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Christmas is supposed to be the season
of miracles and giving. And so, it struck
with even deeper impact when I learned of
the passing of George Zambelli, Sr. on
Christmas day.

George, the patriarch of “The First
Family of Fireworks”, was a friend and
mentor to our industry. For 79 years he
filled the world with awe and wonder. He
taught us the importance of family, of
relationships, and of values. He taught us
to look to the sky with our dreams and to
create visions larger than ourselves.

He taught us how to inspire others, to
bring a smile to faces we may never know,
and to understand the potential that we
all have to touch the lives of so many oth-
ers with our own.

George’s birthday wish was to live to be
100; and while he would be personally
frustrated at not literally reaching that
goal, it is safe to say that through all of
the lives that he touched, both directly
and indirectly, he will live much longer
than that. My own Grandmother, now
deceased, used to say, “This world and the
next, and then the fireworks.” Now I know
for sure that the fireworks are there for
her, too.

So maybe Christmas is still the season
of miracles and giving, because George’s
passing has reminded us all of the many
gifts he gave to each of us and the miracle
of one man’s ability to touch the world.
As we look to the New Year, our thoughts
and prayers go out to Connie Zambelli
and the entire Zambelli family. We thank
you for sharing George with us, and
resolve to carry on the gifts that he shared
with us all.

steve schmader
Letter from the President

A Resolution to
Carry on Gifts
from a Friend.

George Zambelli, Sr. was a friend and mentor to our industry.
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Aurora 
Dora Jordan

People

How did you get into events?
I began as a volunteer, but while I was an administrative assistant

with the Parks and Recreation Department, the special events coordi-
nator position became available and I applied. I had several years
experience doing fundraisers for non-profit organizations in the com-
munity so I was offered the job.

What has been your biggest professional chal-
lenge?
The experience I had as a volunteer helping other organizations raise
money is what helped me through my biggest challenge, which was
convincing my employer that I could help the parks department raise
its own money by doing our own festivals. Thousands of dollars have
been raised for park improvements because of our efforts in this area. 

What do you do to relax?
I enjoy watching Emeril on the food network channel -- I get wonderful
ideas for parties.

What’s the best advice you’ve ever received? 
Take care of your volunteers and your sponsors. Provide parking and
meet with food vendors and staff before an event. Make sure you have
important phone numbers with you during the event, such as the park
police, electricians, and EMS (first aid). Take extra measures with
minors. If you can, hire certified servers. 

Personal Philosophy
To always do better the next time. Be sure to have opportunities to
train the people around you -- personally introduce them to the spon-
sors, share my knowledge with them and the experiences I’ve had
throughout my career. Advise them on how to avoid some of the 
mistakes I made. My biggest gratification is to know that at the end 
of a festival everything has gone well and everyone had a great time
without incident -- and most of all that I was able to raise money for
the foundation.

In Conversation

Years in the business:
30

Degree:
Associate’s Degree (12 hours short of my
bachelor’s degree.)

Other background experience:
Volunteer for 30 years with various organiza-
tions.

Family:
Divorced. I have a 33-year-old son, and a 15-
year-old granddaughter.

Last book read: 
How to Conquer Giants by Duke Duvall

Last business book read: 
You Can Make It Happen by Stedman Graham

Contact Information:
Aurora Dora Jordan
Special Events Coordinator
Hispanic State Fair
Address: 303 Dartmouth
San Antonio, Texas 
phone: (210) 207-3025

(210) 207-3045
email: Ajordan@sanantonio.gov

Aurora Dora Jordan is the special events coordinator for the San
Antonio Parks and Recreation Dept., which hosts the “Hispanic State Fair,”
a family oriented event with children’s activities and performances by 10-
15 Tejano and International bands from Texas and Mexico. The event is
free and features two stages that have entertainment beginning from 12
noon until 11:30 p.m. The event takes place at a centrally located park.
Between 40,000 to 50,000 people attend the 11-hour show.
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Texas Folklife Festival
Attendance:
64,000

Budget: 
$650,000

Annual duration: 
Four days

Number and types of events: 
More than 40 ethnic communities are invited to
share their foods, music, dance and crafts. All
food is prepared and sold by these authentic
ethnic groups. Eleven stages with music ranging
from gospel to rock & roll are offered, along with
pioneer craft demonstrators like pickle makers,
bread bakers, flint knapping, gunsmithing, wood-
carving, and toy making. There are also more
than 40 craft vendors who sell high quality,
Texas-made products.

Number of volunteers: 
1,068 civic volunteers, 300+ museum volun-
teers.

Number of staff: 
Three full-time, one seasonal. Additionally, the
90 museum staff members from the Institute of
Texan Cultures support the event in a variety of
functions.

When established: 
1972

Major revenue sources by percent: 
Admissions: 44%
Percentage of food sales: 31%
Sponsorship: 17%
Other: 8%

Major expenses by percent:
Security: 4%
Hotels: 8%
Insurance: 4%
Service Contracts: 21%
Salaries and benefits: 47% 
Office Operations: 18% 

Type of governance:
Program at the Institute of Texan Cultures, one
of three campuses at the University of Texas at
San Antonio.

Brief history: The Texas Folklife
Festival was created as an educational
program of The Institute of Texan
Cultures to celebrate the rich history
and culture of the great state of Texas
through its people. Patterned after the
American Folklife Festival in
Washington, D.C., and in operation
for 33 years, the Texas Folklife Festival
features more than 45 cultural groups
from nearly 60 Texan counties in the
month of June. These cultural groups
that settled in Texas attend the festival
year after year to tell their stories and
share their experiences of attaining the
American dream.

Industry Perspectives

Contact Information:
Texas Folklife Festival
Jo Ann Andera, CFEE, Director
801 S. Bowie
San Antonio, Texas 78205-3296
Phone: (210) 458-2249
Fax: (210) 458-2218
Website: www.texasfolklifefestival.org
Email: jandera@utsa.edu
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Industry Perspectives

Attendance:
25,000

Budget:
$18,000

Annual duration:
Six weeks

Number and types of events: 
Light Up Ocala begins with an evening lighting
ceremony of historic downtown buildings that
stay lit until the first week of January. Festivities
include live music, entertainment acts, art and
craft vendors, food vendors, the Junior Sunshine
Children’s Parade that features 2,000 children,
clowns, face painting, a free children’s craft
area, and the arrival of Santa Claus.

Number of volunteers:
Light Up Ocala, 40 volunteers
Ocala on Ice, 50 volunteers

Number of staff:
30

When established:
1983

Major revenue sources by percent: 
Sponsorship: 75%
Participant event entry fees: 25%

Major expenses by percent: 
Performers/entertainment: 60%
Logistics/rental items: 10%
Marketing/advertising: 10%
Supplies: 20%

Type of governance:
The event is presented by the City of Ocala and
managed by its city employees with community
sponsors.

Light Up Ocala, Florida

Brief history: In its 20th year, Light Up Ocala serves the community of
Ocala, Florida, with six weeks of holiday fun beginning with the annual light-
ing of over 150,000 twinkling lights in a one-block area in the downtown
square. More than 25,000 people attend this event, while 35,000 take advan-
tage of the rare opportunity to ice skate outdoors in this Florida community
of 47,0000 residents.

Other interesting details: Last year, Ocala on Ice, an outdoor 50 x
110’ skating rink, was added to the Light Up Ocala festivities. The skating rink
is open to the public from the time the lights are lit in November until the
festivities end in January. 

Contact Information:
Light Up Ocala
Jennifer Blair
Special Events Manager
City of Ocala
151 S.E. Osceola Avenue
Ocala, Florida 34471
Phone: (352) 629-8401
Fax: (352) 629-8391
Email: jblair@ocalafl.org
Website: www.ocalafl.org



16 INTERNATIONAL EVENTS 2003

Honestly, I do not want to become a CEO. I am fortunate to
have accomplished several things in my career of which I’m
proud, and climbed the professional ladder to a step at which
I’m comfortable. I find myself in a situation that allows me to
balance work and family, as I have never been able to do.

However, that does not mean “How to Become CEO” by
Jeffrey J. Fox, isn’t worthy of my attention, or yours either. No
matter where you are in your career, either starting out, leveling
out, or heading out, books like this help provide a roadmap for
where to go, or remind us of where we should be.

“How to Become CEO, the Rules for Rising to the Top of Any
Organization,” begins simply and keeps it that way. For
instance, the chapter names tell it like it is: Chapter 31, Never
Surprise Your Boss; Chapter 24, Keep a “People File;” Chapter
22, Eat in Your Hotel Room; Chapter 7, Never Write a Nasty
Memo; and so on. 

“How to Become CEO” is described as “a handbook of traits
to develop for all generations of CEO aspirants.” But it’s not
just aspiring CEOs that benefit. The author shares good ole’
common business sense, a dose of business ethics, and positive
relationship building skills. Here’s what I mean: In Chapter 45,
Learn to Speak and Write in Plain English, Fox hits it hard in
the first paragraph, “More time and money are lost in business
due to poor communication than to any other reason.” He
goes on to say, “Business communications must be precise,
complete, and totally comprehensible…If your people don’t 
get it right, they won’t do it right.” While it appears Fox is writ-
ing to more of a North American audience, with his emphasis
on English skills (although much business communication
around the world is conducted in English), his point on clarity
is well taken.

Or, let’s look at Chapter 56, Stay Out of Office Politics. The
author advises, “Be the last to know. Don’t get sucked in. Don’t
let people tell you something if they say it’s ’confidential.’ Don’t
ask, don’t answer, don’t agree. Don’t say anything bad about
anyone. Don’t gossip.

“…Spend your time creating and accomplishing. Let your
actions be your politics. In good companies, contribution
counts.”

As I read this book, I find myself seeing many situations in
life where his guidance should be applied – at church, at home,
in volunteer efforts and, of course, at work. 

But why is a book like this important to the festivals and
events industry? Because everything we do is out there for the
world to see. If we portray anything less than being a leader or,
in this case CEO, of the organization, we do a great disservice
to our event. If time is wasted gossiping about volunteers, soon
the volunteers won’t trust the organization. If directions aren’t
clear, when people are confused, the event shows it. 

Sometimes we make things so complicated. We forget about
sticking to the basics. “How To Become CEO” reminds us that
the basics are the foundation for any business successes we
hope to experience.

It Doesn’t Get Any More Basic Than This:
Chapter 50, Ten Things to Say That Make People Feel Good.

1. “Please.”
2. “Thank you.” (A good manager has cause to say 

“thank you” twenty times a day.)
3. “You remember Larry Kessler in our Accounts Payable 

department.” (An introduction of someone to a superior.)
4. “That was a first-class job you did.”
5. “I appreciate your effort.”
6. “I hear nothing but good words about you.”
7. “I am glad you are on the team.”
8. “I need your help.”
9. “You certainly earned and deserve this.”
10. “Congratulations.”

Even the size of the book exudes simplicity. While there are
75 chapters, there are only 160 pages. The math here is pretty
simple. Everything is written concisely, to the point, and with-
out fluff. Therefore, chapters are no more than two-to-three
pages in length. As I’ve shared in one of my previous book
reviews, as much as I have to multi-task every other aspect of
my life, I also expect the same from many of the professional
books I read – they have to serve a multi purpose. This one 
certainly does.

Book Review: 

How to 
Become CEO
By Gayle O’Donahue, Editor

Industry Perspectives



So what are CEOs? Well, here are a few things they are not: They
are not empire builders, paper pushers, or credit takers. To Fox,
CEOs are controlled individuals, slow to anger. They read vora-
ciously, do their homework and they think. They always take vaca-
tions, appreciate those around them, stay on budget, look sharp,
and learn from their mistakes. They have goals, become the best
salespeople for the organization, and they over invest in people. 

As someone who has devoted the past 10 years of her career to
the balancing act between work and family, and who has a spouse
whose job is completely customer-oriented, I particularly like this
characteristic of Fox’s CEO: Chapter 67, Treat Your Family as Your
Number One Client. Let’s begin with the last sentence of the chap-
ter, “Respond to your family as you do to your job, or to that big,
important client.” Now let’s work backward into the chapter:

“Put your family on your calendar. Schedule as many soccer
games as possible. Schedule vacations. Put family activities on your
‘To Do’ list. Give them high priority. Quality time with your family
will reward you a thousandfold. Your family must be an ally in your
future plans.”

Author Jeffrey J. Fox is founder of Fox & Co., Inc., a marketing
consulting company in Avon, Connecticut, serving 60 companies in
60 industries. Before Fox & Co., he was VP of Marketing and
Corporate VP of Loctite Corporation. He also was Director of
Marketing for the wine division of Pillsbury, and served Heublein,
Inc., in several positions.

Fox is winner of the Sales and Marketing Management magazine’s
Outstanding Marketer Award and the National Industrial
Distributors Award as the Nation’s Best Industrial Marketer. He is a
graduate of Harvard Business School. Fox has been featured in The
Wall Street Journal and Business Marketing.

How to Become CEO is published by Hyperion.

If you have read a business
book recently that you think your
IFEA peers should know about,
write a book review. Reviews
can be submitted anytime and
should run about 1,200 words.
A photo of the book cover
should accompany the review.
Be sure to include information
about yourself: name, title, festi-
val or event you represent, con-
tact information. Submit book
reviews to gayle@ifea.com.
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George Zambelli, Sr., President and
Owner of Zambelli Fireworks
Internationale, lit up the world’s skyline
for more than 50 years with his compa-
ny’s fireworks and pyrotechnic displays.

And so it was fitting that his commu-
nity of family and friends
came together in New Castle,
Pennsylvania, to share his pas-
sion one final time during a
fireworks tribute New Year’s
Eve to celebrate his life that
ended Christmas Day.

As Constance (Connie),
George’s wife of 59 years,
counted down for the display’s
beginning that featured the
company’s grandest fireworks
set to his favorite music, 
she said, “This one’s for 
you, George.”

George, who had earned sev-
eral nicknames over the years
including “Boom Boom,” “The
Great Zambelli,” and “Mr.
Fireworks,” died Dec. 25 from
complications with the flu. He
had battled cancer for more
than a decade. He was 79 years
old. But like the never-ending
effort he put into his business
and family, his son, George, Jr.,
also thinks his father had a bit
to do with the timing of his passing.

“My Dad planned it. I think he planned
it that way…leaving on Christmas…and a
show on New Year’s,” George, Jr., an oph-
thalmologist in Marshall, Penn., said in a
Jan. 1 feature about his father in the
Pittsburgh Post-Gazette.

George, Sr., was a bold man in every
aspect of his life. From wooing Connie,
his future wife, away from her then-
intended to convincing his father and
brothers to allow him to take the helm
of the family business after graduating

from college, a young George only saw
possibilities and went after them. This
positive attitude remained with him
throughout his life.

George was born Oct. 19, 1924, to
Maria Geuseppe and Antonio Zambelli,
who came to America from Caserta, Italy,

in 1893. As a young boy, fireworks fasci-
nated George. At age seven, he had
already rolled firecracker tubes. At 16, he
became a shooter. He knew early on that
the family business would be the center
of his life.

“[My father] wanted a strong
pyrotechnics company, but the
language barrier prevented this. I
saw the potential for it and
decided, when young, to pursue
it,” George shared in the book,
“Zambelli, The First Family of
Fireworks” by Gianni DeVincent
Hayes, Ph. D.

But convincing his father that
he should run the business took
a bit of work. His father told him
he had to attend college first, so
George chose Duquesne
University – an urban Catholic
institution in downtown
Pittsburgh. George majored in
business to prepare him to build
his father’s fireworks dream into
a conglomerate. He attributed his
college education for much of
his success, as well as his creativi-
ty, and a family model to follow
– his Uncle Elrich Scarazzo, who
owned a successful automobile
business. “My uncle taught me
the subtle things about sales-

manship that go a long way in building
solid customer relationships,” George
shared in the Zambelli book.

