley Stampede

Family:
Two daughters, Heidi, living in Denver,Colo.;
and Mandy, a senior at the University of
Wyoming.

Contact Information:
Lynn Settje, CEO
Greeley Independence Stampede
600 North 14th Avenue
Greeley, Colo. 80631
Phone: 970-356-spur (7787)
Email: lsettje@greeleystampede.org
Website: www.greeleystampede.org

Lynn Settje is the CEO of the Greeley Independence Stampede, located in
Greeley, Colorado. The Greely Stampede is rich in tradition and heritage dating
back to the late 1800s. This community celebration that began to honor local
potato farmers, has since grown into an internationally acclaimed festival attracting
close to 500,000 people annually from all parts of the United States and around
the world.

Officially christened the Greeley Spud Rodeo in 1922, the event featured buck-
ing bronc riding, fancy roping, a horse race, and a two-mile Ford ’free for all’ race.
Estimated attendance that year 2,500 people. 

Today, the 14-day Greeley Independence Stampede festival features PRCA, PWRA
& Kids rodeos; country and classic rock music concerts; televised July 4th parade, a
demolition derby; carnival midway; Western art exhibit/sale; country dances; and
free stage entertainment.
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Tulsa Oktoberfest
Attendance:
100,000

Budget: 
$850,000

Annual duration: 
Five days

Number and types of events: 
Eight events, ranging from a Family Night pro-
motion to a Volkswalk to an ecumenical church
service in Der Bier Garten. This is in addition to
non-stop live entertainment in five tents along
with activities in Das Sports Café, a large arts
and crafts area, and a carnival.

Number of volunteers: 
2,200

Number of staff: 
Two staff members

When established: 
1979

Major revenue sources by percent: 
Food and Beverage Sales: 50%
Admission: 13%
Revenue from Support Services: 12%
(paid parking, etc.)
Cash Sponsorships: 11%
Merchandise: 6%
Corporate Night Preview: 5%
Booth Rentals: 3%

Major expenses by percent:
Production/Operations: 42%
Vendor Commissions/Beverage Costs: 36%
Security: 9%
Administration/Staff: 9%
Entertainment: 4%

Type of governance:
501(c)3 not-for-profit corporation with a nine-
member board of directors.

Dates:
Oct 16-19, 2003

Brief history: Oktoberfest began
as a way to attract visitors to the then
newly-developed River Parks area
along the banks of the Arkansas River.
With a humble beginning, the festival
has expanded and grown, now filling
more than 100,000 square feet of tent
space during its annual five-day run.
Bands from Germany and Austria per-
form during Oktoberfest, which strives
to maintain the authenticity of the
true German folk life festival.

Other interesting details:
Oktoberfest will celebrate its 25th year
with the 2003 festival. The organiza-
tion does not receive any funding from
the city or county but is designed to

Industry Perspectives

Contact Information:
Oktoberfest, Inc.
2121 S. Columbia Ave., #LL8
Tulsa, OK 74114
918-744-9700
www.tulsaoktoberfest.org

benefit the River Parks Authority in
Tulsa, Oklahoma, which maintains a
widely used greenbelt area along the
Arkansas River and the festival park.
Since Oktoberfest began making 
donations to River Parks, the festival
has given nearly $600,000 to this
agency for the betterment of the 
citizens of Tulsa.



14 INTERNATIONAL EVENTS 2003

Industry Perspectives

Attendance:
50,000

Budget:
Approx. $405,000 gross income
$173,000 operating costs

Annual duration:
One full weekend, Saturday and Sunday

Number and types of events: 
Three parades, more than 150 craft and food
vendors, five stages of entertainment, side street
entertainment, interactive children’s activities
and more.

Number of volunteers:
800

Number of staff:
Two permanent positions year-round; two part-
time positions year-round; seasonal staff for fes-
tival.

When established:
December 1974

Major revenue sources by percent: 
Sponsorship: 12.3%
Food & Craft Vendor Booths: 12.3%
Beer Pubs: 7.4%
Ticket Sales: 68%
*Variance of ticket sales to attendance levels
due to costumed visitors allowed into festival
site free of charge.

Major expenses by percent: 
Additional labor: 35.5%
Entertainment Costs: 26.7%
Insurance: 4.6%
Physical Arrangements: 23.6%
Miscellaneous: 9.6%

Type of governance:
501(c)3 non-profit, Volunteer Board of Directors
(38) and Board of Advisors (60)

Dickens on The Strand

Brief history: From Bobbies to Beefeaters, Dickens on The Strand 
takes Galveston Island, Texas, back in time when the British Empire reigned
supreme and the Victorian Age was born. Named “Among the 100 Most Fun
Places to be in the World” from The Fun Also Rises, by Alan Davis, Dickens on
The Strand began 30 years ago with a mission: To save The Strand’s historic
buildings from demolition. 

A group of Galvestonians, along with the Galveston Historical
Foundation (GHF), understood the historical significance of the endan-
gered structures and took action. In December of 1974, a potluck was
organized on The Strand to gain public awareness about the potential
destruction of what is now a National Historic Landmark District. 
Dickens on The Strand was born and Galveston Island became a pioneer 
in preservation.

Dickens on The Strand’s mission was not only realized, but the event
today is the single largest fundraising event for GHF to continue its efforts
to preserve and revitalize the architectural, cultural and maritime heritage
of Galveston Island for the education and enrichment of all.

If you’re near Galveston Island, Texas, Dec. 6-7, join in the family fun
and unique holiday celebration at the 30th Anniversary of the Dickens on
The Strand festival.

Contact Information:
Shana M. Shim, Director of Events
Galveston Historical Foundation
502 20th Street
Galveston Island, Texas 77550-2014
Phone: 409-765-7834 Ext. 39
Fax: 409-765-7851 
Email: Shana.Shim@galvestonhistory.org
Website: www.galvestonhistory.org or
www.dickensonthestrand.org
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Can Involve a Little Risk
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2003 Winners to  be Announced
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Proud to support the festivals and events industry in its quest
for excellence, with the IFEA/Haas & Wilkerson Pinnacle Awards
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The book I’m
reviewing is one 
of my favorites,
“Secrets of Power
Negotiating for
Salespeople,”
with the sub-
head “Inside
Secrets from 

a Master Negotiator.”
The author, Roger Dawson, travels the

world over presenting sales seminars to any type of sales-
person. He’s written a number of sales books, produced tapes
for the Nightingale-Conant Corporation, and owns The Power
Negotiating Institute and Roger Dawson Productions. I’ve
attended his seminars (I am a Roger Dawson “groupie”) and
I’ve gone through several sets of his tapes. His advice is won-
derful and through this review I’ll highlight those elements 
that have been helpful to me in selling sponsorship.

The book is divided into eight sections, each involving 
negotiating. It begins with the importance of negotiating and
continues with beginning, middle and ending sales gambits.
Then the book moves into discussions on the value of money,
secrets of power sales closing, how to control the negotiation,
and the importance of understanding the other negotiator.

Dawson is a logical thinker and so takes you through each 
of the steps in a simple, easy-to-follow manner. One of his
most important statements, though, comes in the preface
where he states, “Nothing happens until somebody sells 
something…at a profit!”

If you’re involved in sales, his strategies and tactics can 
seem almost simplistic, and they are if you’re an experienced
negotiator. However, many of us aren’t. Therefore, Dawson’s
book takes readers through the negotiating process, helping
them feel comfortable in what is often perceived as an uncom-
fortable situation, i.e., asking for money.

Here are several of Dawson’s favorite tips for
being a power negotiator:

1. Always ask for more than you expect to get. This allows the
buyer to negotiate you down and puts both sides in a win/win
situation. People love to bargain…let them do it.

2. Never say yes to the first offer. If you do, the seller will think, “I
could have asked for more.” Just think of your own experiences
when, in the process of negotiation, the person accepted the
first price.

3. Stick with the issues. Don’t allow yourself to get involved in
sub-issues that can derail the negotiating process.

4. Avoid confrontation. The minute you allow yourself to get into
a confrontational situation someone wins, someone loses. And,
whether you’re the winner or the loser, it’s not a good deal for
either party.

5. Trade off in the negotiating process. Often someone will ask
you to lower the price without reducing the benefits. The
minute this occurs you have to say “What are you willing to
give up?” Make it clear that the change in price has an immedi-
ate effect (and change) on the benefits.

6. Know when to withdraw your offer. Sometimes you have to
walk away from the sale in order to make it. The minute the sit-
uation becomes too confrontational or too difficult be prepared
to say, “I think I will withdraw the offer because (you fill in the
blank).” You’ll be surprised at the results. (Hint: The results will
be positive.)

Dawson goes on to share a variety of closing techniques,
based on the product you’re selling, your personality type, 
and the personality of your buyer. He offers 24 power closes.

Lastly, he discusses how to control the negotiation through
questioning, understanding other cultures and their buying
process, handling problem negotiators and, again, understand-
ing personality styles. In understanding personality styles, he
stresses it’s up to the seller to modify his or her personality to
the buyer, not the other way around.

Dawson’s philosophy is based on knowing your customers
and satisfying their wants and needs in a way that is a positive
outcome for everyone.

“Secrets of Power Negotiating for Salespeople” is published
by Career Press in Franklin Lakes, NJ, and sells for $24.99. 
It can be ordered directly from The Power Institute at 
800-932-9766.

As far as I’m concerned, this book should be mandatory
reading for any salesperson, amateur or professional.

Book Review: 
Secrets of Power 
Negotiating for Salespeople
By Sylvia Allen, Allen Consulting, Inc.

Industry Perspectives

Sylvia Allen is president of Allen Consulting,
Inc., located in Holmdel, New Jersey. Allen is
one of this year’s presenters at the IFEA con-
vention. Her article, “What is Networking?” is
featured in this issue of ie. To contact Sylvia,
call her at 732-946-2711, or email her at
sylvia@allenconsulting.com.



• Make their mark at the industries LARGEST trade show
for festival and event professionals!!

• Maximize their opportunity to educate hundreds of
top festival and event decision-makers about their
product or service in a unique face-to-face setting.

• Dazzle attendees on one of the IFEA’s new
demonstration stages with special allotted
time slots for them to show and tell
large groups of interested attendees
exactly what they want them to hear.

• Early bird registrants receive a free
copy of the all new IFEA “Success
Series” video tape, “Making the Most of
Your Trade Show Investment,” featuring
Pete Van de Putte, President/CEO of Dixie
Flag. Learn how to get the highest return-
on-investment from your trade show expe-
rience, courtesy of the IFEA.

• Because this is where ideas become reality.

Why the Industry’s Top Vendors Plan to Be in
Anaheim for the 48th Annual IFEA Expo Experience

For more information contact Brooke Greedy, Director of Advertising & Expo • 208-433-0950 Ext. *811
Or visit the IFEA website www.ifea.com for more information and to view the full IFEA Expo Brochure in Acrobat pdf.
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By Steve Remington, CFEE
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There is a ’crisis of

connection’ in the

modern world and it is

becoming ever more

important that leaders

in government, busi-

ness, the arts and other

disciplines recognize

the power of celebra-

tion to renew our

sense of community.

“I’m making a banner for a proces-
sion,” explained three-year-old Annie.
“I need a procession so that God will
come down and dance with us.” Funny
how children recognize the importance
of celebration in their lives without the
advantages of a degree in anthropology.
Rituals of celebration are evident in all
cultures, and provide one of the main
building blocks of community. Indeed,
when we celebrate we create bonds of
intimacy and trust that generate and
build community.

I produced my first festival, a blue-
grass “Festival on the Mountain” in
1982. It was a dozen more years before
I discovered my purpose in life was
“building community.” I knew I some-
how belonged to the community of
musicians and appreciators that
embraced bluegrass music for its values,
lifestyle, and artistic expression. I need-
ed to express my care and interest. I
was so excited that I needed to throw a
party. At least, it seemed to me like the
appropriate response.

Bluegrass communities are like any
other society. They have their own
social organization, structure and con-
text, and like festivals in any communi-
ty, their various activities have the
power to resolve tensions and bring
people together regardless of class or
economic status. The discovery that
“hippies and the rednecks” could spend
an afternoon together, sharing a com-
mon love for a traditional American
idiom such as bluegrass music, was
pure inspiration for me.

Getting together with our families to
visit, eat, and play music was a way to
affirm our common values, gain shared
experiences, and mark the changes that
bound us together as a community. It
linked together those that came before
us (well, at least since Bill Monroe!),
and those that will come after us. Just
like festivals.

What is community anyway? Carolyn
R. Schaffer and Kristin Anundsen, in
their book, “Creating Community
Anywhere,” suggest a five-point defini-

tion of community as: a dynamic
whole that emerges when a group 
of people:

• participates in common practices

• depends upon one another

• makes decisions together

• identifies themselves as part of some-
thing larger than the sum of their indi-
vidual relationships, and

• commits themselves for the long term
to their own, one another’s, and the
group’s well-being.

An anonymous federal judge attend-
ing a community building workshop
remarked that, “Community is like
pornography, to paraphrase Justice
Brennan: I don’t know how to define it,
but I sure as hell know it when I see it.”

So how do festivals contribute to the
process of community building? For
participants, a festival works as a com-
munity-builder in that it is a system of
relationships that creates capacity for
other endeavors. Community members
get together to plan an event. They dis-
cover ways of working together, which
transform into new relationships, proj-
ects, and shared desires for the larger
community. In looking back they real-
ize they have created a larger system
with more capacity than they may have
first imagined. 

Social scientists call this social capital
— the networks, trust, and cooperation
that are created for mutual benefit in a
community. Prosperous communities
have lots of it. The hallmarks are strong
traditions of civic engagement in activi-
ties, such as sports, literary circles, the
arts, civic clubs, strong voter turnout,
and newspaper readership.

In the Northwest Policy Center’s
checklist for sustainable communities,
fostering “Commitment to Place” is the
number one feature of a successful and
sustainable community. How does that



Steve Remington, CFEE,
is president and managing
director of the Eugene
Celebration, Downtown
Events Management in
Eugene, Oregon. He can
be reached at Steve@down-
towneugene.com.
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manifest itself? According to its work-
book, it’s living-wage jobs, educational
opportunities, respect for the environ-
ment, forums for discourse, and plentiful
historic celebrations, festivals, fairs and
community projects that build a sense 
of commitment to the community and 
its landscape.

