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We Light up Your Night
Zambelli Fireworks Internationale

America’s Premier Exhibitor of Domestic and International Fireworks Displays.

U.S.Corp. Headquarters
P.O. Box 1463, New Castle, PA 16103

(724) 658-6611 • (800) 245-0397 • Fax (724) 658-8318
zambelli@zambellifireworks.com • www.zambellifireworks.com

Western Region
P.O. Box 986, Shafter, California 93263 • (800) 322-7142 • Fax (661) 746-2844

Southern Region
299 N.W. 52nd Terrace, Suite 118 Boca Raton, FL 33487 • (800) 860-0955 • Fax (561) 395-1799
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Giant Balloon Rentals for Parades and Special Events.
760-761-0909BIG EVENTS, INC.

*(Unfortunately, Dr. Seuss Enterprises cannot provide costumes, characters or props at this time). 
™ & © 2003, Dr. Seuss Enterprises, L.P. 1957. All rights reserved.

1801 Diamond St., San Marcos, CA 92069  
Email: info@bigeventsonline.com | Fax: (760) 761-4290 

www.bigeventsonline.com 

In commemoration of Theodor Seuss Geisel’s 100th
birthday Dr. Seuss Enterprises is planning a yearlong
national celebration of all aspects of Ted’s life,
imagination, and invaluable contributions to American
society that live on today through his beloved books 
and characters.

Be part of the Seussentennial
festivities by bringing Dr. Seuss to
your town. Why not organize a Dr.
Seuss parade and bring in giant
Dr. Seuss inflatable characters to
be the highlight of the festivities?

Your town can get involved by creating
themed floats interpreting a Dr. Seuss
book or character.*  Each float could
be different color scheme - red and
white for “The Cat In the Hat,” green
and orange for “Green Eggs & Ham,”
and the Grinch float could be filled
with “the townfolk”.

Wear “Cat In the Hat” stovepipe hats! Find
hats at www.elope.com. Look under
Licensed Products. Have kids hold Dr. Seuss
plush toys. Materials
available through
www.manhattantoy.com.

For further parade ideas, go
to www.seussville.com and
www.bigeventsonline.com

DR. SEUSS ENT. DECLARES 2004 “SEUSSENTENNIAL: 
A CENTURY OF IMAGINATION” TO CELEBRATE THE 
100TH BIRTHDAY OF THEODOR SEUSS GEISEL
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Allied Specialty Insurance has been

committed to the amusement,

leisure and entertainment 

industries for decades, and we 

will continue in this unwavering

commitment for decades to

come. With T.H.E. Insurance

Company as our dedicated partner,

Allied Specialty Insurance will 

always have a stable market to

place your coverage, even in

unsure economic times.

Additionally, while Allied and 

T.H.E. are busy protecting your 

success, our financing partner, 

Tropic Capital, can provide the 

capital you need to help your 

business grow.

We pledge our 
allegiance.

727-367-6900  � 1-800-237-3355  �    FAX 727-367-1407
WWW.ALLIEDSPECIALTY.COM �    E-MAIL: INFO@ALLIEDSPECIALTY.COM

ALLIED SPECIALTY INSURANCE
COMMITTED TO THE LEISURE, ENTERTAINMENT AND AMUSEMENT INDUSTRIES.
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6 INTERNATIONAL EVENTS 2004

Like millions of other people across
the country, I tuned in each week to
NBC’s successful new reality show "The
Apprentice", to see who would be at the
receiving end of Donald Trump’s now
famous, "Your Fired!" With local Boise
resident Troy McClain garnering my ini-
tial attention, I watched fascinated as the
teams faced a series of new challenges
each week, ranging from selling food
and beverages, picking artists, and selling
merchandise to securing auction items,
developing marketing campaigns, and
selling sponsorship (any sound famil-
iar?). And although Troy was not to be
among the final two, I thought that it
was a fitting tribute to our industry when
"The Donald" chose event management
as "the most intensive assignment that
(the contestants) have ever faced" to be
the final test of their capabilities.

Bill Rancic and Kwame Jackson were
put "in charge" of the Chrysler Trump
Golf Tournament and the Jessica Simpson
Concert at the Trump Taj Mahal in
Atlantic City, respectively. Each was given
a complete set of instructions (created by
someone who really was in charge up
until two days before each event) with
daunting challenges that included things
like: Put up sponsor signage without los-
ing it; Put VIP/sponsor packets together;
Set up merchandise table; Call artist’s
manager and get arrival times; Order
breakfast from hotel catering department;
and Ask artist to meet billionaire who is
paying for their current and future per-
formances at this venue. 

For those in the events industry it was
quite entertaining and a sure-fire way to
feel good about your own skills and
what you are able to accomplish every-
day, even without the instructions. But in
addition to the unintentional motiva-
tion, there were also some valuable les-
sons to come from the thirteen-week run
of "The Apprentice" (some underlined
from still another perspective in former
Portland Rose Festival director Dick
Clark’s book review of Rudolph
Guiliani’s "Leadership" in this issue of
"ie"). Some that stood out more readily
from the others were the following:
• Leaders are not born, despite the

contrary being emphasized by every
candidate on the show, in virtually
every conversation. They are also sel-
dom handed president’s positions for
a resume that fits easily on one page.
Leaders are defined by their natural
willingness and ability to face chal-
lenges, build new visions, risk failure,
unite people, and to take both action
and responsibility.

• Have a vision larger than yourself.

Donald Trump has a vision…many of
them…and he is more than aware that
sharing those visions with others is
powerful. Most of the candidates on
"The Apprentice" however, are simply
trying to be a part of Trump’s vision.
They see a big paycheck, a new car,
even an extraordinary lifestyle that they
can be a part of for a while, but it is not
their vision and it stops at themselves.
Have a vision larger than yourself and
then share it with others. The rewards,
in many forms, will follow naturally.

• Great people are the most impor-

tant asset you can have. People
with no personal agendas, who share a
common vision. People, who at all
levels, command loyalty in all direc-

tions. Not the Omarosa’s of life, who
will sacrifice everything, do anything
(or nothing), and say anything (or
nothing), to ensure their own personal
outcome. With the right people on the
bus, you can take the bus anywhere.
Find those people, be they staff or vol-
unteers, and support them.

• To be successful you must have

a "Whatever it Takes" attitude.

When no one is above or below taking
on whatever task is required to accom-
plish the ultimate vision, whenever it
is required to be accomplished, it will
be obvious in the results and in the
morale of your entire team.

• There will be time to eat and

sleep later. You can choose to do so
as a success or a failure, by what you
do now.

• Communication is a critical com-

ponent to any team. Any group that
cannot openly communicate and share
both concerns and successes, even see-
ing the humor in some problems, will
not succeed by plan.

• No surprises. No matter what. As a
leader, you cannot take the risk of
walking blindly into any situation
where you do not have all of the infor-
mation and all of the facts. If an
Omarosa on your team refuses to
share with you the details about a tele-
phone call or any other situation for
that matter, borrow Donald’s phrase.

• You will not be judged on if you

have problems (that is guaranteed),

but on how you handle them. Too
many times the candidates on "The
Apprentice" took the "don’t let ‘em see
you sweat" route rather than the "ask
for the answer" route. Don’t get caught
in the trap of being beyond having
problems. Knowing where to find the
answers and not being afraid to ask is

steve schmader
Letter from the President

Real Lessons
Learned From
“The Apprentice”

Continued on page 62
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Admagination Studios...specializing in
advertising, marketing, branding and image
through custom audio and production, is
offering IFEA members a great way to kick-start

their 2004 season with award winning
custom jingle packages and production

songs. Custom opening shows and childrens
musicals also available.

IFEA members get up to 50% discount off normal
package prices with no cost over-runs guaranteed!

Visit our special IFEA web-page to hear examples of jingle and song productions created for IFEA member productions:
www.admaginationstudios.com/ifea/blbpage.htm

Admagination Studios  • PO Box 441 • STAR, ID. 83669 • 208-286-SONG (7664)

Prepare for the 2004 season by having one of the most valuable
tools in your marketing arsenal, a custom jingle package. A custom
jingle package cuts thru the clutter of radio advertising, extends
TV by taking the message beyond having to sit in front of the
screen, and helps to create recognition of your name even when
used in print. The best way to create remember-ability is to set
your name and slogan to music. Your events name and slogan
sung one time in a jingle has the same effect as the same name
and slogan spoken ten times in a regular voiceover ad (source:
RAB) Plus the custom music gives your marketing a chance to
define the style and energy of the event!

JINGLE PACKAGES
Create that special moment of magic by having your opening or
closing show built around your special theme in the form of a fully
scored and live performed show song. Produced in any style and
instrumentation. When the Boise River Festival wanted to celebrate
it’s 5th Anniversary we wrote “Festival Time Again”, when the
IFEA wanted to do something special in the wake of 9/11 we
wrote “The Show Will Go On”, when Bands of America wanted
a special close to their 2003 National Championships we
composed “More Than The Music” and when the City of Boise
wanted to mark the new Millennium, we built the show around
“Celebrate the Past, Imagine the Future”. We can score for choir,
orchestra, dancers, bands, production tracks and lead vocals,
plus add multimedia to any production.

CUSTOM SONGS

“Admagination is a company true to its name. Their creative
solutions to our advertising challenges have been both imaginative
and effective. Tom and Nancy have created musical themes for
four events CSG helps to produce including Air Show Colorado,
The Colorado Garden & Home Show and Cherry Creek Arts
Festival. In each case they musically nailed the character of the
event, provided an audio energy to our campaign and did it all on
time and on budget. Bravo!”

Bruce L. Erley, President
Creative Strategies Group

“We came to Admagination after hearing the work they did for
the opening show at the Las Vegas IFEA Convention. We gave
them our goals and needs and they delivered a song that said
exactly the message we were looking to project. It was a fitting
closure to our National Championships. They also provided the
scoring for a live choir, horn section, pianist and percussion
section. And then when we were not able to secure a national
talent to come and perform the song, one of Admagination’s staff
singers came in at no extra charged and won the hearts of over
25,000 young musicians. It was a perfect moment that will last
a lifetime of memories!”

Eric Martin
Bands of America
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Jeroen Mourik

People

How did you get into events?
I performed as a dancer in a large festival called Doe Dans in
Vierhouten where 2,000 attendees camped out for a weekend in a
Dutch National Park. I was captured by the atmosphere and energy
and dreamed of running the event myself. Next thing, I was the assis-
tant to the festival director and the year thereafter I replaced her.

What has been your biggest professional 
challenge?
At the beginning of my career I produced and stage-managed a large
theatre show with international performers, lasers, pyrotechnics and
special effects, including moving industrial pipes weighing tons. The
finale was very challenging and complicated, but the result was
breathtaking. If I had to do it again, I am sure I would still get very,
very nervous.

What do you do to relax?
Hill walking, backcountry camping and watching movies.

What’s the best advice you’ve ever received? 
Don’t be afraid to ask for help and allow people to help you. I often
use this to improve my relationships with people.

Personal Philosophy
Life is too short, so make the best of it. Be proactive, and do not put
up with draining situations if they are a waste of yours or somebody
else’s time. (Not easy!) Most of all, use respect in all situations.

In Conversation
Years in the business:
12

Degree:
Arts & Media Management (HBO), Utrecht,
specializing in festival management, graduat-
ing in 1994.

Family:
One older sister

Last book read: 
Harry Potter and Starseeker by Tim Bowler
(don’t miss it).

Last business book read: 
Not really a business book but highly recom-
mended to those who work with people, espe-
cially managers: “Personality Types of the
Enneagram” by Don Richard Riso. It will give
you a better understanding of yourself and
other people.

Contact Information:
Jeroen Mourik
Director Jeroen Mourik Events &
Festivals
Phone: +44 (0) 1569-766282
Fax: +44 (0) 1569-766385
Email: info@jmef.com
Website: www.jmef.com

Jeroen Mourik is currently freelancing under the name JMEF (Jeroen
Mourik Events & Festivals). As he will be leaving Scotland within six
months, he recently resigned as Executive Director of the Kaleidoscope
Festival. This popular children’s festival promotes the performing arts for
children aged 4-12 in Northeast Scotland (a one-week event for 65
schools, serving 4,000 children). 

In the last two years Jeroen has introduced two new events: A family day
called arTs in the Park (with over 6,000 visitors), and an outdoor spectacle
with up to 600 children performing at one time.

Jeroen’s career has developed from planner/producer to that of an artis-
tic developer who devises new projects and strategic planning for festivals.
His biggest one-day event ever contracted was managing for four years
“Racism Beat It” in the Netherlands, which was aimed at young people
and attracted 50,000 attendees.

Jeroen is the chair-elect of IFEA Europe.
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Firefighter. Educator. Presenter. 
Lifesaver.
He takes no chances with his equipment. Neither do you.
You require reliability, ease of use and innovative features.
So when it comes to projectors, you demand InFocus. 

InFocus innovation makes your job easy. You buy from the
worldwide leader in digital projection technology. Users get 
ultimate dependability, the most intuitive interfaces — and
incredibly powerful tools for sharing their ideas with impact.

That means less maintenance. Fewer emergency calls.
Perhaps even the occasional thank-you call. And more 
time to focus on what really matters.

People rely on you. You rely on InFocus.

Firefighter. Educator. Presenter. 
Lifesaver.

To find out more about 
InFocus or where to buy: 
call 1-888-InFocus or 
visit www.InFocus.com

The InFocus® X1™

Designed for both business and entertainment.
• Outstanding digital video 
• Incredible value
• Intuitive controls

The InFocus® 540™

Designed by a breakthrough engineer: you. 
• Best-in-class capabilities
• Intuitive controls
• Brightness that lasts

©2004 InFocus Corporation. All rights reserved. InFocus® X1™ and LP®540 are registered trademarks of InFocus Corporation. All other trademarks are the property of their respective owners in this and any other country.

The big picture™
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The River City Roundup Fair and Festival 

Attendance:
150,000

Budget: 
$2 million

Annual duration: 
Six days

Number and types of events: 
Livestock shows, rodeo, BBQ, parades, trail
rides, concerts, educational exhibits, commercial
vendors, art show, quilt show, county fair.

Number of volunteers: 
400

Number of staff: 
5 fulltime, 3 part-time

When established: 
1928

Major revenue sources by percent: 
Sponsorship: 35%
Tickets/Gate Admission: 55%
Concession Sales: 2.5%
Merchandise Sales: 2.5%
Participant event entry fees: 5%

Major expenses by percent:
Performers/entertainment: 40%
Logistics/Rental items: 10%
Marketing/Advertising: 15%
Security: 5%
Facility Rental: 25%
Supplies, Operations, Staff & Merchandise: 5% 

Type of governance:
501C3

Brief history: The River City
Roundup Fair and Festival (RCR) is a
community festival celebrating west-
ern heritage. An event established in
1982, RCR is celebrating its 23rd year
as one of Omaha’s favorite commu-
nity events. This year’s event is sched-
uled for Sept. 21-26 at the Qwest
Center located in downtown Omaha.

RCR was created as the umbrella
event for the Ak-Sar-Ben PRCA
Rodeo, which was established in
1931, and the Ak-Sar-Ben 4-H
Livestock Exposition, which began in
1928. These events are held annually
each September.

The Ak-Sar-Ben Rodeo is the proud
home of the Pace Picante Pro Rodeo
Challenge. In its second year in
Omaha, the challenge draws world

champion cowboys and their fans
from across the United States. The
Pro Rodeo Challenge is one of the
top four PRCA Rodeos in the nation
and is nationally televised. Big name
country concerts follow each rodeo.

Attendees also have the opportuni-
ty to see a western-theme parade,
shop with commercial vendors, visit
AgVentureland, eat BBQ at the State
BBQ competition, enjoy many types
of entertainment on stage, plus 
much more.

Three trail rides converge on
Omaha at this time. One trail ride
comes across the state of Iowa, one
from Northeast Nebraska, and one
that begins in North Platte,
Nebraska. Nearly 400 riders make
the trek.

Industry Perspectives

Contact Information:
The River City Roundup Fair and Festival 
Sherman Berg, President
302 South 36th Street, Suite 800
Omaha, NE 68131
Phone: (402) 554-9600
Fax: (402) 554-9609
Website: www.rivercityroundup.org 
or www.aksarben.org 
Email: berg@aksarben.org
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Featuring:

➘ Consulting
Full Service Management, Board Retreats, Sponsorship,

Site Layouts & Logistics, Volunteer Management, Theme
Development

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

➘ Custom Decorations
Our greatest strength is the manufacture of

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

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

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

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

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

Visit our web site at:
www.dixieflag.com

for festivals, fairs & special events

➘

18296_IE_Winter04  5/3/04  3:24 PM  Page 15



Brief history: In its half century of growing prominence, over one million
visitors from around the world have attended the Sausalito Art Festival since
its inauguration in 1952. The Festival is known as a launching pad for emerg-
ing talent as well as a mecca for established artists, and is considered one of
the most prestigious festivals in the United States by both artists and collectors
alike. Sunshine Artists named it “#1 in America” in 1998 and “Best in the
West” the last five years. The ArtFair Sourcebook named it “#1 in America” in
2001, 2002, and 2004.