The book goes on to say, “He also rec-
ognized that part of his success could be
attributed to post WWII bliss when ’the
economy was in high speed, promotion-

George Zambelli, Sr.,
lit up skies during his life, leaves proud 
legacy for The First Family of Fireworks

One of George Sr.‘s most memorable moments, meeting Pope John
Paul II in Baltimore, Maryland. Zambelli Fireworks performed a dis-
play for the Pope‘s visit.
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al companies made greater use of fire-
works, and America felt a need to cele-
brate.’ Because of George’s business acu-
men and the many contacts he made
working the phone and attending con-
ventions, coupled with his honesty and
finesse, he was able to clinch deals.

’From there,’ begins George, ’I
advanced the company through high-
technology, music, computers, and cho-
reography, along with a number of other
innovative projects and programs.’”

One of those innovations was being
the first to introduce choreographed fire-
works displays. He also saw the opportu-
nity in using fireworks for events other
than major holiday celebrations. As a
result, he was an innovator in incorpo-
rating fireworks into more intimate set-
tings, such as weddings, company pic-
nics, ball games, and cultural and reli-
gious festivals.

For many years, George made it a
point of seeing all the Zambelli shows,

no matter where they were, as well as
many of his rivals’ shows. He was
obsessed with quality and customer satis-
faction. Even in his later years he would
attend several hundred performances a
year. Because of this dedication to his
craft and his customers, George’s family
saw much of the world.

George developed the company into a
world-class and world-recognized business
that produces nearly 3,500 fireworks
shows annually, half of which occur on
the Fourth of July across the United States.

But it’s not only fireworks shows that
are produced by Zambelli Fireworks
Internationale – it also manufactures 
the fireworks as well. It is one of the 
few remaining pyrotechnics companies
worldwide to manufacture its own 
shells, although today the company 
buys from suppliers to supplement its
own manufacturing.

At first it wasn’t his only job, but a sec-
ond, full-time job. While building the

business, George ran the Hotel New
Penn in New Castle, now called the Z
Penn Centre. He ran both from his cub-
byhole, described more like a closet, in
the hotel. Today the company is run out
of a four-story headquarters building in
New Castle, the walls of which display
George with every U.S. president since
Kennedy, actors, Pope John Paul II, sever-
al prime ministers, well-recognized CEOs
– a who’s who of the world’s famous.
Regional offices also support the busi-
ness, including offices on both U.S.
coasts in Florida and California. The
Zambelli manufacturing plant, which sits
on nearly 800 acres outside New Castle
and has more than 100 manufacturing
areas, completes the enterprise.

In the Zambelli book, George shared
memories of those first years. “He
remembers the hours he spent on the
phone calling friends and networking
with others, as well as writing letters,
making a point of getting to know key
people in the community, and later
expanding that to the entire country, 
and then to the world.

“’But I had the help of my family,”
George reveals, ’especially my wife…’”
That family involvement remains just as
strong today in the Zambelli operation
as it did then.

And it wasn’t long before the Zambelli
name became known well beyond 
New Castle.

“In the 1950s and ’60s, we were doing
displays in Central America and later on
in Kuwait, Switzerland and other places
around the world,” said George, Jr.

The company has presented displays for
every U.S. president since and including
John F. Kenney. The world’s kings and
queens are also among the Zambelli cus-
tomers, and the company has produced
shows for Super Bowls, world’s fairs,
national conventions, the Statue of Liberty
100th anniversary celebration, Mount
Rushmore’s restoration celebration,
American Niagara Falls’ “Fire and Ice”
show, papal visits, White House events,
and such shows as Desert Storm troops
appreciation show in Washington, D.C.

“The art of selling,” George said, “
is getting customers to like you and 
to grasp that they’re buying something
distinctive.”

In the Zambelli book, it goes on to
say, “George believes that success comes
from keeping one’s word and from going
that extra mile for customers. ’My kids
think I’m nuts if I spend a whole day
pulling strings for clients – say, tracking
down Steelers or Pirates tickets – but to
me, that the secret of victory. It’s that
added effort that often makes a differ-
ence in acquiring a sale or clinching a
deal. Business is run differently today. In
my time it was those little things that

A dramatic finale above the historical site of Mount Rushmore. One of many prominent fite-
works displays across the nation as a result of George‘s hard work.
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counted a lot. Where, back then, a hand-
shake and a smile sealed a deal, today
it’s reams of legal papers. Sometimes 
I wonder if I’m a dinosaur in a 
silicon valley.’”

He certainly wasn’t considered a
dinosaur in the festivals and events
industry, but rather a well respected,
appreciated and admired industry leader.

“When George walked in the room, he
lit it up more than he did with the fire-
works,” said Wayne Hettinger, a producer
of Thunder Over Louisville.

Ida D’Errico, a long-time friend and
former producer of such Pittsburgh
events as the Three Rivers Regatta, saw 
a genuine person in George. “What he
loved more than anything was seeing
people of all ages smile. And his fire-
works brought happiness around 
the world.”

“George was one of the most enthusi-
astic, fun and positive people I have met
in the events industry,” said Skye
Griffith, CFEE, and President of Skyline
Talent & Events, Inc. “He had European
style and graciousness, coupled with
American savvy that made his company
the world-recognized success it is today.”

“If there was one giant in festivals and
events, it was George,” said Bruce
Skinner, CFEE, and President of the IFEA
Foundation. “He left his mark in every
corner of the country. The first word that
always came to my mind when I thought
of George was ’family.’ Not only was he
the patriarch of the leading one in our
industry, but he also was always con-
cerned about everyone else’s as well.”

That concern caused George to be a
dedicated philanthropist, contributing 
to a number of charitable organizations,
including Children’s Hospital of
Pittsburgh and the UPMC 
Cancer Institute.

Amongst all the bright lights of his
displays, clearly the brightest spot in

George’s life was his family. He and
Connie were married in George’s last
year of college in 1946. “Marrying my
wife is one of the greatest blessings 
I’ve ever had,” George proudly shared in
the Zambelli book. Within a couple of
years, the couple started a family and it
grew to five children: George, Jr.,
Donnalou, Marcy, Annlyn, and
Danabeth. Today, sons-in-law, a daugh-
ter-in-law, and 10 grandchildren 
complete the family.

“Spending a lot of time with the chil-
dren seems to be a hallmark of all three
Zambelli generations, from Antonio on,”
it was shared in the Zambelli book. “As
busy as George was running the hotel
and fireworks businesses, he still set
aside time for his wife and children.

“’He never missed the children’s PTA
meetings or school events, and he always
came home to dine and spend time with
them. At night, he’d take them out for a
treat, and while on vacations, he’d enter-
tain them at the beach. Always he put
our children first,’ said Connie, ’no mat-
ter how busy he was.’”

George, his family and his business
have been the subject of several articles
in major publications, including Time
magazine and large newspapers across
the country. Zambelli Fireworks
Internationale has appeared twice on 
the Discovery Channel, and on the
History Channel, Learning Channel 
and Travel Channel.

When asked about the future of
Zambelli Internationale in the Zambelli
book, George said, “We’ll continue doing
what we do best – whatever it takes to
make a client happy.”

In the obituary that ran in the
Pittsburgh Post-Gazette, son George, Jr.,
said, “He always thought fireworks were
magic…He was like a painter who paint-
ed the sky.” 

That painter will be missed.

ZAMBELLI
FAMILY 

“THANK-YOU”
The Zambelli family asked
"ie" to please pass along their
gratitude for the many
thoughts and prayers that so
many in our industry sent at
the passing of their father
and husband, George
Zambelli, Sr.. "The friend-
ships that our father built
were truly one of his most
powerful legacies," said
daughter Marcy Zambelli,
"And our entire family looks
forward to continuing that
legacy and those friendships,
just as we look forward to
continuing the Zambelli lega-
cy that he created as the
"First Family of Fireworks",
for many years to come."
Zambelli Fireworks
Internationale will continue
to light up the skies at festi-
vals and events around the
world under the very capable
leadership of the Zambelli
family…and that is a bright
spot for our entire industry.

The Zambelli family in 1999.

“Zambelli, The First Family of Fireworks, is
available through the IFEA Bookstore at
www.ifea.com
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Many people fear evaluation. Is it any
wonder, when many of us have recollec-
tions of the often-intimidating job per-
formance evaluations, or the evaluation,
and possibly humiliation, many have
experienced in the dating scene. All too
often evaluation is viewed as something
or someone criticizing us. To be effective,
we must shed any apprehensions, past
perceptions, or negative experiences of
evaluations and look at them as problem
solving tools. 

Evaluation can mean many things,
including the methodology by which to
classify, measure, rank, analyze, investi-
gate, study or diagnose information. It is
not as important what we evaluate, who
evaluates for us, or how we evaluate.
What is most important, is that we devel-
op a commitment from our organiza-
tions, starting with our board of direc-
tors, to conduct on-going evaluations of
critical aspects of our event. Furthermore,
it is critical that the understanding and
philosophy of this event evaluation
process be one of trust and positive rein-
forcement to move forward and improve
our programs, as opposed to being criti-
cally analytic on something that was
done in the past. It is equally important
that the evaluation is done on a collec-
tive basis as opposed to being an indi-
vidual project. 

Historical Perspective
In the event industry we freely praise

our events. We tell the press this is the
biggest, best event we have ever conduct-
ed. We tell them this is America’s biggest
family festival or the largest rodeo in
North America. We say it is the biggest
music festival or most eclectic. But how
do we prove these claims? 

Whether we know it or not, we, the
festival industry, have created a feeding
frenzy. We have spawned more festivals
in the last decade than anyone could
have possibly imagined. The credibility
of our industry has grown by leaps and
bounds. However, this growth has creat-
ed competition in our communities. 
As more and more festivals come into

existence and improve their products, 
the level of competition has grown 
and will continue to grow accordingly.
We compete with each other for sponsor-
ship dollars both regionally and nation-
ally. We compete for volunteers. We 
compete for status, media time, recogni-
tion and identification by our visitors
and convention bureaus and cultural
tourism agencies. 

We compete for performers, food ven-
dors, crafters, artists, suppliers, etc. We are
evaluated by anyone whose livelihood we
impact through our events. More than
ever, it is important to understand how
we ascertain what is good about our
events and what is not good. What do we
do well and what can we improve on?
Why do people come to our events? How
have they learned about us? How satisfied
are they with our offerings?

The event industry is at a crossroads.
We have some dinosaurs, those events
that can celebrate their 68th annual event
or 75th anniversary. And we have events
that started in the late 1970s and early
1980s – these are the ones that have
grown up with the new professionalism
of the IFEA. These are the events that are
among the first to have paid staff, benefit
packages, professional offices, and busi-
ness-like organizations. But most festival
organizations in existence today started
within the last decade. These new events
have the benefit of a professionally run
trade association supporting them and
providing solid information. They have
the experience of their predecessors from
which to learn.

With competition escalating all around
us, we need to run our events more busi-
nesslike. Unfortunately most festival
decisions are made either by intuition
and antidotal stories after the event. We
must be more tactical in our planning
and decision-making. We need to ask,
“How do we sustain ourselves and grow
our events in the most appropriate way
for the communities in which we exist?”
This is the reason for evaluations. 

Personalizing Evaluation to Meet Your
Event’s Needs.

Who Leads the Process—How
Do You Start?

Just as events differ in focus, commu-
nity make-up, organizational structure
and board membership, so do their
needs for specific information. What is
important for one festival or event to
study and measure may not be appropri-
ate or necessary for another. Each event
must determine in advance the knowl-
edge it needs to address critical issues
surrounding or involving the event. 

To effectively evaluate our organiza-
tions for the purpose of growth and
improvement, we must ascertain who
and what are we. How large an event
would we like to be? How much revenue
is necessary to reach our goals and meet
our mission? What audiences are we try-
ing to reach? Identifying the information
an event needs is the foundation of the
evaluation process. While there is no
starting formula, I suggest events utilize
the resources they have at their disposal.
In most cases, this is the committee
members assigned to a specific event
issue, function or activity. They should
understand the event better than anyone.
They should have an idea about the
issues or problems facing it. Together
they can begin to formulate the types of
information necessary upon which to
make critical decisions in the following
year. This will lay the groundwork for
each committee to develop evaluation
tools -- be they surveys, data collection,
recording keeping, etc. These committees
led by staff and board members can
determine how the information once
retrieved will be analyzed and used to
assist the organization in making critical
decisions about that activity or function. 

Several events, of which I’m aware,
dedicate the two months following their
festival to committee evaluation. In the
first month committee members bring
notes and have an informal discussion
regarding the good, the bad and the ugly
about that event. Before the next meet-
ing, the committee leadership or staff
assesses the comments and categorizes
them into nine or 10 areas. In the second

EVALUATION

MAKING GOOD EVENTS GREAT

by Tom Kwiatek, CFEE
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month the committee receives the sum-
mation of comments, more discussion is
had, and priorities for the coming year
are determined. 

This process encompasses two impor-
tant functions. First, it provides continu-
ity from year to year with regard to a spe-
cific function or activity at the event, pro-
viding constant review and strengthen-
ing. Second, it involves and empowers
members of the community who serve
on that committee, enthusiastically link-
ing them to the event and making them
more committed and involved. 

A Fictitious Event Evaluation
The fictitious Texas Tequila Festival was

experiencing public criticism of its pro-
gramming choices. Local musicians and
music organizations felt the festival
ignored local talent and hired only out of
town artists. This appeared in the
local press and made it look as if
the festival was unfeeling about
its community and snubbing its
nose at local entertainers.
Additionally, it was receiving audi-
ence complaints about too much
of one music type over another.
Since it billed itself as an eclectic
music festival, it was important to
show the community the balance
of entertainment. 

To evaluate the festival against
the issues being raised, the Texas
Tequila Festival modified its infor-
mational format compiled on each
act. It asked each act booked at the
upcoming festival to identify the
musical style or genre it best repre-
sented. Once the information about
the entertainers had been collected,
the festival had two important pieces
of information -- the geographical
location and the musical genre of all
performers. When placed in graph
form, it provided committees, board
members, media and the general pub-
lic with the breakdown of the Texas
Tequila Festival performance program. 

In addition to gathering this specific
information, the event committee mem-
bers also created an evaluation form for
performers to complete that evaluated
how well the event provided information
to its performers.

Based on this information, the festival
and its program committee gained new
insights on how the festival was perceived
by the performers, what prevented artists
from performing, and ways in which to
strengthen the program to make it more
attractive to performers in the future. 

Most festival organizers agree that spon-
sorship is critical to a successful event.
Therefore, it is imperative for events and
event managers to know as much about
their sponsors and the level of sponsor

satisfaction. Survey the sponsors to gain a
better understanding of their feelings for
the event and the degree to which their
objectives were met through sponsorship
benefits and hospitality.

To do this, some events send a sponsor-
ship survey within two weeks following
the festival. On the survey, sponsors are
asked to identify their objectives for spon-
soring the event and how well those
objectives were met. They are asked to
assess the benefits and rate them to pro-
vide the event with an understanding of
what is important to the sponsors. These
items are compared with information
gleaned from the same sponsors prior to
the event. This information can be
extremely valuable in retaining the spon-
sorships or strengthening them. This
sponsorship tool provides useful infor-

mation for the events to monitor and
trend. Furthermore, a compellation of all
sponsorship summaries can be used to
create a sponsorship overview. Provided to
the entire sponsorship contingent, the
overview gives a strong message about
how sponsorship programs are viewed by
the composite sponsorship family. 

There are other areas that can be evalu-
ated including, but not limited to, volun-
teer programs, logistical issues, parking
and transportation areas, parades,
artists/crafters satisfaction and sales, etc.
But much thought and planning should
be taken before any evaluation programs
are launched. The festival board and its
committees must identify the areas of
knowledge they want before festival deci-
sions or growth plans are implemented.

In addition to the festival’s future
growth, information gleaned from these
specific surveys can help strengthen key
operational and programming compo-
nents. All told, strong surveys strengthen
your product, increase your chances for a
sustained growth in audience attendance
and satisfaction. 