In the process of building relation-
ships, festivals build social tolerance. 
As Margaret J. Wheatley puts it in “A
Simpler Way,” “It is astonishing to see
how many of the behaviors we fear in
one another dissipate in the presence of
good relationships. Customers engaged
in finding solutions become less insistent
on perfection. Colleagues linked by a
work project become more tolerant of
one another’s lives. A community invited
into a local chemical plant learns how
the plant could create devastating envi-
ronmental disasters, yet becomes more
trusting.” Healthy systems and networks
also allow greater diversity, further
increasing social tolerance.

For a community and its festival atten-
dees, the festival can encourage communi-
ty building in a much broader way.
Anthropologist Robert H. Lavenda, in his
1997 book, “Corn Fests and Water
Carnivals: Celebrating Community in
Minnesota,” says festivals are “the univer-
sal human practice” of making sense of
our lives in the context of our community.
According to Lavenda, “Festivals persist
and people make efforts to maintain
them because they are social prac-
tices that enable communities to
continue as going concerns.”

Festivals become mirrors, in a
way, of the larger community
from which they emerge, provid-
ing the unique flavor of each
community. As the festival reflects back
the values, mores, tastes, and resources 
of the larger community, the event
embraces the many factions, groups,
ideals and shared visions.

Festivals allow us to examine who 
we are and what we have become as a
community. Ways of acting and being 
are defined through these interactions,
and as we act together, as we celebrate
together, our identity grows and evolves.
Thus the festival’s role in the community
becomes more obvious. Making it all 
the more important that the festival’s
programming reflects the community’s
interests, and not just those of the gov-
erning board and staff.

While we often focus, as planners, 
on the inward mechanisms and relation-
ships necessary to stage the festival, such
as board relationships, committee devel-
opment, outreach efforts to other organi-
zations, media relationships, internal
communications, and other “linkages to
stakeholders,” it’s important to remem-
ber that we are facilitators in this process

of community building. We must trust
people to learn how to get along.

One of the most significant ways in
which festivals build community is by
their sheer regularity. Because they recur
every summer, they provide a means of
reflecting on the passage of time, such 
as watching the children transition from
face paints to marching band to young
business people participating in the festi-
val’s organizing body. Senior citizens
retire and take volunteer positions on
festival committees, or participate in
events that honor the older members of
the community. It becomes a communi-
ty’s way of measuring time.

Students who have gone away to
school, or those who have moved as a
result of our increasingly mobile society,
find solace and comfort in seeing old
friends and familiar surroundings when
they return to their hometown festivals.
In fact, at many festivals, it might still
appear to be 1982, with little change in
the activities and general structure of the
event. Catching up on the latest news
and gossip, planning family reunions,
and visits from relatives all add to the
excitement of the annual event.

Despite festival planners attempts to
“freshen up” the event, critics will com-
plain that “It’s just not the same as it
used to be,” or conversely, “It’s the same
old thing.” Yet it’s this predictability and
continuity that builds the community’s
cultural memory. It’s comforting to
return to your hometown and, even
though buildings have changed and 
people have grown up, the festival still
has a sense of timelessness and tradition.
We feel connected when we participate
in our community festivals.

Benjamin Zander suggests that
“because the straight-edged organization
of our cities and towns — as well as
many aspects of our daily lives — tend to
mirror our perceptual maps, urban life
may magnify the boundaries that keep us
in a state of separateness.” Community
celebrations counteract this separateness,
helping us connect with other communi-
ty members outside our normal routines.
And despite the downsizing, the
increased layoffs and outsourcing in
business, community is no less required
in the modern age than it was in the
early days of human (societal) develop-
ment. In the workplace we are pulled in
opposite directions by empowerment
and outsourcing, trends that amplify the
difficulty of building community in
modern life. Scott Peck teaches us that,
“if top leaders want community, they can
make it happen” in their organizations
and that while we may not be in “gen-
uine community” at all times, truly
healthy communities will recognize it
immediately when they are not, and are
willing to spend the effort to regain it if
it is lost. In “A World Waiting to be
Born,” Peck acknowledges that commu-
nity isn’t built once; it must be nurtured
through an ongoing process of “mainte-
nance and renewal,” not unlike the
upkeep and repair required of a physical
structure. Jay Conger, in his book, 
“The Brave New World of Leadership
Training,” says “Building community 
is the most important task of leaders
today,” combining “the two basic 
leadership competencies — visioning
and empowerment.” 

People long for meaning. They look 
for it in their rituals, seek it in their cul-
ture, from their parents, teachers, friends
and community leaders. They create for
themselves values which then govern their
interactions with people and help shape
the communities in which they live. They
explore the community, seeking integra-
tion into the community. To belong.
Festivals are a way of being, in which
individuals can safely be themselves,
while simultaneously being with many
different types of cultures, personalities,
and stages of developments. In this and
many other ways, festivals build commu-
nity, diversity, tolerance, and positive val-
ues like sharing, helping, contributing,
and being a part of the community.



By Nancy K. Eberhardt and 
Jean Shaughnessy Hodges
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Arthur Anderson didn’t think it could happen to them and now they no
longer exist. The Catholic Church wasn’t prepared and has suffered
incredible damage to its reputation. And no organizations affected by 9/11
could have imagined being involved in accounting for employees, and
communicating with families, the media and America in such a public way.
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Now, with national alert levels rising and the aftermath of
war with Iraq, organizations must be prepared for anything.

Yet, many organizations still neglect to seriously plan and
prepare for a crisis situation. It’s curious that no organization
in trouble has acted as the “Tylenol of today” – a successful 
crisis model committed to stating their intentions clearly and
communicating honestly every step of the way.

Crises could include the following: inappropriate conduct,
office accidents, unstable staffers or members, medical emer-
gencies, natural disasters, fires, bomb threats, or many others
that any of us could imagine.

And a crisis could include any number of people or audi-
ences: staffers (and their families), customers, clients, vendors,
members and volunteers, witnesses or bystanders, authorities
and emergency response units and, of course, the media.

However, the damage brought on by a crisis can be reduced
or avoided with proper planning, preparation and practice.
Here are the top 10 ways to protect your staff, members, 
reputation, and operations during a crisis.

Create a crisis action plan – Outline specific roles, responsi-
bilities and actions to follow during a crisis situation.

Clearly set and communicate your desired outcomes – Clear
goals during a crisis will give you and others a road map to
follow. This will allow you to make better decisions and be
more satisfied with the outcomes. Also, evaluate the benefits
of telling the truth.

Consider scenarios – Know what could happen in advance.
Be honest and prepared.

Don’t ever believe (or let others convince you) that you are
exempt or invincible – Arthur Andersen learned this lesson
the hard way. It can happen to you.

Know your strengths and work on improving your weakness-
es – Both as an organization and as leaders within the organ-
ization. Leverage the strengths you can bring to a crisis situa-
tion and work on developing the skills you haven’t mastered.

Understand the people/audiences that could be impacted.
Crisis situations can be far-reaching. Upfront consideration
of those involved will eliminate oversights and embarrass-
ment (even liability) later on.

Get to know the media. They can be a key player in helping
you get your messages to stakeholders. Build relationships
with key media representatives now to ensure they know 
and trust you when a crisis arises.

Include counsel in upfront planning. When lawyers and 
liability concerns are present during a crisis this often slows
down good, honest communication. Involving attorneys 
and identifying risks as part of your planning will ensure 
the critical rapid response in times of crisis.

Enroll everyone in the organization. Assign key spokespeo-
ple and then communicate your planning and preparation
efforts with all members of the organization. Let them know
what you expect of them during a crisis, and teach them 
how to refer all questions to key spokespeople. Staffers can
often create further damage without intending to do so.

Consider the risks of not having a crisis plan in place. 
What are the costs to your reputation, operations, staffers,
members, customers, etc.? It is critical to give this some 
honest thinking. 

In addition to this top 10, great crisis preparation requires prac-
tice, practice, and then more practice. Schedule regular crisis drills.
The preparation and practice will pay off.

Nancy K. Eberhardt and Jean Shaughnessy Hodges, owners
of Pathwise Partners in Vienna, VA, forge new paths for organiza-
tions while serving as consultants, business operators and active
volunteer leaders. Their work and expertise are focused in the
areas of culture and change management; internal, external and
crisis communications; leadership development and executive
coaching. For more information, visit www.pathwise partners.com



It has been said that, “Every
morning in Africa, a gazelle
wakes up. It knows it must run
faster than the fastest lion or it
will die. Every morning in Africa,

a lion wakes up. It knows it must
run faster than the slowest gazelle or

it will starve to death. It doesn’t mat-
ter whether you are a lion or a gazelle;

when the sun comes up, you’d better 
be running.”

The world of festival and event plan-
ners, like any other industry, has been
impacted by the economy that had head-
ed south way before 9/11 cut deeper into
the pocket book of sponsors. As with life
in the jungle— where both a lion and a
gazelle must run to survive, big and
small festivals/events, or old and new
ones, now must find ways to survive, and

if possible thrive. One area where
experts concur is that there is an
increased need for creativity and
new strategies that will bring in
more sponsors and activities, that
require minimum capital input to
bring more people to your event,
without compromising on safety,
quality and long-term positive
community perception.

Henry Miller said, “What seems nasty,
painful, and evil, can become a source 
of beauty, joy and strength, if faced with
an open mind. Every moment is a gold-
en one for those who have the vision to
recognize it as such.” These uncertain
times might be a steppingstone to a 
new beginning.

There are lessons that festival and
event planners can learn from the lion
and the gazelle and other jungle ani-
mals; to have vision and survive in any
economy. Here are eight tips:

1. Identify the nature of your 
“jungle.” What is happening in your spon-
sor’s industries and should any symptoms
get you to thinking/planning now about
sponsorship two to three years ahead?
What resources will your event need in two
to three years to take your program to new
heights? What are the opportunities within
your immediate reach and the ones you
can explore with time?

2. Don’t run aimlessly. Gazelles run
from carnivores. Treat anything that limits
your event from living up to its full poten-
tial as a “carnivore.” It could be a change
of public perception, bad weather or the

Making Your Event Thrive in Any Economy
By Dr. Vincent Muli Kituku

Jungle Survival Tips
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economy. A lion identifies a target, posi-
tions itself and then the running begins.
Set targets for your events in all aspects
that lead to their success. 

3. Concentration. Imagine what would
happen to a gazelle that is running from 
a lion but engages in other activities not
related to surviving; Or a lion that may
decide to run after every available gazelle?
Lions are known for tactful hunting. A 
lion focuses on one target and nothing
else. Festival and event planners can apply
this by discriminating against anything
that is not of relevant importance, as 
they run towards an established goal. 

4. Understand and use the survival
strategy of generalists. Learn what
makes some animals survive in drought
conditions while others die. The answer is
simple, plain and true. The animals that
die specialize in being either grazers or
browsers. The ones that survive and thrive
in bad conditions are generalists—they eat
grass and browse trees and shrubs. Event
planners must start thinking, “is it time to
diversify more and pursue multiple rev-
enue sources, identify new audiences and
volunteer sources, or consider expanding

our event offerings?” Every dollar; every 
in-kind contribution; every volunteer’s
time, creativity and energy contribute to
your event’s survival.

5. Flexibility is a survival skill. Jungle
animals change running direction or graz-
ing areas or hunting strategies to maximize
available resources and/or survive. Event
planners can be inspired by the basic wis-
dom that, “Those who are flexible are
blessed, for they can never be bent out of
shape.” Change settings, activities, etc., to
help attract and retain sponsors, vendors
and attendees.

6. Never give up. A lion may change
course or target, but never gives up. No
one will ever know you had a goal to
achieve if you give up. You may adjust
your strategies or the nature of your 
goal – but never give up.

7. Association. Jungle animals survive
together. Lions hunt together, sometimes
in packs of 4 or 5 to bring down a water
buffalo. In the festival and event jungle,

planners need to learn from
each other - what works and

what doesn’t; to listen to

vendors, sponsors and festival attendees;
and to develop strong relationships across
your network and community -relation-
ships that go beyond just the actual days
of your event.

8. Know when you are safe. Either
from your predator, if you are a gazelle or
with your meal, if you are a lion. The first
day after the festival/event is the day you
begin preparing for the next one. Engage
in activities that will lead to a better event
next time. A gazelle cannot run for the
whole day…it has to know when it is safe
and then use it’s time to graze, feed a baby
or socialize. Same with a lion – when it
has its kill, that’s success. But they both
know that the running will be resuming—
sometimes too soon.

BONUS POINT
9. Determination. As they run for food
or from being food, animals have to over-
come obstacles – bad terrain, thorny bush-
es. Determination is what keeps them from
becoming a victim – food for a lion or a
starving lion. Your personal fulfillment in
life bears a deeper meaning when you
remember the obstacles that you have had
to overcome through your determination.

Dr. Vincent Muli Wa
Kituku, a native of
Kenya, is one of the
most sought-after
motivational speakers
and seminar leaders in
the country. He has been
both a festival vendor and artist at sev-
eral northwest festivals. He has worked
with several event-organizing commit-
tees and will be a featured speaker at
the 48th Annual IFEA Convention and
Expo Experience in Anaheim, CA.,
November 18th-22nd. Vincent offers
both individuals and organizations the
“spears” to overcome obstacles and 
to thrive beyond their “buffaloes.” He 
is an author, columnist, active Adjunct
Professor, Founder and Principal
Consultant of Kituku & Associates in
Boise, Idaho. He can be contacted 
at www.Vincent@Kituku.com or visit
www.Kituku.Com.
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There are many people who think professional-
ism in the events industry is an oxymoron, not
unlike jumbo shrimp, military intelligence, or my
personal favorite, survivable nuclear war. It’s my
goal to help dispel this notion, give you practical
tips to increase your personal level of profession-
alism, and to have that level of professionalism
recognized in your communities. 

The key to increasing professionalism in our
industry, and for getting people and organiza-
tions in your communities to recognize this pro-
fessionalism, is quite simply understanding and
believing in the importance of professionalism
and surrounding yourself with people who share
that belief. 

It’s also important in order for this increased
professionalism to have an impact, to gain
appropriate recognition in your communities. In
the recent past there were people who said that
any publicity is good publicity. I completely dis-
agree. No one wants to be known as the food fes-
tival where 100 people got food poisoning. What
you seek as a professional is appropriate, positive
community recognition.

