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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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BIG EVENTS, INC.
Big Events, Inc. has a huge inventory of quality, one of a

kind, cold-air and helium inflatables, including licensed characters
like “The Cat In The Hat™ ” and “Gumby®”. Guaranteed to generate

excitement, these attention-getters range from ten to sixty feet tall.

Big Events will work with you to develop custom-built inflatables for
your special event. Banners and custom logo art work can also be ordered.

Big Events, Inc. is a full-service company. Experienced and dependable
personnel make sure the operation of the balloons for your parade or special
event is a success.  Call for brochure and price quotes.

CALL TODAY!
760.761.0909

1801 Diamond St., San Marcos, CA 92069
Fax: (760) 761-4290

Email: Ctrim92020@aol.com
Web: www.bigeventsonline.com

4076.4.02

The Cat In The Hat, The Grinch, Kids’ Fish, and Sam-I-Am are TM & ©  of Dr. Seuss Enterprises, L.P.  All rights reserved •  Thomas The Tank Engine © Gullane (Thomas) Limited 2002.
Woody Woodpecker and Friends and related characters are Trademarks and Copyrights of Walter Lantz Productions, Inc. Licensed by Universal Studios Licensing, LLLP. All rights reserved.

Beetle Bailey is a Copyright of King Features Syndicate, Inc. and Trademark of the Hearst Corporation and used under license. Licensed by Hearst Entertainment.
Gumby and Gumby characters are Registered Trademarks of Prema Toy Co., Inc. All Rights Reserved. ©2002 Prema Toy Co., Inc.

FOR GIANT INFLATABLES– CALL
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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.

These colors don’t run.

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

Maybe it’s the season, maybe it’s
something in the water…chances are it’s
the feeling of leadership rebounding
from a long drought of positive
news…but from where I sit there is a
new energy filling the air. It’s not some-
thing that you can pinpoint directly, but
it’s in every conversation; in every email;
in the quality and number of Pinnacle
Award entries, which are at their highest
point since 9/11; in the proactive desire
of industry professionals anxious to
speak at the convention and share their
ideas and insights; and in the renewed
commitments to bring staff and board
members to the convention for new
motivation and fresh new answers. 

It is in the noticeable ability of those
in our industry to laugh again and put
things into perspective, even when they
are dealing with very real concerns; in
the attendances and desire to share expe-
riences at our new regional programs
and seminars; in the willingness of our
professional association partners to con-
sider new opportunities that will benefit
our entire industry; and in the phenome-
nal growth in interest from international
event professionals in seemingly every
corner of the globe. 

It seemed like, for a long time, we
were in a tunnel that was continuing to
close in around us. Terrorism, security
concerns, the economy, sponsorship loss-
es, SARS, travel declines, balancing acts
with staffing and budgets, insurance
increases, entertainment challenges and
the list goes on. It has been understand-

ably difficult to move forward, to be cre-
ative and to look past the immediate
challenges to the future. But, at some
indefinable moment, for some unex-
plained reason, we seemed to have
moved into a new mindset. Like the
spreading of a good joke that somehow
reaches across large distances in a short
period of time, our need for creative,
positive, forward motion seems to 
be resurfacing. 

During the IFEA Convention in
November, we will touch on the subject
of leadership during several sessions. I
believe that true leaders are defined dur-
ing hard times. They are handed the
same problems, the same challenges, as
their peers, but they deal with them dif-
ferently. They deal with the fundamen-
tals that must be dealt with to get
through tough times, but they do so with
an eye constantly on the future. At heart,
they are visionaries, and will never be
satisfied to bury their heads in the sand.
They understand clearly that hope is not
a plan. But they are not reckless either. If
they must wait out the storm, they spend
that time planning and preparing new
skills, tools and directions. Like the old
saying, “A ship is safe in a harbor, but
that is not what ship’s are for”, the ships
seem to be coming out of the harbor
again, ready to reset our horizons and
take us to new destinations. And they are
a welcome sight.

The Key to NASCAR Success
Everyone in our business acknowl-

edges NASCAR’s success when it comes
to sponsors, fans, quality drivers and race
teams, etc. We would all like to emulate
them with our own events. In all hon-
esty, the key component to their success
is very simple to understand, but very
difficult to pull off: Loyalty. On all

fronts, from all directions. Teams are
loyal to their sponsors and fans; spon-
sors are loyal to the teams and fans; and
fans are loyal to the sponsors and the
teams. They all understand that by sup-
porting one another, they can all meet
the goals of the other and everyone wins.
Quality racing, enhanced product sales,
and involved and enthusiastic fans are
all among the results.

Our industry can win using the same
formula. All of the players – the IFEA;
member events; sponsors, suppliers and
exhibitors; communities/attendees – can
benefit from increased loyalty. Events to
sponsors, suppliers, communities/atten-
dees, and the IFEA; sponsors, suppliers
and exhibitors to events and the IFEA;
communities/attendees to events 
and event sponsors; and the IFEA to 
our members, sponsors, suppliers 
and exhibitors.

Our IFEA sponsors, supplier members
and Expo exhibitors support the IFEA in
many ways. That support allows us to
provide quality programming, resources
and benefits to all of our members.
Through their support and participation,
these critical partners are showing their
support for our members, our industry
and your event. They have a direct inter-
est in seeing us succeed. 

Reciprocally, we must show that same
loyalty to them, so that they, too, can
succeed. When your event needs a prod-
uct or service, I highly encourage you to
talk with those sponsors, supplier mem-
bers and exhibitors who support the
IFEA. They have taken the time to learn
about our business, to understand our
challenges, and to create products and
services to meet our needs. Often times
they offer special IFEA member pricing
and packages that can save you lots of
money. And they have already invested

steve schmader
Letter from the President

New Energy 
Sets Sail

Continued on page 62
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Featuring:

➘ Consulting
Full Service Management, Board Retreats, Sponsorship,

Site Layouts & Logistics, Volunteer Management, Theme
Development

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

➘ Custom Decorations
Our greatest strength is the manufacture of

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

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

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

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

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

Visit our web site at:
www.dixieflag.com

for festivals, fairs & special events

➘
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Joe Vera III, CFEE

People

How did you get into events?
I began working for the chamber on May 15, 1980. The festival was a small one-

day community event organized by a chamber committee. Back then, we had about a
$2,000 budget and a few activities. In 1983, after a board retreat, we expanded the
event and turned it into a two-day celebration.  In 1990, the event obtained 501(c)3
status. The festival is now a four-day celebration, with over 1,000 volunteers and a
$458,000 budget. This year attendance was over 50,000 – not too bad for a commu-
nity of 7,300 people.

What has been your biggest professional challenge?
There have been several. In the beginning it was uniting the people in our com-

munity. When I was first hired, the chamber board and the community was split
politically. If one side of the board voted for something, the other voted against. For
example, I was hired on a split vote… 5 for, 5 against, with the president breaking
the tie. I’ve been here ever since and I love what I do.

We now have a very united community that works together. Our city recently
received the All-America City Designation from the National Civic League in recog-
nition of civic engagement and the community working together to face challenges
and resolve problems. This is a testament to the improvements we have made. 