In addition to specific areas of evalua-
tion, there is one key evaluation tool that
should be consistent -- your visitor or
patron survey. Commonly referred to as
the “demographics of your event,” this
information should include a sampling
of your patrons: sex, age, education lev-
els, home origin or zip code, race, yearly
income, profession, number in party, etc.
It can also include such pertinent infor-
mation as time spent at the event, spend-
ing patterns, favorite festival activities,
least favorite activities, etc. If an event
wants information to help with sponsor
solicitation, you can ask questions on
your survey tool such as:
1. Which credit card do you carry and

most frequently use?
2. Have you purchased or re-financed a

home in the last six months or plan to
do so in the next six months?

3. Have you made a recent major purchase
of audio equipment, furniture, electron-
ics, in the past six months or do you
plan to in the next six months?

4. Have you purchased an automobile,
SUV, truck or motorcycle in the past six
months or plan to do so in the next six
months?
This information provides fuel for

you to use in pursuing credit card or
bank sponsorships, or sponsors from
real estate (or home financing compa-
nies), automobile or motorcycle com-
panies, appliance stores, department
stores, and electronic stores.
If your surveys indicate a major portion
of those answering positively to any of
the above items, you can take that to
the sponsor whose company best repre-

sents that category. If your patrons are
going to buy a house or have bought a
house, what real estate company would
not want to know that before making deci-
sions on sponsorship of your event? 

If you would like to know gather infor-
mation from a marketing perspective be
sure to include questions that find out
where your patrons come from, how
they heard about your event, what news-
papers they read, and what radio stations
they listen to. Responses to these ques-
tions will help shape your decisions as to
where and how you advertise the event.

In the area of merchandising, use these
types of questions: “Did your look at
souvenirs while you were at our festival?
Do you know where to find the sou-
venirs? What souvenirs did you like?
What items did you not see that you
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4. Please note festival’s correspondence with you prior to event to outline all details:

Great Appropriate Inappropriate Unacceptable

Directions to Event

Festival’s Marketing & Promotions

Performer Hospitality

Length of Show

Dressing Rooms

Accommodations

Meals

Helpfulness of Volunteers & Staff

Great Appropriate Inappropriate Unacceptable

Stage Size & Composition

Stage Management

Volunteer Support

Lighting

Introductions

1. Name of Performer(s):

2. Date of Show:                         
           Location:

3. Please Note the Performance Venue:

5. What would you recommend to improve the performer’s experience at the festival?

6. Other Comments:

Name:                         
                          

               Signature:
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would like to purchase on your next
visit?” This information will help shape
your merchandising program and struc-
ture it so that it is more visible and
appropriate for your festival patrons. 

Regardless of subject matter, it is
imperative for festival managers and
boards to discuss evaluations and survey-
ing instruments far in advance of the cre-
ation of their survey tools and events.
This pre-planning will solidify your orga-
nization’s purpose and objectives for
evaluation. Once the survey is complete
and the results are in, your festival or
event will have a better sense of how well
it is meeting those needs or objectives
and what it can change or modify to pro-
vide greater successes.

As important as planning the questions
to ask and what information is necessary,
it is also critical to identify how the
results will be tabulated and analyzed.
Glenn White, from the American Music
Festival in Harrisburg, Pennsylvania,
noted, “We were able to implement new
features to our festival based on the solid
evidence of previous years’ success pre-
dicted by our patron surveys.”

For LaDonna Page of the Pasedena
Strawberry (Texas) Festival, surveys of
their audience helped identify where the
organizing committee should put mar-
keting dollars to reach those locations
most attractive to the festival.

Some events, including the Ottawa
Cisco Systems Blues Festival, focus their
surveys to help shape programming for
succeeding events, and monitoring
patron satisfaction on prices. The
Columbus Arts Festival indicated surveys
completed by their artists and visitors
helped make the event more “visitor
friendly” by creating a last-minute site
change, shortening Sunday hours, and
adding some necessary artists amenities.
At the Pittsburgh, PA Irish Festival, Nan
Krushinsky indicated “programming
shifts, beverage price points, and parking
usage were key improvements and issues
identified by patron surveys.”

SunFest in West Palm Beach, Florida,
utilizes evaluations for many things,
especially improving sponsors’ sales
opportunities, marketing strategies, and
programming decisions. Likewise for the
Glendale Arizona Jazz and Blues Festival,
where Vern Biaett, Jr., used evaluation
tools to upgrade the food vending pro-
gram and to target specific sponsors.
According to Robyn Nelson, the most
valuable thing about evaluation for the
Utah Arts Festival is, “Knowing just who
John Q. Festival goer is (and isn’t).” 

Understanding Your Event’s
Motivation to Evaluate Itself

Much like the great variety of events
that exist across the IFEA organization,

there are many reasons why events per-
form evaluations and reviews. Each event
has its own organizing committee or par-
ent organization with a distinct mission
statement or purpose for being. They all
operate in different environments, with
different organizational structure and
policies, and in different communities
with distinct populations. What is
important to one event with regard to
evaluation and review may be entirely
different to another. Having said that,
there are a few common reasons why
events perform evaluations. 

In an informal study of festivals across
North America, when asked to define the
most important reason for their evalua-
tion programs, they answered “to meas-
ure our growth and/or success.” Unless
we have some type of understanding of
how our events and programs are per-
ceived by our audiences, the events can-
not grow nor plan an organizational
future. It is important to know why audi-
ences like us, how they heard about us,
how much time they spend with us, and
what they want from us to keep them
coming back. 

The second most popular reason why
events perform evaluations, according to
our informal study, was “to make better
informed decisions about our event.”
Many times decisions regarding events
are made in boardrooms. They are based
on discussions we have after our events
based on antidotal incidents or individ-
ual occurrences that key people have
observed. While this “whisper down the
alley” exercise may make our board
members feel informed, or knowledge-
able about their event, they are clearly
nothing more than antidotal stories or
individual conversations, comments, or
complaints. The more you know about
your event, its program, activities, and
operational issues, the more knowledge
you have to make informed decisions
with regard to their expansion, elimina-
tion, modification or maintenance. 

Many festivals participating in our
informal study indicated that evaluation
provides an opportunity to enhance rela-
tionships with their committees and
their communities. By including commit-
tee members in the evaluation process,
they share ownership, with the commit-
tee and its individual members, and,
through them, the community. Providing
committee members with information
about the event and feedback through
surveys is extremely critical in maintain-
ing their enthusiasm about the event and
their willingness to pour more hours
into its future. 

A yearly survey of your audiences and
evaluation methodologies provide critical
trending of your event. While many
events will conduct a once and done sur-

vey or evaluation to provide a snapshot 
of the event at a particular time, it appears
to be more critical than ever to under-
stand how the event is changing by trend-
ing its audiences and their perceptions. 
By looking at information year after year,
events can identify trends in audience 
participation, audience spending, satisfac-
tion level in key activities, usage of park-
ing and transportation programs, satisfac-
tion in food and beverage prices, etc. This
will help you make decisions with regard
to the growth of your event, modification
of its operational and logistic program,
artistic activities and programming, food
and beverage vending programs, and
sponsorship hospitality. Trending of
sponsorship satisfaction can provide
information with regard to what compa-
nies are looking for, the benefits they are
using, the pools of dollars they are utiliz-
ing for sponsorships, and their potential
for sponsorship continuation. 

By obtaining key information about
your event through evaluations and sur-
veys, you have tools to help shape public
perception of your event, and to help sell
your program. Providing potential spon-
sors with information gleaned from eval-
uation surveys will help paint a picture
of what the event is and how it can be
used for that prospective sponsor to pro-
mote and market the company’s prod-
ucts and services. The recording and
maintenance of statistical data with
regard to your audience is a key sponsor-
ship solicitation tool. Companies want
to know who comes to your event, what
lifestyles they have, and how it fits their
customer base. By identifying specific
audience trends and composites, you can
help sell sponsorships by matching the
potential sponsor’s customer base with
the people who attend your event. 

Conducting ongoing evaluations pro-
vides you with more information about
your product and its programs from
which to make informed decisions. This
process and the utilization of its results,
helps strengthen your credibility as a
professional event manager. Essentially, it
provides you with more information
about the event than any individual or
group of people. This information can be
used to share ideas to build substantia-
tion for programs and services, and to
assist you in taking your event to the
next level.

Tom Kwiatek, CFEE, is the IFEA’s
Regional Director for Region 1 and a
partner in SponsorLink, located in
Bethlehem, Pennsylvania. He can be
contacted at (610) 972-1530 or at
tom@ifea.com. The website for
SponsorLink is sponlink@ptd.net.
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In the last few years a number of bold
predictions have been made about how
smart cards would revolutionize elec-
tronic payments in just a few short years.
So far, the U.S. hasn’t seen this dramatic
new payment landscape unfold. Still
rumors are rampant about the conse-
quences of a merchant not being “smart
card compatible.” Merchants report hear-
ing some outrageous things — from
smart cards will never be a reality to the
threat that processing services will be ter-
minated next month for failure to
upgrade to smart card compatible equip-
ment. While neither of these extremes is
accurate, a few basic facts can clear up
many common misconceptions about
these cards.

Smart Cards Defined
Smart cards have actually been around

in some form since the 1970s, when the
first patent application was filed. More
than two billion smart cards were
shipped worldwide in 2001. The defining
feature of a smart card is a microchip
embedded in the card, replacing or
adding to the familiar magnetic strip.
The capabilities of a specific smart card
can vary, depending on the type and
memory capacity of the chip as well as
the information programmed into it.

One of the biggest arguments for the
widespread use of smart cards is the
anticipated reduction in fraud from lost
or stolen cards. The embedded chip
sends encrypted identification informa-
tion with the transaction that is matched
to the cardholder’s personal identifica-
tion number (PIN). This added security
should make it virtually impossible for
the card to be used for unauthorized
transactions at the point of sale.

Smart cards also have the potential to
do far more than a traditional magnetic
strip card. Often referred to as multiap-
plication cards, the microchip can store a

wide range of information in one con-
venient card. This feature holds a lot of
future potential for the event planning
industry as the technology develops.
Identification information, enhanced gift
cards, loyalty programs, instant purchase
rewards, special Internet security features
and the ability to download coupons
onto the card from the web are just a few
possibilities currently being explored.
Today most multiapplication bankcard
programs are still in the early stages.

The most successful existing programs
are for specific applications. University
campus programs are using the cards to
hold student identification, tuition and
grades, as well as money for campus pur-
chases, phone calls and public trans-
portation. Food stamps and other gov-
ernment benefits are now being distrib-
uted on smart cards. 

U.S. Rollout
Despite early predictions, smart card

adoption in the U.S. has been fairly slow.
The single biggest roadblock to a full-
scale rollout of the new chip technology
is the conversion cost. This is a problem
on both sides of the equation. It will cost
more per card for banks to issue chip-
based cards going forward, not to men-
tion the staggering estimated cost for
replacing the hundreds of millions of
magnetic strip cards currently out in 
the marketplace.

Plus there is the estimated minimum
$5 billion dollar cost to upgrade the 11
million stand-alone POS terminals and
revamp the existing processing systems1.
Most merchants own or lease their
equipment and are not eager to invest in
an upgrade without a solid business
need. For the technology to work on a
large scale, it is critical to have a broad
network of smart card compatible POS
terminals in place and a sufficient num-
ber of smart cards in customers’ hands,

creating somewhat of a chicken and 
egg situation.

However, the card associations are
committed to introducing the technolo-
gy. While the rollout has been slower
than initially anticipated, smart card
technology appears to be here to stay
and will eventually be an important part
of daily payment processing services.
MasterCard and Visa International have
already set conversion deadlines for
European and Asian countries in the next
few years where the cards are more wide-
ly in use, but no set deadlines are in
place yet for North America’s conversion.

Conclusion
Smart card technology is expected to

see a steady increase over the next few
years. For now, it is not necessary to
respond to any alarmist claims about an
immediate requirement to become smart
card compatible, especially if there is
pressure for you to sign a long-term
equipment lease or invest in equipment
for this reason alone. There are valid rea-
sons to upgrade equipment but fear of
what will happen if you are not smart
card compatible next month is not one
of them. It does make sense for most
business owners to consider smart card
compatibility for new terminal purchases
or timely upgrades to older equipment.

1. The Nilson Report, Issue 780, 
January 2003

Article provided by Solveras Payment
Systems, an IFEA member benefit
provider. The IFEA Credit Card
Processing Program offers members
negotiated group discounts and a free
customized analysis that calculates 
program savings compared to your 
current service. For more information
please call 1-800-613-0148.

Credit Card Processing Tools & Tips: 

The Truth About 
Smart Cards



Building
Communities

Into Your Event
“And we’re out.” With that, the TV

cameras and lights are turned off, the
announcers remove their microphones
and a cleanup worthy of the light brigade
begins. Trucks, street sweepers and
dozens of personnel begin breaking
down equipment, cleaning streets and
sidewalks, and generally transforming
what was earlier a couple miles of
parade-lined streets with more than
100,000 people back into the normal
every day routine of the area.

Sounds simple in a quick paragraph.
However, when events are produced 

that attract more than 100,000 people,
communities are heavily impacted from
police and city services to businesses 
and residents. How do you ease the
impact on the neighborhoods and the
city? How do you get the community
involved and behind the event so they
become supporters rather than oppo-
nents? How do you evolve so your 
event becomes an important tradition 
in the community?

First, festivals, parades and events must
build their communities into their pro-
grams so they are assets, not liabilities.

Not In My Front Yard….
Residential and business neighbor-

hoods are two of the most difficult areas
to navigate during a major event, especial-
ly when it comes to street closures or lim-
ited access points. What if residents need
to go to work, to church, or to a store?
Residents are among the most heavily
impacted in these situations, causing the
most logistical problems. What do you do
to ease their inconvenience?

Normally, travel advisories with print-
ed maps for the major media outlets are
issued for print and broadcast to notify

By Ed Bautista
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those affected. Additionally, why not pro-
duce an “official notice” detailing exact
times and intersections for road closures
and partial closures for residents? On the
flip side of this notice print a map with
key landmarks and all roadways in the
affected area and a contact phone number
for additional information.

But don’t just tell them what’s going to
happen, involve them as well. It is impor-
tant that people to buy into the event –
empower them. Examples of empowering
these groups include allowing the neigh-
borhood associations to fundraise during
your event. Have these groups set up con-
cession areas where the profits go to their
association even if little or none go back
to the event. Neighborhood groups have
been known to build floats or develop
units for participation. Or, have the neigh-
borhood association be responsible for a
certain segment of the event- as a marshal,
area liaisons, or oversight for the traffic
ingress and egress from their neighbor-
hood’s staging area.

Once you have addressed residential
neighborhoods, turn your attention to the
businesses along your route. While your
event may bring several thousand or even
a few hundred thousand people to your
event, remember it’s only for a day or two
most. But day in and day out, the busi-
nesses are there year round with their
steady set of customers that may be incon-
venienced by your event.

Work heavily with the media and set up
areas such as radio television or print
media viewing areas, trying to create part-
nerships that meet mutual goals for those
businesses and the event. Make arrange-
ments so that a viewing stand is near a
restaurant that will provide support such
as electricity, food and beverage needs. In
exchange, the media partner can advertise
its viewing location to the audience and
reference the business.

With a huge event day audience, restau-
rants and businesses in the area will appre-
ciate the opportunity to maximize their
exposure and attract new customers.
Organize them so they will participate in
“day of ” discounting, allowing them to
distribute coupons or flyers. Encourage
them to set up food and beverage or prod-
uct carts outside their places of business.
Promote sampling if you are able. The bot-
tom line is having as many businesses open
during your event to provide the most
enjoyable experience for your attendees.
Work with them to make this happen.

In the Name of the Event...
Just as you want to include and com-

municate your event impacts to the resi-
dents and businesses, don’t forget another
vocal and important part of the communi-
ty- churches. Whether your event takes

place on a Sunday or not, it’s important to
communicate with the churches. Meet
with the Council of Churches if your city
has one. Work with the council to develop
plans to lessen the impact to churchgoers
or to plan the event around masses or
services. If you can’t avoid impacting a
church, explore innovative ideas together. 