Particularly in a post 9/11 society, it’s essential
that people understand we do important work -
that it’s not only okay to celebrate, but that it’s
critical. 

Why are professionalism and community recog-
nition topics of concern among people in the fes-
tival industry? This author has spoken at meetings
of educators, lawyers and doctors, and it is rare to
see professionalism as a topic with these groups,
although in some cases, it should be.

Our interest in professionalism is for a number
of reasons. In many industries, professional cre-
dentials are essential. When we start seeing a new
doctor, one thing we look for in his or her office
is the diploma; where did they go to school? Very
few people in our industry went to college with
the burning desire to be professional festival and
event managers. This type of program is a rela-
tively new phenomenon.

Second, we are in the business of helping people
have fun. Sometimes the perception in the general
public is if you’re involved with fun, you can’t be a
professional and you don’t deserve positive recog-

nition. We need to keep in mind that although the
end product of our endeavor is to entertain the
public, getting to that point is hard work, done 
by professionals, in a business-like manner. 

Next, since so much of the work done in our
industry is done by volunteers, people are hesi-
tant to recognize their professionalism. Generally,
we think of professionals as paid people. In our
industry that isn’t the case, nor should it be. We
all depend on dedicated, professional volunteers,
who give of that most valuable commodity: time.

The professional value of associations such as
the IFEA is that we can share information and
experiences with people who understand what
we do.

People who don’t ask us what we do the rest of
the year. People who don’t ask us if our jobs,
either as paid staff or as volunteers, are our “real
jobs.” People who don’t think our jobs are all fun
and games.

In dealing with the businesses and people in
our communities it’s sometimes difficult to have
them take us seriously.

Our biggest challenge in gaining positive com-
munity recognition is to run our festivals and
events as businesses and more importantly, to
communicate this business level professionalism
to our communities.

How do we begin?
First, and foremost, we have to believe that we

are professionals and have significant positive
impacts in our communities. If we don’t believe
it, no one else will.

It’s important that we realize and promote to
others the tremendous growth of professionalism
in our industry and in related industries over the
years. This growth can be mirrored in the ongo-
ing development of professional, educational
organizations such as the IFEA, which has seen
tremendous growth. Ten years ago, the IFEA had
around 200 members. Currently, we have some
3,000 members. 

Our business includes many people with
advanced degrees - doctors, lawyers and Ph.D.s.
All of this points to a continuing increase in 
our professionalism.

Furthering
Professionalism
in the Events Industry
By Ira Rosen
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By now, you’re probably sitting there
thinking, “So what,”or, “What does it 
all mean?”

It means we have grown to a level of
professionalism where we should not have
to justify ourselves to the “legitimate”
business community. We are a part of that
legitimate business community, and we
need to communicate this fact to anyone
and everyone.

How many of us have been in social sit-
uations where we tell someone what we
do and we hear one or more of the fol-
lowing questions or statements:

“It must be great to dress casually for work.” 

“Do you get to meet a lot of celebrities?”

“Can you get free tickets for events?”

“Can I get a free T-shirt?”

“What a glamorous job you have!”

I personally have always thought of
glamour when I’m knee deep in mud in
the middle of a thunderstorm hanging
sponsor banners for an event.

The general public and our business
communities have no idea of the level 
of professionalism and hard work that 
it takes in order to make our events 
look easy.

People come to our festivals and our
events and they think everything has 
magically appeared. When someone
comes to your festival site, they don’t
think about what it took to get an open
space to look like a festival, nor do they
think about what it will take to restore the
site to its original condition. They think
that you open the gates and the event
takes place magically. 

But that’s our job. It’s our job to 
make the public feel that way. Wouldn’t
you like to have a before and after video-
tape of some of your event set-ups and
tear downs, just so people can see what 
it takes. Perhaps this videotape would
help people understand the time and
effort it takes to transform an open 
field into a festival and to get them 
to realize why it takes a year to plan 
a two-day festival.

We all know that things do not 
happen magically, and it is in our best
interest to let our communities know 
that what we do is hard work, done 
in a professional manner by highly 
skilled people.

All of this legitimacy means nothing
unless we promote ourselves as businesses
to the general population. When we were
growing up, we were taught to be humble,
and not to brag about what we have done.
I am here to dispel that myth. I believe in
shameless self-promotion.

We must operate our organizations as a
business. As organizations that are gener-
ally non-profit and volunteer driven, we
don’t always do this as well as we can.

How Do We Go About
Promoting Our “Business?”

Again, we need to perceive of ourselves
as legitimate businesses and professionals,
instituting sound management planning.
First and foremost we must develop and
follow a mission statement. How many of
you have mission statements for your
organizations? When was the last time you
read it? A mission statement defines your
organization’s “corporate culture.” It’s
your organization’s vision. 

Mission statements must be published.
They must be readable and understandable.
They should appear in newsletters, on bul-
letin boards, and in memos. Your entire
organization must participate in the devel-
opment of a mission statement, as they
must all buy into it if you are to succeed.

After you have a mission statement,
develop a business plan. The mission
statement is your vision. The business
plan is how you achieve that vision.

In the business plan, we need to develop
policies and procedures for staff, sponsors,
volunteers, boards and chairpersons. These
policies and procedures need to outline
expectations and responsibilities; and since
we are operating as a business and treating
volunteers as professionals, we must recog-
nize that volunteers can be fired.

Seek Excellence in Everyone.
We need to implement a comprehen-

sive, ongoing planning process. Planning
for the next event begins at the end of the
current event.

What are some other things that we 
can do in order to enhance our profes-
sional image?

Educate ourselves. Attend seminars.
Read publications. Talk to colleagues.

Research the economic impact of your
event. How much money do you bring
into the local community?

Know your own organization. Whom
do you serve? Beyond the economic
impact, what other impact do you have 
in your community? Ask what would 
happen in your community if your event
didn’t exist. People need to recognize the
community value of the event and recog-
nize the fact that successful events and fes-
tivals contribute to the quality of life 
in a community.

Promote yourself and your event at
every opportunity. Develop a public rela-
tions plan. Send out press releases.

Know your business community, and
understand their politics and their needs.

Study the business impact of your event.
If you had to pay all of your volunteers,
what dollar value would that have?

And finally, the last two things to keep
in mind in running your festival as a 
business:

1. Avoid complacency. This is the root
cause of failure for many successful festi-
vals. At the end of your event, no matter
how successful it was, recognize you can
always do better. When you think you
can’t get any better, re-evaluate your goals.
Implement a “Did well – can do better”
evaluation process. What did you do well?
What can you do better? One good year
does not mean continued success.

2. It is critical to maintain a balance.
This article addressed business concerns,
but never forget your reason for existence:
To enable the people in your community
to come together to enjoy a festival or
event and to have a good time. We exist in
order to help people have fun. We are not
doing brain surgery. If we make a mistake,
life still goes on. Take the time at your
event to shut off your phone, pager, radio,
etc., and look at the faces of the people at
your event. If they’re smiling, you’ve done
your job. Don’t lose sight of creativity.
Creativity and sound financial manage-
ment can exist together.

People are only as good as they believe
they can be, and we as individuals are
only as good as we allow ourselves to be.
Believe in yourself and in what you are
doing. We are professionals doing impor-
tant jobs in our communities. Continue to
grow personally and professionally, and
be proud of what you do.

I’m a big believer in self-fulfilling
prophecies. If you expect mediocrity, that
is what you’ll get. If you expect greatness,
that’s what you’ll get.

Ira Rosen, President
& CEO of
Entertainment on
Location, Inc., in Point
Pleasant, New Jersey,
has more than 25 years’
experience in special events
production. Since founding EOL in
1989, he has worked with festivals,
events, advertising agencies, govern-
ments and other clients around the
world. He has spoken and written
extensively on topics ranging from
sponsorship, to the financial and oper-
ational management of events. Rosen
has been a featured speaker at IFEA
conventions, the Pennsylvania Park and
Recreation Society, and the National
Association for Campus Activities. To
contact him, call Entertainment on
Location, Inc., at (732) 701-9323, or
email him at Ira@eolproductions.com.





By Sylvia Allen

Sylvia Allen is president
of Allen Consulting, locat-
ed in Holmdel, NJ. ACI is
currently celebrating its
25th year in business.
Sylvia can be reached at
732-946-2711, or
Sylvia@allenconsulting.com.

Every time you attend a workshop,
educational session, or seminar, the 
presenter says, “Take advantage of net-
working.” Great advice … but what does
it mean? Why do we have to network?
Simply, networking is a means of get-
ting to know people and, through
those acquaintances, achieving 
your business (and sometimes, 
personal) goals.

Everyone says they network.
But, do they? What usually hap-
pens is people go to the meetings
where they are certain to know
someone else. And, when they get
there, what do they do? Go right to

that person they know and seldom
meet anyone else. That’s not network-

ing … that’s just renewing acquaintances.
The biggest problem with networking

is our fear of entering a room full of
strangers. There’s a wonderful book,

“How to Work a Room,” by Susan
Roane (published by Warner Books)
that goes through a variety of ways
to overcome our fear of approach-
ing strangers. 

According to Roane, it’s our
mother’s fault that we have trouble

networking! How can that be? Think
of the messages from your mother:

1. Never talk to strangers.

2. Wait to be properly introduced.

3. Good things come to those who wait.

4. Better safe than sorry.

5. Speak only when spoken to.

6. He or she only wants one thing.

I’m sure you can think of others.
As a result, when you enter a room
where you don’t know anyone, your
subconscious is playing all these
messages.

How can you overcome these
obstacles? First, stop thinking
about yourself and worry about
the others in the room. Second,
pretend you’re in charge. That

makes it very easy to go up to some-
one and introduce yourself. Third,
remember why you’re there. This is a
meeting where you want to meet some-
one who will help you in your business,
whether through referrals, participation,
promotion, or any number of other rea-
sons. You’re there to work! Approach it

that way. Fourth and last, have fun. 
This is not a chore. You want to 
enjoy yourself.

Where do you network? Church,
school, events, meetings, social func-
tions, trade shows, the supermarket, the
bank, airplanes, trains … anywhere you
find two or more people you have a net-
working opportunity. So wherever you’re
going, do your homework first. What is
the group? What is its function? Who is
its membership? Why are you going?
What are your objectives in being there?
Get this straight before you attend the
meeting so you’re there with a purpose.

Also, get your small talk ready. Read a
paper, look at the sports page, read the
lifestyle section. Be prepared to discuss 
a variety of topics (except race, religion
and politics) depending on the person 
to whom you are speaking. Maintain 
eye contact, have a good handshake,
wear your nametag on the right and
smile. Plus, be interested in the person
you’re talking with. Pretend you’re a
reporter and ask them questions as if
you were going to write an article about
them. Ultimately, if you’ve asked them
questions, they will respond by asking
questions of you. Here is your opportu-
nity to share a little knowledge and then
ask them for their business card so you
can follow up at a later date. Make sure
you give them a copy of yours as well.
Then, move on to the next person.
Simply say, “It’s not fair for me to take
up all your time. I will call you shortly 
to set up a time when we can get togeth-
er and visit for a longer period of time.
Great meeting you and I look forward to
our getting together soon.” Then, move
on. Remember, your goal is to meet as
many people as possible in order to be
successful in your business.

In summary, networking is easy if you
can get rid of the mother’s tapes playing
in your head, if you’ve done your home-
work, and you’re prepared to have fun.
In fact, try all these techniques at the
next IFEA convention and see how many
more people you will meet (and enjoy).



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.



MEDIA
SPONSORSHIP…

 FRIEND
     OR

By “K” Alferio, CFEE



 FRIEND
     OR FOE?

When you think of sponsorships...what comes to mind?
Money, support, fame, fortune? And when you think media
sponsorship, do you contemplate the virtues of free publicity?
But what can media sponsorship entail when the relations
hip between media and event is maximized? It can be the
best of times or the worst of times. So take a few minutes 
to give some serious thought to what media sponsorship 
can and should involve. 

With media sponsorships, as with any corporate sponsor-
ship proposal, you must first spend some time deciding who
the right partners are and why. When you lock in a corporate
sponsor, you generally tie up exclusivity in a particular prod-
uct and product line that fits in with the tone and theme of
your event. Since a media sponsor will likely be your
strongest promotional voice, it’s especially important that 
the fit be a solid one. And with media, you must also consid-
er that you risk restricting any coverage you might receive
from competing media outlets. The first question then, is
whether potentially limiting news coverage is something
you’re willing to forego? If so, and you’re ready to proceed,
then start with a few basic questions—Who? Why? What?

Who are the most likely partners? Match the media to 
your programming. If you’re holding a concert, it’s elemen-
tary to think about matching the music format with a radio
station, but look deeper. Who is your audience and what
radio and television stations and newspapers do they sup-
port? A fine art show would attract a much different audience
than a fishing tournament or BBQ contest. What kind of per-
sonalities do the different stations and papers have on staff?
How would they interact with your audience and program-
ming? And how likely is it that the media’s audience will be
interested in your event?

One of the first things many events consider is the strength
of having local media personalities on site to draw crowds.
While there is benefit in personal appearances, be realistic
about the true value. What kind of draw do their personalities
(on-air talent and/or reporters) have for your audience? Are
they local celebrities people would flock to your event to see,
or are they less of a draw on their own notoriety. This is an
important factor in knowing how to make the best use of
media personalities. In some cases, the public will come out
to shake hands and get an autograph, but for the most part,



36 INTERNATIONAL EVENTS 2003

you need to add some interesting pro-
gramming around personal appearances
to make it a true attendance draw. 

With all the weekend afternoon radio
remotes from car lots, meeting local
media celebrities is not a unique oppor-
tunity. Instead of expecting a radio
remote or television cut-in to attract
audiences at your event, try something
more with live appearances. Look at 
creating a media event within the event.
Get restaurant critics to host a wine and
fine food tent; set up a simulated news
desk and let people call a sports play
with a sportscaster; have an outspoken
reporter host a speakers’ corner; have a
disc jockey emcee a jam session in con-
junction with a local music store; let
event attendees audition to help deliver
the weather report live from the event. 