The most recent challenge has been completion of the city’s Dodge Arena, a
7,000-seat multi- purpose event center. The project started as a joint venture with
investment from a private company ($10 million) and the city ($7 million plus
land). After the grand announcement and unveiling of the project, and with suites
and club seats sold, the private investor backed out. The city was faced with the
challenge of finding another investor or going at it alone. In addition, the project
had to be completed within 24 months or the title could back out. After about 19
months of searching and additional costs of $ 6.8 million, the city had to go at it
alone through a loan guarantee from the USDA Rural development program. 

The arena is now complete and a new $2 million dollar naming rights sponsor is
in place. We are enjoying huge success. In the first six months over 450,000 visitors
have enjoyed our multi-purpose event center bringing top-notch entertainment to
the Rio Grande Valley… Alan Jackson, Aerosmith, Boxing Champion Oscar de la
Hoya, professional hockey games, arena football games, Disney on Ice, WWE
wrestling, and this month superstar Gloria Estafan begins her tour in Hidalgo. 

What do you do to relax?
I really do not have a hobby. My work is my hobby and often how I relax. I do,

however, enjoy gardening at home.

What’s the best advice you’ve ever received? 
My dad always said, “We all have a duty to our God and our Country, to our

Community, our family and ourselves.” I have always tried to remember that and do
as much volunteer work as possible with my church and my community. Henry
Kawahata, a former director and great friend, said, “Never lie to your preacher, the
IRS, or your wife.” 

Personal Philosophy
Lead by example.

In Conversation

Facts on file
Years in the business:
24

Degree:
Majored in education with a minor in 
government.

Other Experience:
Certified Festival and Event Executive (IFEA),
Certified Economic and Community 
Developer (Purdue University),
Graduate of U.S. Chamber of Commerce
Institute (SMU-Dallas, Texas)

Family:
Wife, Alma; Son, Homer; Daughter-in-law,
Sonya; Grandson, Ryan Joseph
Daughter, Trisha

Last book read: 
“Bowling Alone” by Robert Putnam 

Last business book read: 
“How To Do Everything Better” 
by Bottom Line Publications

Contact Information:
Joe Vera III, CFEE and CECD
President of BorderFest 
and City Manager
Address: 611 E. Coma
Hidalgo, Texas 78557
Phone: 956-843-2286 
Fax: 956-843-2374
Email: Hidjoevera@aol.com
Website: hidalgotexas.com

Joe Vera, CFEE, is City Manager for Hidalgo, Texas, and president of BorderFest,
a four-day multi cultural event celebrating the diverse cultures of the Rio Grande
Valley and South Texas. Held the first weekend in March, Borderfest is presented
by KRAFT and sponsored by the BorderFest Association.
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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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16 INTERNATIONAL EVENTS 2004

Industry Perspectives

Attendance:
25,000

Budget:
$150,000

Annual duration:
Three days

Number and types of events: 
2 Music Stages, children’s activities, cardboard
boat race, diaper derby, wine venue, science
tent, fireworks 

Number of volunteers:
350

Number of staff:
1 full time, 2 part time

When established:
1993

Major revenue sources by percent: 
Sponsorship: 39%
Tickets/Gate Admission: 19%
Food: 11%
Beverages: 13%

Major expenses by percent: 
Logistics: 20%
Payroll: 20%
Entertainment: 15%
Fireworks 9%

Type of governance:
501(c)3

Dates:
August 20, 21, 22, 2004

Other interesting details:
For the past 11 years, this event has provided
the community and surrounding neighbors an
opportunity to see and experience events that
larger communities and cities take for granted,
such as world famous fireworks shows and
music not normally showcased in this part of the
country. The city of Geneva sits in the heart of
the Finger Lakes Region, now a world-class
wine-growing region. The Whale Watch event
provides a venue for all wine enthusiasts to
taste and experience many of the lake wineries
in one place.

Seneca Lake Whale Watch Festival

Brief history: After a year of planning, the first Seneca Lake Whale Watch
Festival was held in August of 1994. As a community of only about 11,000
people, planners were a bit unsure as to what would happen that first year.
But in the years since, they have attributed their success to believing and hav-
ing faith in one another, and the event has grown from about 10,000 people
in attendance that first year to over 25,000 today. 

Profits from the Whale Watch have been used to support the Boys &
Girls Clubs in Geneva, to the downtown Christmas lighting project in the
Downtown Business Improvement District, to improvements to the Whale
Watch Site on the Geneva lakefront. The most recent project completed was
a lakefront gazebo that serves as a lakefront entertainment venue.

Contact Information:
Belinda C. Venuti
P.O. Box 226 • Geneva, NY 14456
Phone: 315-781-0820 • Fax: 315-781-2766
Website: www.senecalakewhalewatch.com
Email: belinda@senecalakewhalewatch.com

Photo courtesy: Spencer Tulis/Finger Lakes Times
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A couple issues back, I reviewed “How to Become CEO,” by
Jeffrey J. Fox, a book I described as beginning simply and keep-
ing it that way. Fox follows the same formula in his follow-on
book, “How to Become a Great Boss,” with short chapters,
straight on, tell-it-like-it-is, don’t-mince-words approach, and
quick gems of advice.

For example, chapter headings lead you clearly into what you
are about to read with titles such as, Never Be Little, Never
Belittle; Delegate Down, Down, Down; Don’t Be Tired; Beware: 7s
Hire 5s; and Don’t Shoot from the Lip. From there, the gems of
information contained in the chapters could be written on post-it
notes and stuck all around the perimeter of your computer screen.

For instance, in Chapter 47, Great Expectations, Fox reminds 
us that:

• “New companies are built on great expectations.”

• “Great bosses understand that setting great expectations frees
people from the chains of the past, from adherence to the
old ways and old methods.”

• “Setting great expectations unleashes the creativity of the
organization, encourages the crafting of new rules of engage-
ment.”

• “People tasked with achieving great expectations feel special,
feel chosen, important, and elite.”

• “People tasked with great expectations don’t want to disap-
point.”

Chapter 2, The Great Boss Simple Success Formula, is even
more direct, by including only 10, one-sentence points. Among
them:

• Train the people.

• Listen to the people.

• Remove frustration and barriers that fetter the people.

• Inspect progress.

• Say “Thank you” publicly and privately.

But perhaps what I took away from this quick-read is what
stood out on the front cover and that is the thought that
becoming a great boss depends on our mastering the rules for
getting and keeping the best employees. Isn’t that ultimately
what those of us in charge of something, whether it’s a Fortune
500 company, or the school PTA, hope to do – to surround
ourselves with the best?

Some of the best advice I received as a young professional in
my first managerial position was “hire better than you.” In
other words, surround yourself with people who are stronger
than you in your weak areas. Going back to Chapter 19,
Beware: 7s Hire 5s, Fox reiterates this point: “7s can dominate
5s and they know it.” On the other hand, “10s are team
builders.10s work as hard on hiring and grooming as they do
on any other function.10s are not afraid of talent; 10s are afraid
of mediocrity.”