For example, the San Jose Holiday
Parade takes place on a Sunday morning
from 8:30 a.m. to 11 a.m. On the parade
route is Saint Josephs Cathedral, sand-
wiched between the television viewing
area and several radio station viewing
areas. While we cannot promise the
parade will not impact Sunday morning
masses, the parade has taken a unique
step by establishing a “quiet zone” in
front of the cathedral. All units are given
paperwork instructing them to stop play-
ing music or blaring horns or noisemakers
while in front of the church. Signage has
been developed for units notifying them
when they are entering and leaving the
quiet zone and monitors are placed there
to enforce the restrictions.

Collaboration is a 
four-letter word...

Sure, events are important to communi-
ties. They provide for play, hope and joy,
and improve the quality of life.

But these days it is not enough for
events to be just “feel good” activities for
the community. In most cases, the eco-
nomic impact and revenue generated by
the events are as important, if not more
so. Spending by attendees contribute sig-
nificantly to the local economy.

One of the largest indicators of positive
revenue is hotel room usage during an
event. When events drive overnight stays,
those attending generally spend dollars on
hotel rooms, meals, souvenirs and visits to
area attractions. In San José, it is estimated
that each person staying overnight spends
an average of $310.

With numbers such as these, it is easy to
see why it is important to develop rela-
tionships with hotels. You can begin by
negotiating with an area hotel to name it
the official hotel of the event. Usually,
special pricing breaks on hotel rooms,
meeting rooms and banquets are includ-
ed. The key is to direct as many of the
overnight event participants and attendees
to the hotel. 

If you have a number of out of town
participants and groups, you can require
that they stay at the host hotel. Another
component is to partner with your local
convention and visitors bureau to develop
attractive packages that include hotel
arrangements, local transportation, visits
to area attractions and meals. This is espe-
cially attractive when working with school
and youth groups. 

The alternative is to make these arrange-
ments yourself. Collaborate with local
amusement parks, museums, as well as
indoor and outdoor attractions. Leverage
your event resources and marketing tools
to assist these other points of interest in
their marketing goals in exchange for free
or discounted passes. 

Successful and popular events are those
that partner with Community Based
Organizations (CBO). Collaborations
with CBO’s can help keep your event on
people’s minds throughout the year. The
San Jose Holiday Parade has unique part-
nerships with a number of CBO’s that
benefit several programs year round.

For instance, Toys For Tots is a program
sponsored by the United States Marine
Corps (USMC) Reserves and provides for
toys to needy children. The San Jose
Holiday Parade partners with the local
USMC unit to bring a Marine Corps band
every year to the parade. In addition to
appearing in the parade on behalf of Toys
For Tots, the band also performs in a spe-
cial evening Toys For Tots Concert spon-
sored by the parade, thus providing anoth-
er venue for toy collection and donations.
In late summer, the parade organizations
also partners with the Marines to produce
a “Tee for Toys” golf tournament for toy
and financial donations.

The Tobacco Free Collaborative is
another organization we partner with 
year round by participating in and coordi-
nating some of their events. This group’s
focus is to discourage use of tobacco. A
major component of its effort is participa-
tion in the parade. The group has devel-
oped a giant helium balloon that appears
in the parade. This balloon has become
the visual symbol for the Collaborative,
used to convey its message year round.

Partnerships such as these compliment,
augment and leverage your available
resources to improve and make your 
event important to the community 
while providing an important entertain-
ment component.

Events are more successful, more woven
into the fabric of their communities,
when they are developed to nurture. This
is done by establishing relationships and
improving them through the interactions
with your residents, businesses, churches
and partnering organizations. What better
way to become a tradition than through
positive relationships.

Ed Bautista is executive director of the
San Jose Holiday Parade for the City of
San Jose, California. He can be reached
at (408) 277-3304, or
ed.bautista@ci.sj.ca.us. The website for
the parade is www.holidayparade.com.
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Multi-Cultural Marketing is the latest
label used to identify a form of segment-
ed marketing, targeted to the segment’s
affinities based on cultural preferences.
Segment marketing is defined as dividing
consumers into groups based on their
demographics and lifestyles. Examples
are: women between 18 to 45 years old,
blue-collar workers, female executives,
people with income over $100,000, etc. 

Segmenting consumers has long been
a tool used by marketers to try to under-
stand consumer behavior, and to try to
influence these consumer groups to pur-
chase their product or service. While
multi-cultural marketing is a form of seg-
mented marketing, it goes further than
simply looking at demographics. It also
looks into psychographics and cultural
nuances and influences.

The approach to multi-cultural market-
ing should follow the same basic princi-
ples of a general market marketing plan.
The difference is the application of the
basic principles and ensuring that what-
ever is applied is relevant to the con-
sumer group. The importance of devel-
oping a fully integrated marketing plan
for the segment is as important as any
other function one may perform:
accounting, operations, public affairs,
etc. If any step is overlooked, results 

will not be completely effective. A fully
integrated plan includes:

• Research 
• Customer Identification and 

Application – Internal and External
• Objectives
• Strategies
• Tactics
• Participation and Involvement of 

Other Departments:
Operations
Human Resources
Community Affairs
Purchasing
Public Relations

Sales
• Creative Development
• Communication Plan
• Promotions Plan
• Community/Grass Roots Activity
• PR Plan
• Appropriate Partnerships
• Securing and Acting on Customer

Feedback

When performing research, one must
identify consumer’s attitudes and knowl-
edge about one’s product or service. One
cannot assume that if any given product
or service is well recognized by the gener-
al market, then it is also well known in

the multi-cultural segments. One needs
to determine how the African American,
Asian, and/or Hispanic consumer feels
toward the product, service, or event,
and/or how much they know about it. 

A good example is music. Each multi-
cultural group has an affinity for specific
types of music. This does not mean they
exclusively listen to that specific format,
only that it is their preference. For exam-
ple, African Americans prefer blues, jazz
and hip-hop; Hispanics, depending on
their country of origin, may prefer
Banda, norteno, mariachi, salsa,
merengue, or cumbias. The general mar-
ket prefers rock, country, top 40, techno.
While these groups will index high with-
in these music formats, they may still
cross over into other types of music. But
it is how these consumer groups behave
and interact with each music format that
determines the marketing plan the music
record labels ultimately develop and exe-
cute to reach these segments.

Consider the baking products category.
Generally speaking, Hispanics typically
do not bake cookies, biscuits or cakes.
This is because they prefer to buy these
items freshly baked each day at their
neighborhood bakery. Companies selling
these products need to develop a market-
ing strategy to reach the Hispanic con-
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by Elisa Gonzalez-Rubio
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sumer market, which is different than the
strategy used to reach the general market.
It becomes a matter of shifting the “what
you are going to do and the how you are
going to do it.” The strategy must
become culturally relevant to the con-
sumer group.

How does one tackle this? 
First, secure information on local mar-

ket demographics. Determine the demo-
graphic mix within the city or area where
your customers live. Who are they and
what are the population trends?

Once demographics have been identi-
fied and it is determined that the area
has a high percentage of a specific ethnic
group(s), become educated about the
group(s). Learn as much as you can
about the behaviors of these segments.
Find out what they like, how they
behave, how they spend money, what
and when are their key holidays and cel-
ebrations. Be sure to seek out this infor-
mation from more than one source. This
allows you to cross-reference information
as well as get differing perspectives.

Next, conduct research on one’s own
event or festival. What are the current
demographics of your festival attendees?
What does the event currently offer for
each local demographic segment? If the
event currently attracts a limited amount
of diverse consumers, conduct research
to determine why they are not attending
the event. 

It may be as simple as a lack of knowl-
edge about the event because there is no
media directed to them. Perhaps there
aren’t any activities they find appealing.
Maybe there are other events during the
same timeframe they prefer. If so, find
out why. Perhaps the event occurs during
a key holiday celebration for the segment
and the event does not recognize or
acknowledge this celebration.

As information is secured, one can
begin to identify potential changes to
attract these consumers. By identifying
how they relate to the event and identify-
ing what they like or dislike about events
or festivals, one can start formulating a
plan of action. Remember not to limit
the action plan to just one thing.
Remember to add all marketing compo-
nents into the plan. 

Let’s consider this example: After com-
pleting the research, it is determined that
a large percentage of African Americans
live in your event area, but do not attend
the event. (Do you know why?) A deci-
sion is made to create a blues “Battle 
of the Bands” as a way to interest African
American consumers to attend the event.
The thought process may be “If I build 
it, they will come.” This approach may

set the stage for failure. If one fails to
communicate the activity to the proper
media channels, awareness of the 
activity at the event may never reach 
its intended audience. 

Where do African Americans in the
area get their information (was this
included in your research)? If the com-
munication component of the plan is
overlooked, one may totally miss the tar-
get audience because of a failure to com-
municate the information about your
event via the most effective medium for
the segment. One can’t assume all con-
sumers use the same media channels 
for information.

How big of an opportunity
could one be missing? Here
are some current projections: 

Hispanics spending power is currently
$530 billion. Spending power in this seg-
ment is projected to grow to $928 billion
in 2007 and to a trillion dollars in 2010.
This segment enjoys attending events/fes-
tivals and spending money. The culture is
very family oriented. Hispanics seek out
activities they can enjoy together as a
family. Hispanic teens spend four percent
more than their average counterpart in
the general market. This represents
approximately $320 a month.

Asian consumers have the highest per
capita income of any ethnic group. They
are wealthy and well educated. In 2003,
Asian buying power is projected to be
over $344 billion and is projected to
grow to $526 billion in 2008. The major-
ity of Asian consumers were born over-
sees, and the tendency to maintain ties
with their homeland is very strong.
Asians are more likely to be entrepre-
neurs and have a strong drive to succeed. 

African American consumers currently
have an estimated buying power of near-
ly $687 billion for 2003. By 2008,
African American buying power is pro-
jected to be over $921 billion. The over-
whelming majority of African Americans
are very proud of their heritage, and the
church plays a key role in their lives.

Just how big are these oppor-
tunities? 

Demographics trends all indicate that
the Anglo population is shrinking, at the
same time as the Asian, African American
and Hispanic populations are growing.
Organizations that do not target these
groups today will face the consequences
tomorrow. Not only will growth disap-
pear, but so will market share and rev-
enue. Organizations that recognize the
need to learn about and market to these
segments will reap the benefits long into
the future. It is no longer just the right

thing to do. It is the right thing to do for
your business, event or festival.

Some examples of success stories: 
The Black College Football classic games
keep growing in their number of games,
attendance figures, and in their ability 
to secure national TV coverage. In addi-
tion, the games have a strong, loyal 
following. This translates into millions 
of dollars in sponsorship fees and broad-
cast advertising dollars and presents an
attractive opportunity to reach millions
of African American consumers. African
American consumers continually seek
inclusion in activities beyond the tried
and true Black History Month and
Kwanzaa celebrations.

Two Texas based events have seen
tremendous success in courting the
Hispanic market. The highest concert
attendance during the Houston Stock
Show and Rodeo and the Texas State Fair
in Dallas has been during Hispanic 
talent days. 

National corporations targeting these
consumer groups are constantly seeking
new and untapped events that target
these segments. The dollars allocated by
corporations for multi-cultural marketing
are typically separate from the dollars
allocated for the general market. This
becomes a dual opportunity for incre-
mental dollars for an event or festival. It
signals additional foot traffic, incremen-
tal purchases at the event of food, drinks
and merchandise, as well as additional
dollars from sponsors that are seeking to
specifically target these segments.

Approaching ethnic segments and
multi-cultural marketing should not be
avoided. On the contrary, it should be
embraced as an opportunity to future
growth and success. However, it needs 
to develop as a well thought out, strate-
gic plan that makes sense and has rele-
vancy to each segment. The rewards will
be worth the investment. The key is to
do the homework up front, don’t be
afraid to ask questions and think with 
an open mind.

Elisa Gonzalez-Rubio is Vice
President of Sales and Marketing for the
Promotional Management Marketing
Group. She presented this topic at the
48th IFEA Annual Convention in
Anaheim this past November. She can
be contacted at Promotional
Management Marketing Group, address:
518 E. Ramsey, Suite 100, San Antonio,
Texas, 78126; phone: (210) 341-8877;
fax: (210) 341-2553; email: elisa@pmg-
success.com. The company’s website is
www.pmgsuccess.com.
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The secret of organizations known 
for exceptional guest service such as 
Walt Disney World, Nordstrom, Farrell’s
Ice Cream Parlor and Southwest Airlines,
is that they have all decided exceptional
guest service is their number one priority.
They have established well thought out
and meticulously planned systems to
promote and reward exceptional guest
service. Though they all use different
words and terminology, they are all 
basically saying the same thing: “Our
business depends on exceptional 
guest service.”

The most important aspect of creating
a culture of exceptional guest service 
is that it must start at the top of the
organization and flow down to the 
front line employees/volunteers. From
the Executive Director, to the operations
manager, to the sponsorship salesperson,
to the finance manager, to the mainte-
nance worker, to the volunteer selling
soda, all must be committed to deliver-
ing exceptional guest service. This level of
commitment and involvement is vital to
implementing an exceptional guest serv-
ice program because the actions of every-
one involved in the organization reflect
back on the organization.

The best way to make sure of this 
commitment is to establish exceptional
guest service as a goal for the organiza-
tion. Work it into your mission state-
ment, add it to your list of organization’s
values and make it a part of you business
decision-making process. You must
decide that all business decisions should
take into consideration the effect they
have on guest service. If the idea or con-
cept has a negative impact on the guest
experience then the idea should be
reworked to create a positive effect or
eliminated. Then focus your energies 

on ideas that have a positive impact on
the guest experience.

The first step of establishing an 
exceptional guest service program is to
have everyone in the organization deter-
mine who their guests or customers are.
You must know who your guests or cus-
tomers are before you can begin to serv-
ice them. Guest service does not just
apply to your front line employees or
volunteers. Every department, employee
and volunteer has an impact on cus-
tomer service either directly or indirectly.
The impact of indirect guest service is 
not always easily understood but has 
just as much effect as direct guest service.
For example: What is the impact if the
merchandise stocker is not keeping the
shelves full or is displaying damaged
merchandise? What is the impact if the
food prep worker does not hook up the
CO2 to the self-serve soda dispenser?
What is the impact when the lighting 
rigger hangs a light bar improperly?
Maybe the last example is a little extreme
but it definitely proves the point of 
how everyone has an impact on the 
guest experience.

Now that you know who your guests
are, the next step is to determine their
expectations. After all, to deliver excep-
tional guest service, you have to know
what your guests want so you can deliver
it. And the guest is expecting you to go
beyond just delivering what they expect.
They want to be blown-away. They want
you to be different. They want you to
stand above your competition. A study
done by Xerox showed that 2% of dissat-
isfied customers returned, 6% of satisfied
customers returned, and 66% of extreme-
ly satisfied customers return. So, as you
can see. You need to determine what
your guest expects, than over deliver.

Today’s guests are very different from
guests from just a few years ago. Scott
McKain the author of “All Business is
Show Business” has a great insight to
today’s guest. He says, “Today, guests’
expectations are extremely high. They
have a wide range of experience in being
entertained while being educated,
trained, informed, served and sold. They
are more demanding. They are a culture
of instant gratification, where the drive-
thru has replaced the drive-in, the ATM
has replaced tellers, and the Internet has
replaced the back fence. When they can
zap through 100’s of channels, why
would they wait for anything? Guests
think good just isn’t good enough. Being
satisfied has become merely the ticket to
enable your organization to continue to
stay in business.” 

At Walt Disney World, they keep it
very simple. The top four things they
have determined their guests expect are:
“1.) Make me feel special, 2.) Treat me as
an individual, 3.) Respect my children
and me, and 4.) Have knowledgeable
Cast Members.” Walt Disney World have
concluded “that if each and every one of
their cast members focuses on these four
guest expectations each time they come
in contact with the guest, they will fulfill
there purpose of making sure every guest
who visits Walt Disney World has the
most fabulous time of his or her life.”