The Sausalito Art Festival Art
Education Scholarship Fund,
established in 1995, provides
educational opportunities in
the arts. In 2003, more than
$300,000 was returned to 
local organizations through
this fund.

Marinship Park, built in
1988 by the community, is the
permanent home for the festi-
val. The site allows for direct
ferry service to a pier on the
spectacular San Francisco Bay.

14 INTERNATIONAL EVENTS 2004

Industry Perspectives

Attendance:
40,000

Budget:
$1.4 million

Annual duration:
3 days, Labor Day weekend

Number and types of events: 
Three Day Festival of Fine Art preceded by a
Gala Preview Party. (In 2003, 270 Artists from
32 states and 11 countries participated.) Three
stages provide name entertainment, acoustic
and children’s entertainment. Twenty-four booths
provide a variety of food and beverages, includ-
ing premium wines and champagnes. Several
volunteer functions occur, including the “Jazz By
The Bay” concert and the volunteer appreciation
event, “Sail on the Bay.” The 4th Annual
SAF@SEA, a mini-festival on a luxury cruise
ship, will happen this coming October.

Number of volunteers:
1,200

Number of staff:
2 fulltime, four seasonal

When established:
1952

Major revenue sources by percent: 
Sponsorship: 2%
Tickets/gate: 40.1%
Concession: 18.3%
Merchandise:3.7%
Participant event entry fees: 32.6%
Other: 1.4%

Major expenses by percent: 
Performers/entertainment: 7.9%
Logistics, security, facility rental, supplies: 19.4%
Marketing: 11.4%
Operations: 5.5%
Staff: 13.2%
Merchandise: 1.9%

Type of governance:
Sausalito Cultural Arts Foundation is a 501(c)3
which manages the Festival.

Sausalito Art Festival

Contact Information:
Sausalito Art Festival
Joseph Lillis
P.O. Box 10
Sausalito, CA 94966
Phone: (415) 332-3555
Fax: (415) 331-1340
Website: www.sausalitoartfestival.org
E-mail: artfestone@aol.com
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20 Thompson Road
Branford, CT 06405-2842
800-689-8706
Visit us online at:
www.events.seton.com

� Parking Control

� Crowd Control

� Wristbands

� Credentials

� Hundreds of Stock and 
Custom Products!

PLUS:
Friendly Service,

Easy Ordering and
Fast Turnaround!

For your FREE
Event Catalog call

800-689-8706
and mention

Service Code EV685

P.O. Box 547, Shamokin, PA 17872 USA 
CUSTOMER SERVICE 800-829-0829

TOLL FREE FAX 800-829-0888
e-mail: ticket@nationalticket.com

International 570-672-2900 • FAX 570-672-2999
e-mail: intdept@nationalticket.com

RFIDsmart tags
by National Ticket Company

Order Online Today!
www.nationalticket.com

Choose from Boxes of 1,000 or

Now Available... Packs of 100!

Wristbands made of Tyvek®
• strong & durable
• tear-resistant
• flexible & lightweight
• water-resistant
• bright & visible

Ask us about:
Tyvek® is a DuPont

registed trademark.
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Leaders are not defined during good times; leaders are forged
by failures, setbacks and struggles.

Consider some of the 20th century’s greatest leaders – Franklin
Roosevelt, Mohandas Gandhi, Winston Churchill, and Martin
Luther King. All served during a time of crisis such as world war,
social upheaval, or the fight for human rights.

That is not an enviable path for us to consider in this immedi-
ate gratification world in which we would prefer to create quality
leaders as quickly as we can instant message to our friends.

However, former New York Mayor Rudolph Guiliani understands
the concept of developing leadership skills and, more importantly,
maintaining the allegiance and trust of the people you serve. His
2002 book, simply titled “Leadership” (Miramax Books, 407
pages), spells out the concepts of leadership like a recipe book for
all to grasp, whether you are a seasoned veteran or a tenderfoot in
charge of your first assignment. His book is one person’s opinion
on how to be a quality leader, but I would rate Guiliani’s effort
among the best business leadership books that I have read. 

It seems particularly appropriate to revisit this leader-turned-
author and circuit speaker who became “America’s Mayor” after
Sept. 11, especially during this season of a potentially polarizing
U.S. presidential election, and debates over everything from same-
sex marriages to the proper role of the world’s involvement in Iraq.

This book’s initial release benefited from Guiliani’s dominating
role during the unsettling fall of 2001, but only the first and last
chapters delve into the trauma and aftermath of the terrorism
attacks. The majority of the book deals with leadership examples,
ideas for style and application, which are applicable whether you
are leading a large multi-day festival in Germany or a single-day
celebration in a small town in Wyoming. Because in the end,
leadership is an intangible quality that attracts people to certain
individuals who they can respect, trust and follow. 

The good news for us is that few leaders are born into their
roles. More times than not, people are thrust into leadership roles.
I certainly did not dream of becoming the executive director of a
major community celebration (and now a fundraiser for a large
urban hospital). I became a leader through a series of circum-
stances that included many tests and some failures along the way.
I am more convinced than ever that this testing by fire and life’s
other curveballs helped ground me to be more bold, decisive,
compassionate and visionary than if I had earned a higher degree
and just been dropped into a high-profile assignment.

The best quality of Guiliani’s book is that he does not speak at
an academic or ivory tower level. He writes like a good coach or
mentor. His thoughts are personal instructions for how to be suc-
cessful. He intersperses anecdotal stories about his personal expe-
riences with his leadership pointers. He assumes we are all lead-
ers, just at different stages of our formation. He organizes his con-
cept of leadership into a series of chapters with bold, direct titles.
Here is a sampling of some of the 16 chapters. Guiliani has so
many pearls of wisdom that they can not be summarized in one
review, but a few choice selections can provide an indication of

his book’s tone. You can think of your own personal stories about
leadership situations to go along with each of these examples.

First things first – This first chapter is a good primer for the rest
of the book. It includes a lot of common sense but important tips
about being an effective leader of people. Some of the chapter’s
jewels include:
• “One of the best lessons a leader can communicate to his or

her staff is that encountering problems is expected. But failing
to mention problems – or worse, covering them up – should
not be tolerated.” – p. 35

• “Start small with success. Whenever I started a new endeavor, I
looked to have a clear, decisive victory… This gave people hope
… that action and positive change were more than just rheto-
ric.” – pgs. 40 and 41.

Prepare relentlessly – Event planners will love this chapter. It
is written with the special events industry in mind:
• “Don’t assume a damn thing” – p. 51.
• “Visualize things for yourself. You don’t want to micromanage

or undermine the authority of the good people you’ve hired,
but on occasion there’s no substitute for firsthand experi-
ence…” Pgs. 61 and 62.

• Everyone’s accountable, all of the time – Guiliani says he has a
sign on his desk that summarizes his entire philosophy – “I’m
responsible.”

• “Nothing builds confidence in a leader more than a willingness to
take responsibility for what happens during his watch.” – p. 70.

• “No matter what you’re tracking, comparing results to previous
indicators, then demanding improvement, is the best way to
achieve anything.” – p. 96.

Surround Yourself with Great People – I personally believe
leaders should hire people who are smarter than them, provide

Book Review: 

Leadership
Review by Dick Clark

Industry Perspectives
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them with the right tools and then get out of their way. Guiliani
concurs and adds:
• “The first part of choosing great people is to analyze your own

strengths and weaknesses. The goal is to balance your weakness-
es with the strengths of others, then to evaluate the team over-
all.” – p. 101

• “Forcing them (high achievers) to work together creates ten-
sion, and tension breeds creative solutions, with each person
striving to push the project further.” – p. 103.

• “The secret to keeping such people (achievers) interested is con-
tinually to challenge them.” – p. 120.

Develop and communicate strong beliefs – Leaders do
not get stuck in managing situations. They lead by ideas. Here are
a few of his ways to practice that axiom:
• “Choosing one word over another one is an important act.” – p. 195.
• “Any leader is only as good as his word. When it comes to com-

municating beliefs and ideas, a leader’s word is not only an
emblem of trust, but a critical device in spreading the message.”
– p. 197.

• Loyalty: the vital virtue – To have an effective team, the mem-
bers have to trust and respect their leader as the one who
watches out for them.

• “My policy is that the people who work for me deserve the ben-
efit of the doubt. If it turns out they’re guilty, there will be time
to hold them accountable.” – p. 239

• “You’re not paid to be abused.” – p. 245

Stand up to the bullies – This is the best chapter of the book
about leaders demonstrating their internal strength in defense of
those they represent and their employees.
• “The main reason a leader has to stand up to bullies is also the

simplest: it’s the right thing to do. But another reason is that
you have to set a tone.” – p. 275

• “Taking more than what one is entitled to is a form of bully-
ing.” – p. 277

Organize around a purpose – Planning and organizing is
the key to success. Consider these pointers:
• “The first question is always, “What’s the mission (of your

organization).” – p. 306.
• “Nothing that government, a corporation, or any other institu-

tion does can be accomplished without touching the budget in
some way.” – p. 309

• “A good leader establishes priorities and sticks to them, backing
them with resources to carry them out.” – p. 318

Reading Guiliani’s book will not make you a leader. He is not
like Solomon and he does not have all of the answers. But this
book will certainly aid you in your journey to become a better
leader. It will offer you some good life lessons and inspire you to
ask the right questions and do the right thing in tricky circum-
stances that we all face.

Thankfully, we will not all be tested like Guiliani with terrorism
attacks. However, we will all face serious challenges and wonder-
ful opportunities. Our reactions to those circumstances will define
us as leaders.

Dick Clark served as executive director of the Portland Rose
Festival Association from 1994 to 2003. He is now director of
development for the Providence Cancer Center in Portland,
Oregon. He is reachable at Richard.clark@providence.org.
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Biography/Company Profile:
Kay Wolf, CFEE, is a professional events
specialist with Dixie Flag of San Antonio,
Texas, with more than 26 years of event
management experience. Dixie Flag, the One
Source for all festival and special event needs,
offers a complete range of services from
consulting to full event management. Kay has
written and given seminars/workshops in many
aspects of the festival industry, and is a charter
member and past chair of the Texas Festivals

and Events Association. She currently serves
on the IFEA Foundation Board.

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

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

Awards:
Kay is the recipient of TFEA’s Professional
of the Year Award and Hall of Honor Lifetime
Achievement Award. Additionally, she has
been awarded the Texas Chamber of
Commerce’s “Marvin Hurley” Award and the
Aransas Pass Citizen of the Year Award.

Availability & Fees:
Negotiable based on project.

1930 N. Pan Am Expressway • San Antonio, TX 78208
Phone: (210) 227-5039 • Toll Free: (800) 356-4085

E-Mail: kwolf@dixieflag.com
Web site: www.dixieflag.com

KAY WOLF, CFEE
DIXIE FLAG EVENTS SPECIALIST

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

Festivals & Events Produced:
Among CSG’s event clients are the Cherry
Creek Arts Festival, Colorado Garden & Home
Show, Starz Denver International Film Festival
and the Capitol Hill People’s Fair. CSG’s
consultation clients include the University of
Northern Colorado, the Colorado Lottery,
and Centura Health. Erley is also co-owner
and producer of Air Show Colorado.

Awards:
Erley has received numerous awards for his
work in the events industry including three
gold Pinnacle Awards for Newspaper
Supplements, Post Event Reports and Print
Ad Design. CSG was a 2002 and 2003
Finalist for the Colorado Ethics in Business
Awards. Erley was recognized for his
community involvement and business
entrepreneurship in being named Broomfield,
Colorado’s 1998 Business Person of the
Year. Erley is an Accredited member (APR)
of the Public Relations Society of America.

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

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

11880 Upham Street, Suite F • Broomfield, CO 80020
Phone: (303) 469-7500 • Fax: (303) 438-5613

E-mail: berley@csg-sponsorship.com
Web Site: www.csg-sponsorship.com

BRUCE L. ERLEY, APR
CREATIVE STRATEGIES GROUP FOUNDER & CEO

SPOTLIGHT ON CONSULTANTS
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www.ifea.com

GAIN THE RECOGNITION YOUR EVENT
DESERVES...

Each year, the International Festivals
& Events Association recognizes
outstanding examples of quality and
creativity in the promotional programs
and materials produced by its 2,000
member festivals and events around the
world, with the Haas & Wilkerson Pinnacle
Awards.

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

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

So gather your items, fill out the entry
form, and send it off to be judged against
the best in the festivals and events industry.
Then get ready to hear your organization’s
name announced at the 49th Annual IFEA
Convention & Expo Experience this
November, in Boston, Massachusetts!

Questions? Contact Nia Forster, by e-
mail at nia@ifea.com, or call 208-433-
0950 ext. *814, or check the Industry
Honors section at www.ifea.com.

THE CONTEST
THE WINNERS

The 2004 IFEA/Haas & Wilkerson Pinnacle Award winners will be announced at the “Miller
Brewing Company Hall of Fame Awards Luncheon” during the 49th Annual IFEA Convention
& Expo Experience in Boston, Massachusetts. You need not be present to win, but it will feel
great if you are!

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

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

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

• Entries must have been produced and/or used for the first time
between August 1, 2003 and July 30, 2004.

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

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

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

• Items submitted are NOT able to be returned.

The Grand Pinnacle is the IFEA’s highest award, reflecting the best overall event in each
budget category.  Please submit a one page overview stating the event’s purpose/mission;
overall revenue and expense budget; attendance; staffing numbers and positions; volunteer
count; event dates; types of activities included under the festival/event umbrella;
founding/incorporation date and management system (i.e.: 501(c)3 non-profit staff & volunteer
board; city managed; profit-making partnership, etc.)  Additionally, please also include a detailed
description/notebook with examples of the event’s promotional & marketing campaigns,
marketing materials, merchandise programs, volunteer program, media outreach, website and
descriptions of any special programs.  Displays are encouraged but MUST be limited to a
single black 36” by 48” flat display board and must be accompanied by the other more detailed
information referenced above..
OVERSIZED DISPLAYS WILL BE DISQUALIFIED WITHOUT REFUND.

1 Grand Pinnacle
Please Note: This entry is separate from all other categories and divisions. Judges will
not refer to, or transfer items from other categories.

THE JUDGES

ELIGIBILITY

THE GRAND PINNACLE
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Television
Submit video entries in standard 1/2” VHS format.
Label videos and tape entry form to case. Cue video to starting point.
Only one spot per tape.
Criteria: Does the entry relay the image of the event? Does it use
creativity and/or uniqueness? What is the overall impression?

2 Best Sponsor Solicitation Video
(please include measurable sponsorship results)

3 Best TV Promotion (ad spot or PSA)
4 Best Full Length TV Program (local promotion)
5 Best Full Length TV Program (national promotion/syndication)

Radio
Submit item 6 on a labeled audio cassette or compact disc with the
entry form taped to the case.  Only one spot per tape/CD.

6 Best Radio Promotion (ad spot or PSA)

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

7 Best Website
8 Best Event/Organization E-Newsletter (send printed versions)

Bound/Multiple Page Entries
Submit items 9-15 with the entry form securely paper clipped to the
back.
Criteria: clarity of message; design and layout; creativity or uniqueness;
organization; and overall appeal.

9 Best Event Program (interior 3 or less colors)
10 Best Event Program (interior 4 or more colors)
11 Best Newspaper Insert/ Supplement  (must be on newsprint)
12 Best Promotional Brochure (3 or less colors)
13 Best Promotional Brochure (4 or more colors)
14 Best Event/Organization Newsletter (Submit three consecutive

issues)
15 Best Miscellaneous Printed Materials (includes direct mail pieces,

cookbooks, annual reports, etc.)
16 Best Street Banner

Single Page Entries
Submit posters in a mailing tube. Submit items 19-24 mounted on a
single, black display board with a maximum of 2 inch margins.  Only
one entry per board.
Criteria: clarity of message; design and layout; creativity or uniqueness;
and overall appeal.

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

invitations, etc.)

Sponsorship/Fundraising
Submit items 25 - 28 with a written description of the presentation,
effectiveness and any necessary explanation.
Criteria: professional content; creativity; measurable results (25 & 26);
and overall appeal.

25 Best Solicitation Package
26 Best Single New Sponsorship Program
27 Best Sponsor Follow-up Report
28 Best Overall Sponsorship (indicate activation, involvement,

outreach, how goals/objectives were met)

Community/Relations
Submit items 29 - 36 in a notebook with a typed detailed description
of the program, explaining the background of the project, its
purpose/objective, and its overall effectiveness.
Please include samples/photos of how the program worked, including
printed materials, signage, promotions and merchandising, and
measurable results.

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

Media Relations
For effective media campaigns that generated news coverage, instead
of paid or donated advertising time.
Criteria: well organized; supporting materials; measurable results
(clippings, etc.).

37 Best Press/Media Kit
Submit items 38 - 39 in a notebook with a typed detailed description,
samples of print materials, press releases, news clippings, photographs
and/or video and/or audio documentation, news coverage, and any
measurable results.