In Chapter 27, Seven Common Words, Fox revisits the great
boss’ ability to recognize skill and talent. “The great boss is not
afraid to not know everything, or to not know something. The
great boss is never a ’know-it-all.’ The great boss never competes
with the guy who runs the lathe as to who best knows the
lathe. The great boss understands that good people on the job
know the job. Challenging good and able people to perform is
sometimes as simple as asking a simple question.”

There’s that word again – simple. Like many of you, I’m now
in a season of life where kids, carpools, dance lessons, full-time
work, homework, bill-paying, retirement planning, college
funding, etc., give multi-tasking a whole new meaning; and any
amount of simplicity is one of life’s luxuries.

It’s not easy being a good boss – it’s not easy managing peo-
ple, especially when you know they are not only dealing with
the responsibilities of their jobs, but also the necessities and
responsibilities of life.

But Fox reminds that most often the simplest approach is the
best – and how often do we recognize that as a key trait in a
great boss? It is not the boss who comes up with the most
innovative budget in years, or the boss who creates the most
elaborate approval process we remember. Rather, we remember
the boss who listened well, the boss who seemed to take time
nearly everyday to inspect, encourage, train, lead and assist, and
the boss who entrusted you with the tasks you were assigned.

Fox reminds us that being a great boss is hard work, but it is
also what keeps great employees.

Industry Perspectives

Book Review: 
How to Become 
a Great Boss
Review by Gayle O’Donahue, Editor
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Custom Insurance
Programs for:

• Fairs & Festivals

• Parades

• Special Events

• Agricultural Expositions

• Livestock Shows

• Themed Attractions

BENEFITS INCLUDE:

• Knowledgeable Underwriters

• Experienced Claims Handling

• Loss Control Support

• Broad Coverages

• Competitive Rates

• Superior Customer Service

• Specialty Insurance Programs
since 1952

Obtaining quality insurance
is easy. Call direct or have your
insurance agent  contact us at: 

866-554-4636

www.kandkinsurance.com
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randing is a popular marketing strategy
that has penetrated virtually every area of
consumer activity today, including the
presentation of events. Many of us
became aware of the branding phenome-

non when shopping on the Internet. Faced with a differ-
ent marketing challenge than creating displays in a phys-
ical location, Internet-based companies developed strate-
gies to personalize shopping on line. 

Amazon.com is an excellent example. Once a cus-
tomer has “shopped” at the Amazon web site, the first
thing he notices on a return visit is his name followed
by the message, “We have recommendations for you.” 

This message is personal, even though we know that
every customer who returns to the site receives a simi-
lar message. (What personalizes it is that the recom-
mendations are based on the individual’s past pur-
chases at the site.) Personalizing has become a strong
brand component to many successful Internet mar-
keters. This successful interactive strategy turned the
potentially impersonal tool of the Internet into some-
thing that appears highly individualized. 

Shortly after personalizing became popular on line,
audiences at events (and other forms of entertain-
ment) began demanding interactive programming.
Consumers also were becoming more sophisticated in
brand awareness. This demonstrates the tremendous
influence Internet marketing has had on consumer
behavior. Due to the Net’s pervasive reach, and per-
haps to our myriad choices in a fast paced society,
people now brand everything from friendships to
neighborhoods. It is a kind of mental shorthand we

Successfully

Branding

Your Event

By Skye Griffit
h, CFEE

B
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use when we refer to “drinking” buddies,
“discount” shopping areas, “diversity”
programming, or “signature” events. We
constantly categorize to save time. This
mental branding process is part of how
the public defines our events. 

From an event’s beginning, people 
perceive it as having a brand. The good
news is a brand makes an event more
memorable. The potential problem is
that if we do not intentionally develop
the brand we want for our events, we
miss opportunities to attract target audi-
ences and encourage repeat attendance.
The event brand needs to be dynamic—
something that spells “don’t miss this,”
even if people have attended the event 
in the past. 

Still not convinced that an event needs
a brand? Then consider this: According
to the ezine, Darwin Magazine
(www.darwinmag.com), “Robert
Mondavi’s former chauffeur sold
wine.com to Virtual Vineyards for more
than $3.3 million”, and “…eCompanies
(a Los Angeles-based business incubator)
bought the name, business.com for $7.5
million…” Both purchases paid mostly
for naming rights. Such is the power of
the brand.

And branding as a marketing strategy
is not just a name, not just a slogan or
mark. The best definitions of the concept
come from the marketing gurus behind
some of the most successful product
brands. Sergio Zyman was Coca-Cola’s

Chief Marketing Officer for a
number of years, including
the “disaster” era when
Coke® changed its formula.
Although the new taste had
some real fans, many die-
hard Coke® drinkers were
outraged at the change. The
company successfully
responded to the market’s
reactions under Zyman’s
watch through the introduc-
tion of multiple brands
under the Coke® banner. 
The result: taste options 
that satisfied most original
fans of the popular soft 
drink while adding new fans
in the process.

Zyman says of branding,
“A brand is something that
adds meaning to a product
or service by connecting it to
the wants and needs of con-
sumers. Today branding
applies to just about every-
thing; for example you have
your name, and I have mine,
and they are basically two
different brands. Over time,

your brand is developed and
explained on the basis of what others
learn about you and how you interact
with them.” (Sergio Zyman, CEO, Zyman
Marketing Group, Atlanta. Source:
Darwin Magazine.)

The key phrase in Zyman’s definition
is “adds meaning.” Adding meaning 
connects the consumer emotionally 
to the product or service,
whether it is a new 
fashion item or a 
special event.

Another branding
expert, Scott Bedbury, is
the current CEO of
Brandstream, a Seattle-
based marketing firm.
Prior to setting up his
own company, Bedbury
was the worldwide adver-
tising director at Nike®
during their “Just Do It”®
campaign. He says that
branding is “…the sum
total of all the images
that people have in their
heads about a particular
company and a particular
mark. Brands absorb
everything around them
like Imelda Marcos in the
shoe department of
Nordstrom.” (Source:
Darwin Magazine.)

In the realm of events,
as in Bedbury’s example,

your brand includes all of the event’s
physical messages from its collateral
material to its site design. An event
brand includes the intangibles as well,
from how you treat your sponsors to
whether or not you pay your vendors 
on time. Its brand should be a short-
hand version of what makes your 
event unique.

Creating a memorable event brand
might sound like a daunting task.
However, it has been my observation 
that good event brands go hand-in-hand
with good event design. There are obvi-
ously many approaches to designing
events. However, I have observed two
design approaches that not only work
well; they also contribute to the success-
ful development of a strong event brand. 

The first strategy is one I call the
“Process Method.” It starts with an
appealing idea for an event, and then a
group of people (usually a community),
take the first steps toward creating it.
Events designed as a process often start
on a small scale and grow in size and
impact over the years as new expressions
of the original context are explored.
Often, brand development is not part of
the original plan, but if the event is suc-
cessful a strong brand naturally evolves
as the event evolves.