When negotiating a media sponsor-
ship deal, keep in mind that the sponsor
has several costs associated with local
appearances and remote broadcasts. They
must pay the personalities and techni-
cians to appear during off hours, so any
live appearances must have real value to
the media sponsor to justify the cost…
or the event might be asked to pay a por-
tion of the cost. While there is a definite
draw to live appearances, give thought
as to whether this is the most
important value to the event, and
put creative programming
thought into maximizing 
any appearances.

Once you begin to create
some “out-of-the-box” thinking
in finding the right kind of
media sponsor, several concepts
begin to emerge. But before 
you go too far, stop and ask the
next question.

Why do you want to pursue a media
sponsorship? What do you really have 
to gain and what chance do you have 
to achieve success? If you go about it cor-
rectly, you might find that media outlets
have much more to offer than money
and promotional fortitude. Look at what
a media sponsor has to offer and you
might be surprised at the benefits you
can gain from the relationship, but you
might have to think outside the box.

Usually, the most obvious answer to
“Why pursue media sponsorships” is the
promotional value. Events look to the
media to provide ads and promos to
attract more attendees to the event and
to help provide value to corporate event
sponsors. Let the buyer beware…some-
times the lure of free promotional time
causes good reasoning and detailed
negotiations to go out the window. 

Keep in mind that it’s not the media’s
job to promote event sponsors. Be very
specific about any sponsor mentions in
promotions. Will event sponsors be men-

tioned, or will the media outlet position
themselves as the presenting sponsor?
While it is vital to have the promotional
support to publicize the event, don’t
assume anything in this area. If you have
promised a corporate sponsor inclusion
in all event promotions, you must get
agreement from the media sponsor.

Never promise something that’s not
yours to give. 

Also, be specific about who the media
sponsor can include in it’s promotional
announcements and on-site at the event.
Many times, annual advertising contracts
include a number of promotional events
and the media might look at a sponsored
event as the opportunity to deliver on an
advertising contract. This is no different
than an event asking a media sponsor to
include corporate event sponsors (non-
paying advertisers in the eyes of the
media) in promotions. While many
events are reluctant to allow a media
sponsor to bring in an advertiser (non-
paying sponsor in the eyes of the event),
it could be a positive move. As long as
the advertiser coming in with the media
sponsor is not in competition with any
of the event sponsors, it could be a good
way to showcase the event and its value
to a potential sponsor. Since a tag-along
sponsor would not receive all the bene-

fits afforded to event sponsors, they
might develop some “benefit envy” and
look to have a deeper relationship with
the event in the future. Another approach
in handling advertisers that the media
wants to include is to leverage a fee for
all advertisers the media brings into the
event. However, don’t be insulted if, in
return, the media asks the event to pay
for all corporate sponsors mentioned in
promotional spots.

Put everything in writing up front.
Identify how much promotional space is
going to be provided. Promotional space
doesn’t equal news coverage. Remember
if you’re counting on news coverage in
addition to advertising space, you’ll need
to approach the news department on an
individual level. While it will have some
bearing that the station or paper is spon-
soring the event, there must be news
value in the proposition, or the event
will be treated as any other story that 
hits the assignment desk.

Promotions that bring more people
into the event are golden benefits. But
they’re not the only thing an event should
look to a media sponsor to provide. 

What do media sponsors do much
better than events? They sell with a 
well-connected, experienced sales staff.
“Employ” that experience to work for
you. Find areas of corporate sponsorship
where you have opportunities and no
solid prospects. Work with a media spon-
sor and give the sales department the
exclusive right to sell certain categories 
of sponsors as general sponsors or in
specific areas of your festival. You might
set up an agreement where a media out-
let has the ability to sell a designated
stage or specified activity at the event. 
Set a price that you must receive for that
sponsorship (less than you would sell it
on the street). That’s the price the media
sponsor’s sales team will build in for the
event. After that cost is factored in, they
can add an advertising package to the
deal and set a price for a combo, super-
sized deal that couldn’t have been put
together without a partnership between
media sponsor and event. The event
receives the set amount of the sponsor-
ship, and the media gets the advertising
dollar value. This creates a distinct pack-
age that’s only available to corporate
sponsors through the media sponsor.
While it can take time and effort to set
up this deal with a sales team, it can be
worthwhile for all concerned. Keep in
mind that the promotional department
and the sales department have different
objectives and should be dealt with on
different levels. Don’t assume that just
because a media outlet is sponsoring an
event that all departments are engaged in
the same way. Sales, news, and promo-
tions should each be approached on

With all the week-
ends’ afternoon

radio remotes from
car lots, meeting

local media celebri-
ties is not a unique

opportunity.



2003 INTERNATIONAL EVENTS 37

their own terms presenting solid justifi-
cation for participation that will further
the department’s goals.

Other than using a media sales team
to extend your own efforts, examine
what other needs you might have that 
a media sponsor can provide as part of
their sponsorship deal. Media outlets are
among the best researchers. They make it
a point to know their audiences and usu-
ally employ third-party survey profes-
sionals to do their research. Events often
have the need to truly know their audi-
ences in order to sell advertising and
plan programming. Questions such as
age, income and other demographic
information is not often at events’ finger-
tips…and seldom do events know much
about the psychographics of their atten-
dees. What other events do they attend,
what are their interests, buying patterns,
etc.? Through the media’s professional
research firms, events could place some
questions into a sponsor’s research to
find out more about their potential as
well as existing audience. This type of
research is not inexpensive, so look at
ways to incorporate some pertinent 
questions into the media’s existing sur-
veys and get the information as part of 
a sponsorship deal. The best part is that
the information will help the event sell
corporate sponsorships and target pro-
gramming and marketing efforts.

While research results can be a great
asset to use in selling future sponsor-
ships, events should also look to post
production projects that can be of out-
standing value. The media is in the 
business of communicating. Use their
resources. Negotiate with a potential
media sponsor to capture the sights and
sounds of the event. News photographers
and videographers are trained to capture
news in the making. As part of the spon-
sorship deal, have those professionals 
on site with cameras in hand. This is 
an exceptional way to create a photo 
and video library of the event to send
out news releases for upcoming events
and prepare sponsor recaps and propos-
als. Why pay photographers when you
can negotiate them as an in-kind 
payment for media sponsorship? 

Take this idea one step further and 
ask a television sponsor to provide an 
edit suite and editor to produce a promo-
tional video of the event. It could be used
as a sponsorship sales tool throughout
the year. And the raw footage is extremely
valuable in sending out video news releas-
es the following year. There is probably
more promotional value in this product
than in all the advertising value most
events settle for with a media sponsor.

Once you begin to think about the
vast possibilities of media sponsorship, 
it makes sense to go after it with a

renewed vengeance. However, success
will be difficult to achieve without as
king the third and crucial question. 

What does the media get out of spon-
soring an event? Like corporate sponsor-
ship, it’s up to the event to create distin-
guishing benefits that are targeted to
sponsors needs. The first impulse is to
tout how many attendees an event will
put in front of the media…but keep in
mind that the media’s audience is much
larger than most events and more people
probably know about the media than
know about the event. So the audience
benefit is not one that should stand
alone in sponsor justification.

While the media might not see the
event attendance numbers as a signifi-
cant benefit, remember there is no on-
site competition for audience attention.
In today’s society, the television remote
is one of the most coveted possessions in
the home. As soon as the commercials or
a slow moment in programming occur,
the remote goes into action and there are
hundreds of channels to surf. In the car,
we have CDs and cell phones vying for
attention. There is not as much time to
read the paper every day, and people can
choose to get their news on-line or at the
office water cooler. When there is no
competing media on site, a media spon-
sor has the opportunity to infuse ener-
getic programming into their event par-
ticipation and showcase their personality
to potential audience members. 

Banners (radio stations seem to love
them) are one way to blanket an event
with visual reinforcement…but reinforce-
ment is exactly what it is. Media spon-
sors should be encouraged to become
involved in presenting an activity at the
event that will engage and entertain peo-
ple. This allows them to build a more
lasting impression on attendees. 

While events afford the media the
chance to build audience interest and
loyalty, it can and should go much 
further. How can the event help the
media build sales and audience before
the event?

Newspapers need to sell papers. If 
your event has an element that’s valued
or needed by the public, then placing it
exclusively in the paper could sell more
papers. Commemorative programs,
posters and coupon books can hold 
true value for event attendees, and if the
only place to get something is through 
a newspaper, sales are generated. And
with programs, the paper can sell ads 
to generate more revenue.

Does your event have a major prize
program? Whether it’s a pin program
with big prizes or a scavenger hunt,
announce winning numbers or clues in
media publications or announce them
on sponsoring stations. If there is an

opportunity to win a significant prize,
people will read, watch and listen. If an
event does not have a winning program,
develop one with a media sponsor. Put
up some significant prizes (tickets are
probably not enough). Tickets combined
with back stage access, a catered enter-
tainment tent for 50 people, prizes from
sponsors, parade float rides…anything
that’s desirable and can’t be purchased
makes a significant prize. If the prize is
worthy, it will make sense for a media
sponsor to make a big deal out of giving
it away with promotional benefits for
both the sponsor and the event.

Like any other sponsor, the media has
VIP customers and contest winners they
entertain. An event can become a great
venue for such entertainment. Keep in
mind the kind of entertaining a media
sponsor is accustomed to providing.
They usually have access to the best seats
in the house at premier venues, so put
special touches on entertainment areas 
to make them shine. Use event networks
and contacts to offer sponsors tickets 
and entertaining opportunities at other
festivals and events. Set up a network of
events willing to share on-site resources
to offer to media as well as corporate
sponsors. The lure of getting benefits
(tickets, entertaining venues) at other
events can be an unexpected, valuable
asset in the sponsorship treasure trove.

Become familiar with the media’s 
personality and competitive landscape.
Know who you’re talking to and target
the benefits to each potential sponsor.
Media sponsors are not often given the
same thought processes and attention
that corporate sponsors receive. Most
media sponsorships are cashless. But
consider that the real benefits can be
more valuable than the cash equivalent.
Go for more than advertising trade outs.
Find ways to leverage media expertise
and talent to get benefits that can help
sell cash sponsorships. Ask questions.
Why, who, what? Ask them over and 
over again. The more questions asked,
the more answers discovered, and the
more ideas generated. Consider the
media as a strong corporate sponsor 
with huge potential for creating success.

“K” Alferio, CFEE,
one of this year’s
IFEA convention pre-
senters, is manager of
Events and Media
Production for Capital One Services, Inc.
She can be reached at (804) 290-6285,
or at k.alferio@capitalone.com. Capital
One’s website is www.capitalone.com.
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The Foundation Board met in Boise
recently and exciting plans were made
for our convention events. Yes, “events”
in the plural sense. In addition to the
auction and all the fun activities of 
that annual evening, Bruce Skinner 
has pulled together a fantastic “high-
end” event that’s truly special and one 
of a kind. I don’t have all the details 
to give you now, but a big hint I can 
provide is that floats and food at night
are involved. The number of spaces
available will be very limited so be sure
to make reservations early. Tickets for 
the Foundation Night Auction can be
purchased via the convention registra-
tion form and tickets for the high-end
event will be available from the
Foundation Office in Port Angeles,
Washington (360-452-2819).

We have some familiar faces 
helping with this year’s activities and
they deserve recognition for their dedica-
tion to IFEA and the Foundation. Pete
Van de Putte and Bruce Erley are chairing
the Foundation Night, Pat Corda and
Wright Tilley are the auction chairs, and
Bridget Sherrill and K Alferio are chair-
ing the special high-end event. With all
that talent and energy I think we can
anticipate two fantastic opportunities to
support the Foundation and have a great
time as well.

While we’re discussing the Foundation
Night and Convention, I’d like to make
an appeal on behalf of Wright and Pat
that you consider donating an auction
item. Our members have access to so
many unique experiences, creative works,
clever vendors and wonderful sponsors

that our auction is truly one-
of-a-kind and your continued
support is needed and valued.
There is an old saying that you can’t
thank people enough, and it certainly is
appropriate for me to express the sincer-
est thanks to all of you who have gone
out of your way to put together the auc-
tion items in the past that have generat-
ed over a half-million dollars of support
of IFEA programs. Let’s keep up this
great tradition.

Board Membership
I’d like to thank Valerie Lagauskas and

Thèrése St-Onge for their support of the
Foundation and service on the Board.
Their distinguished terms will end with

the new year. Judy Flanagan and Jerry
Handlon have left the Board this year
and I’d also like to recognize their con-
tribution to our efforts and the support
they have provided.

Although the impact of losing Valerie,
Therese, Judy and Jerry will certainly be
significant, it’s so rewarding to be part 
of an organization like IFEA where 
new talent is always waiting in the 
wings to assume leadership roles. So 
it’s my pleasure to welcome and 
congratulate Mindy Rabinowitz
(Promotional Management Marketing
Group, Inc.) and Joe Vera (Borderfest
Assoc.) who have been named to replace
Jerry and Judy, and Rand Thomas
(Sequim Chamber of Commerce) and
Kirk Hendrix (500 Festival) who will
begin their rotation on the Board. I’m
sure these new members will make last-
ing contributions to the Foundation.

I look forward to seeing you all at the
convention.

Bruce Wicks, Ph.D.
2003 IFEA Foundation Board Chair

University of Illinois
Office of Recreation & Tourism

Tel: 217-333-4410
Email: bew@uiuc.edu

Foundation

IFEA Foundation
Gearing Up for
Convention
Bruce Wicks, Ph.D.

Tickets for the IFEA

Foundation Night

Party & Auction,

scheduled for

November 21, 2003

at Downtown

Disney’s ESPN Zone,

can be purchased

via your convention

registration form. 



Friday Nov. 21, 2003 • IFEA 48th Annual Convention & Expo Experience • Anaheim, California.
Reserve your tickets on your convention registration form (see convention insert)

IFEA FOUNDATION NIGHT PARTY & AUCTION

GET INTO THE ZONE

Sponsored by
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$20.00 donation goes to the IFEA Foundation
Round -trip airfare for two on Delta Air Lines (USA)
Two night accommodations at The Inn at Eagle’s Landing
Two first base dugout tickets to Atlanta Braves Game
Raffle tickets available at Foundation Dinner Saturday

Pick up a collectable
IFEA Anaheim 2003 pin

at Booth # 226

“What a great weekend! Best twenty
dollars I ever spent; and, for a good
cause.