38 Best Media Relations Campaign
39 Most Creative/Effective News Stunt

Merchandise
Please do not mount merchandise items on poster board – except Best
Pin or Button

40 Best T-shirt Design (No collared shirts)
41 Best Pin or Button (By an event) (Please mount on poster board

with 2 inch margins maximum)
42 Best Hat
43 Best Other Merchandise
44 Best Miscellaneous Clothing

Submit item 45 in a notebook with a written report about the program,
samples or photos of all souvenir/novelty items available prior to or
during the event.

45 Best Overall Merchandising Program

For Suppliers or Associations
Submit items 46 to 49 on a single, black display board (margins 2
inches max). Only one entry per board.

46 Best Single Display Ad
47 Best Company Image Pieces

(letterhead, envelopes, logo, etc.)
48 Best Direct Mail Piece or Brochure
49 Best New Product or Service

Educational Institutions Offering Event
Management Programs
Criteria: Please provide student recruiting and marketing materials for
program, in addition to complete outline and syllabus of course(s),
testing requirements, tuition costs, time frame, number of students
enrolled, number of staff members and date program was founded.

50 Best 2 Year Event Management Degree
51 Best 4 Year Event Management Degree
52 Best Event Management Certification Program
53 Best Online Event Management Training Program

BROADCAST

PRINTED MATERIAL

PROMOTIONAL ENTRIES

NON-EVENT ENTRIES
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Please submit one overall entry form with total payment - listing all entries.  Please also submit TWO copies of
each individual entry form – one to be attached to each individual entry – and one to be submitted with payment
and overall entry form.
If one organization is entering items for multiple events produced, please submit a separate payment form/overall
entry form for each event to allow for proper credit to be given to that event.

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

Organization: _____________________________________________________________________________ Membership #: _______________________

Contact Person: _________________________________________________________________________________________________________________

Name of Event: __________________________________________________________________________________________________________________

Address:________________________________________________________________________________________________________________________

City: ________________________________________ State: ________ Zip Code: _______________ Country: ______________________________

Phone: ______________________________________________________ Fax:_____________________________________________________________

E-mail: ______________________________________________________ Web Site:________________________________________________________

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

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

The above section must be completed on all entry forms.

ENTRY INFORMATION Duplicate as needed.

Category Title: __________________________________________________________________________ Category Number (required):_____________

To help distinguish between items – please provide a brief Description of Entry:
(i.e.: black T-shirt with fish; or Photo entitled “Fireworks over Capital”)_____________________________________________________________________

The above section must be completed twice for each entry. One copy attached to each individual entry, and
one copy attached to payment form.

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

List category numbers entered:_____________________________________________________________________________________________________

Grand Pinnacle: ...............................................................................................................................1 entry x $50 $ ____________________________________

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

Printed, Promotional and Non-Event Entries: ............................................................................entries x $30 $ ____________________________________

TOTAL NUMBER OF ENTRIES: _________________ TOTAL AMOUNT ENCLOSED: $ ____________________________________

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

Signature: _______________________________________________________ Print Name:__________________________________________________

Credit Card Number: ______________________________________________ Expiration Date: ______________________________________________

Entries must be received with payment by 5 p.m. July 30, 2004 (MST) to be eligible.  If you are unable to meet this
deadline, please contact Nia Forster at nia@ifea.com or 208-433-0950 ext: *814 to make alternative arrangements.

DID YOU REMEMBER TO:

 Include your payment for total entries     Include 1 overall entry form listing each category number entered     Include 2 individual entry forms for each
item – one with item, one with payment     Review all rules for entry submission – go to: Industry Honors at www.ifea.com for more info

International Festivals & Events Association • 2601 Eastover Terrace • Boise, ID 83706 • phone: 208-433-0950 • fax: 208-433-9812
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“THE HONOR OF A LIFETIME”
Each year, the International Festivals & Events Association
asks its members for nominations of key individuals who
have made a significant contribution to the festivals &
events industry. The Hall of Fame Committee reviews
these nominations and selects one or more individuals to
be inducted into the IFEA/Miller Brewing Company Hall of
Fame. The honoree(s) will be the guest(s) of IFEA and
Miller Brewing Company on an all-expense* paid trip to the
49th Annual IFEA Convention & Expo Experience in
Boston, Massachusetts in November, 2004, where they
will be inducted at a luncheon in their honor.

NOMINATION CRITERIA
Nominations must represent a current or past IFEA member who has made sub-
stantial achievements and/or contributions to the festivals and events industry.
Nominees can be retired and represent any facet of our industry (i.e. vendor,
supporter, senior professional, etc.).

To submit your nominee, please email the following information in a Word doc-
ument to nia@ifea.com. If you do not have access to email please contact Nia
at (208) 433-0950 ext. *814 to make other arrangements.

I. INDIVIDUAL SUBMITTING NOMINEE
• Name • Organization • Address • City • State • Zip • Phone • Fax • Email
• If your nominee is selected, will you be willing to help ensure that they

attend the luncheon?

II. NOMINEE INFORMATION
• Name • Position • Address • City • State • Zip • Phone • Fax • Email

Please answer each of the following in no more
than two pages. Please include specific examples.
• Submit a general overview of your nominee’s career, including organizations

they have worked for, positions held, titles, awards, etc. 
• Describe how your nominee has made a difference to the festivals & 

events industry. 
• What void would there be if he/she were not an event professional?

Nominations should be submitted 
no later than May 21, 2004
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If you have any questions please contact:
Nia Forster • nia@ifea.com • 208-433-0950 ext: *814

2004 CALL FOR INDUCTEES

* Includes hotel, airfare and meals only.

18296_IE_Winter04  5/3/04  3:25 PM  Page 26



18296_IE_Winter04  5/3/04  3:25 PM  Page 27



Whether the individual acts as a
volunteer administrator of an event
or contributes his or her time and
resources in support of a larger,
multi-event organization with a paid
staff, the efforts that are put forth
deserve our heartiest congratula-
tions and recognition. It is for that
reason that the IFEA/Zambelli
Fireworks Internationale Volunteer
of the Year Award was created.

Nominations are currently being
accepted for the 2004 IFEA/
Zambelli Fireworks Internationale
Volunteer of the Year Award. The

award recognizes those outstand-
ing event volunteers whose
unselfish and dedicated service to
a member festival or event has
made a significant difference in
their community and mirrors the
commitment to success in our pro-
fessional ranks.

A panel of impartial judges from
within the IFEA organization will
select the Volunteer of the Year
winner from all of the candidates
submitted. That individual will be
honored at the 49th Annual IFEA
Convention & Expo Experience in

Boston, Massachusetts in
November 2004. As the guest 
of the IFEA and sponsor Zambelli
Fireworks Internationale, the win-
ner will receive an all expense*
paid trip to the convention. All 
participants in the program will 
be promoted through local and
national media releases, and each
semi-finalist will receive a certifi-
cate of recognition.

Please direct all nomination
materials and questions to 
Nia Forster at nia@ifea.com or
(208) 433-0950 ext. *814.

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

* Includes hotel, airfare and meals only.

Sponsored by
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Nominations are 
due to the IFEA by

June 1, 2004.
To submit your nominee, please email the fol-
lowing information in a Word document to
nia@ifea.com. If you do not have access to
email please contact Nia at (208) 433-0950
ext. *814 to make other arrangements.

Individual Submitting Nomination Information:
Name • Organization • Address • City • State • Zip •
Phone • Fax • Email

Nominee Information:
Name • Address • City • State • Zip • Phone • Fax •
Email

Answer each of the following questions in no
more than two paragraphs each. Please include
specific examples for each.

• Describe how your volunteer has provided significant
enthusiasm, organizational assistance and specific
expertise.

• Explain how your volunteer has shown initiative and
leadership in his or her efforts.

• Describe your volunteer’s positive attitude.
• Tell how your volunteer has exemplified his or her

dependability.
• Explain your volunteer’s significant depth of 

involvement.
• Describe how your volunteer has made a difference to

the festival or event. What void would there be without
him or her as a volunteer?

In addition, we ask you to please submit a photograph
of the volunteer you are nominating and a local media list.
These will be used for press releases and other market-
ing items related to the Volunteer of the Year program.

The preferred file formats for color photos is in either
TIFF or EPS from Adobe Photoshop. All photos must be
scanned at approximately 5x7 inches (12.7 cm x 17.78
cm) at 300 ppi* (118 ppc**). Photos should be saved
as a TIFF or EPS in the CMYK mode. Photos used for
web sites (normally scanned at 75 ppi*/30ppc**) cannot
be accepted.

The preferred media list submission is in an Excel format.

* Pixels Per Inch  ** Pixels Per Centimeter

NOMINATION 
CRITERIA

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

•Be a current volunteer of an
IFEA member organization

•Have provided significant
enthusiasm, organizational
assistance and specific
expertise

•Be a volunteer of the nomi-
nating festival or event for 
at least 3 years

•Have shown initiative 
and leadership in his or 
her efforts

•Have a positive attitude

•Have exemplified his or her 
dependability

•Have a significant depth of 
involvement

•Have made a difference to
the festival or event

•Have received no remunera-
tion for services directly
associated with his or her
volunteer duties
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And while war, threats of terrorism,
and heightened states of alert have sub-
sided somewhat in our every day lives,
these security issues cannot be ignored.
Add these world issues to the normal
security concerns with gangs, outlaw
motorcycle groups, extremist environ-
mental and political organizations,
unruly crowds and fans, and it’s impor-
tant the community knows your event is
not only worthwhile to attend, but safe
as well.

As a result, festival and event organiz-
ers know that now, more than ever, they
must develop positive partnerships with
local law enforcement organizations. 
But what are the best ways to build the
bridge between your event and the local
police or sheriff’s department?

As one who works with event organiz-
ers as a law enforcement liaison, let me
offer the following:

View your local law enforcement repre-
sentatives as partners and not unneces-
sary municipalities for whose services
you must pay. When placed in the latter
role, law enforcement personnel must
rely on their normal rules and regula-
tions because they have nothing else to
go on. But when law enforcement folks
become your partners, you will discover
that they will go the extra mile to ensure
that your event is not only safe, but also
successful. As partners, they become
invested in the event with you, and
because they are aware of your goals and
desired outcomes, they can be more flex-
ible in helping maintain safety while
helping you reach your goals. Ultimately,
a partnership provides you, the event
organizer, with options as to how the
safety and security plan is carried out.

Building the Partnership:
Treat law enforcement as you would a

top sponsor. Law enforcement agencies
have much to offer in increasing the per-
ception and helping communicate that
your event is safe to attend. For example,
use the law enforcement star and logo on
your advertising as you would your other

partnering sponsors. Place in your adver-
tising something like, “The Fresno Police
Department proudly supports the Big
Fresno Fair.” The message to the public 
is that since local law enforcement is
willing to put its name on the event, it
must be safe to attend. Take this a step
further by having an officer in uniform
with you during press conferences. This
sends a strong, nonverbal message to
people that law enforcement presence
will be visible at your event.

Include a law enforcement representa-
tive in as much of your event planning 
as possible. This pre-event safety and
security consulting will help you avoid
many of the pitfalls that can arise
because of their expertise to spot prob-
lems before they happen. Case in point:
There are many groups that attempt to
hide their identities, portraying a positive
or business type profile within the com-
munity. Your law enforcement represen-
tative will be able to spot these groups
and warn you about them before you
sign a contract, thus steering you away
from problems such as outlaw motorcy-
cle gangs, extreme environmentalist
groups, or even sponsors who attract
groups that are willing to destroy your
event to promote their own agenda.

Law enforcement personnel can even
help when it comes time to book your
entertainment. How? Consider this a
likely example: a rap group whose lead
singer is a member of a rival gang from
another city can cause gangs in your city
or county to become upset, and in turn,
come to your event to cause problems
for those attending. Let law enforcement
help you with entertainment pre-plan-
ning and screening to identify these
types of potential problems. 

By having law enforcement as your
partner, you also will find that the repre-
sentatives will be more flexible in the
contract you sign with them. Often law
enforcement agencies do not look favor-
ably at hiring private security to work
alongside them, but they are more than
open to organizations hiring their police

reserves, which can be a tremendous 
savings for events while still providing 
a police presence. Do not be afraid to 
ask for less costly alternatives like hiring
police reserves. And, as partners, your
local police are likely to provide flexibili-
ty within their contracts, sometimes
allowing you to cut back and hire less
officers on nights when you expect lower
attendance, and make up the difference
by hiring more officers for the same 
contract price on the nights when you
anticipate larger crowds.

Within your partnerships, realize that
law enforcement agencies appreciate as
much preparation and pre-planning as
possible. No one in law enforcement
likes to be surprised or uninformed of
changes within your event schedule. If
you say you are going to have a certain
type of act on a specific day and then
change it, notify your law enforcement
representative so he/she can make any
adjustments necessary to ensure that
there are an adequate number of officers
present to protect or enforce laws.

And remember to invite your local 
law enforcement to any opening day 
tour and/or media launch. This gives 
the agency an opportunity to have a
dress rehearsal and perfect its operations
with a smaller crowd prior to your
event’s opening day.

A law enforcement partnership forms 
a stronger, more productive relationship
between you and those who protect the
peace in your community. This will 
result in festival-goers feeling safe in
attending your event, and you feeling
confident in knowing a secure future 
has been established.

Brad Stevens is a Detective with the
Fresno Police Department. He is a 
regular speaker at the annual IFEA
Convention. Brad can be reached
at(559) 621-2350 or
Brad.Stevens@fresno.gov.

Events and Law
Enforcement:

Partnering for Success
Nothing can destroy a festival faster than the public’s perception that it is
unsafe. Today, event and festival directors face many safety and security
uncertainties caused by circumstances beyond their control. If not handled
carefully, people can begin to ask, “Should I attend this year or stay away?” 

By Brad Stevens 

18296_IE_Winter04  5/7/04  12:28 PM  Page 31



By Dana Cohenour

18296_IE_Winter04  5/3/04  3:26 PM  Page 32



So, here I am wearing my sparkly purple sequin

dress and bright orange high-top sneakers with the

multi-color laces, schlepping my sound system up

a hill through throngs of curious children.

I am searching for my stage and dying to find a

porta-potty somewhere.

The sun is beating down on my “jumping hat” and

my sequins are stuck to my skin as I make my way

through the giant maze and life-size “Chutes and

Ladders” game.

As my “little” entourage continues to grow, I feel a

bit like the pied piper-- and desperate to find some-

one in charge.

I stop and take a bite of the “World’s Largest PB&J

Sandwich” and hope my sound system is still

“sound” as I wade through the remains of an earli-

er fought water balloon war.

“Are you the lady singer from last year?” 

“Are you the lady with the big doggie named Rowdy?” 

“Where is your doggie?”

“Can I touch your dress?”
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“Are you going to do the jumping
song again?” “Can I be in your
show?” “Where is your doggie?”

Just as my hair-do is melting into
something resembling congealed cotton
candy, I think I spot my stage.

“Those are cool earrings!” “Can
I wear your hat?”

Hoof, hoof, pant, pant. Is that my dog
character, or me? Ahh, the glamour of
show business… Wait! Is that someone
with a walkie talkie? Please, let it be my
contact person! Splat. Well, there go the
high-tops, right into someone’s dumped
Dippin’ Dots.

“WHERE IS YOUR DOGGIE!?!” 

I finally reach my stage and get set up.
Time to find that porta-potty!!! Knock,
knock. 

“Is your doggie in there 
with you?”

By some miracle, I make it back to the
stage with (thank God!) Rowdy, my dog
character in tow just in time to hear the
emcee introducing us. I run onto the
stage, sweaty already…then I see it. The
reason I do what I do. The crowd of
smiling little faces --irresistible and pure,
wonderful and precious smiling faces.

It is what we in the festivals and events
industry work and strive for. It is what
makes all of our efforts worthwhile and
gives us a sense of fulfillment. It is, quite
simply, the smiling face of a child. Or,
better yet, thousands of smiles on thou-
sands of little faces.

I am a lucky person. I get to experience
these smiles every time I go to work. I
am a children’s entertainer fortunate
enough to perform at hundreds of festi-

vals and events across the country. Seeing
the breadth of creativity and ingenuity
that my fellow IFEA members display in
making these smiles happen is truly
inspirational. When it is done well, a
family festival seems magical. Having
been a part of so many of them, though,
I have learned that successful children’s
events do not happen magically, and
they do not always happen successfully.
The “smiling” ones are a result of atten-
tion to detail, an inventive mindset and 
a cooperative effort by the event organiz-
ers and the community. 

Seeing so many children’s events in
action and having spoken with numerous
family festival planners, I have identified
some ingredients of a fun and successful
children’s area. Following are some basic
principles and ideas to help keep your
children’s event full of SMILES:

SIMPLE. Yes, sometimes the simplest
activities are the best and most popular.
No matter your budget, there are plenty
of ways to keep children of all ages 
entertained. Giant cardboard boxes
donated from your local appliance 
store can be linked together to make 
a kid sized town. Let the little ones go 
at it with paint and they will create 
their own fantasyland in no time.

Or, even simpler, ask your local 
home improvement store to donate 
odd pieces of wood and bottles of
Elmer’s glue and/or PVC pipe cut into
various lengths and elbows. Throw 
them in the middle of the grass and
watch in amazement as sculptures 
are immediately built.