One of my favorite examples of
process-oriented event design (and a
readily identifiable brand) is the New
Orleans Jazz and Heritage Festival. Jazz
and Heritage started 35 years ago as a
showcase for New Orleans-based music.
Today the festival has grown to a celebra-

…if we do not
intentionally
develop the
brand we want
for our events,
we miss oppor-
tunities to
attract target
audiences and
encourage
repeat atten-
dance.

Key information
to determine is
whether or not

the event 
is reaching 
your target 
audience.
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tion of all things New Orleans (its
brand), including the music, the local
customs, the city’s rich multi-cultural
background, the unusual cuisine and the
unique way all of these elements are
expressed as an integrated whole. 

Ninety percent of the festival’s pro-
gramming still comes from Louisiana-
based artists, and over the years the festi-
val planners have added other compo-
nents (besides music) that celebrate the
lifestyle of the area. This has resulted in 
a regional celebration that has become a
huge tourist draw. Many of the musicians
do not tour outside of the State, and if
you have a fondness for the music of
Professor Longhair, if you crave beignets,
gumbo or jambalaya, you must visit the
Crescent City to partake. 

Today New Orleans Jazz and Heritage
Festival has a strong brand that is clearly
presented on their web site and in its
publicity and collateral material. When
the festival began, branding was not yet a
buzzword, yet the festival developed its
brand over time. Today, the brand is
strong because it follows and supports
the memorable event design that came
from a long-term process. 

A strategy for designing the brand
along with the event is one I call the
“Visionary” method. Often this type 
of event is the brainchild of one person,
and all event elements are mapped 
out in great detail at the outset. A mar-
keting plan that identifies and describes
the event’s brand is included in the 
original design.

Most event production companies 
are called upon to take a visionary
approach when creating a new event or
updating one that needs a fresh face. It
begins with a comprehensive client inter-
view to determine the “problem” that
needs to be solved, such as how to com-
memorate the company’s 50th anniver-
sary or create a new signature event for
the community. Then the planner recom-
mends the event elements that will work
best within the budget to achieve the
client’s goals. Every aspect is designed
simultaneously from venue selection to
programming, invitations to security. If
the event is public, its brand is identified
in its marketing plan.

In the public sector, a good example of
an event designed as a visionary project is
the Cherry Creek Arts Festival (CCAF).
Bill Charney, CFEE, the festival founder,
brought his advertising and business skills
into play when he set out to create a new
arts festival for the Denver market over 14
years ago. Bill had a distinct vision of
what he wanted attendees to experience at
the new event. Toward that end, he wrote
a comprehensive business plan that
addressed every area of the festival’s

design. Although he did not include a
branding component in the marketing
plan at the time, the festival’s cohesive
design made Bill’s vision clear. This was a
high quality fine art event that was held
outdoors rather than in a gallery setting—
the CCAF brand in a nutshell. 

These two models for event design
demonstrate that brands can be part of
the original event plan; or they can grow
as the event grows. A common denomi-
nator is that both styles rely on defining
the event’s uniqueness.

If you are unsure how the public
brands your event, you might want to
hold a focus group to learn about its
public perception. Key information to
determine is whether or not the event is
reaching your target audience. Is the
event’s purpose clear to the public? Is it
seen as filling a unique cultural niche?
Do attendees know who the sponsors
are? These and other well-constructed

questions will assist you in evaluating
the way your event stacks up in the pub-
lic eye versus your goals in presenting it
and the brand you envision for it. You
can then adjust your marketing strategy
accordingly to make sure your event’s
brand as perceived by your audience, is
consistent with its purpose.

TRENDS-AT-A-GLANCE
T-Shirts are Popular Wares

More than enough promotional
T-shirts were produced in
America last year to clothe

everyone in the United States,
Canada and Mexico.

T-shirts Produced
465 million

Combined Population
427 million
US, Canada, & Mexico

Source: Advertising Specialty Institute

Skye Griffith, CFEE, is the owner of
Skyline Talent & Events, Inc., an event
production company based in Denver.
The company has designed and pro-
duced some 6000 events since its
inception in 1979, including community,
corporate and private events. You can
reach Skye at 915 Santa Fe Dr.,
Denver, CO 80204, 303-595-8747,
email: skye@skylineusa.com. Skye is
presenting, Creativity as a Branding
Strategy for Events at the IFEA
Convention in Boston this November.
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It is impossible to miss the fact that we are in the thick of another presidential
election year. But politics and politicians are not just an every four-year phenome-
non. Candidates and issues surround us every day and having a plan for how you
deal with them can save a lot of headaches going forward.

As the recent Democratic and Republican conventions displayed so vividly, politi-
cians want to be where there are people – and that includes your event. Politicians
and campaign managers know that events are crowd magnets. But how should we, as
festival and event directors, respond to their requests for posturing? 

Realizing that the events for which we are responsible will most likely be around
long after the last political leaflet is distributed, we must be concerned with consis-
tency and fairness. And the question we must ask is if it is even appropriate to
include politicians at all?”

“It might be appropriate for some events to include politicians, while for others it
might not,” states Virginia Mampre, CFEE, of Mampre Media Associates in Houston.
For instance, politicians could be distracting to the flow of activities, brand image
and theme. Or, you might find that the event and its setting could actually favor a
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political candidate, party or issue. 
“Set a good, fair policy,” says Mampre.

“Then stay with it through the event 
to avoid any awkward public relations 
snafus and to set a positive open tone
surrounding any further discussion on
the matter.”

Mampre adds that a review of an 
organization’s specific marketing goals,
as well as its vision and mission will
help guide the event in making the
appropriate decisions regarding the
inclusion of politicians, along with 
setting sound policies on the issue.

“If the event has a Fourth of July
theme, the decision might be easier than
for a fall festival or carnival parade,” she
adds. “Staying true to the brand and
vision will help.”

Bill Collins, CFEE, president of The
High Road, Inc., in Washington, D.C.,
relates a situation from a gated event in
Connecticut where policies were estab-
lished to address the “politics” of events.

The event utilizes a city park under a
contracted agreement with the city coun-
cil for a daily fee. The event policies

allow a political party to rent a booth in
a section of the event where other organ-
izations and businesses rent booths to
promote their organizations/businesses.
The political entity is allowed to promote
the party, candidates, platforms, etc.,
within the confines of a 10-by-10 tent. 

“This policy is strictly enforced,”
Collins shares. “No one, including politi-
cians, is permitted to roam the grounds
passing out literature and carrying signs.

“That having been said, the policy
does not preclude politicians from
attending, wearing a campaign button,
shirt, hat, etc., and shaking hands, kiss-
ing babies and those sorts of things.
Politicians, vendors, etc., may not
impede the flow of traffic (pedestrian or
vehicular). This is a safety issue that is
supported by both the police and risk
management/insurance folks.”

Collins adds that breaking the rules
can get a politician or vendor removed
from the site. “Clearly the intent is not to

offend a politician who might get elected
and make life difficult for the event (or
events in general) down the road. Talk
with the candidate or party representa-
tives prior to the event. It is important to
help them understand the issues and
concerns of the event while helping the
event facilitate their participation.”

Then there is the issue of clutter, other-
wise known as bumper stickers, buttons,
flyers, etc. Do you allow a candidate to
freely distribute bumper stickers at a
gated event and face a trail of bumper
stickers littering the ground of a once-
clean venue?