The next step in developing an excep-
tional guest service program is to create
guidelines that every one of your
employees and volunteers can follow.
Guidelines for every part of the organiza-
tion should be developed to keep every-
one focused on exceptional guest service.
Make sure the guidelines are simple yet
specific. This ensures that they can be
easily communicated and understood.

The Not
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Examples of simple guidelines are Walt
Disney World’s seven guidelines for guest
service: “1.) Make eye contact and smile,
2.) Greet each and every guest, 3.) Seek
out guest contact, 

4.) Provide immediate service recovery,
5.) Display appropriate body language,
6.) Preserve the Magical guest experience,
7.) Thank each and every guest.” These
guidelines are very easy to understand
and they are printed on pocket sized
cards and handed out to every 
Cast Member. 

Guidelines need to be established to
guide your employees and volunteers but
there must be flexibility. At Southwest
they say, “We provide guidelines but the
decision is up to the employee. Our
employees need to feel comfortable to
make a decision that is the right decision
for the customer, even if it violates a
company policy. If you are leaning
towards the customer rather than away
from the customer, we will forgive any-
thing that you do.” This is a very power-
ful statement because it empowers the
employee to be responsible and gives
them the freedom to make sure that the
customer has an exceptional guest experi-
ence. It also promotes coaching instead
of disciplinary action. Would you rather
have your leader talk to you about how
to better handle the situation in the
future or yell at you for breaking the
rules and not teach you a thing? Fear of
doing the wrong thing is a hindrance to
exceptional guest service.

After you have developed your guide-
lines, it is critical to create a strategy to
promote and nurture the consistent
delivery of exceptional guest service.
Recognition and rewards are the best way
to encourage consistency. The rewards
don’t have to be costly. Walt Disney

World has created a “Guest Service
Fanatic” card. Every time a leader sees
someone delivering exceptional guest
service, the leader fills out a card with
the cast member’s name and why he/she
is being recognized. All of the cards are
collected each month and a drawing is
held where a handful of cast members
win prizes from simple plush toys to a
nights stay at one of the Walt Disney
World resorts. Not all of the rewards
have to come from your organizations,
ask your sponsors to contribute to the
program as well. 

Now that your program is in place and
you are being successful and you are cre-
ating exceptional guest experiences, you
can not rest on your laurels. You must
continually and consistently ask your
guests how you are doing so you can
tweak and improve the service you are
delivering. Walt Disney World set up a
system that continually measures guest
satisfaction. Cast members watch and
record guest requests in their area. If a
request is consistently recorded, steps are
taken to deliver on the request. 

Creating exceptional guest experiences
is an ever-evolving process. Your guests
will continue to change so you must con-
tinue to change with them. One thing
that will remain the same is that excep-
tional guest service depends on people
who love to serve other people. There are
people who, making people happy,
makes them happy. So make sure you are
hiring people who have this attitude
ingrained in them already. You can
always train them to do the skills neces-
sary to do their job but serving people is
an essential quality. 

If you think that you are not compet-
ing with the service that the guests are
experiencing at Walt Disney World,

Southwest Airlines or Nordstrom, 
you had better think again! The more
these companies raise the bar the more
you have to raise the bar. You need to
continue and consistently survey your
guests because what your guests saw as
extraordinary today, might just be ordi-
nary tomorrow.

Maximizing
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Sam Lemheney, CFEE, is the Show
Designer of the Philadelphia Flower
Show and former Manager of the Epcot
International Flower & Garden Festival.
You can contact Sam at (215) 988-1621
or slemheney@pennhort.org PFS’s web-
site is http://www.theflowershow.com

Resources used in researching this article
and helpful tools when setting up your
own exceptional guest service program:

Books:
“All Business is Show Business”
Scott McKain

“Raving Fans”
Ken Blanchard & Sheldon Bowles

“Customers for Life”
Carl Sewell & Paul B. Brown

Videos:
“It’s So Simple” 
inspired by Southwest Airlines

“Give ’em the Pickle!” 
with Bob Farrell

“I’ll Be Back”
with Bob Farrell

by Sam Lemheney, CFEE
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By Jeff Orswell

Using GPS and 
GIS Technology to
Improve Your Event

How well do you really know your
event site? Most veteran event planners
will tell you that they know the intrica-
cies of their site like the back of their
hand. However, each of us has dealt with
the challenge of placing a sponsor’s
booth in exactly the same location as last
year, or crossing our fingers at least once
when driving fence posts near known
irrigation lines.

At most event sites, every square foot
counts when it comes to potential rev-
enue, public safety and overall appear-
ance. And now, with new technologies 
in hand, some of the necessary guess-
work is being replaced with technologi-
cal answers. 

For years we have heard about the U.S.
military’s Global Positioning System
(GPS), a satellite-based navigational sys-
tem allowing the user to pinpoint specif-
ic locations on the earth’s surface with
precision accuracy. We were awestruck by
the application of GPS to guide missiles
and other “smart” weapons in the wars
of the last two decades, and we saw the
early introduction of GPS technology in
day-to-day civilian life with anti-theft
tracking systems for our cars.

In recent years, GPS based devices and
systems have become almost as common
as MP3 players or PDAs. We now have
assisted navigation systems in our cars
that literally narrate accurate directions
while we drive with only the input of
origin and destination addresses. GPS

information is at the heart of many real-
time traffic report maps seen on televi-
sion and it is responsible for our safety
on every commercial flight, cruise or
road trip taken. Console and handheld
GPS receivers have become essential
equipment for boaters, recreational
pilots, hikers, skiers and other outdoor
enthusiasts, and they have proven their
worth time and again in standard naviga-
tion and emergency situations. Yet the
best is still to come.

But how can technology that guides
planes, trains and automobiles help lay
out an event? Imagine constructing an
event site without ever drawing a line on
the ground or doing a single site walk-
through. Or, envision the equipment and
service suppliers setting up tents, fencing,
bleachers, generators, stages and portable
restrooms exactly where you want them,
no questions asked, with nothing more
than an electronic site map and some
numeric data from you. This is how 
GPS and other technology will help us. 

GPS receivers allow us to identify 
and define specific locations by giving 
an address or “waypoint” for the location
in latitude and longitude, (example: 
N 38∞51.334’ W094∞47.944’). When 
we begin collecting this data, cataloging,
interpreting and then plotting it, it 
opens up a whole new series of tools 
and opportunities.

Geographical Information System
(GIS) is defined as a computer system for

capturing, storing, checking, integrating,
manipulating, analyzing and displaying
data related to positions on the earth’s
surface. GIS allows the user to interpret
geographic data into multi-layered
charts, maps and other graphical prod-
ucts that can be used for everything from
zoning and construction to emergency
planning and incident response.

Primary GIS users these days are 
large transportation or public service
companies and government related 
entities, including town planning, law
enforcement, public utility management,
environmental authorities, engineering,
transportation and distribution. There
are also a number of private sector 
companies offering GIS services to the
public, as well as the military and 
municipal, county, state and federal 
levels of government. 

Although GPS and GIS are separate
systems that work effectively independ-
ent of each other, GPS data does serve as
a common language for the various enti-
ties that use GIS regularly. Many of these
entities are the same government and
private sector departments, agencies and
companies you work with planning a
special event in your community.

So, how does GPS and GIS technology
relate to the special events industry? Here
are a few examples of how this technolo-
gy can help you better understand your
event site and improve your communica-
tion and relationship with your vendors
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as well as government departments 
and agencies:

Most event planners are familiar with
the traditional guidelines for designing a
successful event site, i.e. separating rest-
room facilities from food vendors, creat-
ing wide pedestrian throughways to
allow for crowd flow and emergency
response access, separating the entrance
and exit/re-entry gates, etc. But as many
experienced event planners know, often
it is the things you can’t see at your event
site that will present the greatest chal-
lenges. GIS can help by providing you
with a truly big picture view.

GIS information about an area is 
most easily presented in layers. For
example, a standard GIS map of an 
area might include the following layers
of information:
1. Underground utilities (water, natural

gas, sewer, telephone and data commu-
nication lines and vaults).

2. Watershed, erosion and other topo-
graphical information.

3. Permanent structures, streets, roads,
trails, paths, curbs, paved lots.

4. Trees, shrubs, large rocks, signs,
hydrants, street light posts.

5. Parcel, zoning or other property defini-
tion information.
Additional layers can then be devel-

oped to represent the temporary ele-
ments that you bring to your site, (tents,
trailers, fencing, portable restrooms,
stages, generators, security personnel
posts, buoys, etc.).

Some may argue that an intricate
knowledge of the underground utilities
or topographical information at a simple
community food and music festival or
amateur sporting event is overkill and
unnecessary. But isn’t there peace of
mind in knowing exactly where that
underground irrigation or gas line is
prior to driving fence posts or anchor
stakes to hold down tents and canopies?
Wouldn’t you be more secure knowing
exactly where the ledges, drop-offs, or
underwater rock formations are under
the surface at your boating, swimming 
or other aquatic event? GIS provides
accurate answers to these questions 
and more.

GPS provides an invaluable tool in the
always-challenging task of managing
numerous vendors, subcontracted equip-
ment and service providers and govern-
ment departments and agencies. With
GPS, “set it up just beyond the road in
line with those trees to the left” becomes
“place the corner post at N 36∞51.124’
W091∞47.363’.” Having an actual physi-
cal address on a specific location
becomes even more valuable when you
find yourself constructing elements of an
event site without the assistance of refer-

ence points like trees or roads, such as
when positioning turnaround buoys for
boaters or swimmers a quarter mile out
from the shore. 

Using GPS waypoints and GIS infor-
mation in place of measurement wheels,
tape measures, incremented line, etc.
when designing and constructing your
event site may at first seem simply to
offer convenience and efficiency when
dealing with tents, buoys and fence lines.
However, once you’ve become accus-
tomed to this new technology you will
quickly appreciate it developing emer-
gency response or incident planning
strategies for your event. Large events tak-
ing place at sites that span acres or even
miles face the ever-present challenge of
identifying a specific location within the
event where an incident has occurred
and communicating that location to
emergency responders when seconds
count. A GIS information-based layout of
your event site with designated reference
points and corresponding GPS waypoints
can prove valuable to law enforcement
and public safety officials during an
event emergency.

GPS information can help maximize
your event’s emergency response effec-
tiveness by charting first aid stations,
parked ambulances or aid vehicles and
other fixed location medical assistance
sites along with pre-designated reference
points and cleared exit/escape routes. 

Another important issue to address
when discussing GPS and its applications
to event site planning is accuracy.
Unfortunately, in its current state of tech-
nology, most basic GPS receivers avail-
able to the general public are accurate
only to within approximately 10-15
meters. However, GPS equipment and
services are improving almost daily and
new systems like differential GPS and the
Wide Area Augmentation System (WAAS)
are allowing users to minimize the
degree of error in the accuracy of their
waypoints and to get readings accurate to
within three meters. The degree of accu-
racy required depends primarily on how
the information will be used.

For instance, if you are placing a 
buoy to mark the half-way point on a
one-mile swim course, or placing a row
of portable restrooms down the street
from a beer garden, a 10-15 meter differ-
ence is probably tolerable. But if you are
pinpointing the precise location of
underground utilities where you will be
driving stakes, you will need a more
accurate reading and therefore more
sophisticated equipment. 

So how do you get started using this
technology? First, research your site. Visit
your local municipal or county govern-
ment to learn what GIS information, if

any, currently exists on your site. Usually,
the city or county assessors office are
good places to start. Keep in mind that
many city governments have developed
GIS entities within existing departments.
Generally, you will find anything from a
simple aerial photo of your site to a
multi-layered traditional GIS layout of
the area, depending on the location of
your event. 

Next, develop partnerships with any
agencies, departments or private sector
companies in your area that are using
GPS and GIS systems. Typically, your
city’s fire, transportation or building
departments will be using GIS and the
public utilities and communication
(phone, data lines, etc.) companies will
have access to higher-end GPS equip-
ment. Generally, all of the departments,
agencies and companies mentioned will
be supportive of your interest in identify-
ing the precise location of their equip-
ment and assets at your site and willing
to work with you to prevent the acciden-
tal disturbance of any of it. You will most
likely find that they are willing to share
GIS information as it will make their
jobs easier if they are able to include spe-
cific information about your event (pro-
vided by you) in their existing public
safety, law enforcement and impact miti-
gation plans. You can also find GIS
departments and individuals willing to
work with you on all of this at most
major colleges and universities. 

Decide now to determine the degree to
which you are able to integrate GIS
charts and maps and GPS data into your
event. This technology may not be
appropriate for all events and again, keep
in mind that it may be right for certain
elements of your event and not for oth-
ers. But I encourage you to learn more
about GIS and GPS technology by visit-
ing GIS.com and the websites for
Garmin, Trimble and Magellan, three of
the leading manufacturers of GPS receiv-
er equipment. The brightest days of this
important technology are still ahead of
us, yet the benefits and positive impact
seen so far on our industry is certain.

Jeff Orswell is Director of Operations
for SEAFAIR, Seattle’s largest summer
festival. He is the Event Director for the
Chevrolet Cup at SEAFAIR unlimited
hydroplane race and the KeyBank Air
Show at SEAFAIR, which annually fea-
tures the U.S. Navy Blue Angels. Jeff can
reached at (206) 728-0123 or at (email
address). SEAFAIR is located at The
Denny Building, 2200 6th Avenue, Suite
400, Seattle, Wash., 98121-1850 and at
www.seafair.com.





40 INTERNATIONAL EVENTS 2003

Foundation

The 
Numbers 
are in

Highly profitable events at the
November IFEA convention in Anaheim
have provided the impetus for the most
successful year in history for the
International Festivals and Events
Association Foundation.

Two extremely successful functions –
the Tournament of Roses Experience
held November 20, and the Foundation
auction, held November 21, raised a
record amount of funds, which will be
used for scholarships for students and
new professionals to the business, and
for providing educational opportunities
for the industry.

The Tournament of Roses Experience
was a progressive dinner for 150 partici-
pants. The "experience" started at Fiesta
Parade Floats, where Tim Estes spon-
sored salads and hors d’oeuvres and gave
a behind the scenes look at his award
winning floats for the 2004 Tournament
of Roses Parade.

It continued on to Phoenix
Decorating, where Bill Lofthouse gave
participants a preview of his floats, and
provided the entrée.

The final stop of the night was at 
the Tournament of Roses headquarters,
where President Mike Riffey, Chief
Executive Officer Mitch Dorger, and the
Tournament Executive Committee spon-
sored dessert and gave everyone a look 
at the Tournament headquarters at the
site of the former Wrigley Mansion 
in Pasadena.

Co-chairs K Alferio of Capital One and
Bridget Sherrill of the Kentucky Derby
Festival developed one of the finest
events in IFEA’s history.

The Legacy Society
Being a sponsor of the event was an

example of the support that Bill
Lofthouse has shown for the
Foundation since its inception in 1992.
For his efforts, Lofthouse, along with
longtime Miller Brewing Company exec-
utive Dennis Boese, became the first
inductees into the Foundation’s Legacy
Society, which will be comprised of the
leading supporters of the Foundation.

Lofthouse has served as chair of both
the Foundation and the IFEA Board of
Directors. He also established the first
endowment for the Foundation, the Bill
and Gretchen Lofthouse Endowment.

Boese and the Miller Brewing
Company have been a major supporter
of the IFEA for many years, serving as
the title sponsor of the IFEA/Miller
Brewing Company Hall of Fame, the
IFEA’s and the industry’s highest honor.

IFEA Foundation Night
Pete Van de Putte of Dixie Flag and

Bruce Erley of Creative Strategies Group,
along with auction chairs Wright Tilley
of RCS Productions, Pat Craig Corda of
the Toyota Gator Bowl and Kay Wolf of
Dixie Flag directed an event at the ESPN
Zone in Downtown Disney that raised a
record amount of money for the
Foundation, including $93,000 in the
annual auction.