“DRESS UP” tents with mirrors and
costumes provided by a theater company
will stimulate imaginations. Have a digi-
tal camera and printer on hand to cap-
ture the moment and let the little ones
take home the memory.

“NOISY TENTS” with pots, pans, and
other “bangable” items (maybe even bal-
loons to hammer) provide hours of fun.

SET UP A “CLIMB-ON” parking lot
with all types of trucks—military, fire,
police and construction. Little kids (and
dads) will love climbing on and explor-
ing them. This is also a good opportunity 
to offer safety talks given by the police
and firemen.

FACE PAINTING is always a hit…except
when children have to wait in line for an
hour. Never keep an energized little festi-
val-goer waiting. Be sure to have plenty
of volunteer art students on hand, or let
the kids paint their own faces with a bit
of supervision.

HAND STAMPS and temporary tattoos
provided by a local printer are “way” cool
and can even include your festival logo. 

BUBBLES. In case you haven’t noticed,
kids love bubbles. Have lots of bubble
pots with giant wands. But beware of
wading pools of bubbles—the littlest
ones are easily tempted to dive in. 

And when all else fails, lay down 
bubble wrap and let the stomping begin!
When dreaming up simple activities, find
ways to take every day tasks and make
them entertaining.

MEGA SIZE FEATURES. While simple
activities are a foundation for your chil-
dren’s area, it is exciting and fun to include
at least one giant feature activity or event.
Unique attractions like a giant food item,
giant maze, giant sandcastle or life-size
game, such as “Candyland,” “HIGH HO
CHERIO,” or the aforementioned “Chutes
and Ladders.” One or all of these atten-
tion-grabbers can serve as a focal point 
for your children’s area. They are also a
great opportunity for media attention and
sponsorship, and they will surely make a
lasting impression on both kids and par-
ents. Trying to break a world record (that
the entire community can participate in
attaining) is sure to spark plenty of interest
and participation.

INTERACTIVE ACTIVITIES. Let the kids
be the stars of your children’s area. Find
ways they can be involved in every activity.
If children feel that they have contributed
to the festival in some way—whether on
the stage, by adding to a sculpture, march-
ing in a parade, or by helping break a
world record, they will leave with a sense
of pride. They will have an enriching expe-
rience that will stay with them long after
the last fireworks explode. They will also
be truly invested in the event, eager to
return the following year. 

Always have an 
arts and crafts area.
Besides being a place
where kids get to make
something tangible to
take with them, it is a
good spot to chill out
for a while, literally. 
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RACES of all kinds are a fun way to get
children and adults involved. Phone
book relays (where kids look up words
the fastest), bed races (who can make 
the bed the fastest?), and baby derbies
will have them lining up.

PIE-EATING CONTESTS are always
good for lots of laughs. You do not even
need actual pies—whipped cream-filled
pie tins will do the trick. Get dads,
moms, and school principals competing.
Kids love watching other kids, but they
especially love watching their responsible
adults be silly. Be sure to provide a clean
up area nearby so your pie-eaters won’t
be sticky, miserable mosquito attractions
for the rest of the day.

SAND. Kids love to dig in the sand, so
let them. Have a “Honey Bear Hunt.”
Start with a giant sand area. Kids who
find an empty “honey bear” container
win a full one. Kids who find a full one
win a plush bear. 

STRUCTURES, artwork or written 
messages that can grow as the festival pro-
gresses not only give the kids a chance to
contribute, but are visually exciting as well.
Sidewalk chalk murals are a great example.
Hire an artist to do professional areas, and
let the kids continue on their own. Giant
magnetic poetry boards, or a “continue the
story” board are fun and are especially
interesting to older children.

ARTS & CRAFTS. Always have an arts
and crafts area. Besides being a place
where kids get to make something tangi-
ble to take with them, it is a good spot 
to chill out for a while, literally. Kids 
will love making everything from scare-
crows to cell phones. It is a bonus,
though, to be able to use their creation
right there at the festival. For example, 
let kids make puppets and then put on 

a puppet show. Or, have them make their
own driver’s licenses. Use that good old
digital camera and printer to make the
licenses look authentic. Your local office
supply store may even supply a lamina-
tor. Once the little drivers have their
“licenses” and go over the rules of the
road, they get to drive big wheels, trikes,
etc., around a miniature safety town.

Anything kids can touch and feel
works well. The main thing is to get the
kids involved and participating-- all kids.
Include activities suitable to every age
range, and remember, provide activities
and access for children with disabilities.
If you have a “Very Special Arts” or other
such program in your community, team
up with them. Give these very special
children access to performing on stage,
taking part in races, and experiencing the
festival along with all the other children.

LOCAL COMMUNITY INVOLVEMENT.
The nice thing to remember when plan-
ning your children’s event is that you
don’t have to do it all yourself. The more
you involve local businesses and com-
munity groups, the better. They can be a
tremendous resource for you. Let them
be creative within their own specialty.

For instance, if you want a water fea-
ture, then go to the “source.” Ask a local
plumbing company to sponsor and put
it together. One festival I attended did
this and they ended up with an interac-
tive water fountain beyond their (or the
kids’) wildest dreams. 

Work with area schools in advance 
of the festival and let them know your
theme. Even if school is not in session
during your festival, artwork based on
the theme can be created ahead of time
and then displayed at the event. What 
a thrill for the kids and their parents to
see their creations presented for all to
see. And, what better motivation to
attend the festival?

Newspapers are wonderful resources
for sponsorship. They can obviously 
provide advertising for you, and print
programs, schedules and feature articles
to get the community excited. But they
can also provide end rolls of blank
newsprint, which can be used in myriad
ways. Kids can make and decorate hats
with it, for example. A good old fash-
ioned “newspaper toss” is a fun competi-
tion—you might even have the dogs
involved in this one!

Partner with your local post office 
to create a special cancellation (post)
mark for the day of the festival. Kids can
enter their artwork in a contest with the
chance to have their drawing as part of
the mark. Marked postcards and letters
become collector’s items and the post-
mark can also be printed on T-shirts, etc.

For some reason, kids love the “glam-
our” of a finger cast. Recruit personnel
from your local hospital to indulge 
this “achy-breaky” obsession. They 
can also serve as your on-site first aid
response team.

Why not use your festival as an oppor-
tunity to help a local charity? Ask fami-
lies to bring a donation of canned food
or an outgrown coat with them to the
festival. Children will learn a valuable
charitable lesson and feel good about
having made a contribution. You may
want to ask your local Girl Scout and
Boy Scout troops to head up this project.

As mentioned earlier, don’t forget to
involve the police and fire departments.
And, of course, mayors relish the media
attention they receive when they sit and
read a story on your literacy stage. Keep
in mind, though, that not all mayors are
meant to be children’s entertainers, so
keep the storybook short! 

ENTERTAINMENT. Make your stage as
interactive as the rest of your children’s
area! Hire entertainers that will involve
the children and get them moving and
laughing. Shine the spotlight on the 
children. Give them an opportunity to
perform. Kids love watching other kids,
and most children love being on stage. 

Have a children’s talent show, or a
karaoke kids stage. Invite local dance 
and karate schools to perform. This is a
wonderful opportunity for the children
to show off all their hard work and 
contribute to the festival. It is also a 
great way for you to fill your stage 
schedule and save your entertainment
budget to hire one or two professional
children’s entertainers.

Hire the best professional entertainers
you can find, locally and nationally. You
might be surprised how many national
artists will try and work within your
budget. After all, everybody wants to

Hire the best profes-
sional entertainers you
can find, locally and
nationally. You might
be surprised how
many national artists
will try and work within
your budget.
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f you are a regular presenter, this has probably occurred – that moment in
front of an audience that hangs eternal as you click the mouse and…noth-
ing happens. You pound the keyboard, then the mouse, then the key-

board’s spacebar, and in final desperation, the ESC key. You smile nervously
at your audience, make some offhand remark about “this crazy new technol-
ogy” and continue to pummel the keyboard. “Oh, please, not control-alt-
delete,” you say to yourself. Your fingers tremble over the odious three-key
combination. You instinctively know that a hard reboot now means you have
to come up with three minutes of meaningful banter.

By Tom Frazee
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Sound all too familiar? We all know
that effective presentations are a vital
tool for sales, marketing, and education,
and can have a positive and critical
impact on our desired outcomes.
Unfortunately, presentation audiences
are sometimes more a NASCAR race
crowd who come to see a good perform-
ance, but often end up watching a pres-
entation pile-up at every turn. 

The nature of the events industry finds
most of us in the position of having to
make presentations on a regular basis –
to sponsors, volunteers, service clubs, the
media, our professional peers, and more.
For some this just comes naturally, but
for others it can be uncomfortable, espe-
cially given the changing technical com-
ponents that are now available and gen-
erally expected in today’s market. You
can put yourself in the driver’s seat and
help ensure a winning presentation by
taking the time to prepare and under-
stand some basic components.

Building Blocks of an
Effective Presentation

Although the tools have changed, 
the process of building an effective pres-
entation has changed little over time. 
An effective presentation starts with 
three important steps:

1) Crafting a message/storyline to suit
the audience to whom you will be speak-
ing. The audience will not care what you
or your organization does if they cannot
relate to your message. 

2) Creating professional caliber graphics,
pictures and/or illustrations to compli-
ment and reinforce your message. When
there is significant disconnect between
the look of the visuals and the story
being told, the two compete, and the
audience becomes disinterested.

3) Delivering the presentation with the
same passion that you want the audience
to have about your topic. Know your
presentation inside and out so that it
becomes conversational and involves
your audience wherever possible.
Involved audiences share a critical stake
in a presentation’s outcome.

A Story Well Told
A good presentation is simply a well-

told story. It captures your attention from
the beginning; it follows a natural path;
it conveys some level of passion or
enthusiasm; and it concludes by pulling
together all of the critical pieces of infor-
mation. The delivery is clear and articu-
late. The speaker’s eye contact and body
language make it easy for the audience to
engage with the presenter. But for a story
to be well told, it must be your own…

one that fits your style, with a message
that you believe in and want others to
know about. This is the ideal.

A Story Well Illustrated
The artwork, photographs and graph-

ics used in a presentation underline the
importance of the story/message being
told For example, in a well-crafted pres-
entation audiences expect to see clean,
high-resolution images and text. Even
background templates must reflect the
“tone” of the presentation. Fonts and
capitalization rules must be consistent
throughout, logos and other artwork
must be crisp and clear, and use of
graphics and effects must be tasteful. 
If you are inexperienced in presentation
visual design yourself, find someone
who can help with this important com-
ponent that can help to both strengthen
and convey your message.

Becoming a Better Storyteller
A good story, with strong illustrations,

is still only as effective as the person
telling it. The best way to drive a the
presentation, rather than letting the pres-
entation drive you, is to seek out some
professional presentation training. There
are a number of ways to do this:

• Visit your local library or bookstore.
There are a number of books available
on the topic of speaking and presenta-
tions of all kinds, including storytelling. 

• Take a speech class at your local col-
lege or university.

• Join a local Toastmasters Club.

• Seek our consultants/peers in your
community/industry who exemplify
strong presentation skills and seek
their advice.

• Attend IFEA and other conferences and
conventions and observe those who
present well. Take note of their skills,
and practice emulating the parts that
audience members responded favor-
ably to. 

10 Visual Presentation Rules
We’ve already established that using the
right visual elements in your presentation
enhances your message, or story, while
using the wrong visual elements can easily
detract from what you have to say. Every
presentation element should complement
your message, not compete with it. These
10 tips will help you avoid the most com-
mon visual presentation problems:

1. Use Compelling Pictures
Avoid using too many pictures, pictures
that are too small, or mediocre pictures

with not enough visual punch. Poor
visuals not only distract your audience,
they also detract from your message and
make you look less professional. Choose
pictures that enhance and emphasize the
message it needs to convey.

2. Keep the Copy Short.
As a rule, if it is on screen, they will read
it – from start to finish. So, think about
introducing each new bullet-point with 
a mouse click. This cuts down on the
information introduced and allows you
time to explain your point before the
audience can move on and make any
prejudgments on what you are about to
say. Outline your points briefly and effec-
tively on each slide using short phrases
and sentences – no more than five bul-
lets per page and five words per bullet.

3. Keep Graphs and Tables Simple
If an audience has to spend more than
10 seconds deciphering a graph or chart,
it is too complicated. A quick scan of
your creation should give the audience
an easy understanding of what you are
explaining. Make all on-screen elements
as simple to understand as possible.

4. Focus Each Slide on a Few 
Critical Ideas

Too much information will overwhelm
your audience and distract them from
the message. For maximum impact, keep
the number of visual elements down to
three per page. For example, on one
slide, you might include four bulleted
points, a headline, and one graphic.
Above all, go for simplicity.

5. Watch Color Combinations
It may be tempting to combine wild col-
ors, especially with so many from which
to choose. But different colors convey
different meanings. Do you know what
they are? Make sure your color choices
are simple. It is best to stick to two or
three colors per presentation – not per
slide. For maximum impact, use the
same color combinations in all of your
marketing materials.

6. Be Aware of Fonts
Using all caps, all italics or a type-size
that is too small and difficult to read will
not win over your audience. Did you
know that “sans serif” is the easiest font
to read on-screen? A good rule of thumb
is to use 24-point font for the body text
and 28-point font for headlines.
Remember: PowerPoint does not embed
fonts!!! If you are sending your presenta-
tion ahead to run on another computer,
or if your computer crashes and you
need to run your presentation from a
borrowed laptop, the program looks for
the same font installed on that comput-
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er. So if you go crazy on wild, bizarre
fonts like “Colbyshand Jamaican
Bamboo” and the new computer does
not have that font installed, it will
default to a generic font, look horrible
and probably resize the text block to run
over other elements you have on the
slide. Stick to the fonts installed by your
OS (operating system) or add the font
after it has been built into a graphic so
the presentation treats it like a picture. 

7. Do Not Change the “Look” from
Slide to Slide

You might think that a good jolt will
keep your audience awake, but your 
presentation will pack more power if 
it flows together easily, so keep your 
visuals consistent.

8. Move Beyond the Templates that 
Come with Your Computer

Would you like to be unique, or just lope
along with the rest of the pack? If you
use the same old templates, your presen-
tation will likely get lost with everyone
else’s. There are plenty of free or inexpen-
sive websites that have thousands of new
and very hip background templates.

9. Do Not Experiment with Too 
Many Slide Transitions

The transitions should be so seamless
that they go unnoticed. Use a maximum
of two transition types and stick to them.

10.Do Not Overdo the Animation 
and Sound Effects.

Animation and sound effects can be a
nice addition to your presentation – but
remember: your goal is an effective pres-
entation, not a three-ring circus. Do not
add dazzling effects just because you can.
As with everything else, use them spar-
ingly and make sure they fit and enhance
your message

Tech Checks
As you are putting together your 

presentation, be careful not to exceed 
the capabilities of your laptop. With 
the laptop computers that are rolling 
off the shelves today, horsepower is
rarely an issue. When we broke through
the Pentium II threshold, MMX technol-
ogy was standard equipment and more
VRAM (video memory) was common-
place. Given the new capabilities, even
more demanding presentation playback
became much more predictable.

The wild card now is the amount of
random access memory (RAM) that a
computer has. Manufacturers still seem
to sell their laptops with a minimum
complement of memory, hoping they
will get an add-on sale. Microsoft
Windows and PowerPoint seem to have 
a greater appetite for memory, so if you

have a number of applications running –
look out. Upgrading your laptop to 96-
128 MB of memory may cost you a few
bucks, but you will pay twice that price
the next time your laptop locks up 
during a high-stakes presentation.

Tip: Before you present, reboot your
computer and only have your presenta-
tion application open. 

Double-Check your Cables
There are a multitude of possible 

connection problems for a presentation.
For example, if the video cable on the
back of a laptop comes loose, the partial
signal creates an interesting multi-col-
ored effect. Before your big presentation,
check out all the cable connections and
thread them into place where you can.
The video cable is referred to as a VGA
cable. It is “15 pin” which makes it big-
ger than the serial port connector that is
the same shape but “9 pin”, but smaller
that the printer (parallel) connector
which is the same shape but “25 pin.”

If you are using sound that will be
coming from your laptop, be sure to
check out the meeting room arrange-
ments and what technical support you
will be offered. Pack a few mini-stereo
adapters that will connect from a laptop
to a number of different house sound
system possibilities (phono, RCA, _“,
XLR / microphone). A trip to an electron-
ics store will definitely save you some
grief. Best recommendation if you must
use sound: get a 1/8”adapter that will
allow you to take advantage of the inter-
nal speaker on an LCD projector for
smaller crowds.

Are Your Laptop & Projector
Compatible?

One of the largest sources of personal
frustration for a traveling presenter is try-
ing to consistently get the same image off
the projector that your see on your screen.
If you are counting on someone else to
provide the projector, get there early. Most
challenges occur when the resolution of
your projector does not match with the
resolution of your laptop.

The bottom line: know your projector’s
resolution (usually found in the user
manual) and, if necessary, change the
settings on your laptop to correspond
accordingly. To make this simple 
change, right click your desktop, click
“Properties” from the pop-up menu, 
and click the “Settings” tab. Change 
the “Screen Area” setting (for example,
800X600) as required.