“Do you charge a distribution fee 
to cover the cost of the cleanup, plus
some?” Mampre asks. “Do you want to
risk the clutter and the messy image it
leaves in the mind of the attendees? 
Or, does the campaign litter add to the
’excitement’ aspect of the event?” All 
are worthy questions to be considered
and answered.

Remember, too, that city governance
laws, covenants and restrictions may
come into play if an event is held on
public land, streets or other public ven-
ues. But you have to weigh those against
freedom of speech issues, Mampre says.
“There is the overriding freedom of
speech issue in public spaces that 
should be taken into account. It would
be in order to check with the event’s
legal and/or the city’s legal departments
as you determine the level at which
politicians will be allowed to take part 
in your event. Additionally, there also
may be rules guiding candidates that

PARADES

by the politic
al PR machines.

are probably the hardest

hit of all the events

VOTEE
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should be checked at certain private or
leased venues.”

Another option to consider is adding a
politically themed event as part of the
event’s activities, where political candi-
dates are invited to distribute any materi-
als they like while meeting and greeting
prospective voters. 

But keep in mind that any event that
has a 501(c)3 status must adhere to
guidelines established by the Internal
Revenue Service which states: “An organi-
zation will not qualify for tax exemption
under IRS 501(c)3 unless it ’does not
participate in, or intervene in (including
the publishing or distributing of state-
ments), any political campaign on behalf
of (or in opposition to) any candidate
for public office.”

Parades are probably the hardest hit of
all the events by the political PR
machines. Seldom will political candi-
dates allow a parade to pass them by. So
is it grandstanding to exclude politicians
from a parade?

Collins relates that a former client pro-
duced two large 150-unit parades on suc-
cessive days and established a policy to
address the participation of politicians in
those parades.

The event’s policy stated that only 
specific office holders were invited (and
therefore permitted) in the parades. The
policy spelled out who they were – all
others need not apply. However, an alter-
native was offered – to sponsor a parade
float, something too expensive for politi-
cians but do-able for a political party. 

Even the time of year when a parade 
is staged can affect the ability to properly
include politicians. How close is it to 
an election?

Mampre offers this scenario: An event
may determine, after completing an
image and branding analysis of its
parade, to include politicians in the
event, which will take place on a public
street. But if the parade is going to be
broadcast, there may be “equal time
issues” to take into account.

“Broadcasters have the equal-time-for-
politicians issues, paid commercial time
issues, and other concerns surrounding
coverage of politicians as dictated by the
Federal Communications Commission,”
Mampre says. “If there are no broadcast
deals for radio or television coverage or
both, you are fine.” If, however, the
parade is going to take place on a public
street, and the date of the parade is with-
in a certain window of time prior to elec-
tion day, then the broadcasters will have
certain restraints, so begin a conversation
early on with your broadcaster. Station
licenses can be challenged. Therefore,
pre-planning on the matter of politicians

and broadcasting is good for all 
parties concerned.”

As with nearly any aspect of event
planning, Mampre says the best advice in
regards to your event jumping into the
political arena is to think before you leap
and plan before you launch.

And Collins adds that the best defense
is to “establish policies that provide
equal treatment consistently applied to
whatever the situation and circumstance.
Having written policies which are
applied equally to all groups (and not
aimed specifically at one or two groups)
seems to me to afford an event the abili-
ty to make decisions that are in the
event’s best interest.”

EEVOTE

ESTABLISH
POLICIES

to whatever the situation

and circumstance.

Kathy Baker, CFEE, is Director of
Oktoberfest in Tulsa, Oklahoma. She
can be reached at either (918) 744-
9700 (phone), or at admin@tulsaokto-
berfest.org. The Oktoberfest website
is www.tulsaoktoberfest.org.

2004 INTERNATIONAL EVENTS 27

18682_IE_Fall_2004  9/15/04  4:55 PM  Page 27



28 INTERNATIONAL EVENTS 2004

Boats
Award-Winning
          Festival Exchange

Shrimp
We all know the demands of putting

on a successful event in our community –
but try taking it beyond your city limits
and even beyond your home state!

For the past four years, folks from
Foley, Alabama, have taken their event
mascot, a shrimp boat, on the road from
Oklahoma to Texas to North Carolina,
loading up their Southern Alabama
Heritage Festival along with it.

The “Miss Foley,” a 26-foot working
shrimp boat, has been deemed the most
traveled shrimp boat off the water on this
planet. This coastal Alabama heritage fes-
tival led by the Miss Foley includes an
oyster shucking demonstration, boat
builders, net makers, shrimp cooks (ah,
yes, the gumbo, fried green tomatoes, cat-
fish, and fresh shrimp), music, the story
of Helen Keller, dulcimer makers, carvers,
fine artisans, the Children’s Art Village, a
Mardi Gras parade, and more.

Not only do the people of Southern
Alabama who represent the rich coastal

heritage and livelihood travel, but so does
a large contingent of people just because
they are proud of Alabama, proud of
Foley, and proud of the festival. 

“They have learned to have a great time
whenever and wherever they set up to cel-
ebrate Alabama’s rich culture,” said Kathy
Danielson of the Foley, Alabama, Visitors
& Convention Bureau. “It is a festival full
of demonstrations, hands-on activities,
history, and people.”

But it was an Okie that moved this
Alabama event to far-away places.

“At one time, I had thought that bring-
ing a lobster bake, with the clams,
Acadian music and cloggers, to the
Oklahoma prairie lands would be a won-
derful event,” explained Guymon,
Oklahoma, Convention and Tourism
Director Melyn Johnson.

“I wrote the proposal and sent it to a
Maine tourism entity. They ’noodled’
about it and decided it was not some-
thing they wanted to do, so I put the idea
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By Kathy Danielson, Foley Convention & Visitors Bureau, Alabama

                  and Melyn Johnson, Guymon Convention & Visitors Bureau, Oklahoma

Showcases Community Contrasts

on the back burner for a couple of years,
continuing to mull it about in my head.”

Then, Johnson attended her first IFEA
Convention in Denver, Colorado. While
there she heard a presentation by Kathy
Danielson.

“With Kathy’s fire and enthusiasm,”
laughed Johnson, “she talked about
Alabama and the shrimp. You could tell
she absolutely loved where she lived. She
has that Southern belle drawl. Heavens,
she’s Southern through and through.”

Later, when the Oklahoma Festival and
Events Association invited Danielson to
speak at an event, Johnson was there and

took the opportunity to approach the
Alabama representative about a cultural
heritage festival exchange.

“She saw it right away,” said Johnson.
“Sitting there in that hotel lobby, I saw her
eyes widen as she realized its potential. She
understood the aspect of two distinctly dif-
ferent cultures sharing themselves. Our
brainstorming went late into the night, and
the wheels were set in motion for an
Oklahoma festival to travel to Foley,
Alabama, and then for Foley to turn around
and bring an Alabama festival to Guymon.”

The name given to the exchange was
Heritage Harbor Days, what both com-

munities dubbed, “Where the Range
Meets the River.”