The flight from Jacksonville to
Atlanta on Delta Air lines left on time
and arrived in Atlanta a few minutes
early. Instead of taking six hours by car
it only took 45 minutes with Delta at
the wheel.

Upon arriving at the beautiful Eagle’s
Landing Inn, I felt like a princess arriv-
ing at Buckingham Palace when the
huge iron gates opened as I identified
myself to the keeper of the gate. After
checking into my room I was greeted by
a knock at the door and a wonderful
bottle of wine, a plate of cheese, and a
fruit bowl provided a nice welcome.
What an evening!

The Braves game was all I expected
and more. The National Football
League can learn a few things from
baseball. What a great game! I’m sorry I
missed seeing Chipper Jones play since
he is from Jacksonville, but, I did get to
see the famous Atlanta Braves closer,
John Smoltz, close the game. And close
he did. My good friend Wright Tilley,
and his bride to be Tracy, were our host
since Larry was unable to join us. We
did miss Larry Sanchez who set the
whole wonderful weekend up for the

IFEA Foundation, not to mention 
providing the great seats. My hat is 
off to Larry, Delta Air Lines, and the
Eagle’s Landing Inn for providing a 
great weekend. What a great weekend
and what a great way to make money
for the IFEA Foundation.”

Pat Craig Corda, CFEE
Director of Events - Toyota Gator Bowl

The IFEA Foundation would
like to provide a special
thanks to:

DELTA AIR LINES, INC.

THE INN AT EAGLE’S LANDING

SANCHEZ ENTERPRISES, INC.

IFEA Foundation Atlanta Braves Weekend

Foundation
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Another summer has ended. Those
who depend on blue skies and balmy
temperatures have wrapped up the sea-
son, evaluating their programs and
looking forward to next year, while
those directing winter festivals are
already deep in the cycle of planning
and delivery. 

Most of us, I am glad to say, have 
had a more positive year than last. 
With the tragic events of September 11,
2001, moving into history, the industry
is climbing back on its feet. Consumers
are beginning to travel again. Tourism 
is beginning to revive. The effect of 
this recovery on festivals and events
is encouraging -- we now have a 
sense of seeing light at the end 
of the tunnel.

Yes, after these difficult
couple of years, condi-
tions are improving for
festivals and events. A
case in point is
Canada Day (July
1), Canada’s
national celebra-
tion. In 2002, it
faced complex
planning chal-
lenges, with G8
protesters in the
streets of Ottawa
and last-minute
disruptions to
logistics. In 2003,
the festival went
smoothly forward
with crowds of
350,000 turning out
in the downtown
streets of Canada’s
national capital. The last
time we saw such crowds
in the central Capital was in
1997, when Queen Elizabeth
visited us in Canada. The mood was
upbeat and a collective celebration
occurred – that’s just the spirit begin-
ning to again infect our industry. 

The Canada Day phe-
nomenon is a reflection of
what’s happening in many
countries and their com-
munities as the political
and economic situation
steadies worldwide. The
nature of our industry
reminds us constantly of
tourism’s global nature. No mat-
ter what region we represent, we
have an opportunity to see that we
belong to a much larger picture. In fact,
that’s why we choose to belong to an
organization like the IFEA, which can
help us – through collective action and
the exchange of information – to weath-

er the storms and make the best of
good times. There really is

strength in unity.
Because it is aware of
the larger context and

the need for mecha-
nisms that allow us
to collaborate and
cooperate more
effectively, the IFEA
has continued
over the past year
to work towards
the idea of
regional repre-
sentation.
Without taking
anything away
from the inde-
pendence and

integrity of mem-
ber events or state

organizations – after
all, that’s where the

energy and the individ-
uality of our industry

comes from – we recognize
the need to organize on a

broader basis. I’m glad to report
that innovative ideas coming from our
membership and fruitful negotiations
are helping us to move forward in the
challenging act of balancing all of our

members’ needs and interests with the
imperatives of the industry as a whole.

Of course, one of the most important
IFEA contributions is its annual conven-
tion. This is the one time when we 
can all get together and share experi-
ences, discuss issues and learn from
each other. We also manage to have a
lot of fun. It will be no different this
year when we meet in Anaheim, Calif.,
to remember the magic of what we do.
Please mark November 18-22 on your
calendars and plan to be there for a 
full program of professional, social 
and touristic encounters.

I know many IFEA members commu-
nicated with us through the member-
ship survey this year. IFEA will use its
findings from this survey to help
reshape the organization in order to
serve you better. To those who didn’t
take advantage of this opportunity,
please get in touch to discuss issues 
that you’re interested in or concern 
you and your event.

Here’s to good communications – the
key to prosperity and good times in the
festivals and events industry.

Thèrése St-Onge, CFEE 
2003 IFEA Board Chair

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

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

In Good Times or Bad,
Communications Key to
Industry Prosperity

The

Board Table

One of the 

most important

IFEA contribu-

tions is its annual

convention. This

is the one time

when we can all

get together and

share experi-

ences, discuss

issues and learn

from each 

other.
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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, CFEE (chair elect)
Kentucky Derby Festival, Kentucky • Tel: 502-584-6383 • E-mail: mberry@kdf.org

Bill Charney, CFEE (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, CFEE
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, CFEE
Skyline Talent & Events, Inc., Colorado • Tel: 303-595-8747 • E-mail: skye@skylineusa.com

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

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

Janet Kersey, CFEE
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, CFEE
Mampre Media International, Texas • Tel: 713-960-9849 • E-mail: mampremedi@aol.com

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

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

Thèrése St-Onge, CFEE (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., CFEE
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

Janet
Kersey, CFEE

A native of the Daytona Beach area, Janet
Kersey, deputy director of the Daytona Beach
Area Convention & Visitors Bureau, is no
stranger to the world of festivals and events.

“When you grow up in the same area
where NASCAR racing was born it’s bound 
to affect you,” Kersey said.

Today the “World Center of Racing” and
the Daytona 500 attract hundreds of thou-
sands of fans annually, while millions more
worldwide view the event on TV.

“We also have a tradition of big events
including Bike Week, the World’s Largest
Motorcycle Event and Spring Break, so it was
a really fun place to grow up,” she added. 

Kersey’s career began in the events field
working as the program director for a local
Miller Beer wholesaler.

“Back then Miller Brewing Company was 
a sponsor of the Olympics and several other
major sporting events,” she said. “Just like
today, events were a key part of their sales
and marketing objectives. They worked very
closely with their distributors to create a vari-
ety of events every month. It was so much fun
because you were doing something different
and yet you were always challenged trying to
get it all done. I know event people would
understand that it actually was that madden-
ing pressure and then the joyous sense of
accomplishment that actually hooked me 
on the business itself.

“Working closely with a major event player
like Miller Brewing Company taught me a 
lot about being successful in this business,”
Kersey said. “That experience lead to the job 
I have today working for the Daytona Beach
Area Convention & Visitors Bureau. It’s truly
my dream job because I get to tell the world
about my wonderful birthplace while at the
same time help create new events while work-
ing with a variety of businesses. 

Continued on Page 62
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IFEA Update

IFEA Professional Certification Undergoes Name & Program Changes

Program Overview
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 they can be, makes a statement to
those with whom we do business, provides a leveraged position
from which to negotiate and build career success, and sets higher
standards for our industry. For all these reasons, it is important
that the IFEA offer a certification program. For all the same rea-
sons, it is also important that the certification program we offer
be widely recognized for its professional value and credibility.

After considering the input of our members and other profes-
sional and educational partners, the IFEA will unveil its new certi-
fication program beginning this November (November 17 & 18)
at the 48th Annual IFEA Convention & Expo Experience in
Anaheim, California. With new programming changes and
requirements, new opportunities to speed up the certification
process to meet individual needs, and a new name and designa-
tion, we believe that the IFEA certification program will help us
build the type of credibility, marketability and professional dis-
tinction that will set the IFEA and our members apart as industry
leaders in this arena. Additionally, we are pleased to continue our
partnership with K&K Insurance, the sponsor of this important
component of professional success in the festivals and events field.

Program Name and Designation
In our research process, we came to find that our current pro-

gram designation, “CFE,” is quite popular. Quite a number of
CFE programs currently exist. The IFEA has a CFE – Certified
Festival Executive; the IAFE has a CFE – Certified Fair Executive;
the IAAM has a CFE – Certified Facility Executive; even the NAFE
(National Association of Fraud Examiners) has a CFE – Certified
Fraud Examiners. As part of our new program changes, we chose
to expand on the official designation, more clearly reflecting our
entire industry and association, while staying close to our origi-
nal program and eliminating any confusion between the multi-
ple CFE designations. Starting in November, our new profession-
al certification designation will become “CFEE” – Certified

Festival & Event Executive. All who have already achieved CFE
designation will automatically change over to CFEE and will
receive new pins and certificates acknowledging that designation.

Program Administration
The new IFEA certification program will be overseen by a new

IFEA Academy of Event Education, a body appointed and made
up of top industry professionals and educators. Paul Jamieson,
CFEE, executive director of SunFest of Palm Beach County, (Fla.),
will serve as the chair of the new academy. Additional members
will be named in the months ahead. The purpose of this new
body will be to continuously review the program for improve-
ments, to review the curriculum, provide professional insights
and expertise, oversee final assessment of certification applicants,
and over time, help us develop a set of U.S./Global standards for
event professionals worldwide. 

The IFEA staff will oversee program record keeping and mar-
keting. Beginning with the new program in November, proof of
course completion (i.e., certificates of achievements) and fulfill-
ment of other required components (written, speaking, etc.) will
be tracked and kept on file in the IFEA office for easy reference.

Membership Requirements
All certification candidates will be required to be an IFEA

member in good standing before receiving their certification 
designation.

Suggested Pre-requisites
Although not mandatory, we suggest the IFEA “New

Professionals” program as a pre-requisite to entering the IFEA
certification program. While some of the same topics will be
touched on, the New Professionals program is designed to be a
one-day introduction to the special events industry, with four
classes in one day, led by some of the top professionals in our
field. In comparison, the certification program and courses will
be designed at a more advanced level, parallel to the expected
experience level of those serious professionals who we anticipate
entering the program.

C   F   E   E
C E R T I F I E D  F E S T I V A L  A N D  E V E N T  E X E C U T I V E
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IFEA Update

Certification Components
Our approach to the components 

that make up the new IFEA certification
program is multi-pronged, including 
the following:

• To create an advanced level product 
that, when completed, reaffirms the 
current knowledge of those participat-
ing, and provides them with new
knowledge, information and resources
that can be further applied to their 
professional careers.

• To create a program that, when com-
pleted, provides the same level of
knowledge and competency for all par-
ticipants, ensuring that the certification
itself carries with it the ability to clear-
ly define what those completing the
program should be expected to know
and what those considering the pro-
gram can expect to learn.

• To match as closely as possible with
other existing educational programs,
professional texts, and related industry
programs, so as to allow an easy
process of potential credit exchanges,
reciprocal recognition programs and
future partnerships with multiple edu-
cational institutions and professional
organizations.

• To include and address those critical
knowledge areas as identified by cur-
rent IFEA Board Policy.

• To ensure that the total program focus-
es on a combination of knowledge,
professional experience, effective use

of critical communication skills, and
continued professional development.

• To ensure an end result of accomplish-
ment and value, not just a feeling of
paying fees and going through the
motions.

• To provide an effective means of assess-
ment and establish acceptable levels of
completion of all components, leaving
less to open interpretation.

To those ends, the following program
components will be required of all CFEE
participants: 

Core Curriculum 
All participants will be required to

complete six, one-day seminars on the
following topics:

1. Sponsorship/Sponsor Service 
Research & Targeting, Proposals, Sales,
Retention, Evaluation, Valuation,
Follow-through, Packaging, Pricing,
Contracts, Benefits

2. Administration/Management
Strategic Planning, Feasibility Studies,
Financial Management & Budgeting,
Internal Auditing, Effective
Management Models, Systems &
Procedures, Standards & Ethics,
Quality Control

3. Human Resources
Staffing Issues, Employee Manuals,
Volunteer Programs, Board Relations,
Motivation, Legal Issues,
Compensation & Benefits

4. Marketing/Media Relations
Promotional Materials and
Campaigns, Public Relations, Media
Partnerships, Media Interview
Techniques, Effective Issue & Crisis
Media Relations, Web Site Marketing

5. Operations/Risk Management
Programming, Entertainment Booking,
Technology, Logistics Management,
Evaluation, Creating an Environment,
Venue Selection, Stage, Lights &
Sound, Permits, Working with the City
& Other Government Agencies, Safety
& Security, Insurance, Emergency Plans

6. Non-Sponsorship Revenue Programs
Merchandise, Food & Beverage,
Foundations, Fund-Raising Events.

All of the above courses will be devel-
oped and presented with a set course out-
line and materials that can be used and

followed by the instructor teaching the
course. The IFEA Academy of Event
Education will approve course outlines
and materials. Selected or approved indus-
try professionals will teach the courses.
Participants will be given certificates of
accomplishment at the end of each course
as proof of completion. In the future,
courses offered by IFEA affiliated chapters,
partner educational institutions, and other
professional partners, that satisfactorily
cover the course outline material, may
also be approved as an acceptable alterna-
tive to individual courses. Reciprocally,
those institutions and organizations will
be asked to accept IFEA certification cours-
es as an alternative to their classes, where
applicable. In such cases, both the IFEA
and our partner institutions/organizations
will reserve the right to charge a fee for the
course credits accepted.

Electives 
All participants will be required to

complete four elective courses from the
following topics:

1. Writing Skills

2. Presentation Skills

3. Creativity/Innovation

4. Time Management

5. Leadership/Management Skills

6. Economic Impact

7. Current Industry Issues & Trends 

Elective courses must be approved by
the IFEA Academy of Event Education
and may be offered at the IFEA annual
convention, affiliated chapter confer-
ences (including international), as part
of our “Success Series” traveling seminars
and Advanced Professional seminars, and
by our future educational
institution/professional organization
partners. Approved courses meeting elec-
tive standards must be marked in con-
vention/conference/institution programs
and will have certificates of accomplish-
ment available for those who request
them as part of their certification process.