To add further confusion, simply 
altering your laptops resolution may 
not quickly solve your problems. With
some laptops, setting the resolution from
1024X768 to 800X600 can leave a black
box around the edge for your picture.

Depending on the kinds of pictures in
your presentation (i.e. high quality pho-
tos), you may also have to adjust the color
settings (again, with the “Setting” tab).

For presentations using video, the
refresh rate of your projector can be a fac-
tor. Full motion video will not display cor-
rectly if your projector cannot handle it.

Tip: Turn your computer on first, and
then your projector.

Burn a Presentation Backup
For those big presentations, it is great

insurance to burn an extra copy of your
presentation to a CD-ROM. Since most
people have access to a CD burner, the
$1.50 investment makes more sense than
saving it to a Zip disk. In an emergency,
the odds are slim of finding someone
who just happens to have a Zip drive
attached to their laptop. It’s also a good
idea to print a set of handouts with 
three slides per page for your own 
reference should something go wrong.

Toggle Talk
Before going out to do a presentation,

become familiar with which function key
/command on your laptop turns on the
video output on the back of the comput-
er (known as the VGA Port, this output
looks like the printer connector, but
smaller). It is usually either Function / 
F3 or Function / F5, but it varies from
model to model. Look on your “f” keys
for the one that has a little picture that
looks most like a computer monitor or
TV screen. Important: This key function
acts like a toggle switch, meaning every
time you push it, it changes to a different
mode (see below).

Normal is your own computer
screen on / output off (this is the
default setting)

Push once, your computer screen
on / output (projector image) on

Push again, your computer screen
off / output (projector image) on

Push again, all off

If you have a DVD-Rom, it gets more
complicated because you will need to push
the function key more times to toggle
through the TV output (if you are hooking
up to a video monitor to watch movies).

Tip: If you boot-up your computer with
the video cable plugged in, it sometimes
detects the hook-up and automatically
shuts off your monitor, so you find your-
self sitting there wondering why your
screen is blank…guaranteed panic time!

Some new projectors allow for USB
interface (as opposed to using the “15
pin” VGA port as described above) for

Continued on page 59
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One bright shirt-sleeves morning last fall, it took a little extra concentration not to
take the mindless right turn onto the Boise Connector, the shortest route to the
radio station, and instead point the car a little more south and east to the Boise
Depot, home of the IFEA’s world headquarters.

Arriving a few minutes early, I took in a panoramic city view from
the front parking lot, walked to the adjoining gardens, just
because they are there, and finally crossed back to enter the
historic building.

Boise’s equivalent to Grand Central Station in the
early part of the 20th century, it is easy to imagine
the high-ceilinged main hall echoing with gener-
ations of joyful comings and tearful goings.
Later in its life, the city would transform
the depot into a meeting hall of a dif-
ferent sort; host to business events
and social affairs, my daughter’s
wedding reception not the
least of them.

MAKING RADIO RELEVANT
By Dan McColly
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On this particular morning, the worn
wooden benches of the old main terminal
were invisible, lost beneath a sea of cre-
ative entries vying for recognition in the
2003 Pinnacle Awards. Among them were
painstakingly prepared print ads and
posters, colorful, compelling and clearly
the product of more than a  few late
nights by dedicated art directors.
In an upstairs room, lay miles of
videotapes showcasing event cov-
erage, commercial and promo-
tional messages from parades and
festivals. And overflowing into
the offices and hallways were
inventive collateral pieces com-
manding the attention of the
newly arrived judging panel. It
was a cornucopia of creativity. 

After a
brief round of
introductions,
the judges
shared the
privilege of
ranking the
posters cate-
gory together.
A few good-
natured dis-
agreements
later, we broke
into smaller
groups. With
chrome-plated
office coffee in one
hand and pastry
(okay, pastries) in the
other, I was escorted to
a back office where we
would soon scrutinize the
expected case-lots of audio
entries – my specialty du jour
– haggling over which submissions led 
in copy and concept, delivery and produc-
tion value, overall appeal, and sense of
mission. Judging radio categories for 
the Pinnacles is about two-thirds serious
reflection, and one-third listening to 
what everybody else is up to in the hope
of walking away with a clever idea, thus
drawing the line of demarcation between
plagiarism and research.

Three-fourths of a jelly donut later 
our IFEA staff proctor arrived with our
entries. Curiously, there was no squeaky
dolly foreshadowing their arrival, no bar-
rel-chested staff assistant straining under
the oppressive weight of the CDs, cas-
settes and accompanying paperwork.
Instead, the entries arrived in a single
box – the kind you would use to clean
out the top drawer of your desk on your
last day – assuming you had a really
small desk. 

And I felt…embarrassed. Embarrassed
that radio, my industry, broadcasting

through thousands of signals in tens 
of thousands of voices in cities of every
size in every corner of the country, had
somehow become an afterthought in 
the prioritization of event promotion. 
In this instance it was the tail on the 
dog, refuting my apparently fantastical
view that there is no more targeted, 

compelling, powerful and per-
vasive media with which to partner and
promote than radio. 

What is up with that? Sure, the other
judges would be busy until dark while 
I would be ’outta there before lunch, or
brunch, even. But despite the apparent
convenience, I just could not let it go. 

It would have been easy for me to 
lay blame at the feet of event managers
and marketing staff. But the truth is if
radio fails to demonstrate its own 
utility; its versatility and creativity, its
ability to paint brilliant pictures with
words, sounds and ideas; to touch and 
motivate an audience, then it is reason-
able to point the microphone in a 
different direction. It turns out we in
radio did this to ourselves. But we 
are changing. 

Radio is nothing if not resilient. It has
reinvented itself more times than any
industry you can name, adapting early
on to compete with television or, as we
tend to think of it, radio with pictures. It

has survived despite the portability of
music on cassettes and CDs. Even more
recently radio is discovering ways to
remain viable in the face of an army of 
I-Pods storing thousands of digital music
files and the availability of commercial-
free satellite subscription services broad-
cast from geosynchronous orbit. It is 

this most recent competitive assault
that will prove most revitalizing 
of all, because in this new environ-
ment what will distinguish radio
from its other media competitors
will have less to do with the 
music we air and more to do 
with everything else. This new
competitive climate is giving 
radio its voice back. 

Through much of the ’80s and
’90s, radio lost its voice. Stations,
propelled by consultants and
accountants, became jukeboxes
cranking out music in this flavor
or that, with nameless, disembod-
ied voices reciting mindless posi-
tioning statements encouraging
audiences to “listen all day at
work” or better, to listen “at work,
at home and in the car” to “the
station everyone can agree on”
with “more music and a lot less
talk” where “we play the most
music with the fewest interrup-
tions” because “we don’t talk over
your rock” and “never play fewer
than eight-in-a-row, guaranteed.”

This, for the record, is where
radio achieved the irrelevancy it
deserved. Not all radio, of course.
There have always been great radio
stations with a longer view and a

commitment to community, innova-
tion and creativity. But most of us
walked the other path. Add to that the
pressure to lower costs through the use
of increasingly inexpensive technology.
Computer-based automation systems
and high-speed internet connections
made it possible for radio groups to 
hire a personality in one city, but have
them appear on-air simultaneously in
several. Taken together, this proved to 
be an effective recipe for, well, becoming
the tail on the dog. 

Which brings us to present. The 
good news for radio and anyone who is
exposed to it – 95% of all of us by recent
estimate – is that this latest evolution of
our media will center on relevance.
Genuine-ness. Local-ness. With music
more and more a commodity available
through competing technologies, radio’s
focus will turn, and is turning, toward
what really matters to its audience. It is a
mandate to communicate, to be an active
voice for those things that make a com-
munity more than a collection of people
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who happen to share a little geography.
The more effectively we do this, the
greater our return. It is doing the right
thing with an incentive attached. 

From an event manager’s perspective,
radio’s renewed sense of mission should
translate into an unprecedented opportu-
nity, but only if you pursue it, and then
use this new brush to paint pic-
tures and craft messages with as
much care and attention as evi-
denced in that ocean of “other”
Pinnacle entries. 

If relevance is the goal, then
content is the means by which
to achieve it. More to the point:
it is not enough just to hear our-
selves talk. We need something
to talk about. But do not con-
fuse this as synonymous with a
free lunch. Economic considera-
tions will continue to be a factor
in determining with whom and
to what degree a station or sta-
tion group will align with an
event. While stations do value
opportunities for involvement
and visibility – we pursue the
same goodwill that other spon-
soring entities do and for similar
reasons – we are also realists. We
cannot support everything. We
cannot be everywhere.

In fact, while the goal of the
medium is to be more relevant,
the resources to achieve it are
slow to materialize. In radio
groups, the dominant voices in
most communities, support
staffs are typically stretched
across several stations.
Consequently, we are challenged
to take full advantage of the opportuni-
ties for visibility that are afforded us at
events themselves. We simply lack the
staff and budget to man every booth at
every event seeking our support. We –
you and us together – need to consider
other means to reward and recognize sta-
tions for rolling out the promotional red
carpet. As much as you can benefit by
radio’s help, we need your help to devel-
op and define tangible benefits that go
beyond logo placement on a flier or in
the last half-second of a television spot.
(Or the even less compelling “getting our
name out there” – the shapeless trash
heap of sponsorship benefits.)

So what do we look for? Most of all,
fairness and equity. With each negotia-
tion, we become more and more dissatis-
fied with providing thousands of dollars
in airtime and production services for
nearly invisible recognition. Realizing the
limitations of our staffs, offer help where
you can. In addition to noticeable logo
presence (defined as one that does not

require a magnifying glass), give us a
place to be and something to do come
event day. Maybe it is attaching the sta-
tion to an information booth manned 
by volunteers, where there is built-in
activity but without the all-day-every-
day demands against our staff. Sharing 
a booth or space with another company

can provide a similarly welcome oppor-
tunity. The chance to emcee functions
inside an event provides for visibility 
at peak times, again without the long
commitments of time from a short 
staff. While your event may last a day 
or a weekend, there is another one next
week or the week after that our person-
nel will again be asked to support.
Helping us maximize our return in 
time-efficient ways is one of the most
tangible and appreciated benefits of a
promotional partnership. 

All that said the budget is still what
matters most. A win-win scenario is one
in which we negotiate a campaign com-
prised of both promotional and com-
mercial elements – paid commercial
advertising is the foundation, which 
may then be supplemented by promo-
tional elements including live and prere-
corded announcements, on-air inter-
views, remote broadcasts, presence on a
well-trafficked radio station website or 
e-publication to a listener database. 

For events lacking a meaningful adver-
tising budget, other less traditional but
increasingly common models are being
developed. For example, an event manag-
er may provide a certain number of
sponsorship packages to the radio station
to sell on its own. These typically include
the standard benefits you would provide

to sponsors sold by your own staff,
but are likely to include expanded
airtime packages. Presented by the
station’s sales staff, this revenue-
sharing option creates a different
kind of partnership between the
station and your event – it allows
the station to recoup the costs
associated with sponsorship and
perhaps even enjoy a modest prof-
it. In doing this, the station’s
often-larger sales staff may open
doors that would otherwise be
closed to you, and these “sell-
through” packages can often be
shaped to protect existing sponsors
from category conflicts. The under-
lying premise is a percentage of
something is more than all of
nothing. This type of partnership
is plainly more difficult to manage
and requires trust and open com-
munication between consenting
adults, but it has proven to be a
viable option for marketers and
for broadcaster, in some instances.

The decision whether to align
with a single station or radio
group in your market versus
remaining neutral and freely acces-
sible to all media is also a signifi-
cant one. While larger events with
a healthy track record for atten-

dance might be able to sidestep spe-
cific allegiances and “spread it around” –
usually by assigning certain functions 
or sponsorships within an event to a
given station – the majority of events
cannot afford that luxury. So, are you 
further ahead to partner with a single
broadcaster, or to paper every station 
in town with public service announce-
ments? In my experience, developing a
partnership with a single radio station 
or group is often the better choice.
Having been party to countless negotia-
tions, I can tell you that the combination
of event exclusivity in tandem with the
competitive nature of broadcasters is a
powerful aphrodisiac. 

In cities of every size, radio stations
receive a constant flood of requests for
public service airtime from church
bazaars to benefit concerts, bake sales 
to chili feeds, walk-a-thons to hop-a-
thons, dance-a-thons and every other a-
thons in which you can think. In that 
climate, it is easy for any single event 
to be overlooked. Even with follow-up
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phone calls to news, promotion and 
program directors, you are likely to
receive a few mentions on a community
calendar at best. Too many events, not
enough room on the calendar, the math
just does not pencil out. 

From a sponsor’s perspective, includ-
ing media sponsors, if everyone is invit-
ed, nobody wins. And believe me, we
like to win. Exclusivity ensures that our
competitors’ banners and mascots will
not be within sight and
that their PA system will
not be within earshot. It
means that the audience
we help move to your
event will, in theory,
notice our alignment
with the event. The
unspoken message is -
we care about what they
care about. 

This goodwill has a
marketable value just as
does airtime.
Conversely, a non-exclu-
sive event holds about
the same value as a t-
shirt or poster straining
under the weight of a
dozen or more thumb-
nail-sized logos – a
“Where’s Waldo”
approach to marketing
in which, again, no one
benefits. Events that
group stations together
in a haphazard “radio
row” are among the
worst offenders. And
while we’re on that sub-
ject, please don’t ask us
to participate in friendly
“competitions” with per-
sonalities from compet-
ing stations. 

The good news in
radio’s post-consolida-
tion is that alliances
may not be limited just
to a single station. In
the past, when owners
held at most one AM
and one FM in a given mar-
ket, single-station partnerships were
more limiting. Now, exclusivity is most
often defined as group exclusivity, nego-
tiated across several stations with an
ownership cluster. Radio groups in many
cities and even smaller communities now
reach combined audiences that rival tele-
vision and surpass print media, frequent-
ly by significant margins. 

To capitalize on this, radio groups may
select one or two stations to lead a pro-
motional campaign. They will receive the
benefits of logo placement and on-site

visibility while supplemental schedules
are provided on sister stations inside the
cluster to broaden overall reach and
impact. This is not always true, particu-
larly if the demographic fingerprint of a
given station in the cluster does not
match the profile of an event. But it is a
common consideration. 

In the end, the siren song of exclusivity
raises you above the surrounding noise of
competing event marketers. In addition to

ensuring better coverage, a typical agree-
ment will also preclude the station from
sponsoring a competing event held in the
same window of time. (It is important,
however, to carefully define the terms of
such an arrangement.) 

Once the negotiation is complete and
commercial and promotional commit-
ments formalized, the last step is execu-
tion – which is incidentally where this
discussion began. 

Scheduling airtime and personnel are
fairly straightforward administrative

functions. That leaves message 
development. 

In perfect circumstances, I unfailingly
recommend that you hire a professional
copywriter and producer for your project.
In the same way you would tap the serv-
ices of a graphic designer to develop a
poster or other printed material, choose
someone who has experience crafting a
compelling, three-dimensional message
for radio. I am frequently amazed by

event coordinators
who hire professional
expertise in graphic
design or in the cre-
ation of a television
ad, but elect to write
and voice their own
commercial for radio.
Hire expertise. 

Usually, the radio
station or group pro-
vides in-house pro-
duction staff to help
in the creative devel-
opment of your
advertising. This is
often just as effective
as bringing in a third-
party producer. Either
way, it is important
that you have as
much of an ear for
radio as you might an
eye for design.
Knowing what you
want, what you don’t
– and understanding
the difference
between the two is
your job. While I will
not pretend to offer
an all-encompassing
primer on the subject
here, let me provide a
few suggestions and
points that may help
as you weigh the
potential effectiveness
of a given message. 

The first impulse of
many advertisers is to
throw everything they

have at a 60-second radio
message. Models, descriptions, prices,
phone numbers and addresses, terms of
sale, hours and every other applicable
fact having to do with whatever it is they
are talking about. In a catalog, this is
fine; in a print ad, maybe; but in a radio
message – no way. Think about it. When
was the last time you wrote down a
phone number you heard on the radio?
Can you really recall the street address
given at the end of an ad 10 minutes
ago? A radio commercial that cites a
laundry list of statistical data becomes

Human beings love stories. We
learn through storytelling and
share through storytelling. Our
favorite stories relate to us per-
sonally; they draw us in by
using something we already
know and then take a turn we
would not have thought of left
to our own devices.
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Dan McColly is Operations Manager 
for Journal Broadcast Group in Boise,
Idaho. He can be reached at
dmccolly@journalbroadcastgroup.com.

background noise in the same way a for-
est of logos become, in effect, none.
Here’s a typical example: 

Saturday and Sunday, June 2 and 3,
from 9:30 until 6, Jessop’s Food Stores
present the Midwestern Geological
Society of America’s third annual Quartz
and Fossil Festival, in cooperation with
the Bank of Sheridan and Power Tools 
R Us. Join 105.7 The Rock FM and Biz-
Niss Automotive for over 64 exhibits, 
3 _ seminars, a rock-climbing wall, an
Astro-Jump, and $2 hot dogs. Call 
555-2544 for more information, or see
us online at www.quartzandfossilfesti-
val.org, or www.fossilsandquartz.net.
There’s no other place to be this week-
end than the Midwestern Geological
Society of America’s Quartz and Fossil
Festival, presented by Jessop’s Food
Stores and the Bank of Sheridan.
Admission, $6 general, $4 seniors, 
$3 for kids six to 
12, and kids under six free. Geological
Society members, take another dollar
off. Call 555-2544 for details. See you
Saturday and Sunday, June 2 and 3, at
Northeastern Midwestern Fairgrounds.
Don’t miss it. Produced by Somewhat
Incredible Productions, a division of
Wildly Incredible Productions, Limited. 