The media hype started a year in
advance with an official announcement in
Foley complete with Oklahoma Dept. of
Tourism representatives and City of
Guymon officials. 

“Kathy turned to me and said, ’There’s
no backing out now,’” recalled Johnson.
“While we thought we had an idea of the
task ahead of us, we really did not. Some
of the difficulties that arose were daunt-
ing, but they were eclipsed by the media
attention and the way the communities
reacted. Foley sponsors came through,
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and the Foley people attended that first
Oklahoma festival in their park. The
whole town took on an ownership and 
a pride that was amazing.”

That year the Oklahoma festival
brought four Oklahoma cultures to
Alabama. Dancers, storytellers, potters,
beaders, and visual artists represented
the Native American culture. Buffalo sol-
diers and visual art represented the histo-
ry of the Black American in early
Oklahoma. The western/cowboy culture
had cowboy poets, visual artists, a spur
maker, stage coaches, wagons, country
and western music, and Will Rogers.
Mexican folkloric dancers danced and
worked in the children’s art village 
making traditional tissue flowers.

Then the Foley folks headed to
Guymon. But the trek wasn’t a straight
shot. Upon hearing that a shrimp boat was
leading the Foley entourage, Barbie Elder
with the Oklahoma Dept. of Tourism sug-
gested the group make “whistle stops”
along the way that became mini-festivals
to gather attention and publicity.

The whistle stops took place across 
the northern tip of Oklahoma. The first
stop occurred in Oklahoma City where
the Department of Tourism held a recep-
tion for the Alabama crew. There we held
a press conference for what became the
kickoff for heading to the rural towns.

Each day for two days, the Alabama
team visited three towns. Each commu-
nity’s weekly newspaper highlighted the
Alabama road-show event along with a
part of Oklahoma. 

“All the weekly newspapers went to
print on Wednesday, so the press cover-
age just before the festival hit Guymon

was fantastic,” said Johnson. “School
children, police escorts, senior citizens,
cowboys and friends all showed up to
meet the shrimp boat captains…and the
cowboy storytellers met their match with
the fish stories being told!”

A whistle stop in the Texas Panhandle
brought in Texas media, too, as the Miss
Foley became the first shrimp boat ever
to float the waters of Lake Meredith.

The exchange was a great success, 
with unbelievable local and national
media coverage. 

Danielson said it’s become the 
Foley Convention & Visitors Bureau’s 
signature event. “Foley has many won-
derful and successful community events,
but Heritage Harbor Days has received
local, regional and national media cover-
age. Today the festival is the financial 
stability for our small convention & 
visitors bureau. These two small tourism
bureaus, Guymon and Foley, could 
never have purchased the national media
they received through this exchange. 
It was phenomenal.

In its second year of the festival
exchange, Danielson was able to bring
some of the Oklahoma festival people
back to Alabama through a National
Endowment for the Arts/National Forest
Service grant that the City of Guymon
had received. She also included that year
many of the people who had represented
Alabama in Oklahoma.

Unfortunately, Guymon’s community
support for the exchange didn’t continue. 

“You know, you can analyze it and try
to figure it out,” said Johnson. “Guymon
won more than seven state and national
awards for Heritage Harbor days, but the
fact is that some of those who were
needed to back it didn’t get on board.
That’s ok, Kathy and the Foley people
have continued, and I’m proud of them
for continuing. The relationship that
developed between Guymon and Foley is
strong, and what we learned from each
other was valuable.”

So for its third year the exchange took
place between Foley and Grapevine,
Texas. The Alabama festival was held in
conjunction with Main Street Days, an

When
Grapevine
traveled to
Foley in the
fall of 2003
they loaded
their wagons
with gunfight-
ers, saloon girls, story-
tellers, Texas crafters,
Texas BBQ, entertainers
and more.

These two
small tourism
bureaus,
Guymon and
Foley, could
never have
purchased
the national
media they received
through this exchange. It
was phenomenal.
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annual festival in Grapevine celebrating
its heritage. Grapevine welcomed the
Foley delegation with a dinner at
Delaney’s Vineyard that included Texas
BBQ, Grapevine wine and entertainment
from the Grapevine Opry. The “Whistle
Stop” promotion held as part of the
exchange with Foley and Grapevine was
a huge success, winning both state and
national awards through IFEA. “The
number of attendees at their festival was
large, over 104,000” said Danielson.
“Everything was different in Grapevine
and the exposure was huge.” 

And when Grapevine traveled to Foley
in the fall of 2003 they loaded their wag-
ons with gunfighters, saloon girls, story-
tellers, Texas crafters, Texas BBQ, enter-
tainers and more. One of the highlights
of the Foley event was the Black Tie
“Wine Gala” on Saturday night that fea-
tured wine from the Grapevine Vineyards
served with Texas cuisine. It was a sold
out event with a waiting list and another
first for the City of Foley. The Wine Gala
was such a success that Foley has added
it as an annual event within the Heritage
Harbor Days celebration. 

Another success for Foley from the
Guymon and Grapevine exchanges: The
number of visitors traveling from
Oklahoma and the Dallas/Ft. Worth metro
area to Foley had increased significantly.

And Guymon’s Johnson said she
knows of people who still order shrimp
from Foley because in their mind that’s
the only place you should get it.

Foley folks just returned from their
third Alabama festival on the road. They
hitched up the shrimp boat and went to
Maggie Valley, North Carolina. The week-
long journey had close to 200
Alabamans from South Baldwin County
traveling to the mountains. The Alabama
delegation was welcomed with enthusi-
asm at three North Carolina whistle
stops. Mountain music in Franklin, a
special lunch with the Mayor of
Dillsboro, and dinner on the Cherokee
reservation were just a few local tradi-
tions that the group enjoyed. And while
in Maggie Valley, the Foley festival added
a new entertainment venue: Stars from
Alabama, a two-hour musical variety
show that showcased the entertainers
who had previously traveled to
Oklahoma and Texas. A copy of the
show, filmed in Maggie Valley’s 800-
seat Eaglenest Theatre, will be sent to 
the 711th Battalion from Foley now sta-
tioned in Iraq. 

The North Carolina delegation will
travel to Foley this November. The award
winning exchange continues.

“What made it really exciting,” recalled
Johnson about the first festival exchange
with her community in Oklahoma, “was

showcasing the contrasts between the
regions we represent. People in Guymon
got to see oysters shucked for the first
time, and they were able to taste them,
and learn about them. We had children
simply in awe over a stuffed alligator that
Weeks Bay Estuary brought to Guymon.
Estuary wasn’t even in our vocabulary
until the Alabama festival.”

As the exchanges continue, Danielson
said she looks for communities that
grasp the vision of Heritage Harbor 
Days beyond the tourism and publicity. 

“Heritage Harbor Days is a time of
sharing,” she said. “I want the exchange

to occur with a city that welcomes our
culture and treats it with respect. I’m
proud of Foley for being a part of a
national first and for continuing the mis-
sion of the exchange.