Trips to the 500 Festival in
Indianapolis and Alaska’s Iditarod, a
trip to London provided by the Macon
Cherry Blossom Festival and Carolyn
Crayton, and a flag and banner package
offered by Dixie Flag, were the top
items bid for by attendees.

Go Figure
A look at the key numbers from IFEA

Foundation activities at the 2003 IFEA
Convention & Expo Experience. 

2 - The number of initial inductees –
Bill Lofthouse and Dennis Boese – into
the Foundation’s Legacy Society. The
Society will be comprised of the leading
supporters of the Foundation.

$93,000 - The amount of money
raised at the IFEA Foundation Night auc-
tion and raffle, held at the ESPN Zone in
Downtown Disney.

5 - Items that went for over $4,000 in
the IFEA auction.

$21,000 - The amount of money
raised by the Foundation at the new
Tournament of Roses Experience.

$100,000 - The goal for the 2004
auction in Boston (site of the next IFEA
Convention).

$26,000 - The size of the Bill and
Gretchen Lofthouse IFEA Foundation
Endowment.

Bruce Skinner, CFEE 
Foundation President

Bruce Skinner and Associates 
115 E. Railroad, Suite 308 

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

E-Mail: bruce@omhf.org
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Foundation

Live Auction Winning Bidders

Darrell Stewart, Fiesta Oyster Bake

Rachel Trice, CFEE, Eyeswide Event Marketing

Cheree Gayre, Southern Heartland Festival

Sandra Dartus, CFEE, French Quarter Festivals, Inc.

Charles Brown, Festivals.com

Mike Rea, CFEE, Haas & Wilkerson Insurance

Beth Kelty, City of Dublin, OH

Alison Doolittle, City of Dublin, OH

Mike Berry, CFEE, Kentucky Derby Festival

Mike Crossley, United Health Services, Inc.

Pat Craig Corda, CFEE, Toyota Gator Bowl

Dawn Svenson, Cedar Rapids Freedom Festival

Tricia Kerkhof, San Jose Holiday Parade

Naima Kradjian, First Night International

Mary Ann Dilling, Fond du Lac Festivals, Inc

Jim Brooks, Macon, GA International Cherry

Blossom Festival

Karen Scherberger, CFEE, Norfolk Festevents, LTD.

Carol Romine, Coconut Grove Arts Festival

Joseph Lillis, Sausalito Art Festival

Karrie Weinhardt, Winefest Des Moines/Karrie

Winehardt Consulting

Robyn Nelson, CFEE, Utah Arts Festival

Marie Atwell, CFEE, SHOWS, ETC

Curt Gary, P.W. Feats

Lisa Sewell, CFEE, Utah Arts Festival

Eddie Pruett, Macon, GA International Cherry

Blossom Festival

Rand Thomas, Thomas Building Center

Bruce Skinner, CFEE, Olympic Medical 

Center Foundation

Sylvia Allen, Allen Consulting, Inc.

Lowell Register, Macon, GA International 

Cherry Blossom Festival

Connie Barton, Nightmagic, Inc.

Live Auction Doners

Mike Berry, CFEE, Bridget Sherrill, CFEE, Kentucky

Derby Festival 

Vern Biaett, Jr, CFEE, City of Glendale 

Special Events

Board of Directors & Staff, Milwaukee World

Festival, Inc./Summerfest

Nancy Chapman, CFEE, Milestone Products

Geraldine Cheng, Singapore Tourism Board

Karen Churchard, CFEE, KC Productions

Floss Coulter, Mammoth Lakes Jazz Jubilee

Pat Craig Corda, CFEE, Toyota Gator Bowl

Carolyn Crayton, CFEE, Macon, GA International

Cherry Blossom Festival

Jay Downie, CFEE, Source One Marketing

Bruce Erley, APR, Creative Strategies Group

Kirk Hendrix, Indy Festivals, Inc.

Paul Jamieson, CFEE, SunFest of Palm 

Beach County

Valerie Lagauskas, CFEE, Sunoco Welcome

America!

Kim Lehere, Kolor View Press

Joseph Lillis, Sausalito Art Festival

Bill Lofthouse, Pheonix Decorating Company, Inc.

Joe Marcus, Marcus Photography

Carolyn Muegge-Vaughan, Anchorage Convention

and Visitors Bureau

Robyn Nelson, CFEE, Utah Arts Festival

Richard Nicholls, CFEE, Gilroy Garlic Festival

Association, Inc.

Carolyn Pendergast, Arizona Biltmore Resort & Spa

Steve Remington, CFEE, Eugene

Celebration/Portland Rose Festival

Carol Romine, Washington Mutual Coconut Grove

Arts Festival

Vladimir Rukavina, CFEE, International Festival Lent

Karen Scherberger, CFEE, Norfolk Festevents, Ltd.

Larry Sinclair, Churchill Downs

Bruce Skinner, CFEE, IFEA Foundation

Therese St. Onge, CFEE, National Capital

Commission

Steve Thomson, Dynamic Displays

Pasadena Tournament of Roses

Charles Trimble, Big Events, Inc.

Beth Wojick, SEAFAIR

Kay Wolf, CFEE, Dixie Flag

FOUNDATION DONORS
Virginia Mampre, CFEE, Mampre Media

International, Festival

Robyn Nelson, CFEE, Utah Arts Festival, Festival

Karen Scherberger, CFEE, Norfolk Festevents, 

Ltd, Festival

Steven Wood Schmader, CFEE, Festival

Bruce Skinner, CFEE, Festival

Pat Corda, CFEE, Toyota Gator Bowl, Platinum

Jay Downie, CFEE, SourceOne 

Marketing, Platinum

Eric Martin, Esq., CFEE, Bands of 

America!, Platinum

Paul Chiravalle, CFEE, Columbia College 

Chicago, Gold

Karen Churchard, CFEE, KC Productions, Gold

Valerie Lagauskas, CFEE, Sunoco Welcome

America!, Gold

K Alferio, CFEE, Capitol One, Gold

Dennis Bash, US Bank, Gold

Mike Berry, CFEE, Gold

Vern Biaett, Jr., CFEE, City of Glendale, Gold

Carolyn Crayton, CFEE, Macon, GA International

Cherry Blossom Festival, Gold

Bruce Erley, APR, Creative Strategies Group, Gold

Derrick Fox, Alamo Bowl, Gold

Skye Griffith, CFEE, Skyline Talent & Events, Gold

Paul Jamieson, CFEE, SunFest of Palm Beach

County, Gold

Thomas Kern, CFEE, National Cherry Festival,

Gold

Janet Kersey, CFEE, Daytona Beach Area 

CVB, Gold

Sam Lemheney, CFEE, Pennsylvania Horticultural

Society, Gold

Robyn Nelson, CFEE, Utah Arts Festival, Gold

Steven Remington, CFEE, Eugene Celebration,

Downtown Eugene, Gold

Larry Sanchez, Sanchez Enterprises, Inc, Gold

Karen Scherberger, CFEE, Norfolk Festevents, 

Ltd, Gold

Ruth Schnabel, CFEE, Tahoe Arts Festival, Gold

Bridget Sherrill, CFEE, Gold

Larry Sinclair, Churchill Downs, Gold

Therese St Onge, CFEE, National Capital 

Commission, Gold

Wright Tilley CFEE, RCS Productions, Gold

Bruce Wicks, University of Illinios, Office of

Recreation & Tourism, Gold

Marcy Zambelli, Zambelli Fireworks 

Internationale, Gold

George Zambelli, Zambelli Fireworks 

Internationale, Gold

Bill Collins, CFEE, The High Road, Gold

Ed Bautista, CFEE, San Jose Holiday 

Parade, Silver

Joe Austin, Muskegon Summer Celebration, Silver

Carolyn L. Bailey, Silver

James Bristor, Michigan State University, Silver

Gaylene Carpenter, University of Oregon, Silver

Leo Hewett, Conroe Cajun Catfish Festival, Silver

Lee Johnson, Main Stage Productions, Silver

Walter C. Keiper, Jr., CFEE, Bethlehem Musikfest

Association, Silver

Marianne McLeod, CFEE, Jubilee City Fest, Silver

Uilani MoKiao, Pacific Handcrafters Guild, Silver

Roberta J. Phillips, Roberta J Phillips 

Consulting, Inc, Silver

Penny C. Reeh, Texas Festivals & Events

Association, Silver

Roberta Schaul, Schaul's Signature Events, Silver

Marsha Singer, The Dallas Directory, Silver

Peter C. Smith, PS Events, Silver

Elizabeth Tobias, Keystone Resort, Silver

Joe Vera, CFEE, Borderfest Association, Silver

Stephen J. Vitale, Pyrotecnico, Silver

John Wiscombe, Music Celebrations

International, Silver

Jane Wisialowski, Seton Event Signs, Banners 

& Supplies, Silver

James Young, Young Explosives/Display

Fireworks, Silver

Charlestown Seafood Festival, Silver

IFEA Foundation Live Auction & Donors List
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2003 has come to an end and, with it,
my term as chair of the International
Festivals and Events Association. It has
been an honor for me to hold that posi-
tion and to serve one of the world’s truly
great associations.

I need not remind you that it has
been a difficult year, with the industry
suffering a decline in travel and strug-
gling to accommodate new security and
economic concerns. I have been heart-
ened by the way our members have
come together – for example, at the
recent convention in Anaheim – to
share experiences and to learn from
each other so that we can adapt and
continue to grow even in a world that
has shifted under our feet.

It is no coincidence that the IFEA
Foundation strengthened its support of
educational programs last year.
Knowledge is power, and the challenges
of the new Millennium underscore the
importance to our industry of continu-
ous professional development. At the
48th Annual Convention, I had the priv-
ilege of presenting 12 diplomas under
the Certified Festival and Event
Executive Program (CFEE). These gradu-
ates exemplify the energy and intelli-
gence that permeates our industry and
that will ensure it a positive future. 

The IFEA exists to serve its members,
but to do that effectively it needs infor-
mation. To that end, the association car-
ried out its latest membership survey
last year. These surveys are the single
most important mechanism we have to
keep us in touch with the grassroots, to
define trends in the industry and to tell
us what you need in the way of services
and programs. We have already used the
information you gave us to shape valu-
able new services – for example, the
Directors and Officers Insurance pro-
gram and an industry-wide music-licens-
ing agreement. These programs, though
new, are already enhancing the financial
position of members. The survey was
also useful in helping us to shape the

IFEA’s next five-year plan,
now in draft form.

The ability to change is
the foundation of ongoing
health. The world in which
the IFEA operates has
evolved, socially and demo-
graphically, and we need to
change too. To that end, we
launched some very useful dis-
cussions last year, exploring possi-
ble structural changes in the associa-
tion. In particular, we looked at a new
system of regional representation that
will provide valuable new lines of com-
munication between the IFEA and our
members on a daily basis. As a result,

the IFEA added four new Regional
Directors to its staff beginning in
January. Based in their respective
regions, their job will be to link our
members directly to their association
and to enhance the delivery of member
benefits and services. 

As I step down from my role as Chair,
I am pleased to welcome Mike Berry as
our new Chairman of the Board. Mike is
a native of Louisville, Kentucky and, as
President and CEO of the Kentucky
Derby Festival, represents one of the
most prestigious events in the world. A
graduate of the IFEA’s professional certi-
fication program (CFEE), Mike has

some 20 years’ experience in our indus-
try (17 at the Kentucky Derby Festival).
He has a profound knowledge of the
issues and challenges that face us and is
extremely active within our industry. As
well as serving the IFEA, Mike sits on
the board of the Greater Louisville
Sports Commission and chairs Music
Theatre Louisville. He is also a member
of the American Society of Association
Executives. I congratulate the IFEA on
securing the leadership of such a top
industry representative.

As for me, I look forward to continu-
ing my involvement on the board as the
Immediate Past Chair and as a member
of the IFEA President’s Council. We have
seen hard times in our industry. There
are welcome signs of recovery now. At
the same time, the recent downturn has
taught us some important lessons –
notably the importance of solidarity in
tough times, the need to be creative and
the necessity of applying the very best
business practices to our work. It has
taught us, in fact, the importance of our
membership in the IFEA.

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

The Value 
of Solidarity

The

Board Table

The ability to
change is the
foundation of

ongoing health.
The world in which
the IFEA operates

has evolved,
socially and 

demographically,
and we need to

change too.
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2004 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)
Kentucky Derby Festival, Kentucky • Tel: 502-584-6383 • E-mail: mberry@kdf.org

John “Mitch” Dorger
Pasadena Tournament of Roses, California • Tel: 626-449-4100 • E-mail: mdorger@rosemail.org

Bruce Erley, APR
Creative Strategies Group, Colorado • Tel: 303-469-7500 • E-mail: berley@csg-sponsorship.com

Derrick Fox
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 (secretary & IFEA Foundation chair)
SunFest of Palm Beach County, Inc., Florida • Tel: 561-659-5980 • E-mail: pjamieson@sunfest.com

Thomas Kern, CFEE (chair-elect)
National Cherry Festival, Michigan • Tel: 231-947-4230 • E-mail: tom@cherryfestival.org

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

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

Johan Moerman
Rotterdam Festivals, The Netherlands • Tel: 31-10-433-2511 • E-mail: louisa@rotterdamfestivals.nl

Robyn Nelson, CFEE
Utah Arts Festival, Utah • Tel: 801-322-2428 • E-mail: robyn@uaf.org

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

Thèrése St-Onge, CFEE (immediate past 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

Wright Tilley, CFEE
RCS Productions Inc., Georgia • Tel: (770) 306-9155 • E-mail: wright@rcsproductions.com

Johan
Moerman
Johan Moerman is Founder and Managing

Director of Rotterdam Festivals in the
Netherlands, the organization that formulates
Rotterdam’s events policy and stimulates pro-
ducers to develop events for the city. He
became involved in the festival industry in
the mid-1980s as deputy director of the
Rotterdam Arts Council.

Each year, Rotterdam hosts a wide range of
festivals that caters to all groups in the com-
munity. Amongst them are the Rotterdam
Dance Parade, where 300,000 people dance
in the streets of Rotterdam; an International
Film Festival, one of the biggest and most
interesting of its kind in the world; a classical
music festival led by the famous Russian con-
ductor Valery Gergiev; a Tropical Streetparade
with more than 600,000 visitors; rock festi-
vals; world music festivals; arts festivals, and
much more. Johan has also been involved in
special events like European Championship
Soccer and the celebration of the 50th birth-
day of the Marshall Plan, which included a
visit to Rotterdam by US President Bill
Clinton. 

Johan believes that festivals are more than
just places to have fun. “The people have a
great time at our festivals; festivals bring us
together,” he said. “But at the same time they
build communities. They place areas and sub-
jects in the spotlight of people and media.
We have not explored half of all the good
things festivals can do for our cities and com-
munities.”

A focus of Johan’s is international coopera-
tion. “I grew up close to the river between
Rotterdam and the sea and saw the big ocean
liners sail to New York, Singapore, Hong
Kong, Kobe, Sydney and Seattle. I realized
that the world was much bigger, more diverse
and more interesting than the small town I
was growing up in. I have always liked travel-

Continued on page 62
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IFEA Update

New IFEA Regional Directors Named

As we begin 2004, we do so with many exciting plans that
will help to ensure that the IFEA is there for our members,
offering an unparalleled combination of professional network-
ing opportunities, educational programming, “Bottom-Line
Benefits,“ and industry involvement, that are easily, equally and
readily accessible by everyone. Toward that goal, we are pleased
to introduce you to four new IFEA staff members who will play
a critical role in helping us enhance our communications with,
improve our service to, increase our opportunities for direct
involvement by, and grow our membership.