Fascinating…on the other hand,
human beings love stories. We learn
through storytelling and share through
storytelling. Our favorite stories relate to
us personally; they draw us in by using
something we already know and then
take a turn we would not have thought
of left to our own devices. In the end,
we are our stories. It seems obvious then
that a good radio ad should begin with
that premise. But there are other pitfalls.
For example:

[Male 1] Hi, Jim. 

[Male 2] Hello, Scott. 

[Male 1] Say, are you headed to the third
annual Midwestern Geological Society of
America’s Quartz and Fossil Festival,
offered in coopera-tion with the Bank of
Sheridan and Power Tools R Us? 

[Male 2] I dunno. 

[Male 1] Well there will be over 
sixty-four exhibits, three and half seminars,
a rock-climbing wall and 
an Astro-Jump! 

[Male 2] An Astro-Jump? 

[Male 1] Yes. 

[Male 2] Oh, I remember now. 
105.7 The Rock FM and Biz-Niss

Automotive are sponsoring that, 
aren’t they? 

[Male 1] Uh-huh. So is the Bank of
Sheridan and Power Tools R Us. 

[Male 2] Wow. How can I find out more? 

[Male1] Just visit the websites. 
Either www.quartzandfossilfestival.org, 
or www.fossilsandquartz.net, or call 
the Midwestern Geological Society 
of America at 555-2544 for more. 
That’s 555-2544.

[Male 2] Can I take my kids? 

[Male 1] You bet. Admission is just …
and so on.

I would finish it, but I would feel
guilty subjecting you to it and, besides,
you would never read it all anyway. 
You would just skip ahead, which inci-
dentally makes the point. This is what 
I like to call “the conversation heard
nowhere else in nature.” It is typical of
beginning copywriters who try to take a
step toward “creative,” but turn left when
they should have turned right. Artificial
discussion aside, there are still too many
facts to juggle, too many people to
please and, again, nothing interesting,
compelling, relatable or memorable. 

Suggestions? First, tell a real story, 
or at least one that could be. If you are
using dialogue and characters, write a
genuine could-really-happen-on-a-street-
corner conversation. Sell benefits. Sell
fun. Limit the content to a few simple
points and focus the message toward
those. Use music and sound effects
(sparingly) to add momentum and to
paint the pictures you could not afford
to paint in any other media. Eliminate
the distraction of phone numbers and
street addresses -- that’s what phone
books are for. And do not over-promise
in sponsorship packages. The net result
might be: 

[sound effect: room interior, door opens]

[Female 1] I’m headed out; need 
anything? 

[Male 1] Before you go … do you know
where my hardhat is? 

[Female 1] Haven’t seen it. 

[Male 1] Or my rock hammer? It’s the
one with the pointy end on it. 

[Female 1] I think I used it to hang the
picture of your mom in the back of the
fireplace. 

[Male] Well I can’t leave without it. I don’t
wanna look like an amateur or something
at the Quartz and Fossil Festival. 

[ANNC] Take plants and animals, add
sediment, pressure and geologic time,
and you have all the makings of the
Quartz and Fossil Festival, presented 
by the Midwestern Geological Society 
of America and Jessop’s Food Stores.
Perform do-it-yourself carbon-dating in 
the ’Rocks that Talk’ exhibit. In the main
Quartz Pavilion, learn to identify alpha 
and beta quartz by cleavage, fracture 
and hardness, just like the pros do. 

[Male 1] Honey, you got paint on my 
rock hammer! 

[Female 1] Sorry. But here, maybe I 
can make it up to you. 

[sound effect: road grader, backup alarm]

[Male 1] A Caterpillar D9 Dozer! 

[Female 1] It’s your ride. I mean, you
don’t want to look like an amateur, do you? 

[ANNC] For more, look online at ’fossil-
sandquartz-dot-net.’ The third annual
Quartz and Fossil Festival ROCKS – 
this weekend, all day both days at the
Northeastern Midwestern Fairgrounds.
Sponsored by Bank of Sheridan, Power
Tools R Us – and 105.7 The Rock FM. 

Granted, this may not win an award
either. But the exaggerated conversation
paints a relatable picture while the 
narrative bears the essential facts. And
with radio you can even afford to hire
out that D9 Caterpillar. The implication:
fun festival. Memorable? Well, I was a
judge last fall, perhaps you can be a
judge the next time. 

Clearly, there are thousands of creative
approaches to developing a compelling
message, and a nearly equal number of
ways to structure meaningful partner-
ships with radio stations. The point is if
you have not been working as effectively
as you could with local radio then I am
here to ask you for the order. Call them.
Local radio stations are ready to work
with you now that they have back their
voice. With luck, maybe we will even
hear your radio entry in the Pinnacles
next fall. I mean I could use a couple
new ideas myself.
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Foundation

Foundation Here
to Serve You

Recently the Board of the IFEA
Foundation had the pleasure of authoriz-
ing a check totaling $53,400.76, payable
to the International Festivals & Events
Association. The money funded expenses
relating to speakers at 2003 CFEE and
advanced professional courses, the
Anaheim conference keynote speaker, 
i.e. magazine, library resources,
and affiliate chapter 
support activities. In
short, every dollar
given to the associ-
ation by the
foundation was
given back to
the IFEA mem-
bers in the
form of educa-
tion and mem-
ber services.

The IFEA
Foundation
exists for only one
purpose: to ensure
that the IFEA has the
resources to fulfill its edu-
cational mission. In 2003 that
purpose was accomplished at a record
setting level. Our goal for 2004 is to at
least double the revenue generated. What
does that mean to you? First, it means
that sometime soon the Foundation will
ask for your support in the form of
becoming a member and/or donating an
item for the auction at the Boston
Conference. Second, it means to be
aware of the fact that you are one of the
beneficiaries of these donations. As was
the case last year, and as will be the case
every coming year, funds generated by
the Foundation help to improve the
quality of IFEA educational offerings
while also offsetting some of the costs
incurred. Costs that would otherwise

have to be charged back to you in 
the form of higher membership and 
registration fees.

For those of you planning to attend
the annual conference in Boston there
will be yet another way to support the
IFEA Foundation – by having fun. Last
year, the Foundation party and auction,

as well as the special “Tournament 
of Roses Experience,” were rated

by attendees as the IFEA’s
best-ever social activities.

Being the professionals
that we know we are
there is only one 
way to deal with
that…ensure that
this year’s events 
are even better. 

In November 
the Foundation 

party will be held at
the Bay Tower, featur-

ing a breathtaking view
of the Boston harbor and

skyline. The accompanying
auction will contain the one-of-

a-kind items and experiences that
make the Foundation auction itself an
event like no other. And this year’s
“Newport (RI) Mansions Experience”
(the details are still being finalized)
promises to be as special as the 2003 
trip behind-the-scenes in Pasadena.

To those of you that have supported
the Foundation in the past, thank you.
To the rest, please consider making the
IFEA Foundation part of your plans 
for 2004!

Paul Jamieson, CFEE 
2004 IFEA Foundation Chairman

SunFest of Palm Beach
Tel: 561-659-5980

Email: pjamieson@sunfest.com

The IFEA 
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We are now well acquainted with the
year 2004, but the challenges and obsta-
cles that we will face as an industry dur-
ing the months ahead are still strangers
to us. What we can count on is change,
because change is inevitable (except
maybe from vending machines). I
encourage each of you to use the
resources of IFEA to prepare yourself for
the risks and opportunities that you will
face in 2004. Be flexible, be aggressive,
be inquisitive and be invested.

Having been an active participant in
IFEA programming since 1986, I know
firsthand the benefits of membership.
The network of individuals, the events
and services can provide an overwhelm-
ing supply of assets from which we can
draw -- often for the price of a long-dis-
tance phone call or a cup of coffee. Our
programming is the best in the business
when it comes to providing overall
training for the festival executive or
event producer.

In my own organization, the Kentucky
Derby Festival, we make sure that each
new event manager attends the annual
IFEA convention as a means of orienta-
tion and preparation for his or her new
career. I challenge you to do the same.
And remember your organization’s
important volunteers, as well. For over
20 years, we have taken our Board
Leadership to IFEA conventions and
seminars in an effort to expand their
knowledge and dedication to our event. 

Your IFEA Board of Directors recently
met in Ottawa, Ontario, Canada. In
spite of cold temperatures, we worked
feverishly to address the challenges of
IFEA and the concerns expressed to us
by you -- the membership. We will meet
again in June at the Oglebay Resort in
Wheeling, West Virginia – site of IFEA’s
new Event Institute at Oglebay. 

There is a significant amount of
change within the traditional structure
of our organization. The state chapter
system has been augmented or replaced
by regional divisions with a director

serving the IFEA members
in each of four regions.
I hope that you have 

corresponded with your
regional director and
shared your ideas and 
opinions about what you
need from IFEA. They need
your input.

Similarly, the Board is respond-
ing to changes in our environment
by recreating the governance process

so as to make it more conducive to 
the organization’s needs. The gover-
nance system is serving us well; but it 
is now time to make it more “user
friendly” so that those whom you have
elected to represent you can better com-
municate and participate in the opera-
tions of IFEA.

In this issue you will find several
interesting features on relationships.
Whether these are between organiza-
tions and volunteers, events and govern-
ment entities, or vendors and clients,
these interactions compose the founda-
tion of our success as event producers. A
friend of mine recently sought a seat in
Congress and often expressed the
thought, “It’s all about the journey.” I
could not agree more! We will seldom
hit a home run when we step up to the
plate, but the trick to being a special
event all-star is to play the game and
constantly learn as we play. Whether
your journey leads you to a career in fes-
tival production, a role as a vendor or a
key volunteer in an event, your success
will be determined in a large measure
by the relationships you build.

On behalf of IFEA and your Board of
Directors, we appreciate the opportunity
to make service to this organization a
part of our collective journey. We are
grateful for the relationships we have
made in the past and look forward to
forging ahead with you during 2004 to
make friends of those challenges we
now see as strangers. 

Michael E. Berry, CFEE 
2004 IFEA Board Chair

Kentucky Derby Festival
Louisville, Kentucky USA

Tel: 502-584-6383
Email: mberry@kdf.org

The Importance of
Active Participation

The

Board Table

In my own 
organization, 

the Kentucky Derby
Festival, we make

sure that each new 
event manager

attends the annual
IFEA convention as 

a means of 
orientation and 

preparation for his 
or her new career. 
I challenge you to 

do the same. 
And remember 

your organization’s
important 

volunteers, as well.
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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

L. Wright Tilley, CFEE
Wright Tilley is Vice President of RCS

Productions, Inc., an Atlanta, Georgia, based
entertainment and event production compa-
ny. As an event producer and consultant for
RCS, he produces more than 50 concerts and
events annually for fairs, festivals, radio 
stations, civic celebrations, and corporations.
The majority of his work includes brokering
national and regional performing groups,
overseeing all production aspects such as
sound & lighting, staging, travel and produc-
tion schedules and assisting in site design 
and operational logistics. 

Wright and his colleagues at RCS believe 
in hands-on personalized service. “Of the
many hats that I wear at events, a major role
is to serve as the liaison between performers
and event staff, which often have differing
opinions on how an event should run,” he
said. “Keeping the celebrities, sponsors and
event staff happy can be a taxing experience,
but the rewards of a successful event keep 
you going. It is amazing and gratifying to
look out at a crowd of thousands enjoying a
concert or event and realize that you were
instrumental in bringing all these people
together to celebrate and enjoy life.”

Prior to joining RCS Productions, 
Wright served as the Director of Operations
for the Macon, Georgia, International Cherry
Blossom Festival. The festival is a 10-day cele-
bration that includes more than 300 events.

“I learned a great deal about sponsorship
and volunteer programs in Macon. I am con-
vinced that festival founder, Carolyn Crayton,
could sell ice to Eskimos. Of course the ice
would have to be pink!”

Wright’s festival and event career began in
1989 at Jekyll Island, Georgia, where he
served as the Recreation and Special Events
Manager for the Jekyll Island Authority. His
duties included managing the tennis center
and miniature golf complex, coordinating
recreation programs for convention groups
and producing all of the island’s annual
events. While at Jekyll, Wright created the

Continued on page 59

18296_IE_Winter04  5/3/04  4:21 PM  Page 49



48 INTERNATIONAL EVENTS 2004

IFEA Update

IFEA Boston
Where Everybody Knows Your Name

One of the best
things about an IFEA
convention is the chance
to get together with your
peers, to share common
challenges, new ideas and to
enjoy a special camaraderie
with industry peers who often feel
more like family than professional colleagues. In the tradition
of the famous television show "Cheers", we invite you to join
us for the IFEA’s 49th Annual Convention & Expo Experience,
November 9 – 12, 2004 in historic Boston, Massachusetts,
"where everybody knows your name", or will before the end 
of the convention.

Featuring some 100 educational sessions, round tables, and
affinity group exchanges on the wide range of industry topics
from sponsorship & other revenue sources to personnel &
human resources, from technology and event development to
operations and volunteer development, all the issues, trends
and answers are at the IFEA convention, presented by the top
professionals in the field.

Additionally, you’ll have access to the Expo Experience, the
largest trade show in our industry focused on the needs of fes-
tival & event decision-makers; the IFEA Cyber-Cabaret; and the
renowned Dixie Flag Hospitality Suite – the center of the net-
working universe. You’ll enjoy multiple social activities (includ-
ing our Closing Night Party at a replica of the Cheers bar at
Faneuil Hall, complete with regulars Norm & Cliff), special
keynote speakers like Jud Hale, Editor-in-Chief of The Old
Farmer’s Almanac and Jean McFaddin, Producer (retired) of 

the Macy*s Thanksgiving Day Parade, and special IFEA
Foundation events like the popular IFEA Foundation Night
Party & Auction (with one-of-a-kind deals on untouchable
travel, services, and event-experience packages) and this year’s
"Newport (RI) Mansion Experience", including the film loca-
tion for The Great Gatsby and True Lies. 

Include with the above opportunities special Certification
(CFEE – Certified Festival & Event Executive), Advanced
Professional and New Professional classes (November 8 & 9) and
a city full of history just waiting to be explored and discovered,
and it all adds up to the most valuable and important invest-
ment that you can make both professionally and personally. 

So plan now to join us in Boston this November. Watch our
web site at www.ifea.com for a full schedule, including speaker
and registration information. And don’t forget to bring your
staff, board and volunteers to spend some valuable time with
your IFEA peers, as well. We’d love to learn their names, too.
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We are pleased to announce that our 50th
Anniversary IFEA Convention & Expo Experience will 
be held September 12 – 16, 2005 in San Antonio, Texas.
Home of the famous Alamo and many IFEA members,
San Antonio is one of America’s most unique cities, 
resonating with the colors, sights and sounds that make
it the perfect location for this very special celebration.
The beautiful San Antonio Marriott Rivercenter, located
on the spectacular Riverwalk, close to historic sites,
shopping, restaurants and more, will help us welcome
our IFEA friends and family as we celebrate the past,
present and future. 

"Remember the 50th" by marking your calendar 
now and making plans to join us for an unforgettable
experience.. San Antonio is the ideal location to plan 
an extended vacation and we encourage you to consider
bringing your real family to meet your IFEA family.
Reward your staff, board and volunteers, by bringing
them along, and join us as we remember our own 
history and look to the future.

The IFEA San Antonio host committee, co-chaired 
by Chuck Blische of Fiesta San Antonio, Kaye Wolfe 
of Dixie Flag, and Mindy Rabinowitz of Promotional
Management Group, is already working on making the
50th Anniversary the best IFEA convention ever, and
with help from their Texas peers we are sure to experi-
ence a Texas-sized celebration. If you are interested in
helping with the planning for the 50th Anniversary IFEA
Convention & Expo Experience, please contact any of
our host committee co-chairs or the IFEA office.
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The IFEA, in partnership with DANI, a professional education
organization based in Las Vegas, Nevada, is pleased and excited
to announce the creation of the new Event Institute at Oglebay
(EIO), hosted by The National Training Center at Oglebay Resort
and Conference Center in Wheeling, West Virginia.

EIO is designed around the concept of bringing industry 
professionals at all levels, interested in learning about every
aspect of the events industry, together with the most highly
respected and experienced professionals in the field, who will
serve as instructors. The EIO management board, together with
the IFEA Academy of Event Education, will select instructors.
The institute will offer an Event Management Diploma to those
completing two years of the intensive one-week continuing
education program. Completion of the Event Institute will 
ultimately become a pre-requisite for the IFEA’s professional
certification program (CFEE), which requires a combination 
of top-level experience and education.