Experience
Candidates for certification must have a

minimum of five (5) years paid, full-time,
direct event-related experience, including
three years in a key (department director
or higher) management position. This can
be achieved during the time the candidate

“K” Alferio, CFEE
2003 CFEE Speaker
“Media Relations”

“K” Alferio, CFEE
2003 CFEE Speaker
“Media Relations”



is going through the certification pro-
gram, but candidates must currently hold
a key management position to begin the
certification process. 

Convention Attendance 
Candidates must attend a minimum of

two (2) IFEA annual conventions or affili-
ated chapter conferences (including inter-
national) within the three years prior to
their final certification. Certificates of
Attendance will be available for those
needing proof of this component.

Publication
Candidates must provide a minimum

of at least one publishable article, of no
less than 1,500 words, for inclusion in
“ie: the business of international events,”
or other IFEA resource publications.
Topics must be approved by the IFEA
editorial committee and will be deemed
acceptable by the same. Copies of the
published article(s) will serve as proof of
this component.

Speaking Presentations
Candidates must do a formal speaking

presentation at an approved IFEA annual
convention, seminar, or affiliate chapter
conference (including international),
resulting in a speaker evaluation rating of
3.0 (out of 5) or better. The appropriate
convention program committee/coordi-
nator must approve topics in advance
and speaker evaluation letters will serve
as proof of completion.

Assessment
The final component in the completion

of the certification process, assessment, is
also the component that adds true credi-
bility/validity/reliability to the process. 

In discussions with our academic advi-
sors, they have pointed out that while
written testing can define specific knowl-

edge at a given moment, it does not nec-
essarily show a direct link between infor-
mation received and it’s actual usability
as it pertains to a professional career.
With that goal in mind, the new IFEA
certification program will require a final
assessment component in the form of a
capstone portfolio review. This process
will require each candidate to submit a
portfolio of actual case studies that
demonstrate and explain how he or she
has applied information covered in each
of the six required courses in the actual
performance of their jobs. The completed
portfolio must be submitted to the IFEA
Academy of Event Education assessment
committee a minimum of three months
prior to the IFEA annual convention, giv-
ing the Academy ample time to dissemi-
nate and review each one. The certifica-
tion designation will then be awarded at
the IFEA annual convention closest to
the assessment date. Those portfolios
deemed less than acceptable for comple-

tion of the certification process will be
returned to the candidate with specific
comments and direction. The candidate
will be allowed to resubmit the portfolio
during the following year. 

Certification Time 
Frame Options

The new certification program pro-
vides a choice of methods to allow indi-
vidual candidates to complete their certi-
fication at their own pace and within
their own financial capabilities, as fol-
lows. These options mainly effect the
time required to complete the core cur-
riculum, as the majority of other compo-
nents are controlled more directly by the
individual’s own schedule. Note: All
options are based on offering two of the
six required full-day courses at each IFEA
annual convention, without repetition
until all six have been presented, and the
six course cycle begins again.

Option 1: Candidates can take one
course per year, over a period of six years.

Option 2: Candidates can take two
courses per year, over a period of three
years.

Option 3: Once each year, the IFEA will
run a one-week professional retreat, that
allows for the completion of all required
certification courses at one time, in addi-
tion to tremendous professional net-
working opportunities.

Investment
Achieving your professional certifica-

tion is an investment in yourself and
your career. The following IFEA member-
discounted fees will apply initially to
each component of the new program
(not counting travel and hotel expenses).
Non-member fees will be higher. 

Bruce Erley, APR
2003 CFEE/New Professionals Speaker
“Sponsorship: Sales, Service & Success”

Bruce Erley, APR
2003 CFEE/New Professionals Speaker
“Sponsorship: Sales, Service & Success”



52 INTERNATIONAL EVENTS 2003

• $200 for initial enrollment in the certi-
fication program, to cover the cost of
record-keeping, processing, and pro-
gram administration

• $195 for each one-day course enroll-
ment 

• $250 for assessment of final portfolio
and certification

• $ No Cost for Re-certification (see
below) other than course fees

• $1500 for the one-week professional
retreat (including meals).

Recognition
After completing the certification pro-

gram, each successful candidate, will be
recognized at the IFEA annual conven-
tion in front of his or her professional
peers. Additionally, the IFEA will send
releases to a media list provided by 
each successful candidate, recognizing
their achievement. No candidate shall
receive recognition of certification 
until all program components are 
completed satisfactorily.

Re-certification
We believe strongly that continued

education is a critical component of 
professional success. If we stop learning,
then we stop improving. Under the new
program, re-certification will be required
every five years. This can be achieved 
as follows:

• Recorded proof of continued active
professional employment in a directly 
related industry position.

• Candidate must be an IFEA member in
good standing.

• Candidates must attend a minimum 
of two (2) IFEA annual conventions 
or affiliated chapter conferences
(including international) within the
three years prior to their recertification.
Certificates of Attendance will be 
available for those needing proof 
of this component. 

• Candidates must successfully complete
three (3) Advanced Professionals pro-
grams, which, under the new program,
will be separate from the certification 
program and designed as advanced
level courses that will add value to
continued professional development.
Candidates will be given certificates of
accomplishment at the end of each
course as proof of completion. Current
CFE’s (those certified prior to the start
of the new program) may opt to

attend the new certification courses as
an alternative to the Advanced
Professional courses, if desired.
Additionally, selected classes offered by
our affiliated chapters and future edu-
cational institution/professional
organization partners may be
approved as an acceptable alternative
to Advanced Professional courses. 

• There will be no fee for re-certification
other than any fees to attend the
required conventions and courses.

• Upon reaching the age of 55 or upon
retirement from the industry, a certi-
fied professional will be considered
certified for life. No further courses 
or record keeping will be required,
except to notify the IFEA staff of the
meeting of these requirements. For
those certified professionals who
remain active in the industry after 
age 55, we encourage the continuation
of professional development through-
out their career.

Timetable for New Program 
The new certification program and

requirements will take effect for those
beginning the certification program at
the IFEA annual convention in
November of 2003 in Anaheim,
California. The first two courses being
offered include “Sponsorship: Sales,
Service & Success” presented by Bruce
Erley, APR, President & CEO of Creative
Strategies Group (Nov. 17), and
“Maximizing Media Relationships” pre-
sented by ’K’ Alferio, CFEE, Manager,
Events & Media for Capital One Services,
Inc. (Nov. 18). 

All current candidates will be allowed
to finish out the program under the
guidelines that were in effect when they

began. All certified professionals, regard-
less of when they began or finished the
program, will be required to fulfill re-cer-
tification requirements under the new
plan. Current CFE’s (those certified
before November 2003) will start with 
a common calendar date of November
2003. Those completing their certifica-
tion at or after November 2003 will
begin the re-certification cycle as of 
the date of completion.

It is also important to note that
because the new certification program is
quite extensive in its goals, and contin-
ues to be developed for maximum out-
reach, not all components may be avail-
able immediately. 

Future Initiatives
The new IFEA certification program

opens the door to many new opportuni-
ties as we look to the future. Among
those already being discussed:

• On-line/video-streamed courses.

• On-line progress tracking for certifica-
tion candidates.

• Continuing Education Credits (CEUs)
tied to IFEA courses through one or
more educational institution partners.

• Reciprocal recognition value and credit
exchange programs with educational
institution partners.

• Reciprocal recognition of certification
programs with other professional 
associations (i.e., IAFE, ISES) with 
the potential to bond the industry
closer together under one professional
umbrella of standards in the years
ahead.

• Further exchanges and shared resource
programs with partner organizations.

University/Higher Education
Partnerships

Member input tells us that a partner-
ship(s) with one or more educational
institution is very important to our
members (94% of those surveyed). For
that reason and in recognition of the
ever-growing number of university-level
programs being offered in the festivals
and events field, as part of our new CFEE
program, we have opened conversations
with a number of educational institu-
tions, with the goal of creating a menu of
opportunities in multiple locations,
including credit exchange, speaker
exchange, shared links to event-related
materials and sites, internship placement
assistance, seminar hosting, distance
learning classes and more. 

Bill Collins, CFEE
2003 New Professionals Speaker
“Event Planning & Operations”

Bill Collins, CFEE
2003 New Professionals Speaker
“Event Planning & Operations”
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A sampling, but only partial list, of
institutions that currently offer event-
focused programs include:

• Algonquin College, Canada

• California State University – 
Long Beach

• Clemson University

• Columbia College, Chicago

• George Washington University

• Leeds University, UK

• New York University

• Purdue University

• Sheffield Hallam University, UK

• Singapore Marketing Institute, Singapore

• Texas A&M University

• University of Illinois

• University of Kentucky
• University of Korea

• University of Nevada

• University of Oregon

• University of South Africa

• University of Technology Sydney,
Australia

The process of building this new net-
work of educational partners will be
ongoing and one which we believe will
dramatically impact the future leadership
of our industry. We welcome any input,
additions, or direct contacts by our mem-
bers with these or other event related
educational institutions.

Maximizing the Value
The IFEA, in tandem with restructuring

the new certification program, is also
working to create new support materials
and information that will help explain
the importance and further the image of
professional certification to outside and
internally-related audiences (i.e., boards,
suppliers, sponsors, city management).
Through better education, we hope to
increase the overall value and impact of
professional certification for those who
attain this professional milestone.

Steve McClatchy
2003 Advanced Professionals Speaker
“Advanced Business Leadership: 
The True Magic”

Steve McClatchy
2003 Advanced Professionals Speaker
“Advanced Business Leadership: 
The True Magic”

Questions 
For further information, please
direct your questions to: Julie 
Parke, CFEE program coordinator
and IFEA operations director, 
at 208-433-0950 ext. 8, or at
julie@ifea.com.



54 INTERNATIONAL EVENTS 2003

IFEA Update

IFEA Announces New 
Member Benefit Program

After careful research and evaluation, IFEA has chosen Solveras Payment Systems as
the provider for the IFEA Credit Card Processing Program. The new program offers
discounted processing rates based on the group strength of IFEA members and a
complete portfolio of electronic payment services, including point-of-sale and
Internet transaction processing, online event registration, electronic gift/stored-value
cards, and the ability to accommodate special processing needs during events.

“We are very excited to have the opportunity to work with IFEA. Our team has
more than 80 years of combined industry experience; almost all of this time has been
spent working with associations. This commitment to association partnerships has
helped us develop a consultative approach to working with members,” said Scott
Witterholt, president of Solveras.

The savings members can realize with the negotiated rates may be significant, but
the value of the program goes beyond that. It also gives IFEA members a professional
resource to help them honestly evaluate their payment processing needs. In addition
to the negotiated discounts, a key feature of the new program is the complimentary
savings analysis available to IFEA members. This professional service helps members
determine the true cost of their current processing service and shows a real world
comparison of the program savings. “Our industry is notorious for complicated pric-
ing and statements that are hard to decipher. It’s tough for business owners and man-
agers to know what they are really paying. We help take the guesswork out of com-
paring services,” said Witterholt.

IFEA members are likely to find this straightforward approach refreshing, especially
if they are evaluating multiple processing offers. The program also makes it easy for a
business to start taking cards and offer customers flexible payment options.

Members should call 800-613-0148 (toll-free) or visit the member benefit section
of IFEA’s web site (www.ifea.com) to take advantage of the free savings analysis and
learn more about the new program’s benefits.

ONE-HALF of businesses have experienced
premium INCREASES of up to 20% for their
group MEDICAL INSURANCE coverage in the
past 6 MONTHS, and employers are routinely
shifting costs to their employees to try to
offset the higher healthcare. Group life
insurance rates are holding steady or
experiencing only modest increases –
Council of Insurance Agents & Brokers,
Washington. www.ciab.org

TRENDS-AT-A-GLANCE

TRENDS-AT-A-GLANCE

Top 10 State
Tourism Budgets

(in $-millions)

States plan to spend a projected
$554.2-million for travel and tourism
in 2002-03, down 8% from last year
Travel Industry Assn of Am,
Washington. www.tia.org

HAWAII
$56.0

ILLINOIS
$49.7
PENNSYLVANIA
$35.1
TEXAS
$31.1
FLORIDA
$29.4
LOUISIANA
$17.8
WEST VIRGINIA
$17.0
CALIFORNIA
$15.7
MISSOURI
$15.2
VIRGINIA
$15.0
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From a peacemaker in Ireland, to one
of Walt Disney’s earliest employees,
to a woman who touched countless
lives, both personally and profession-
ally, this year’s IFEA/Miller Brewing
Company Hall of Fame inductees
demonstrate the sheer joy and satis-
faction that come from knowing one
is making profound differences in the
communities they serve.

Colm Croffy
Colm Croffy, chairman of the

Association of Irish Festivals & Events
(AOIFE), has transcended the mission of
festivals and events to build community,
taking them to new levels, including
strides toward peace.

During his time with the Republic 
of Ireland’s Mary
from Dungloe
Festival, Croffy
became instrumental
in linking the festival
with a committee
from the Ballyclare
Festival in Northern
Ireland as part of the
program for peace
and reconciliation. 

When he became
executive of the
AOIFE, he expanded
this highly successful
linkage concept to
cover all festivals in
Northern Ireland
with the border
counties of the
Republic of Ireland.

His commitment
to this important goal
has resulted in festivals being used as 
a medium for building lasting peace.

Under Croffy’s leadership, the AOIFE
has grown to more than 360 festivals. 
He has helped the festival sector and
with it the people of Ireland through 
the Community Festivals Networking
Program. The program, devised by 
Croffy in conjunction with the charity
Hospitality Ireland, is aimed at using
tourism as a global industry to promote
peace and understanding between the
people of Northern Ireland and the
Republic of Ireland. 

Among other things, the program
allowed festival organizers to visit a sister
festival in the other country to see how it
was operated. The response to this recip-
rocal arrangement was amazing. People
who wouldn’t have otherwise traveled
across the border, between the two coun-
tries, found new friends. One Republic of
Ireland participant remarked, “It was an
eye-opener. We realized how much more
tolerant people are in Northern Ireland
than we would have thought beforehand.
We were going to meet a committee. But
after a while, we were meeting friends.”

Robert (Bob) Jackson
Before there was the Walt Disney

Company, there was WED Enterprises,
Inc., a company personally owned and

overseen by Walt
Disney; and there
was Bob Jackson,
one of Disney’s
employees at WED
and the first publici-
ty manager for the
then new California
theme park –
Disneyland.