Beginning at the first of the year, the IFEA, as an internal
management tool, divided the United States into four regions
(see above map), each assigned to a Regional Director. As time
goes on, and the economy improves, we hope to increase this
number. Our new Regional Directors will be responsible for
communicating with our members throughout their region to
ensure that we are maximizing our benefits and services to
both current and prospective members. They will also provide a
specialized focus on each geographic area, without assuming a
“cookie-cutter” approach across the board, to increase individ-
ual involvement by our members in your association and to
help grow the association through successful recruitment and
retention efforts.

And while these new Regional Directors are anxious to get
started, we want to emphasize that it is your role that is the
most important in any approach that we employ. We encourage
you to take a pro-active role and let the Regional Director for
your area know what your needs, and the needs of your local

peers, are; volunteer to be the point-of-contact(s) for your area;
and work with us to identify potential new benefits/resources,
new members, and new opportunities that will help us to grow
and strengthen the IFEA for everyone.

In many areas, you may also enjoy the efforts of a
state/regional IFEA Affiliated Chapter. (Note: Our regional divi-
sions are simply an internal management tool and are not chap-
ters. A list of our official Affiliate Partners and their contact
information is included on the opposite page.) These affiliated
chapters are partners with the IFEA as we work to ensure the
future success of our members and our industry. Chapters offer
still additional opportunities to get involved, often including
market area conferences and programming of their own.
Together, the IFEA and our Affiliate Partners will work to
increase the professional opportunities available to all members.
In areas where there is not currently an active Affiliate Partner,
our new Regional Directors will work with individual members
and markets to create those same professional opportunities.

So please join us in welcoming our new IFEA Regional
Directors. Their backgrounds and experience speak for them-
selves, including a direct understanding of and appreciation for
the IFEA and our Affiliate Partners; the challenges faced by fes-
tivals, events and communities of all sizes; the needs of indus-
try sponsors, municipalities, CVB’s and Chambers of
Commerce, industry suppliers, students and more; making
them all strong conduits for helping us to further the IFEA and
our industry. We will all benefit from their expertise, enthusi-
asm and dedication.



IFEA Regional Director 
518 Main St., 2nd Floor 
Bethlehem, PA 18018 
Phone: 610-972-1530 
Fax: 610-332-1052 
Email: tkwiatek@ifea.com

Tom Kwiatek, CFEE - Region 1

Trained as a psychologist and hospital
administrator, Tom Kwiatek worked in
education, government, and health care
before entering the realm of special
events. He developed Bethlehem’s (PA)
Musikfest from a small, local event to
the largest eclectic music festival in the

United States. Since his departure from
Musikfest in 1997, Kwiatek founded
SPONSORLINK, a full service event-mar-
keting consulting firm. His corporate
clients have ranged from fortune 500
companies like Pennsylvania Power and
Light, Coca-Cola, US Airways, and
Coachman, to local banks, television
cable companies, and chambers of com-
merce. In 2000, he created the “Healthy
Lifestyles Tour” for his client PREVEN-
TION Magazine and purchased sponsor-
ships in 22 events across the country.

In addition to business and industry,
SPONSORLINK’s clients include munici-
pal governments, festivals, associations,
and non-profits. His love of festivals
inspired him to create “the Spirit of
Bethlehem”, a three day multicultural
event focusing on tolerance and 
ethnic diversity.

IFEA Update
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IFEA Regional Director 
P.O. Box 965296 
Marietta, GA 30066 
Phone: 770-592-7180 
Fax: 770-592-7150 
Email: carolyn@ifea.com

Carolyn Morris - Region 2 

A dedicated event professional,
Carolyn Morris has spent the last 17
years of her career creating, producing
and coordinating events with the City
of Marietta, Georgia, northwest of
Atlanta. As the city’s Special Events
Coordinator, Carolyn started from very
humble small events and has expanded
them to become daylong productions
that have become one of Marietta’s
notable features. A historic city square,
renovated to include a park, has provid-
ed the focal point for many of
Carolyn’s events, including:
• Fourth in the Park- a dusk to dawn 4th

of July celebration including parade,
entertainment, games for kids, and a
spectacular fireworks show.

• Summer Concert Series- a monthly
Friday night concert series that draws
swarms of people to lay down a blan-
ket, or rent a VIP table and enjoy a
wonderful variety of music on a warm
summer night.

• Art in the Park – an annual Fine Art
show during Labor day weekend draw-
ing artists from the entire Southeast.

• Taste of Marietta- a day long sampling
of Marietta’s favorite culinary delights.

• Brown Bag Concerts- a lunch time con-
cert series on the Square in the spring
& fall.
Carolyn has also coordinated many

one-time special events including the
History Channel Great Race (an IFEA
Pinnacle Award Winner), the
Democratic National Convention Party,
opening of the Shaw-Tumblin Gone
with the Wind Movie Museum,
Centennial Olympic Games
Celebration, Desert Storm/Desert
Shield Commemoration, September
11th Candlelight Service, and the
Marietta Square 10th Anniversary Party.
During these events, Carolyn has
worked with a variety of government
departments, public and private compa-
nies, civic organizations and communi-
ty leaders, to insure the success and
coordination of each.

Carolyn has been involved since its
inception as a Board Member,
Chairwoman, and most recently as the
Executive Director of the Georgia
Festivals and Events Association
(GFEA). After earning her B.S. in educa-
tion at Bowling Green State University,
Carolyn relocated to Marietta in 1985
with her husband Tim, where they cur-
rently reside with their two children,
Kaitlyn & Kyle.
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IFEA Regional Director 
P.O. Box 1025 
Fredericksburg, TX 78624 
Phone: 830-997-0741 
Fax: 830-990-1370 
Email: penny@ifea.com

Penny Reeh - Region 3 

Penny Reeh is the owner of Indigo
Resource Group, an outsource firm that
currently manages the Texas Festivals
and Events Association and Texas
Association of Fairs and Events.

Prior to starting Indigo Resource
Group, Penny served as the Director of
the Fredericksburg Convention and
Visitor Bureau (FCVB) for over nine
years, during which time occupancy tax
receipts increased over 400 percent.
While the city’s population is only
9,000, Fredericksburg is host to more
than 1.5 million visitors each year.

During her tenure with the CVB,
Penny worked extensively with many of
the community’s 60+ annual festivals
and events. She served on the 23-mem-
ber steering committee, appointed by

the city council, to create the
Fredericksburg 150th Celebration, a 10-
day festival with more than 75 individ-
ual events.Other festival highlights
include serving on the start-up commit-
tee of the Fredericksburg Food & Wine
Fest, coordinating cross-promotions for
the introduction of pari-mutual horse
racing at the Gillespie County Fair
Association and serving as a liaison
from the CVB to help plan the V+50
Celebration at the Admiral Nimitz State
Historical Park, which was one of only
four events nationwide sanctioned by
the U.S. Department of Defense as a
commemorative World War II event. 

In addition to consulting and provid-
ing marketing services, Penny has devel-
oped a series of workshops and semi-
nars. Her clients have included the
International Tour & Travel Research
Association, Argentina Economic
Development Federation, National Tour
Association, Texas A&M University,
Travel Industry Association of Kansas,
Oklahoma Chamber of Commerce
Executives, and the Texas Association of
Convention and Visitor Bureaus. Penny
also served as a faculty member for the
United States Chamber of Commerce’s
Institute for Organizational
Management, teaching a nine-hour
tourism elective course at three of its
university training locations.

Penny’s company also produces a
series of annual rural community
tourism workshops for the Texas
Department of Economic Development,
Tourism Division.

She is a charter member of the
Fredericksburg Toastmasters Club, with
a Certified Toastmaster designation. She
is also Chair of the Hill Country
Memorial Hospital Forum for Health
and a Director of the Texas Lyceum.

IFEA Update
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IFEA Regional Director 
2601 Eastover Terrace 
Boise, ID 83706 
Phone: 208-433-0950 x*814 
Fax: 208-433-9812 
Email: nia@ifea.com

Nia Forster - Region 4

Known to most of you as the
Director of Membership for the
International Festivals & Events
Association (IFEA), Nia Forster takes on
this new position as Regional Director
with much excitement and enthusiasm. 

Nia has been with the IFEA since
1997, where she has worn many hats
within the association, from Special
Events Intern and Events Coordinator
(working on the 42nd Annual
Convention in Montréal, Canada), 

to assisting the marketing, communica-
tions and membership departments.
She moved into her position as Director
of Membership in 2001 with the reloca-
tion of the IFEA office to Boise, Idaho.
Over the past three years Nia has also
overseen the management of the IFEA’s
Bookstore and Resource Center, and 
the IFEA Pinnacle Awards competition,
in addition to her membership 
responsibilities. 

Originally from England, Nia moved
to Port Angeles, Wash., in 1985 with
her family. Attending high school and
community college in Port Angeles, 
she received her bachelor of arts degree
in recreation management in 1996
from Western Washington University 
in Bellingham, Washington. While
attending WWU, she volunteered for
the Bellingham, Wash., Ski to Sea
Festival, in addition to working for 
the Bellingham Parks & Recreation
Department, assisting with its 1996
Kids’ Festival. 

In 2000, Nia completed a second 
B.A. with honors, this time in events
management, from Leeds Metropolitan
University, Leeds, England. During her
studies, Nia and five other students
from LMU collaborated with British
Telecommunications, Plc., (BT) and
England’s national homeless charity,
Shelter, to organize the “BT/Shelter
Garden Challenge.” 

Outside of her IFEA duties, Nia 
volunteers for events in the local 
Boise community as much as possible.
For the past two years she served as
Committee Chair for the Boise River
Festival’s World Showcase, featuring
Italy in 2002 and Ireland in 2003. 
Nia also volunteers for Boise-based
IFEA member SHOWS, ETC., whenever
possible, in addition to the Olympic
Memorial Hospital Foundation’s
Festival of Trees event each
Thanksgiving in Port Angeles, WA.



The Value of Loyalty
Maximizing our budgets and creative new ideas are at the

forefront of most of our professional challenges. As you con-
sider these important components, we encourage you to turn
to our IFEA sponsors, advertisers and supplier members. These
organizations and individuals have dedicated both time and
resources to supporting our association and our industry, mak-
ing many of our programs
and activities possible. And
because they are involved in
multiple events around the
world, they are often an
untapped source of new
ideas and input. 

You can show your loy-
alty to these important
partners by contacting
them and discussing
your event needs. They
cover virtually every
category of resources
that are used by our
industry to ensure the
success and quality
of our events, and
because of the common IFEA
bond that we share, will often work to cut
special deals that will allow you to maximize the
return on your own resources. In this time of tight economics,
you owe it to yourself and your event to at least consider a bid
from these businesses who have already shown their support
for our industry through your professional association.

You can find contact information in the Buyer’s Guide sec-
tion of your IFEA Membership Directory (Who’s Who in
Festivals & Events) and at the On-Line Marketplace on our
IFEA web page at www.ifea.com. Also, when you are talking
with them, please let our sponsors and advertisers know that
you appreciate their support of the IFEA. Your recognition of
their loyalty will mean a lot. Thanks.
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TRENDS-AT-A-GLANCE

37%
               of small businesses
have experienced a computer
virus outbreak over
the last year, and
nearly 60% are
evaluating anti-
virus and firewall
solutions for
implementation
over the next
12 months.
Trend Micro, Cupertino CA.
www.trendmicro.com

TRENDS-AT-A-GLANCE

66%
                   of nonprofits indicate
they plan to increase their
technology budget in 2004, while
only 34% believe that their IT
spending will be less in 2004 than
in 2003. Last year, 43% of the
nonprofits expected their technology
expenditures to increase in 2003.
Kintera Inc. San Diego CA
www,kintera.com

IFEA.com 1.5 Released! 
For those visiting the IFEA web site (www.ifea.com), you

will notice a number of new updates. The new navigation
and color scheme has been designed to improve the read-
ability and print quality of the IFEA pages. Changes have
been made to the news article layout and sizes have been
dropped in some aspects and increased in others to get
more out of your screen space. 

But there is much more than that! Take a look at our new
Regions and Affiliate Partners sections. These additions have
brought about many changes to the Membership Directory,
Member Events Calendar, Online Marketplace and most
notably our Affiliate Connection electronic newsletter.

We hope that these changes will make your IFEA.com
experience easier and more enjoyable and will act as the test
bed for the total refit of IFEA.com 2.0 coming to your
browser soon!

IFEA Update



Membership 
Renewals Due

Don’t let this be your last issue of “ie”. 2004 IFEA
Membership Renewals were due on December 31st. If
you have not received your renewal notice and new
renewal form please call our Membership Services
Director, Beth Petersen, at 208-433-0950 Extension
*816. Our new renewal form reflects a number of
changes and opportunities that you will want to be
aware of, including new membership levels for individ-
uals, organizational group memberships, discounted
additional subscriptions to “ie: the business of interna-
tional events”, an optional 15% discount on your
SESAC music licensing fees, and more. With new
“Bottom Line Benefits” being added every day, plus
access to a worldwide network of ideas and professional
peers, your membership in the IFEA is more valuable
than ever before. Renew today!

TRENDS-AT-A-GLANCE

One-third of cellular
phone users are
dissatisfied with their
service, giving it a rating
of “poor” or “very poor.”

46%
                    said their
service was “average.”

4%
           said
their service
was “very good.”

BIGresearch and Natl. Regulatory
Research Inst., Columbus OH
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CODE OF PROFESSIONAL RESPONSIBILITY PREAMBLE

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

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

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

THE INDUSTRY’S ROLE IN SOCIETY

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

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

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

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

d. member compliance with professional standards and ethical conduct.

Principle/Standard #2: Members shall use any and all 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

IFEA Update



UPCOMING 
IFEA EVENTS

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

Annual Illinois Convention & Chicago
Southland Workshop (ISEN)
Feb. 11-12, 2004 Radisson Hotel 
Chicago - Alsip • Alsip, IL
Contact Cyndie Hall at 815-987-5546, or
email cyndie.hall@ci.rockford.il.us 

Joint Northeast Regional Convention
(CRFEA, MAFEA, NEFEA, NYFEA)
Mar. 7-10, 2004 • Prime Hotel & 
Conference Center
Saratoga Springs, NY 
Contact Belinda Venuti at 315-781-0820

Festivals & Events Association of
Oklahoma Annual Conference (FEAO)
Mar. 11-12, 2004 • Rogers State University
Claremore, OK
Contact Connie Barton at 918-627-1313 
or info@feao.org

Northwest Festivals & Events
Conference (OFEA & WFE)
March 21-23, 2004 • Skamania Resort, WA 
Contact Betty Schmitt at Eyeswide Event
Marketing at 541-517-4494.

IFEA DownUnder Conference 
June 11-13, 2004
Twin Towns Services Club Resort
New South Wales/Queensland, Australia 
Contact Barry Wilkins at 08-8391-1789 or
email to barry@dcmtbarker.sa.gov.au
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IFEA World

Festivals are keen to present the mes-
sage that they are good for local com-
munities, economies, businesses and
tourism. Research findings on festival
performance in these respects are
extremely helpful in providing evidence
in support of these claims. There are
numerous examples of research studies
that have demonstrated how festivals
have made a positive contribution to
local and regional income and employ-
ment figures and community well-
being. Such findings are valuable in
making the case that festivals are worthy
of support from commercial sponsors
and from the public purse. 

Research on other aspects of festivals
can also reinforce the positive messages
that festival organizers wish to commu-
nicate, as well as offer useful insights

from international experiences
that may be transferable to your

festival. Examples include: 
• Learning from international best 

practice to establish performance
benchmarks 

• Improving supply chains
• Building and maintaining partner-

ships and networks between the festi-
vals and tourism sectors

• Marketing research methodologies that
might be used by festival managers

• Analyzing tourism market trends and
assessing their implications for festi-
val managers

• Measuring quality and tourist satisfac-
tion at festivals and events

• Developing images and branding for
festivals and events

• Cost-effective volunteer training and
education for festival managers

• Crisis and risk management and 
consumer protection at festivals 
and events.

A challenge for researchers is to trans-
late and communicate this knowledge
to practitioner audiences. 