“We’re small, and if it wasn’t for the
support of the people of Foley, the mayor
and city council, the city crews that travel
and help set up, the businesses that
financially sponsor, volunteers and the
people who work and attend, it would
not happen. We have so much fun shar-
ing our wonderful way of life on the
beautiful coast of Alabama. We love our
town, our county, and our state. After we
leave a community, they have an idea of
what our area and people are like and
then they come and visit.”

Although she’s not telling whom 
the next Heritage Harbor Days will 

be with several cities have asked to 
participate. Danielson said her dream 
is to soon have a reunion with
Oklahoma interspersed with Texas and
North Carolina – perhaps a five-year
exchange reunion. 

But for now Foley has to get ready for
North Carolina. 

“We have Maggie Valley to host in
November and that is what we are work-
ing on and talking about now.” 

But one thing is for sure – the Miss
Foley shrimp boat will be on the road
again soon – perhaps coming to your
community one day.

Another
success
for Foley
from the
Guymon
and
Grapevine
exchanges:
The number of visitors
traveling from Oklahoma
and the Dallas/Ft. Worth
metro area to Foley
increased significantly.

For more information on
the cultural 

heritage exchange,
please contact Kathy
Danielson at the Foley
Convention & Visitors

Bureau at 
(251) 943-1200.
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49th Annual IFEA Convention 
& Expo Experience
Attendance:
600 to 800

Budget: 
$219,228.00

Annual duration: 
Five days

Number and types of events: 
Some 100 professional education, roundtable
and affinity group sessions; multiple networking
events; Expo Experience trade show; the Miller
Brewing Company Hall of Fame Luncheon; multi-
ple awards presentations – IFEA/Miller Brewing
Company Hall of Fame; IFEA/Haas & Wilkerson
Insurance Pinnacle Awards; IFEA/Zambelli
Fireworks Internationale Volunteer of the Year
Award; Dixie Flag Hospitality Suite; Cyber-
Cabaret; Opening Night Reception; Convention
Opening Production; Closing Night Party; IFEA
Foundation Night Party and Auction; IFEA
Foundation Newport (RI) Mansion Experience;
Annual Membership Meeting; Professional
Certification (CFEE – sponsored by K&K
Insurance), Advanced Professional and New
Professional classes; IFEA Bookstore &
Resource Center; IFEA Merchandise and
Souvenir Shop; multiple meals and coffee breaks

Number of volunteers: 
2-6

Number of staff: 
16

When established: 
1956

Major revenue sources by percent: 
Registration/Entry Fees: 71%
Sponsorship & Advertising: 14.5%
IFEA Foundation: 8.8%
Events/Programs: 5.7%

Major expenses by percent:
Food & Beverage: 38%
Production: 30.9%
Travel/Lodging: 13%
Audio/Visual: 9.5%
Speakers/Entertainment: 8.6%

Brief history: This will be the
49th Annual IFEA Convention &
Expo Experience. The convention is
the largest gathering of festival and
event leaders, worldwide, presented
by the IFEA each year. The conven-
tion changes cities each year to offer
more convenient accessibility to as
many attendees as possible and the
opportunity to experience different
markets. In 2005 the IFEA will cele-
brate its 50th Anniversary Reunion
Convention in the beautiful and fes-
tive city of San Antonio, Texas. Over
the years, the convention and the
IFEA have grown from a small gath-
ering of event leaders with common
ground, to a multi-national network
and exchange of education, ideas,
information, resources and profes-
sional experience reflective of the
changing face of our industry.

Other interesting details
about the event: The IFEA
Boston Convention was originally
planned for October of 2001 when
terrorist attacks on the United States
forced postponement to 2004. With
only a three-month turn-around, the
2001 convention was moved to a new
city - Las Vegas, Nevada (in January
2002) with a completely revamped
program reflecting the new challenges
facing our industry. 2002 then hosted
two conventions in one year – Las

Vegas and Louisville, Kentucky. We
are pleased to be returning to Boston.

The role you play: The IFEA
depends on convention attendance
for 50% of its total annual revenue
budget. We also depend on attendees
to stay at the host hotel to help us
keep costs associated with the conven-
tion (i.e., meeting room space, A/V,
food & beverage, etc.) manageable
and room rates reasonable. When
someone stays “off property” it can
actually result in penalties to the
organization. Convention hotel rates
are not always the lowest possible rate
in a city or on the web, but a rate that
has been negotiated to include many
other factors necessary to support the
event for everyone. Early registration
can save individual attendees money
while helping the IFEA to save money
through better anticipation of conven-
tion needs and control of budgeted
line items. (As an example, even
something as simple as coffee can
cost upwards of $52 per gallon!)

Industry Perspectives

Contact Information:
Steven Wood Schmader, CFEE
President & CEO
Address: IFEA
2601 Eastover Terrace
Boise, Idaho 83706
Phone: 208/433-0950
Fax: 208/433-9812
Website: www.ifea.com
Email: Schmader@ifea.com

Convention Presenting
Sponsor:

Photo courtesy Andrew Rafkind
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2004 INTERNATIONAL EVENTS 2

In the tradition of the top-rated television
show, “Cheers”, it is our pleasure to invite
you to the 49th Annual IFEA Convention &
Expo Experience scheduled for historic
Boston, Massachusetts, November 8-12,
2004…“where everybody knows your name”
or soon will. Each year all of us at the IFEA,
together with input from our members,
board and other key industry influentials,
work to produce the most valuable, perti-
nent, immediately useful and accessible edu-
cational convention in our industry.
Especially when resource expenditures of
time and money must produce the maxi-
mum return, the IFEA strives to accomplish
that on many fronts. As you look through
this convention overview, I think that you
will find true value at every turn, for your
event, your products/services, your staff,
board and volunteers, and for yourself. 

New Information for 
All Attendees

If you are a returning attendee to the IFEA
convention, we guarantee a minimum of
50% new topics among a total of some 100
educational sessions, open forum roundta-
bles and affinity group discussions, all led
by the top-rated speakers and professionals
in our field, addressing the most current
issues and trends affecting our industry
today. From sponsorship & other revenue
sources to personnel & human resources;
from technology and event development to
operations and risk management; no matter
the topic, you are likely to find the informa-
tion, answers and solutions you need, in a
variety of formats, at the IFEA Convention.

If you are new to the convention we look
forward to welcoming you and have provid-
ed important introduction sessions to help
you quickly understand how to effectively
maneuver your way through the convention
and it’s many networking opportunities. At
the IFEA Convention you will quickly feel
like part of the family.

“Experience” the Creative Edge
For those looking for the creative edge,

the “Expo Experience” is the industry’s most
valuable opportunity to bring festival &
event decision-makers together, face-to-face,
with the most creative, cutting edge suppli-
ers of in our business. Direct and unop-
posed one-on-one time to learn about the
latest products and services available, to dis-
cuss challenges and solutions, to build new
partnerships, to save money and to promote
the exchange of new ideas. 

Training & Education for All
Levels & Backgrounds

For those interested in furthering their
professional status and keeping their game
fresh, we offer two days of optional seminars
for professional certification, continued edu-
cation at an advanced level, as well as a well-
rounded introduction to event management
for those new to the profession.