EIO will offer 19 classes in the first year and another 19 class-
es in the second year. Students will live on-site at Oglebay with
their professional peers and instructors during the one-week
institute each year.

Pat Christenson, owner of DANI and President of Las Vegas
Events, who developed the concept, expressed his excitement
for the new venture. “I believe there is a void for a comprehen-
sive training and educational experience for event industry pro-
fessionals. The Event Institute at Oglebay will not only fill that
void at an equitable price, but offer a unique opportunity for
event professionals to interact with experts and peers from all
areas of the event industry”. 

“EIO would not be possible without strong partners”, contin-
ued Christenson. “IFEA President & CEO Steve Schmader immedi-

ately embraced the concept and worked with DANI to get it off
the ground. From a site perspective, I have worked as an instructor
and Regent for the Public Assembly Facility Management School
for ten years and in that time, I have had the opportunity to work
closely with Oglebay Resort and Bill Koegler. I don’t believe that
there is a better place in the country for a school of this kind”.

“The Event Institute at Oglebay represents the kind of quali-
ty, professional programs that the IFEA is working to build for
our members and other industry professionals as we look to
the future,” said Schmader. 

The Event Institute at Oglebay will be the 10th Professional
Management Institute hosted by Oglebay, which has been in 
the “business” of education since 1965. 

Over 2,000 professionals in various fields and disciplines
attend institutes at Oglebay each year, surrounded by the spec-
tacular outdoor scenery of West Virginia. The majority of the
attendees are in the leisure service and delivery businesses of
parks and recreation, zoos, amusement parks, and entertainment
venue management. Oglebay Resort is an IFEA member and pro-
duces a number of award-winning events, including America’s
largest light show, the Winter Festival of Lights at Oglebay.

Bill Koegler, long-time Director of the National Training
Center at Oglebay, is assisting the IFEA and DANI in the logisti-
cal set-up of the Institute and will serve as the Education
Director of the Institute as well as the Oglebay Liaison. Koegler
has successfully developed a number of the schools at Oglebay
and currently serves as the Liaison to the Public Assembly
Facility Management School hosted by the International
Association of Assembly Managers.

“I am excited to be associated with the professional organiza-
tions sponsoring the new Event Institute,” said Koegler. “I am a

IFEA Update

IFEA ANNOUNCES NEW 
EVENT INSTITUTE AT OGLEBAY
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member of both the IFEA and the NRPA and see this as an excel-
lent opportunity for Parks and Recreation managers and staff to
learn the concepts and intricacies of special event management
from the professionals. Oglebay is the perfect site to meld the best
of both disciplines.”

While flying the IFEA flag, as its’ founding and presenting spon-
sor, ultimately EIO and IFEA will partner with multiple event-
related organizations and associations who will participate in the
creation of the curriculum. 

The Event Institute at Oglebay will begin its first class in August
of 2005. Registration will open in August of 2004. Watch for more
information in “ie” and on the IFEA web site at www.ifea.com.

Other Oglebay Schools:

Ice Arena Institute of Management
Presented by the Ice Skating Institute

Supervisors’ Management School
In cooperation with North Carolina State University

National Institute of Golf Management
In cooperation with the National Golf Foundation

Park & Recreation Maintenance Management School
Presented by the National Recreation & Park Association in cooperation
with North Carolina State University

Schools for Zoo & Aquarium Personnel
Presented by the American Zoological Association

School of RV Park & Campground Management
In cooperation with the National Association of RV Parks & Campgrounds

Business Institute for Revenue Development and Management
Presented by the National Recreation & Park Association in cooperation
with North Carolina State University

Medical Transport Leadership Institute
In cooperation with the Association of Air Medical Services

Public Assembly Facility Management School
In cooperation with the International Association of Assembly Managers
Foundation

Call direct or have your insurance agent contact us at:
800-553-8368

www.kandkinsurance.com

BENEFITS INCLUDE:

Custom Insurance Programs for:

• Themed Attractions

• Fairs & Festivals

• Parades

• Special Events

• Concessionaires

• Vendors

• Broad Coverages

• Superior Customer
Service

• Competitive Rates

• Specialty Insurance
Programs since 1952
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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.I F
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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

18296_IE_Winter04  5/3/04  4:29 PM  Page 54



2004 INTERNATIONAL EVENTS 53

WORLDMUSIC EXHIBITION
OFFERS SPECIAL 
IFEA DISCOUNTS

Thanks to the efforts of our affiliate partners at IFEA
Europe, IFEA members worldwide can receive a special 
discount to attend WOMEX (Worldmusic Exhibition) 
scheduled for October 27 - 31, 2004 in Essen, Germany.
IFEA members will receive the following discounts:

Register before June 25th: 115 Euro (normally 170 Euro)
Register between June 25 and Sept. 17: 150 Euro (normally 220 Euro)
Register between Sept. 18 and Oct. 15: 170 Euro (normally 250 Euro)

For More Information about WOMEX plus Registration
Forms go to: www.womex.com. Be sure to write clearly 
on your Registration Form that you are an IFEA member.

For those planning to attend WOMEX, IFEA Europe will
be hosting a hospitality area on-site, allowing you to take 
a break and visit with your professional peers.

IFEA Member and multiple Pinnacle Award winner Admagination Studios
is offering an all-new IFEA “Bottom-Line Benefit” for members that will have
people singing. Specializing in advertising, marketing, branding, and imag-
ing, through custom audio jingle packages and production songs,
Admagination is offering (IFEA members only) up to 50% discounts off 
of normal package prices with no cost over-runs guaranteed. Here’s your
opportunity to extend the remember-ability of your radio and television
advertising, or to create a special moment of magic by having your own 
fully scored custom song performed at your next event opening or closing,
for a fraction of normal studio rates. Packages can work effectively for events,
services or products alike, so be creative. For more information go to
www.admaginationstudios.com/ifea/blbpage.htm or call Admagination
Studios at 208/286-SONG (7664).

MUSIC LICENSING DISCOUNT
Many IFEA members have taken advantage of the special

SESAC music-licensing discount as they sent in their 2004
membership renewal forms. SESAC, the only licensing
organization that is currently a member of the IFEA, offers a
special 15% discount to IFEA members only on this legally
required obligation by any event/organization using copy-
righted musical performance/playback as part of their pro-
gramming. “This comprehensive, discounted license allows
IFEA members easy access to all songs in SESAC’s vast reper-
tory,” says Tim Hoynes, SESAC’s Director of General
Licensing. “It’s all part of SESAC’s ongoing effort to make
life better for our licensees by simplifying and streamlining
the business of performing rights.” For those who have not
yet done so, you may take advantage of this valuable
“Bottom-Line Benefit” throughout the year by contacting
IFEA Member Services at 208/433-0950 Ext. 1 or by e-mail
at beth@ifea.com . For questions regarding SESAC coverage
specifically please contact Tim Hoynes, Director of General
Licensing, at 770/419-2181 or thoynes@sesac.com.

NEW MEMBER BENEFIT WILL HAVE PEOPLE SINGING

+ =
Newville Candle Company

1-800-387-1044
www.newville-candles.com
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he fact that festivals generate eco-
nomic effects has been demonstrat-
ed in various studies. Expenditure
by visitors has a positive impact on

local and regional economies, directly, as
well as indirectly. The cultural image of a
city receives an incentive from festivals
and events as well. Subsequently a lively
cultural climate makes a town an interest-
ing place of establishment to companies
and residents of substance. In many towns
this type of economic argument is increas-
ingly used in the design of
their cultural policy.
Whereas clarity exists
with respect to the
economic value of
festivals, a lack of
knowledge con-
cerning their
social value is evi-
dent. What do fes-
tivals mean to the
urban population?
Johan Moerman of
Rotterdam Festivals, who is
responsible for the co-ordination of the
numerous festivals of which Rotterdam
can boast, charged me with the task of
taking a closer look at this issue and to
examine it in greater detail. Interesting
and significant findings emerged from the
research. This article presents a survey of
the most striking conclusions.

A tricky point in the research was to
determine how the social value of festi-
vals should be measured. It was decided
to look at the contribution of festivals
with respect to the social integration of
the inhabitants of Rotterdam. The signif-
icance of festivals to three aspects of
integration was examined: Rotterdam’s

labour market, cultural participation 
on the part of the citizens of Rotterdam
and voluntary work. Rotterdam festivals
proved to play an important role in all
three areas. 

Employment, Cultural
Participation and Festivals

The leisure sector is one of the main
pillars of the municipal economy in
Rotterdam. The festivals, with over two
million visitors annually, constitute a
major part of this sector. The expendi-
ture of all those festival-goers creates a

growth of local employment. In the
research it was calculated that the
Rotterdam festivals yielded almost
500 years of employment in 2000.

As 2000 was a year with relatively few
festivals on account of the activities sur-
rounding the European Soccer
Championships, it is a fair assumption
that even more employment has been
created over the subsequent years. So
Rotterdam’s festivals have a positive
impact on the municipal labour market,
and as a result more people are able to
find jobs in the city.

In addition to the fact that festivals
create employment, it has become clear
that festivals are attended by a highly
varied public. Rotterdam is a city where
over 160 nationalities live. More than

40% of its residents are immigrants. In
various policy documents the municipal
authorities express their concern with
respect to the cultural participation of
the alien sector of the population.
According to the local authorities,
Rotterdam’s youngsters are not suffi-
ciently attracted by the supply of culture
either. That is why it may be called a
striking fact, to say the least, that young-
sters and immigrants are exactly the
ones who are lured by the festivals.
Whereas other cultural institutions, 
such as theatres and museums, fail to
draw young people and aliens, it turns
out that the Rotterdam festivals are 
successful in this respect. Therefore it
can be said that the supply of festivals

fits the demand from Rotterdam’s 
population well. 

Festivals and Volunteers
The relation between festivals and the

volunteers who work there was part of
the research as well. Volunteers were
interviewed from two separate festivals –
the Summer Carnival and the Rotterdam
Street Theater Festival. During the
Summer Carnival, an extensive street
parade with a Caribbean slant featuring
over 2,000 participants moves through
the center of the city. The Summer
Carnival is by far the largest festival in

T

By Hans Huurman
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Rotterdam. In 2003 it attracted 700.000
visitors. Volunteers of the Rotterdam
Street Theatre Festival were interviewed
as well. During this festival street-theatre
shows are performed at various loca-
tions in the city centre. It is a medium-
sized festival with 175,000 visitors in
2003. I asked the volunteers questions
on different aspects of voluntary work,
the festival itself, and the town of
Rotterdam.

The first striking aspect is that there
are two ways in which volunteers decide
to help with the organization of a festi-
val. The first is not so conspicuous: they
had already made up their minds to

enter into voluntary community activi-
ties, and end up with a festival as a
result. The second way is much more
interesting. The interviews demonstrate
that there are a lot of volunteers who
applied because the festival appeals to
them. For those people a visit to a festi-
val is a reason to register as a volunteer.
So the nature of the festival leads to new
volunteers. This is a case of a clear inter-
action between the festival and its vol-
unteers. That is how the festival pre-
serves itself. Besides, the festival volun-
teers create the opportunity for a festival
to take root in the town. On the one
hand they are bound to their town as
inhabitants, on the other hand, they 
are bound to the festival as volunteers. 

A second finding is that all volunteers
indicate that over time Rotterdam’s festi-
vals have become part of the town. They
are of the opinion that the festivals have
obtained a major significance to the citi-
zens of Rotterdam. They bring life to the
city. In addition, the volunteers think
that the numerous festivals create more
mutual respect among the various sec-
tions of the population in Rotterdam.

It turns out, thirdly, that nearly all vol-
unteers are engaged in other voluntary
work besides the festival. The work
varies from being a volunteer at baseball

events to working at a seniors home.
Also many of the volunteers interviewed
indicated that they work as volunteers
for other festivals too. And half the
respondents exert themselves for their
own neighbourhoods. So it is a question
of great social engagement. Or, as one
volunteer told me: “I think it must be in
your nature a bit, otherwise you would-
n’t do work like this. It’s just something
that’s in you.”

The final significant outcome of the
interviews with the festival volunteers is
that all of them indicated to be proud of
Rotterdam. All volunteers declared that
they trust the way in which the town is
governed. This is in keeping with a theo-
ry of the American political scientist
Robert Putnam, in which he stated that
a lively civil society, with a great deal of

Hans Huurman a student at Erasmus
University Rotterdam, researched the
social impact of festivals in Rotterdam
for Rotterdam Festivals, the central
coordination body for more than 40 fes-
tivals that the city hosts each year. Hans
can be contacted through Rotterdam
Festivals, www.rotterdamfestivals.nl.

voluntary initiative on the part of its citi-
zens, leads to greater trust in politicians. 

Conclusion
What the organizers of the Rotterdam

festivals learned from the research is it
can be maintained that the festivals
make a positive contribution to the
social integration of the population of
Rotterdam. The festivals provide more
employment, a broad cultural participa-
tion of the citizens and an incentive to
the world of volunteers. Also, the festival

volunteers provide an opportunity for
the festival to take root in the town. This
research makes clear that festivals, in
addition to all the economic effects that
have been demonstrated, yield social
results as well. Festivals are important to
the population of Rotterdam in various
ways, just as they would likely be found
to be important all around the world
through similar research.
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MARK YOUR CALENDAR!
IFEA COMES DOWNUNDER …

…to the Southern Gold Coast of Australia
Plan now to join us June 11 - 13, 2004

The IFEA National/ International
Festivals & Events Conference will
take place at the beautiful TWIN

TOWNS SERVICES CLUB RESORT,

nestled on the border of the
Queensland Gold Coast and Tweed
Heads in New South Wales, as part
of the popular WINTERSUN

FESTIVAL, Australia's leading 50's &
60's Music and Nostalgia Festival
featuring Hot Rods, Custom and
Classic Cars, Dance Competitions,
Street Parade, Rockabilly, Jive, Rock
& Roll, Bands, Artists and Entertainers.

The IFEA Downunder Conference
will offer a wide array of top-rated
speakers and presenters from
overseas and across Australia
(regional and state). Topics will
include operations, marketing,
sponsorship, volunteer management,
government relations,  risk
management, programming,
parades, merchandising, evaluation,
children’s events, themed festivals,
arts, youth, state & national
celebrations, and much, much more.

Come rub shoulders with over
200+ festival & event organizers who
enjoy sharing their knowledge and
experience about festivals and events.
Learn from their ideas and bring along
some of your own to share.

In addition to educational sessions
and networking opportunities,
conference attendees will also have
the opportunity to experience first-
hand the fun, color, music and

excitement of the popular Wintersun
Festival & Parade at Coolangatta!

Don’t miss this unique opportunity
to rejuvenate both your professional
and personal life! Plan now to join
your friends and peers for the
IFEA Downunder Conference,
June 11th – 13th.

FOR A SUMMARY OF IFEA
DOWNUNDER SESSIONS AND
SPEAKERS GO TO THE
AFFILIATE CONNECTION
SECTION AT WWW.IFEA.COM

FOR MORE INFORMATION:
Barry W. Wilkins OAM
Australia’s Representative to IFEA
World & Chair IFEA DownUnder
Conference 2004
PO Box 140 Mount Barker SA 5251
Telephone/Fax: (08) 8391 1789
e-mail: barry@dcmtbarker.sa.gov.au
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UPCOMING 
IFEA EVENTS

IFEA Europe Behind-the-Scenes
"Doordt in Stoom" 
May 14-16, 2004
Dordrecht, The Netherlands
Contact the IFEA Europe Office at 
+31 23 534-8482 or office-ifea@planet.nl

IFEA DownUnder Conference
June 11-12, 2004 – Twin Towns 
Services Club Resort
Southern Gold Coast/Tweed Heads, Australia 
Contact Barry Wilkins at 08-8391-1789 or
email to barry@dcmtbarker.sa.gov.au

China Festivals & Events 
International Forum
June 23-26, 2004
Hong Kong, China
Contact Tong Zheng at tongya@hotmail.com

IFEA Europe Mini Behind-the-Scenes
July 9-11, 2004 – Vestfold Festspillene
Tonsberg, Norway
Contact the IFEA Europe Office at 
+31 23 534-8482 or office-ifea@planet.nl

IFEA Europe Mini Behind-the-Scenes
July 11, 2004 – Kunst und Austellungshalle
Bonn, Germany
Contact the IFEA Europe Office at 
+31 23 534-8482 or office-ifea@planet.nl

Texas Festivals & Events Association
Annual Conference (TFEA)
July 15-18, 2004 – Hyatt Regency 
Austin, TX 
Contact Penny Reeh at (830) 990-0180.

IFEA Europe Mini Behind-the-Scenes
July 30-31, 2004 – Summer Carnival
Rotterdam, The Netherlands
Contact the IFEA Europe Office at 
+31 23 534-8482 or office-ifea@planet.nl

� Provides state-of-the-art wireless communication. 

� Increases per cap spending in Food & Beverage and Retail.

� Reduces shrinkage (cash drawer discrepancies).

� Allows for breakage (non-refunded cash left on band).

www.pdc-rfid.com

04IEADPlease mention code

� We offer low prices without hidden costs!

� Our superior service and customer satisfaction
sets us apart from other wristband companies.

� As an ISO-9001 manufacturer, the quality of our
products is guaranteed.