One way to do this is to support the
professional and management develop-
ment needs of the sector through course
programs that are based on leading edge
research and international best practice
in festival studies, and to encourage the
application of this research to profes-
sional practice. 

Participants in such courses may also
be provided with opportunities to com-
plete assessed work based on their festi-
val, successful completion of which
could contribute towards the achieve-
ment of a postgraduate award as part of
a professional career development pro-
gram. My own institution, Sheffield
Hallam University, UK, is developing
just such a postgraduate level, research-
based program with the aim of bringing
international festival professionals
together to share experiences and to

Dr. Philip Long 
Centre for Tourism and Cultural Change

Sheffield Hallam University, UK
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learn from the latest research. Other 
universities are doing likewise.

However, there is also a challenge 
that researchers can and should present
to festival practitioners. Upbeat claims
about the positive contributions of the
festival sector should always be subject 
to scrutiny, particularly where festivals
seek to demonstrate ’benefits’ and
’returns’ as a basis for appeals for public
subsidy and/or private sponsorship. If
research is to be credible and authorita-
tive then it has to be based on an
objective and neutral position and it
should be concerned with increasing
our understanding of the festival
world. Research should also at times
challenge professional practices and
the assumption that festivals always
result in positive outcomes.

Festivals and their relationships with
tourism are fruitful areas for
researchers and there is a growing liter-
ature of academic publications on
these subjects, as well as a prolifera-
tion of course programs at various lev-
els in festival and event studies and
management. The operational man-
agement and marketing of festivals
and events is the subject of much of
the literature and course programs that
are aimed at student and professional
audiences. However, at least some of
this literature and curricula may be
criticized for presenting rather uncriti-
cal accounts of how festivals ’should
be done,’ and often from a narrow
North American perspective. 

Such course programs and literature,
while making a valuable and relevant
contribution to the development of
the subject and for practitioner use,
may offer relatively little in terms of
critical reflections on the complex 
relationships between for example; 
festivals and local societies, cultures,
politics and histories, tourist and 
audience motivations and experiences.
There is a need for the development of
more critical and reflective research on
festivals as well as a refinement of meth-
ods for researching festivals and their
tourism dimensions. 

There are problems associated with col-
lecting research data on festivals that are
unsurprising given the short-term, large-
scale and mobile nature of many festival
populations. Such problems can place
limitations on traditional, ’scientific’ sur-
vey research. There may also be inherent
biases in research that has been commis-
sioned by festival organizers themselves

in seeking to ’prove’ significant economic
and social benefits that may be attributed
unambiguously to their events.

Practitioners and researchers should
come together to develop a research and
professional development agenda that
raises the level and scope of inquiry.
Festival practitioners don’t need
researchers to tell them how to deal with
operational matters, that’s what they do
day in and day out. Festival professionals
would, however, benefit from working

with researchers in developing more
reflective and critical studies of the festi-
val and festival tourism phenomenon.
This would demonstrate the maturity of
the sector and would lead to a more in-
depth understanding of a range of long-
term, critical and strategic issues facing
festival organizers. 

So in what kinds of ways can
researchers and educators offer fresh
insights on festivals that will also be of
interest to practitioners?

An example is research on festival
audiences and tourist markets. These
audiences/markets are typically consid-

ered in relation to their wants, needs,
interests, gender, age, socio-economic
class, ethnicity, etc. The adaptation and
application of generic marketing strate-
gies and techniques such as market seg-
mentation, targeting and analyses of visi-
tor motivations is widespread both in
festival management practice and in the
academic literature. However, the
assumptions and methodologies that are
associated with market segmentation
studies may be insufficient as an

approach to understanding the
deep picture of cultural change
that underlies the motivations,
expectations and experiences of
festival audiences. Festival organ-
izers and researchers alike may
find more fruitful lines of inquiry
in historical, anthropological, cul-
tural and sociological insights on
how audiences have developed
and how they might develop in
the future.

For the individual, festivals
may literally be extraordinary
occasions, providing unique and
memorable experiences. In such
cases, questions may be raised
about the richness and/or spiritu-
ality of the experience and the
extent to which this may be com-
promised by over managed festi-
vals that seek some illusory form
of generic ’quality management’
systems in their organization. In
contrast, the party atmosphere
that surrounds many if not most
festivals may provide visitors with
excuses for behavior that would
not normally be tolerated in the
visitor’s home environment – and
that raises critical research ques-
tions, as well as particular chal-
lenges for festival managers. 

Evaluation and impact method-
ologies for festival and event

tourism need also to be refined. Research
on the economic impact of festivals
needs to move beyond the application of
economic impact and multiplier
methodologies that invariably ’prove’
positive economic benefits. The assump-
tions behind these approaches may all
too often be open to critical appraisal
but all too rarely done.

The relationships between festivals and
the images of a destination that are con-
veyed to and received and interpreted by
the visitor also call for further study. Are
these images always consistent with the
wider messages that local tourism

Festivals are

very much a

part of the 

new political

economy of

partnerships 

in urban and

local gover-

nance and

development.



IFEA World
authorities and agencies wish to com-
municate externally? Through which
media channels might these images be
best broadcast?

The local political dimensions of
festivals are also under researched.
What is the extent of local partici-
pation, support and opposition to
festival programs? How are these
issues resolved? How may festi-
vals be used in support of or
opposition to political interests?

Festivals are very much a part of
the new political economy of part-
nerships in urban and local gover-
nance and development. But the
processes of partnerships and collabo-
ration between the various interests
involved with festival planning and man-
agement and with the tourism industry
are little understood. Are there difficulties
in reconciling the policies and objectives
of the various partners? Do festival
organizers and tourism professionals
even speak the same language? How can
new partnerships be forged and sustained
between festivals, audiences, communi-
ties, businesses and the public sector? 

It is often claimed that festivals
provide outlets for celebrations of
multi-cultural communities and that
they can reinforce cross-cultural

understanding, recognition and esteem.
However, cultural festivals may at times
emphasize local exceptionalism, exclu-
sivity and superiority. In what circum-
stances is an exclusive focus acceptable?
How can inclusivity and involvement be
maximized? Who is welcome and who
is not welcome at your festival?

There are always more questions than
answers. However, there are good oppor-
tunities for more productive collabora-
tions to be developed between festival
organizers, their professional bodies and
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IFEA Australia
Announces

“Downunder”
Conference
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Dr. Long can be reached at the Centre
for Tourism and Cultural Change,
Sheffield Hallam University, United
Kingdom, philip.long@shu.ac.uk. The
university’s website is www.shu.ac.uk.

IFEA Australia
Announces

“Downunder”
Conference

IFEA Australia is planning an "IFEA Downunder
Conference" from June 11-13, 2004. The conference will
take place at the Twin Towns Services Club Resort on the
Southern Gold Coast/Tweed Heads as part of the Wintersun
Festival. The resort is nestled on the border of the beautiful
Queensland Gold Coast and the relaxation and recreation of
the Tweed in New South Wales, just 5 minutes from the
Gold Coast Airport, 1 hour from Brisbane, and 4 hours from
New Zealand. The conference will offer a wide array of top-
ics and speakers, from operations to media, sponsorship to
volunteer management, government relations to risk man-
agement, and much, much more. Attendees will also enjoy
the opportunity to experience the fun, color, music and
excitement of the popular Wintersun Festival and Wintersun
Festival Grand Parade. More details and information will be
released in the weeks ahead. For anyone interested in pre-
senting a session at the conference (travel expenses not
included), please contact IFEA Australia Director Barry
Wilkins at telephone/fax: 08 8391 1789; or email to:
barry@dcmtbarker.sa.gov.au.

academic institutions. Universities
and research centres exist to develop,
communicate and translate knowl-
edge to students and professionals
alike. Course programs, commis-
sioned research and executive devel-
opment programs all play a part in
this process. But alongside this trans-
fer of knowledge, researchers and
practitioners alike need to challenge,
confront and critique existing practice
and develop new ways of understand-
ing the fascinating and important
world of festivals.

A good way of doing this is to 
bring researchers and practitioners
together - we have much to learn 
from each other. An example (if 
you’ll forgive the plug!) is the series 
of research conferences that the
Centre for Tourism and Cultural
Change at Sheffield Hallam 
University has organized alongside
IFEA Europe’s annual conference.
These events bring together
researchers and practitioners in pro-
ductive dialogues about the research
and professional development agen-
das for those with interests in festi-
vals, as managers, researchers or both.
We hope to see you in Sheffield in
2004 to continue this conversation.

A final specific example of a direct
collaboration between researchers and
festival professionals for mutual bene-
fit is the case of the Harrogate Crime
Writing Festival and an academic con-
ference on Tourism and Literature.
These are scheduled to run alongside
each other July 22-26, 2004. 

Here the Centre for Tourism and
Cultural Change Director, Professor
Mike Robinson, and Harrogate
International Festival Director
William Culver Dodds (who is also 
a Visiting Research Associate at the
Centre) are working to bring together
specialist academic and literary 
audiences to an event that will 
appeal to both. 

There is a lot that can be achieved
through festival professionals and
researchers talking to each other, but
there is still a way to go in agreeing
what we talk about.



Marketplace
BANNERS/FLAGS
DIXIE FLAG - Producers of all types of flags, ban-
ners, 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.dixieflag.com.

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

SETON EVENT SIGNS, BANNERS & SUP-
PLIES - Seton offers a wide range of event sup-

plies. 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 organi-
zation designed by event professionals. Built for
speed of service, Maui Wowi Smoothies are profes-
sional, 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
entertainment with twin 18 foot tall Giant interactive
Parade Puppets! Giant characters perform comedy
on stilts. Group activities with dozens of old fashion
hand held wood stilts. Address: 930 S. Decatur St.,
Denver, CO 80219; Phone: 303-922-4655; Fax: 303-
922-0069, Email: stretch@stiltwalker.com; Website:
www.stiltwalker.com.

FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE;
MFG. CO. INC. - “THE FIRST FAMILY OF FIRE-
WORKS!” America’s leading manufacturer and pre-
mier exhibitor of domestic and international fire-
works displays. Spectacular custom-designed indoor
and outdoor productions, electronically choreo-
graphed to music and lasers. 
Contact: Marcy Zambelli; 
Phone: 800-245-0397(toll free); 
Fax: 724-658-8318; Email: zambelli@zambellifire-
works.com; Website: www.zambellifireworks.com.

FLOATS/BUILDERS
STUDIO- CONCEPTS, INC. - Provides parade
float design and construction for parades throughout
the west including the Tournament of Roses; and
serves as official builder/parade management asso-
ciate of the Portland Rose Festival and as the exclu-
sive builder for the Fiesta Bowl parade in Phoenix,
AZ. Contact: Gene Dent; Address: P.O. Box 6448,
Portland, OR 97208-6448; Phone: 503-222-0077;
Fax: 503-222-1177; Email:
sales@studioconcepts.com; Website: www.studio-
concepts.com.

INFLATABLES
ATTENTION GETTERS + GOLDMAN ARTS -
Colorful and zany inflatable costumes and props
available for rent. Designers and fabricators of inflat-
able 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, performance 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.fabulousin-
flatables.com.
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INFLATABLES (cont.)
STARBOUND ENTERTAINMENT - Leader in
design, development and rental of giant helium
parade balloons and other inflatable products.
Largest active inventory of balloons to parades and
events. Also licensed character balloons. Contact:
Toni McKay. Address: R.D. #3, 172 Chapin Road,
New Castle, PA 16105. Phone: 724-658-1408. Fax:
724-652-9632. Email: starboundent@earthlink.net 

INSURANCE
ALLIED SPECIALITY INSURANCE, INC., - As
America’s leader in specialty insurance needs, Allied
will customize coverage for your fair, festival or spe-
cial event - and provide prompt, efficient claims
service and processing 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 pro-
grams 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 specialty 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@kandkinsurance.com; Website:
www.kandkinsurance.com. 

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

MERCHANDISE
ALLEN LEWIS MFG. INC. - Making Memories
Last A Lifetime. We design and produce an exten-
sive line of quality souvenirs/gift items. Offering in-
house art department, we design artwork to your
specifications. Address: 10550 E 54th Avenue, Unit
C, Denver, CO 80239-2131; Phone: 303-574-3301;
Fax: 303-574-333I; Email:
ALLEN4SEASON@AOL.COM; Website: www.allen-
lewisinc.com.

GOLDEN SPIRAL - Liberty Lights - multicolored
sparkling flashlight torches, Always surprise and
delight of the crowd! Add to the festive atmosphere
of your event, Guaranteed! Contact: Michael
Moore; Address: P.O. Box 437, Boulder Creek, CA
95006; Phone: 888-803-5605 (toll free); Fax: 831-
338-0102 Website: www.goldenspiral.com. 

NEWVILLE CANDLE COMPANY- Unite your com-
munity 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: eventpins@milestone-
products.com; Website:
www.milestoneproducts.com.

MAXWELL MEDALS & AWARDS - Your complete
supplier 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, royal-
ty, or staff with the very best in award and recogni-
tion 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. 

RESTROOMS
Portable Sanitation Association International -
Trade association representing U.S. and international
companies who rent, sell and manufacture portable
sanitation services and equipment for construction,
special events, emergency and other uses. Contact:
D. Millicent Carroll, Industry Standards &
Marketing, Address: 7800 Metro Parkway - Suite
104; Bloomington, Minnesota 55425, USA, 
Phone: 1-800-822-3020 / 952-854-8300, 
Fax: 952-854-7560, Email: portsan@aol.com, 
Website: www.psai.org

SPONSORSHIP ANALYSIS
IEG - Leading provider of information /expertise on
sponsorship. 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 - Manufacturer of
Wristbands made of TYVEK®, vinyl and plastic,
redemption tickets, roll tickets, raffle tickets and
accessories. Ask about new RFID Ticketing
Solutions. Phone: 570-672-2900 or 800-829-0829,
Fax: 570-672-2999 or 800-829-0888, 
E-Mail: ticket@nationalticket.com, 
Website: www.nationalticket.com

PRECISION DYNAMICS CORP. (PDC) — Visa
Band® wristbands for any event and every budget!
No one offers a better selection of materials, styles,
colors, and features than Visa Band. Custom print
your message or logo, or choose from fun and color-
ful pre-printed designs. Enjoy easy on-line ordering
at www.visaband.com and save money with monthly
on-line specials. Address: 13880 Del Sur Street, San
Fernando CA 91340-3490; 
Phone: 800-255.1865 (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.

ing, meeting people with other
experiences and backgrounds. I have
worked with people from Russia,
Poland and China. How far from
our world they sometimes seem. But
like us, they all share the same pas-
sion for festivals. They live in other
circumstances and find different
solutions. I have never been to
another country without bringing
new original ideas back home. It
gives me so much satisfaction, and
it is so much fun to work with peo-
ple with different ideas. 

“Americans sometimes believe
that international means ’Canadian
involved,’ but there is a whole world
to discover from which to learn. I
hope IFEA develops into a strong
international and diverse organiza-
tion with people from all over the
world, from all kinds of ethnic
groups, taking part.”

Continued from page 45



Budget:  Under $250,000
Gold: City of Richardson

Silver: Larimer Arts Association
Bronze: Music in the Park/East Town Association

Budget:  $250,000-$499,999
Gold:  Ski to Sea Festival

Silver:  Borderfest Association
Bronze:  Uptown Association

Budget:  $500,000-$1.5 Million
Gold: Cherry Creek Arts Festival

Silver: Peter Knipp Holdings Pte., Ltd.
Bronze - Tie:  Festivals & Events Division of Downtown Fort Worth, Inc.

Saint Louis Art Fair

Budget:  Over $1.5 Million
Gold: Kentucky Derby Festival

Silver: Greeley Independence Stampede
Bronze: Milwaukee World Festival, Inc.

For the entire list of 2003 Pinnacle recipients, visit the Industry Honors section at www.ifea.com.

Proud to insure excellence in the festivals and events industry.
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Parting Shot

Fireworks explode over New Castle, Lawrence County, Pennsylvania, December 31st, 2003 – a
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