Now retired,
Jackson has been
described as, with-
out question, one 
of the most creative
people to ever serve
our industry.

Following the
excitement of the
Disneyland adven-
ture, Jackson joined
the federal govern-

ment as director of
Media Services for the (now titled) U.S.
Travel and Tourism Administration in
the Dept. of Commerce. His role there
called for considerable involvement with
special events and their producers
throughout the nation, as events were
part of the arsenal for attracting interna-
tional tourists and encouraging intra-
national travel by U.S. residents.

Jackson’s government career continued
when he moved into the role of director
of public relations and advertising for
the John F. Kennedy Center for the
Performing Arts in Washington, D.C.

The IFEA and Miller

Brewing Company are

pleased to honor this

year’s Hall of Fame

inductees at the

IFEA/Miller Brewing

Company Hall of Fame

Awards Luncheon,

Nov. 19, during the

IFEA 48th Annual

Convention & Expo

Experience in

Anaheim, California.

Colm Croffy

Robert (Bob) Jackson

Sue Twyford

IFEA/Miller Brewing
Company Hall of Fame
Inductees Named





He later moved into the then very new corporate world
of sponsorship at General Mills, Inc., serving as manager of
Product Publicity and Event Marketing for the company’s
more than 200 brand units. Jackson planned many events
for General Mills nationwide and created its internal sys-
tem for processing an average of more than 4,000 sponsor-
ship proposals annually.

Before his retirement, Jackson served many national
companies, agencies, communities and events as an inde-
pendent special events and publicity consultant. He sus-
pended his agency operations to accept a two-year position
as special events manager for the 1991 International
Special Olympic Games held in Minneapolis, Minnesota.
Following the games he continued his creative input
through INNOVA Marketing in Minneapolis. Jackson is 
the author of “Special Events in the 21st Century,” and 
co-author of “Special Events: Inside & Out.” 

He is now retired and living in Maryland.

Sue Twyford, CFEE
Sue Twyford’s career and life blended together through

the lives that she touched. Professional peers and friends
alike, were drawn to Sue’s sharing nature, and they always
came away better for having known her.

Twyford’s expertise in sponsorship came mostly from
personal trial and error, developing “hands-on” concepts
and techniques before more formal sources of information
existed. She willingly and anxiously shared those with 
her peers at many IFEA conferences and conventions.

“Her ideas on sponsorship retention, overdelivering,
promising the moon and delivering the universe, etc., are
something that many IFEA members use today because of a
Sue seminar,” shared former IFEA President Bruce Skinner.

As Executive Director of SunFest for 11 years, Twyford’s
leadership, vision and professionalism transformed a rela-
tively small local celebration into Florida’s largest music,
art and waterfront festival.

Many ideas created by Twyford, such as free admission
and free activities for children, a great mix of quality
national and local entertainers, Friday night fireworks, 
and a site plan fully using the waterfront location, are 
still vital to the success of the event today.

Additionally, Twyford established SunFest as a major
force in the area’s cultural, political, and charitable land-
scape. A downtown park named after SunFest, an endowed
chair at the community college, and students attending 
college on SunFest scholarships are all part of her legacy.

Twyford stepped down from her position at SunFest in
1996 to become a full-time mom to her sons. But through
her company, The Twyford Group, she continued to be
active in the industry and in many local charitable causes
and events.

To the sadness of the Sunfest and IFEA families, Twyford
passed away this past year. But her love for and expertise in
the festivals and events industry continues to be shared by
everyone whom she touched, and we are all the better 
for it.

Miller Brewing 
Company 
Hall of Fame 
Inductees Named
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San Antonio’s Fiesta Oyster Bake,
Lincoln, Nebraska’s Updowntowners,
Inc., and the Pasadena Tournament of
Roses have collectively received 81 years
of volunteer service from this year’s final-
ists for the IFEA/Zambelli Fireworks
Internationale Volunteer of the Year
Award. Is it any wonder these events felt
compelled to nominate them?

Herman Ahr, a 20-year volunteer veter-
an with the Fiesta Oyster Bake at St. Mary’s
University in San Antonio, Texas, is cited
as taking leadership roles in one of the
toughest aspects of the events logistics and
event operations. But he’s also recognized
as one who has performed many tasks
over the years to ensure the Bake’s success. 

Ahr served as committee chairman
twice and used his expertise as an
accountant and controller to establish
the event’s finance room operations. For
security, he was instrumental in develop-
ing and monitoring the security opera-
tions of the Bake, meeting regularly with
local law enforcement agencies to ensure
a safe event environment. In the area of
sponsorship, Ahr has been involved in
developing relationships that have
secured major sponsors, such as Miller
Brewing Company and Coca Cola, which
has resulted in thousands of dollars for
the event. 

In particular, Ahr championed the
cause for the university’s alumni associa-
tion, which hosts the oyster bake, to build
a warehouse on campus to house the
equipment and supplies needed to run
the annual $1 million event. This facility
has enabled the event to operate more
cost effectively, as well as saving time and
creating a safer working environment.

But his involvement with the universi-
ty goes beyond the Fiesta Oyster Bake.
He served on the alumni association
Board of Directors in the mid- to late-
1990s and currently serves on the St.
Mary’s University Facilities Master
Planning Committee.

And while his accomplishments to the
particulars of the oyster bake have been
critical to the event’s on-going success,
nominator and executive director of the
Fiesta Oyster Bake, Steve Rosenauer, CFEE,
says it’s Ahr’s emotional contributions
that make him a Volunteer of the Year.

“Herman is involved with the event
because it is a good event, but most
importantly, it is an event that produces
a lot of good for a lot of deserving peo-
ple,” Rosenauer said. “At a minimum,

Herman makes the monthly committee
meetings, but there are times when he
might have several meetings in the same
week. Herman is at those meetings and
he is not just a figurehead. He consis-
tently provides insightful answers to seri-
ous questions and he helps make deci-
sions that are sometimes tough to make,
but are for the betterment of the event. 

“Herman has gained the respect of his
peers because for years and years he is

Fiesta Oyster Bake
20 years

San Antonio, Texas

Updowntowners
17 years

Lincoln, Nebraska

IFEA/Zambelli Fireworks Internationale
2003 Volunteer of the Year Finalists Named

Tad Frazier

James Stivers

Pasadena Tournament of Roses
40 years

Pasadena, California

Herman Ahr

NOMINATION CRITERIA

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

• Be a current volunteer of an
IFEA member organization

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

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

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

• Have a positive attitude

• Have exemplified his or her
dependability

• Have a significant depth of
involvement

• Have made a difference to the
festival or event

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

Sponsored by
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the one who leads by example.”
In his 17 years with Updowntowners,

Inc., Tad Frazier has held the longest
board tenure in the organization’s 18-year
history. He’s considered the backbone of
the organization, which produces approx-
imately 17 events annually for Downtown
Lincoln in Lincoln, Nebraska.

Frazier joined Updowntowners in
1986 and was elected to the Board of
Directors in 1987. He has held the posi-
tion of legal counsel and event logistics
since 1986, except for the three years
when he served as the Updowntowners’
president-elect, president and past presi-
dent. He currently dedicates 750-1,000
hours annually to Updowntowners
events and legislative concerns. 

In his nomination, Polly McMullen,
president of the Downtown Lincoln
Association, said, “[Tad’s] roles have
ranged from legal counsel to the
Updowntowners (totally pro bono) to
logistics chairman, to float builder, gov-
ernment lobbyist, fundraiser, trouble-
shooter and cheerleader!” She went on
to say, “His contributions have included
working with local government to create
an events ordinance, which has become a
model for other communities; master-
minding logistics for the Holiday Parade
and July Jamm; and monitoring legisla-
tion impacting special events.

“Tad has earned the respect and trust
of not just his peers, but our police chief,
city council, all city department directors
who deal with events, the State Liquor
Control Commission, and the business
leaders of downtown Lincoln.”

Deb Johnson, executive director of the
Updowntowners added, “All event profes-
sionals know that logistics for one event
is time consuming and challenging. Tad
provides logistics for all of our events. Tad

also has a historical knowledge of our
organization that is invaluable and his
legal expertise is of extreme value with
every contract and/or insurance policy
that we must have for our events.”

Completing this year’s trio of finalists
for Volunteer of the Year is the longest-
serving volunteer, James Stivers, who has
served the Pasadena Tournament of Roses
for more than 40 years, and who has been
widely recognized as the one most

responsible for the success of America’s
New Year’s Celebration in Pasadena.

Stivers has actively served the
Tournament of Roses since 1959 and has
been instrumental in virtually all aspects
of the event, including the design and
implementation of the operation plan
for the Rose Parade. He has served on 10
volunteer committees and has been

chairman of the Formation Area
Committee, the Staging Committee, and
is currently chairman of the Liaison and
Planning Committee. He is known as
“Mr. Rose Parade” by the two generations
of Tournament leaders who have served
with him.

In addition to his being a standout
among the Tournament’s 935 volunteers,
Stivers is the Tournament’s representative
on the Board of Directors for the Rose
Bowl Operating Company, a city agency.
In this capacity, he has developed and
overseen many improvements in the ven-
erable Rose Bowl stadium. 

“Perhaps most significant,” says Mitch
Dorger, CEO of the Tournament, “was
when the city of Pasadena broke with
established principle and asked Stivers,
as a private citizen, to oversee a multi-
million dollar press box renovation 
and expansion.”

Dorger went on to say that Stivers’
years of service to the Rose Bowl were
recently recognized when the new public
safety facility at the stadium was dedicat-
ed in his honor.

Stivers has received additional honors
because of his selfless service to the
Tournament of Roses. He was named
honorary director in 1985 and honorary
life director in 1993 – the first such per-
son honored with this description.

“Throughout his 44-year Tournament
career, Jim Stivers has been known for
being generous with his time, energy, and
financial resources, often at great sacrifice
to his own family and business. Without
a doubt, Jim Stivers’ longstanding dedica-
tion to the Tournament of Roses is a
superb example of volunteerism not only
to his fellow Tournament members, but
also to the entire Pasadena community,”
concluded Dorger.

How nominees 
were selected 
and what’s next:

Nominations were submitted
through IFEA affiliate chapters and
member nominations. Each chapter
chose one semi-finalist to submit at
the international level. A panel of
impartial judges from within IFEA
selected three finalists from all semi-
finalist candidates submitted. This
year’s finalists will be the guests of
IFEA and Zambelli Fireworks
Internationale on an all-expense*
paid trip to the 48th Annual IFEA
Convention & Expo Experience in
Anaheim, Calif., Nov. 18-22, 2003,
where the winner will be announced. 
*Hotel, airfare, meals and registration
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IFEA Update

CODE OF PROFESSIONAL RESPONSIBILITY PREAMBLE

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

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

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

THE INDUSTRY’S ROLE IN SOCIETY

Principle/Standard #1: Members shall ascribe to and promote the Mission and Ends of the
International Festivals & Events Association, including:

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

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

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

d. member compliance with professional standards and ethical conduct.

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

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

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

BUSINESS STANDARDS AND PRACTICES

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

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

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

Note: The full and expanded version of the IFEA Code of Professional Conduct and Ethics is accessible online at: www.ifea.com.IF
E
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Ethics is in origin, the art of recommending to others the
sacrifices required for cooperation with oneself.

Bertrand Russell, British Philosopher
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Want to see where your salary and benefits rank with other
industry professionals – well now you can with IFEA’s 2003
Compensation & Benefits Survey - hot off the presses! Created
by a committee of industry leaders who understand the impor-
tance and usefulness of this type of information, IFEA’s 2003
Compensation & Benefits Survey results can be used by events,
boards, media, educational institutions and others who share a
role and interest in the success and future of our industry. With
responses presented in averages by position title and further
broken out by total respondents, event budget and geographic
region, this is a tool you will want to have close at hand. avail-
able online at www.ifea.com (click on Library/Publications). 

IFEA’s 2003 Compensation &
Benefits Survey Now Available

The latest IFEA Member Survey results, tabulated by the
University of Illinois, were presented to the IFEA Board of
Directors at their August meeting. The survey is sent to a random
sampling of 800 members every two years to help the organiza-
tion gauge progress and set new strategic directions with regard
to programs, resources and benefits. 

Participation in the survey, with all of the many other
demands on people’s desks, is greatly appreciated and critical 
to our better understanding of member needs. The 2003 survey
results showed clearly that the IFEA is moving in the right direc-
tion and that significant progress has been made in closing the
gap between member evaluations of importance and perform-
ance factors on all fronts. In the weeks and months ahead, the
IFEA staff will review the results in more depth and use them to
determine where the association can most effectively direct its
time and other resources in the future. Past survey results have
resulted in the addition, deletion and upgrading of programs
and resources, as appropriate. The survey results will also serve 
as a key source of information for the new IFEA long-term strate-
gic plan and in the planning of future convention and seminar
topics, as well as editorial content for “ie: the business of inter-
national events”. 

UPCOMING 
IFEA EVENTS

VFEA Fall Workshop
Oct. 17, 2003, Colonial Inn, Virginia
Beach, VA • Contact Ronda Baucom 
at 757-635-7597

ISEN Northern Workshop
Oct. 25, 2003, Elgin, IL 
Contact Cyndie Hall at 815-987-5546

KFEA Annual Conference
Nov. 13-14, 2003, London, KY
Contact Michael Corriston 
at 606-589-2145 x2102

48th ANNUAL IFEA CONVENTION
AND EXPO
November 18-22, 2003 - Anaheim,
CA / Anaheim Marriott, Visit
www.ifea.com for a downloadable
brochure and schedule

Southeast Joint Annual Conference
(GFEA, TNFEA & others)
Feb. 8-10, 2004, Brasstown Valley
Resort, Young Harris, GA
Contact Carolyn Morris 
at 770-592-7180

Annual Illinois Convention &
Chicago Southland Workshop
Feb. 11-12, 2004 • Contact Cyndie
Hall at 815.987-5546, or email 
cyndie.hall@ci.rockford.il.us 

VFEA Annual Conference
Feb. 23-25, 2004 Hotel Roanoke
Roanoke, VA • Contact Ronda
Baucom at 757-635-7597

CFEA Annual Conference
Mar. 3-5, 2004, Estes Park, CO
Contact Lora Knowlton 
at 303-722-6036

Northeast Joint Regional
Conference (CRFEA, MAFEA,
NEFEA, NYFEA)
Mar. 7-10, 2004 
Saratoga Springs, NY 
Contact Belinda Venuti 
at 360-452-7019

IFEA Member Survey
Highlights Progress & Direction

The beer indusrty provides more than

1.6 million jobs to Americans and

generates more than $144-billion for

the US economy. The industry also

generates $27.6-billion in state and

federal tax revenue.