� Easy on-line ordering with custom imprinting
options and monthly specials.

� Tyvek®, plastic, vinyl, and direct thermal
wristbands in over 20 highly visible colors.

Order on-line www.visaband.com

Call Telesales today for FREE samples

800.255.1865
or Call 818.897.1111 or Fax 818.686.9315

Radio Frequency
Identification
(RFID) Wristbands 

wristbands
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“China Festivals & Events International Forum” 
Announced for June 23-26, 2004 in Hong Kong
“China Festivals & Events International Forum” 
Announced for June 23-26, 2004 in Hong Kong

Every year, China celebrates more than 4,000 festivals, which represents
a large, but undeveloped market. The “China Festivals & Events
International Forum” will be an integration of Festivals & Events research,
conference, trade talks and fun. The Forum will be held in the spectacu-
lar city of Hong Kong, China, June 23 - 26, 2004. Organizers invite all
IFEA members, worldwide, to join them and other event industry profes-
sionals and friends for this first-ever conference. China government offi-
cers from the Ministry of Culture and National Minority Committee along
with event specialists, scholars and representatives from over 100 cities
throughout China will gather at the forum to promote and further the fes-
tivals & events profession, to share information about common issues and
trends, and to conduct trade and development talks. In addition, atten-
dees will have the opportunity to investigate potential business opportu-
nities with festivals & events throughout China.

For More Information Please Contact:

Committee of China Festivals & Events International Forum
Beijing Hantang Century Culture Development, Ltd. 
Tel: 86-10-68632933 68632935 68632939
FAX: 86-10-68632936
Address: 35 LuGu Road, DianKe Mansion Room 606, Shijingshan
District, Beijing, China
Email: tongya@hotmail.com
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work and increase visibility. Try and
block book an artist with other venues
within your region and share travel costs.
Often a local hotel will serve as a spon-
sor and provide accommodations free of
charge. And, remember: just because an
entertainer performs on a smaller stage
for smaller people, it doesn’t make him
or her less of a professional than a per-
son who performs for adults.

Your children’s stage headliner will
more than likely be performing an
energized show two or three times
throughout the day, and will certainly
appreciate the same amenities offered
at the adult stages. Simply having a pri-
vate backstage area to re-group and
cool off between shows is a needed and
welcome respite. Having attempted to
“blow dry” my hair with my car’s air
conditioner, and hidden under my
prop table to change my soaking wet
shirt, I can’t tell you the value of a pri-
vate area with an electrical outlet!

Promote your stage entertainment
effectively. When you hire that profes-
sional children’s act, you will want
every child in attendance to see the
show. Make sure you get all the “who,
what, when and where” information
out there in a big way. Be sure to post
the entertainment schedule (with short
descriptions—including age appropri-
ateness) at many places around the fes-
tival grounds. Post a giant schedule
right in front of the stage as well. A
crowd always draws a crowd, so keep

the pace of your stage entertainment
moving quickly with no long breaks
between acts, if possible.

Carefully consider the size and place-
ment of the stage. First, it is important
to provide a stage of some sort.
Inevitably, kids will “inch up” as a
show progresses until they are right on
top of the performer, if allowed.
Speaking from my own personal expe-
rience, I can tell you that it is some-
what challenging to do the “Hokey
Pokey” with 12 children trying to stand
directly on top of your right foot. It is
extremely helpful to have a line of
delineation between the audience and
the performers, and even a small stage
area will help. The best stage height is
generally one or two feet. Tall enough
to get the entertainer up where all the
little ones can see, low enough for the
entertainer to be on an intimate level
with the kids. Be sure to have steps for
easy on/off access to the stage. 

Placement of the stage (and, for that
matter, every activity and station) is
one of the most important decisions.
Position the stage out of the direct sun-
light. You don’t want either the per-
formers or the audience staring into the
sun. If possible, cover the stage and
audience area. No matter how fantastic
your entertainers are, nobody will sit
and watch them out in the middle of a
field in the blazing sun. Avoid placing
the stage next to noisy distractions – as
away from the appealing interactive

water feature and far from the adult
hard rock stage. And don’t forget to
provide something to sit on-- at least
for the tired grown-ups.

Provide good sound for your chil-
dren’s stage. It makes all the difference.
Some entertainers can provide their
own sound, but make sure their system
is up to par and will serve the needs of
your area. Easy load-in/out access is
imperative. Children’s entertainers can
be counted on to bring LOTS of stuff!

annual “Country by the Sea” 
music festival.

“I think creating that festival is
one of my most memorable event
experiences,” he said. “So many
people who questioned whether it
would work, but we were able to
attract more than 10,000 people and
make a profit the first year.”

The event was an immediate suc-
cess and grew to be one of the
largest music events held on the
beach in the Southeast. The festival
won several awards and continued
annually for 10 years. 

The IFEA played an integral part in
Wright’s career. Pat Craig Corda from
Jacksonville, Florida, convinced him
to join the then-IFA shortly after tak-
ing the job at Jekyll Island.

“I attended my first convention in
Miami, Florida, and have been a
believer in this association since
then,” he said. After serving on the
silent auction committee for years,
Wright was elected to the IFEA
Foundation board, and in 2002 
he served as chairman of the foun-
dation board.

“I have always believed that the
more you put into an association, the
more you will get out of it,” he said.
“I am honored to have led the foun-
dation board through a governance
change and to hiring its first paid
executive, and I look forward to serv-
ing on the IFEA board,” he added.

“My advice to members is to get
involved. It is your association and
your industry so make the most 
of it.”

Continued from page 47

Continued from page 33

Continued from page 37

use of a remote mouse. A word of cau-
tion: the ease of USB is only matched 
by the frustration of not having the driv-
ers it asks for when you plug into the
USB projector. If you really want to enter
this optional world of purgatory, call
ahead to find out the make / model of
the projector being used and download
the drivers from the makers website;7 
or, use the standard VGA port and click
from the keyboard.

As a tech person, I usually have the
drivers handy for the projectors we sup-
ply, but it is a hit and miss proposition
and is not for the faint of heart. If you
really want to go there, make sure it is 
at least _ hour prior to your presentation
and that you offer to buy the tech person
lunch! He or she will hack through 
your crashes and warning screens with
the greatest of ease and now you will 
be set-up for the next time you use a
USB hardware item. 

Remember the Little Extras
As you are packing for your trip,

remember these important, must-have
items in a laptop computer’s travel bag:

• Extra batteries for the remote 
pointing device.

• Duct tape for last minute emergencies
such as taping down cords or holding
in loose plugs.

• Extra long sound cords for your laptop
and several types of adapters for the
house sound system.

• An extra bundle of business cards.

If you are an infrequent presenter, this
may all sound like a lot to consider, and
a little bit scary. However, weighed
against the alternative of a presentation
pile-up, it is well worth the preparation.
The audience gets a good performance
and no one gets hurt.

Tom Frazee is Vice President of
Convention Production for the IFEA. 
He can be reached at tom@ifea.com.

Presentation styles source: Jim
Endicott, Megan Lappi and Tom Frazee
Tech Source: Tom Frazee

Dana Cohenaur owns Swiggle Ditties
Entertainment. She performs at festivals
and events across the United States and
is a regular presenter at the IFEA con-
ventions. Dana can be reached at P.O.
Box 1958, Blaine, Wash., 98231;
phone: 360-371-8680; fax: 360-371-
8666; email: danaRMFK@aol.com. 
Website: www.swiggleditties.com.
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Marketplace
AMUSEMENT RENTAL
FANTASY WORLD ENTERTAINMENT- Amusement
Rental Company, Interactive Attractions- Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing, DJ’s,
Music Videos, DVD Dance Parties, Bull Riding, Game
Shows, Charter Fishing and much more! Contact: Brooks
Grady; Address: 5270 A Cutter Court, Prince Frederick,
MD, 20678; Phone: 800-757-6332; Fax: 410-414-3829;
Email: Brooks@fwworld.com; Website: www.fwworld.com.

BANNERS/FLAGS
DIXIE FLAG - Producers of all types of flags, banners,
decorations, accessories and custom net street banners.
Contact: Henry "Pete" Van de Putte, Jr., CFEE,
President; Address: P.O. Box 8618, San Antonio, Texas,
78208 -0618 U.S.A.; Phone: 210-227-5039; Fax: 210-227-
5920; Email: petevdp@aol.com; Website: www.dix-
ieflag.com.

FIRST FLASH! LINE - Jumbo EVENTTAPE™, 
10 1/2" X 3,000 ft. continuous plastic for indoor/outdoor
repetition of logos, event themes and sponsor graphics.

Also, BunchaBANNERS™, Flashbags™ (polybags), pon-
chos, bumper stickers and decals. Phone: 800-213-5274;
Fax: 260-436-6739; Website: www.firstflash.com.

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

BEVERAGES
MILLER BREWING COMPANY - America’s quality brew-
er since 1855, principle brands include: Miller Lite, Miller
Genuine Draft, Miller Genuine Draft Light, Miller High Life,
Miller High Life Light, Icehouse, Fosters and also Sharp’s
non-alcohol brew. Serve America’s Best at your next Fest!
Contact your local Miller distributor or call Miller’s Fair &
Festival Marketing department at 414-931-3441.

CARNIVAL/MIDWAY/RIDES
FANTASY WORLD ENTERTAINMENT- Amusement
Rental Company, Interactive Attractions- Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing,
DJ’s, Music Videos, DVD Dance Parties, Bull Riding, Game
Shows, Charter Fishing and much more! Contact: Brooks
Grady; Address: 5270 A Cutter Court, Prince Frederick,
MD, 20678; Phone: 800-757-6332; Fax: 410-414-3829;
Email: Brooks@fwworld.com; Website:
www.fwworld.com.

ENTERTAINMENT AGENCY 
FANTASY WORLD ENTERTAINMENT- Amusement
Rental Company, Interactive Attractions- Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing,
DJ’s, Music Videos, DVD Dance Parties, Bull Riding, Game
Shows, Charter Fishing and much more! Contact: Brooks
Grady; Address: 5270 A Cutter Court, Prince Frederick,
MD, 20678; Phone: 800-757-6332; Fax: 410-414-3829;
Email: Brooks@fwworld.com; Website:
www.fwworld.com.
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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 – Sky dancing
performance art, comedy action stilt performing, strolling
friendly giant puppets, stilt walking workshops with dozen
of old fashioned hand held wood stilts and bucket stilts.
Address: 930 S. Decatur St., Denver, CO 80219; Phone:
303-922-4655; Fax: 303-922-0069, Email: stretch@stilt-
walker.com; Website: www.stiltwalker.com.

EQUIPMENT RENTAL
INFOCUS SYSTEMS, INC. - The world leader in innova-
tive, easy-to-use data/video projection products for events
of any size. Address: 27700B SW Parkway Ave.,
Wilsonville, Ore. 97070-9215 U.S.A., Phone: 503-685-8728,
Fax: 503-682-8925, Website: www.infocus.com.

EVENT FACILITY
HENLEY & ASSOCIATES, LLC - The company 
is a business broker that sells a variety of types of busi-
nesses. Contact: Edmond D. Henley; Address: 1729
Mountain Woods Circle, Birmingham, Alabama 35216;
Phone: 205-823-1812; Fax: 205-824-2491.

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

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

INFLATABLES
BIG EVENTS - Gigantic inflatables for all size events,
from our large inventory of high quality, state-of-the-art
helium/cold air inflatables or custom built. Features
licensed characters, including "The Cat In The Hat."
Dependable service, experienced parade teams, perform-
ance you can count on. Contacts: Charlie Trimble or

Greg Sadler; Phone: 760-761-0909; Fax: 760-761-4290; 
Email: trim92020@aol.com; 
Website: www.bigeventsonline.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.fabulousinflatables.com. 

FANTASY WORLD ENTERTAINMENT- Amusement
Rental Company, Interactive Attractions- Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing, DJ’s,
Music Videos, DVD Dance Parties, Bull Riding, Game Shows,
Charter Fishing and much more! Contact: Brooks Grady;
Address: 5270 A Cutter Court, Prince Frederick, MD, 20678;
Phone: 800-757-6332; Fax: 410-414-3829; Email:
Brooks@fwworld.com; Website: www.fwworld.com.

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

Your complete supplier
of medals, lapel pins, 
trophies, and awards
since 1978.

Ask a Maxwell sales
representative 
to send a Free
catalog or visit 
us on the web.

1296 Business Park Drive 
Traverse City, MI 49686

1-800-331-1383
maxwell@maxmedals.com 
www.maxmedals.com
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INSURANCE cont.
HAAS & WILKERSON INSURANCE - With more than
fifty years experience in the entertainment industry,
Haas & Wilkerson provides insurance programs designed
to meet the specific needs of your event. Clients
throughout the U.S. include festivals, fairs, parades, car-
nivals 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, fire-
works, 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
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 commu-
nity 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 sur-
face 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@milestoneproducts.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, royalty, or staff with
the very best in award and recognition products.
Contact: Jon Scott, Address: 1296 Business Park Dr.,

Traverse City, MI 49686, Phone: 800-331-1383, Fax:
231-941-2102, E-Mail: maxwell@maxmedals.com, 
Website: www.maxmedals.com. 

PHOTOGRAPHY
FANTASY WORLD ENTERTAINMENT- Amusement
Rental Company, Interactive Attractions- Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing, DJ’s,
Music Videos, DVD Dance Parties, Bull Riding, Game Shows,
Charter Fishing and much more! Contact: Brooks Grady;
Address: 5270 A Cutter Court, Prince Frederick, MD, 20678;
Phone: 800-757-6332; Fax: 410-414-3829; Email:
Brooks@fwworld.com; Website: www.fwworld.com.

RESTROOMS
PORTABLE SANITATION ASSOCIATION INTERNA-
TIONAL - Trade association representing U.S. and inter-
national companies who rent, sell and manufacture
portable sanitation services and equipment for construc-
tion, 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: port-
san@aol.com, Website: www.psai.org

TENTS
FANTASY WORLD ENTERTAINMENT- Amusement
Rental Company, Interactive Attractions- Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing,
DJ’s, Music Videos, DVD Dance Parties, Bull Riding,
Game Shows, Charter Fishing and much more! Contact:
Brooks Grady; Address: 5270 A Cutter Court, Prince
Frederick, MD, 20678; Phone: 800-757-6332; Fax: 410-
414-3829; Email: Brooks@fwworld.com; Website:
www.fwworld.com

TICKETING/WRISTBANDS
NATIONAL TICKET COMPANY - Manufacturer 
of Wristbands made of TYVEK®, vinyl and plastic,
redemption tickets, roll tickets, raffle tickets and acces-
sories. 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 colorful 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! Guaranteed to beat your present price
for Tyvek and Vinyl Wristbands. The widest range of
stock designs and colors in both 3/4 and 1 inch widths,
with over 200 choices of stock bands for same day ship-

ment. Fastest custom printing. Address: 6958 Venture
Circle, Orlando, FL 32807-5370; Phone: (888)695-6220;
Fax: (407)679-3383; Email: info@pchopper.com; 
Website: www.pchopper.com

more important than giving the
appearance of having them all.

• Don’t assume anything. Check
until you are comfortable with
what the end result will be. As Dick
Clark quotes in his review of
Guiliani’s book, "Visualize things
for yourself. You don’t want to
micromanage or undermine the
authority of the good people you’ve
hired, but on occasion there’s no
substitute for firsthand experience."

• Be concerned with producing

value for others. If you go out of
your way to ensure that everyone at
the table wins, they’ll ensure that
you win. That goes for sponsors,
staff, vendors, entertainers, volun-
teers, suppliers, et.al.

• Sometimes the only way out is

through. Whether it’s a boardroom
meeting with Donald Trump, the
continued battle with a tough econ-
omy and rising operating costs, or
the unexpected fallout from terror-
ism, and worldwide health scares, a
true leader never loses sight of their
ultimate vision and knows that a
challenge/loss on one front may
provide an opportunity on another.
That may be the one lesson that all
of the candidates on "The
Apprentice" learned the best.

• Love what you do. Life is too
short to dislike what you spend the
majority of it doing. If you love
what you do it will be apparent to
everyone in your attitude and in
the end results.
So, as we look forward to "The

Apprentice 2", even if you are not one
of the candidates chosen from the
850,000 potential applicants, sit back,
feel good about your own skills and
enjoy the fact that your job is at the
top of the ladder in Donald Trump’s
eyes when it comes to challenges.

Continued from page 6
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An Indian dancer from the Texas Folklife Festival. The festival is Thursday, June 10, and continues
through Sunday, June 13, 2004. 
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Parting Shot

An Indian dancer from the Texas Folklife Festival. The festival is Thursday, June 10, and continues
through Sunday, June 13, 2004. 
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Before your festival opens, you need to 

make sure your patrons, your employees 

and your organization are well protected.

WATCH YOUR STEP

Shrink your risk with Haas & Wilkerson.

As the largest independently owned specialty insur-

ance provider in the country, our risk management

and loss control programs have earned the respect

and trust of the amusement industry. That’s no tall

tale. It’s 65 years of experience talking. 

To elevate your risk management program, get in

touch with us today at 800-821-7703 or hwins.com.
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