National Beer Wholesalers Association
Alexanderia VA. www.nbwa.org.

TRENDS-AT-A-GLANCE
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IFEA World

Trying to deal with Asian cultures 
and festivals is like attempting to
describe the universe in a few words –
Asian cultures form a veritable cosmos.

Asia is as vast as the continent itself
and as diverse as the countries and
the people who inhabit the largest
landmass in the world. If we shrink
the earth’s population down to a vil-
lage of 100 people but keep all exist-
ing human ratios the same, there
would be: 57 Asians, 21 Europeans,
14 Western Hemisphere (North and
South America), and eight Africans.
With such a staggering statistic, the
question is how can one ignore the
vast potential of Asia?

The New Face of Asia
For half a century, East Asia

reduced the poverty incidence from
400 million to 180 million. The
World Bank has pronounced that
nowhere and in no time in human
history has humanity achieved such
economic progress, and considers the
East Asian story an economic miracle. 

It is a miracle of the human spirit,
not merely of economic effort, driven
by an awakening to one’s own poten-
tial and propelled by the power of
determination, but of progress
achieved by toil and sacrifice. 

John Naisbitt said in his book
“Megatrends Asia,” “The West needs
the East more than the East needs 
the West.” 

About half a billion Asians are
reaching the status of the middle
class. That offers an enormous mar-
ket. Asian families are sturdy. They
are like wonderful foundations in

which to build huge enterprises. China’s
economy doubled in six years. 

Asia offers new markets of extraordi-
nary potential. The East is not just Japan
and China, as many Westerners often
thought. The countries of the ASEAN
group - Thailand, Malaysia, Singapore,
Indonesia, the Philippines, Brunei and
Vietnam -- have a population of 450 mil-
lion. India alone has a population of over
900 million. There are three billion peo-
ple in Asia, half of them under age 25. 

Opportunities are looking Eastward.
As a latecomer to development, Asia has
a golden opportunity to install the latest
models of creative infrastructure. 

Asia & Events– in the 
21st Century

The world of events creation is waiting
to explode in Asia. For half a century
Asia has been concentrating on the eco-
nomic progress and somewhat neglected
the softer side of life. Apart from tradi-
tional festivities and celebrations very lit-
tle resources have been put into the
development of arts, music, theatre and
resource development. 

In recent years, Asian government has
realized the importance and needs of
artistic developments to establish a fer-
tile platform for creative and social
expression. This is seen by the recent

ASIA
THE LAND OF NEW 
OPPORTUNITIES
By Jimmy Wong
IFEA Singapore President



Now that the low cost, budget 
airlines in Europe have proven to 
be lasting, it’s a good time for interna-
tional event marketers to take 
advantage.

Joost ter Waarbeek, executive 
director of IFEA Europe, explains, 
“It is now the case that someone 
from Liverpool (UK) travels cheaper
to Eindhoven in The Netherlands
than someone taking a train from
Amsterdam. Organizers of events 
in Eindhoven can now focus a part 
of their publicity on an international
market, thanks to their international
airport with a low cost, budget 
airline.“

Besides attracting visitors from new
geographical areas, he goes on to say
that budget airlines offer great oppor-
tunities to invite international artists
at very affordable prices.

Waarbeek encourages those closely
located to the airports used by these
particular airlines to broaden their
horizons when planning their events
and look for audiences and artists
from those locations in Europe that
the carrier(s) connect to.

“One of our members, de Vestfold
Festspillene in Norway, is located
close to the Torp Airport under Oslo,”
he said. “Because of the current attrac-
tive airfares they were able to fly over
the entire BBC-orchestra to accompa-
ny Patty Austin at one of their main
concerts. Without the low cost, budget
airline, this would otherwise never
have been financially possible.”

Budget Airlines
Expand 
Opportunities 
for European 
Festivals 
and Events

development of The Esplanade in
Singapore and the recent announce-
ment in Hong Kong to build a world-
class art center. Corporations, such as
Disney, realize the potential of three
billion people. As a result, Disney is
building a theme park in Hong Kong. 

Sporting Events
World class sporting events, like The

Olympics, are set to put China (Beijing)
on the global radar of the sporting
community. Top football teams like
Real Madrid, Manchester United, and
Liverpool have made their presence felt
in countries like Japan, Hong Kong,
Malaysia, and Singapore. Asian sporting
personalities are making significant
inroads into the NBA and the global
tennis and golfing arenas. 

Entertainment Events
Major entertainment companies 

like Cirque Du Soliel have made
encouraging impacts within the region.
The Forbidden City has heard the voic-
es of the Three Tenors. The Great Wall
of China has its own marathon. And
major show productions, such as
Phantom of the Opera, Miss Saigon,
and Oliver have entered Asia. 

Entertainment events, along the line
of the Singapore Buskers festival, have
opened up a new world of entertain-
ment. In six short years, this festival has
attracted some 500,000 visitors to the
nine days of creative street mayhem.
With it brings tourism, food, beverage,
and retail opportunities to the partici-
pating properties and sponsors.

Events Usage
Even with the recent incidents of the

Bali bombing, SARS outbreak, and
Jakarta bombing, events have been used
effectively not only to entertain, but to
educate people on the importance of

security and social responsibility. 
When tourists stopped visiting

Singapore because of SARS, special
events were organized, ranging from
retail sales campaigns, to domestic
tourism efforts, to hotel accommoda-
tions and sports-related activities – all
to stimulate the local tourism and con-
sumerism to good results.

Festivals in Asia
With the diverse cultures and reli-

gion in Asia, the number of festivals
runs by the thousands. The famous
Thailand water festival, The Cherry
Blossom Festival in Japan (Hanami),
and Harbin Winter Festival in China
attract thousands of visitors from 
within Asia and beyond.

The Potential
The future in the events and festival

industries is definitely promising. 
The economic spinoffs for the events
industry, tourism industry, F&B, 
arts and entertainment and merchan-
dising are limited only to one’s 
imagination.

As for the events business … the
“sun always rises from the east” and 
it is a sunrise industry waiting to 
be tapped.

Borrowing the words of author John
Naisbitt, “How rich the world will be
when both the cultures and the
economies of West and East converge.”

Jimmy Wong, IFEA Singapore,
President is director of Gwyndara
International. He can be reached at
gwyndara@pacific.net.sg. Gwyndara
International is located at 22 Jin
Kelabu Asap, Singapore, 278215
Singapore. Its website is www.singa-
pore-buskers.com.

Joost ter Waarbeek is the executive
director of IFEA Europe, and director
of JTW Event Consultants, located in
Haarlem, The Netherlands,
waarbeek.events@planet.nl



Marketplace
BANNERS/FLAGS
DIXIE FLAG - Producers of all types of flags, banners,
decorations, accessories and custom net street banners.
Contact: Henry “Pete” Van de Putte, Jr., CFEE,
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.dix-
ieflag.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 serv-
ice, 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
brewer since 1855, principle brands include: Miller Lite,
Miller Genuine Draft, Miller Genuine Draft Light, Miller
High Life, Miller High Life Light, Icehouse, Fosters and
also Sharp’s non-alcohol brew. Serve America’s Best at
your next Fest! Contact your local Miller distributor or
call Miller’s Fair & Festival Marketing department at 414-
931-3441.

ENTERTAINMENT/TALENT 
ESCAPADE MUSIC - A hot eleven piece show band
that keeps you on your feet and entertained. Great
vocals, hot spicy horns, and driving rhythm section won’t
let you down. Contact: Craig Weisbaum; Address: 4
Holmehurst Ave. Catonsville, MD 21228; Phone: 800-
698-4070; Email: Craig@escapadeband.com; 
Website: www.escapademusic.com.

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

EVENT SERVICES
NATIONAL EVENT SERVICES - This year National
Construction Rentals celebrates its 40th Anniversary!
National Construction Rentals is the leading provider in
the portable services industry with a variety of products
such as, temporary fence, storage containers, portable
restrooms, temporary power, and more.  At National,
“One Call Rents Them All™”. Contact: Nicole Ellis;
Address: 15319 Chatsworth St, Mission Hills, CA; Phone:
818-221-6000; Fax: 818-221-6193; Email:
nellis@nbg2000.com; 
Website: www.rentnational.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 pro-
ductions, electronically choreographed to music and
lasers. Contact: George Zambelli, President; Phone:
800-245-0397(toll free); Fax: 724-658-8318; Email:
zambelli@zambellifireworks.com; Website: www.zambel-
lifireworks.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@studio-
concepts.com; Website: www.studioconcepts.com.

INFLATABLES
ATTENTION GETTERS + GOLDMAN ARTS - Colorful
and zany inflatable costumes and props available for rent.
Designers and fabricators of inflatable props, custom
shapes, costumed mascots, miniature inflatables and
Totally Tubulars® balloons. Contact: Tracey Kennedy;
Address: 340 Vernon Way, Suite AEl, Cajon, CA 92020;
Phone: 619-441-8901; Fax: 619-441-8902; 
Email: tgetters@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
service 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.fabulousinflata-
bles.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@earth-
link.net 

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

HAAS & WILKERSON INSURANCE - With more than
fifty years experience in the entertainment industry, Haas
& Wilkerson provides insurance programs designed to
meet the specific needs of your event. Clients throughout
the U.S. include festivals, fairs, parades, carnivals and
more. Contact: Michael Rea, CFEE; 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
liability. Contact: Dale Johnson, CFEE; Address: 1712
Magnavox Way, Fort Wayne, IN 46801; Phone: 800-553-
8368 Fax: 219-459-5624; Email: Dale_Johnson@kand-
kinsurance.com; Website: www.kandkinsurance.com. 

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

MERCHANDISE
ALLEN LEWIS MFG. INC. - Making Memories Last A
Lifetime. We design and produce an extensive line of qual-
ity 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: ALLEN4SEA-
SON@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. 



66 INTERNATIONAL EVENTS 2003

MERCHANDISE 
NEWVILLE CANDLE COMPANY- Unite your community
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. 

PINS/EMBLEMS
MILESTONE PRODUCTS - Designs and produces high-
quality lapel pins, sets and pin programs. Exclusive licensee
of Tournament of Roses. Contact: Nancy Chapman, CFEE;
Phone: 877-587-4839; Fax: 626-301-4232; Email: event-
pins@milestoneproducts.com; Website: www.milestone-
products.com.

MAXWELL MEDALS & AWARDS - Your complete suppli-
er of medals, trophies, and awards since 1978. When it
comes to custom designed lapel pins, plaques, or medals,
our design team is the best in the industry. Reward your
sponsors, volunteers, royalty, or staff with the very best in
award and recognition products. Contact: Jon Scott,
Address: 1296 Business Park Dr., Traverse City, MI 49686,
Phone: 800-331-1383, Fax: 231-941-2102, E-Mail:
maxwell@maxmedals.com, Website: www.maxmedals.com. 

SANCHEZ ENTERPRISES, INC. - Manufacturer of hand-
crafted, metal, cloisonné and soft enamel logo lapel pins
and assorted jewelry. Specialty is custom pins. Graphic
artist capability. Call toll-free 1-800-358-9594 Contact:
Larry Sanchez, Address: 1895 Phoenix Blvd., Suite 132,
Atlanta, GA 30349 Phone: 770-994-7467, Fax: 770-996-
6312, E-Mail: sanchez@mindspring.com, Website:
www.sanchez.home.mindspring.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 spon-
sorship. Publisher of IEG: Sponsorship Report, Directory of
Sponsorship Marketing, Legal Guide to Sponsorship.
Producer: Event Marketing Seminar Series. Analysis: IEG
Consulting. Contact: Lesa Ukman Address: 640 N LaSalle,
Suite 600 Chicago, IL 60610-3777. Phone: 312-944-1727.
Fax: 312-944-1897. E-mail: lukman@sponsorship.com. Web
site: www.sponsorship.com.

TICKETING/WRISTBANDS
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.nationalticket.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 products,
and tickets, you can find it all on our website at www.visa-
band.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.

Continued from Page 43
“While I’ve been fortunate to work on

many festivals and events over the years,
my greatest accomplishment so far is
being the ’Birthmother of Biketoberfest®,
an event recognized as one of the top five
major motorcycle events in the country.
Biketoberfest® has also received numer-
ous awards for our CVB and has pro-
duced millions of dollars of economic
benefit to our area,” she said. 

Kersey, as an IFEA board member,
looks forward to sharing her experience
and knowledge with the IFEA and it’s
members.

“My hope is that I can share the joy
I’ve found in events and hopefully inspire
more people to make it their career too.”

TRENDS-AT-A-GLANCE

The Value of
Volunteers

Independant Sector has announced
that the value of volunteer time now
stands at $16.54 per hour, up 49
cents an hour from the past year
(see chart below).

That figure is based on average
hourly earnings of all nonagricultural
workers as determined by the U.S.
Bureau of Labor Statistics.
Independant Sector adds 12
percent to the Bureau’s figure
estimated for fringe benefits.

According to Independant Sector’s
most recent survey, Giving and
Volunteering in the United States
(2001), 44 percent of adults
volunteered in some capacity.

Year Hourly Value
2002 $16.54
2001 $16.05
2000 $15.40
1999 $14.83
1998 $14.30
1997 $13.73
1996 $13.23
1994 $12.45
1992 $11.84
1990 $11.21
1988 $10.39
1986 $9.81
1985 $9.60
1984 $9.32
1983 $8.98
1982 $8.60
1981 $8.12
1980 $7.46

For more info: Independant Sector,
Washington, D.C.

Phone (202) 467-6100.
www.independentsector.org
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A budding artist adds to the tile creation in the Art Yard during the 2003 Utah Arts Festival. Her
homemade hat and painted face were all part of the festivals children’s area.
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Parting Shot

A budding artist adds to the tile creation in the Art Yard during the 2003 Utah Arts Festival. Her
homemade hat and painted face were all part of the festivals children’s area. 
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