For those looking to provide a top-quality
training opportunity or industry introduc-
tion for staff members, board members, key
volunteers, sponsors, clients and vendors,
there is no better option than the IFEA

Convention & Expo Experience. This year we
have added an all-new topical track plan
with several focuses that can earn attendees
a Certificate of Completion for use on job
resumes, in employee reviews, or as a com-
ponent of staff training programs.

For our international attendees we have
added a whole new European/ International
Track, including many opportunities to
explore our differences and commonalities,
challenges and opportunities, and the real
value of the IFEA global network. 

Networking & Recognition
Opportunities Fill Agenda

For those in need of some well-deserved
motivation, recognition and relaxation we
have a full contingent of awards programs,
receptions, parties, auctions, and informal
hospitality areas…all a part of the largest
array of networking opportunities anywhere
in our business. And, you won’t want to
miss our optional IFEA Foundation events,
including the “Newport (RI) Mansion
Experience” (with a tour and reception of
“Rosecliff” mansion, the film location for
“The Great Gatsby”, “True Lies”, “High
Society” and “Amistad”) and the IFEA
Foundation Night Party and Auction at Bay
Towers, 31 floors above the Boston harbor
and skyline.

Savings, Value and Experience
Add Up to Easy Decisions

Finally, for savings and value we offer
early-bird discounts, first-timers discounts,
multiple registrant discounts, educational
scholarships (provided by the IFEA
Foundation), and our IFEA ROI (Return-on-
Investment) Guarantee. You may also walk
away with some one-of-a-kind deals on
untouchable travel, services, and event expe-
rience packages at the IFEA Foundation
Night Party and Auction.

Simply put, the IFEA Convention & Expo
Experience is where you need to be. For
your event, your career and your success. We
can work endlessly to provide an unparal-
leled opportunity, but ultimately you must
take advantage of it. Come join your profes-
sional peers, large and small, in historic
Boston this November. (For continually
updated convention information visit our
web site at www.ifea.com.)

We look forward to hearing your name in
Boston and to welcoming you personally.

“Where Everybody Knows Your Name.”
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At the IFEA Convention & Expo Experience in Boston, there
are easily hundreds of separate opportunities in which to net-
work (not a scientific tabulation, but a pretty darned accurate
account judging from past attendees’ experiences). Multiply
that times the total number of attendees available to network
with, the total number of creative ideas, solutions and direct
experiences that each of those attendees brings to the conversa-
tions and you begin to understand the true power of network-
ing at the IFEA Convention & Expo Experience, all in one
place.

Sylvia Allen, CFEE, President of Allen Consulting and a regu-
lar presenter at IFEA Conventions, says the networking oppor-
tunities are as valuable as any session you may attend. But per-
haps not always as easy. 

“Everyone says they network, but do they? What usually
happens is people go to the meetings where they are certain to
know someone else. And, when they get there, what do they
do? Go right to the person they know and seldom meet any-
one else. That’s not networking, that’s just renewing acquain-
tances,” Allen says.

To help ensure that doesn’t happen at an IFEA convention,
the days are scheduled to maximize interaction with others.
Breaks in-between the sessions let you discuss with the presen-
ters what you heard in their sessions, as well as what other
attendees got out of the information shared. The Opening
Night Reception, the Closing Party, luncheons, the “Expo
Experience”, and many other key events, all add up to a net-
working buffet.

But nearly all of these events involve entering a room full of
strangers – one of the biggest fears of convention-goers. Allen
says there are a few simple ways to get past this fear in order to
maximize on the opportunities. 

“First, stop thinking about yourself,” Allen says. “Instead,
worry about the others in the room. Second, pretend you are
in charge. This makes it easier to go up to someone and intro-

The Power of 

NETWORKING

11
10
12

9
8CFEE

Break-
fast
(7:30AM
Start)

CFEE Training CFEE Lunch CFEE Training

Combined
Training
Breakfast

CFEE, Advanced Professional
& New Professional Training

Combined
Training
Lunch

CFEE, Advanced Professional
& New Professional Training

Opening Show and
Keynote Speaker Educational Sessions Miller Brewing Company Hall of Fame

Awards Luncheon Educ

Educational Sessions Educational Sessions “Expo Experience”  + Open Forum Roundtable Sess

Expo Experience & Special Guest Speaker Educational
Sessions

Educational
Sessions Affinity Group Discussion

& Pizza Lunch

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

FRIDAY

CONVENTION SCHEDULE 8:00 AM 8:30 AM 9:00 AM 9:30 AM 10:00 AM 10:30 AM 11:00 AM 11:30 AM 12:00 PM 12:30 PM 1:00 PM 1:30 PM 2:00 PM 2:30 P

IFEA Annual
Meeting
(7:30AM Start)

Continued on page 5

Photo courtesy Andrew Rafkind
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Free Evening

al
g

Key to Successful
Networking

First-Timers
Welcome Opening Night Reception

Educational Sessions IFEA Foundation Newport (RI) Mansion Experience (Seperate Ticket Required)

Sessions + Castlewalk Lunch IFEA Foundation Night Party/Auction - Bay Tower (Seperate Ticket Required)

ussions Educational
Sessions Closing Session & Keynotes Closing Night Party - Cheers (Faneuil Hall)

2:30 PM 3:00 PM 3:30 PM 4:00 PM 4:30 PM 5:00 PM 5:30 PM 6:00 PM 6:30 PM 7:00 PM 7:30 PM 8:00 PM 8:30 PM 9:00 PM 9:30 PM 10:00 PM 10:30 PM - 2:00 AM

Dixie Flag
Hospitality
Suite

Dixie Flag
Hospitality
Suite

Dixie Flag
Hospitality
Suite

Dixie Flag
Hospitality
Suite

Dixie Flag
Hospitality
Suite

PROFESSIOAL
EDUCATION
takes many forms at 2004 IFEA
Convention & Expo Experience

Photo courtesy Andrew Rafkind

Continued on page 6

Tell your peers to join you in Boston, November 8th-12th. This
years IFEA Convention will include all of this and more:

• Some 100 educational breakout sessions, affinity group exchanges
and open-forum roundtables, presented by the leading profes-
sionals in our field. Special keynote speakers Judson D. Hale, Sr.,
Editor-in-Chief of The Old Farmer’s Almanac, and Yankee Magazine,
and Jean McFaddin, former Producer of the Macy*s Thanksgiving
Day Parade in New York City for twenty-five years;

• For the first time, a special European/International track of ses-
sions;

• CFEE Professional Certification, Advanced Professional and New
Professional classes;

• The “Expo Experience” – the largest trade show in our industry
focused on festival and event decision-makers, with direct access
to the top suppliers and creative resources in our business;

• A plethora of networking opportunities and social activities in
which to connect with and learn from your peers, in a one-on-
one setting;

• IFEA Bookstore & Resource Center – the best place in our industry
to pick up the latest published resources to add to your own 
personal library;

A Sampling of Topics and Categories that you
will find at the IFEA Convention:

The IFEA prides itself on providing a large percentage of new
topics and speakers each year, insuring that attendees at all levels,
first-timers and repeat attendees, new to the industry or seasoned

The Ideas are Coming! 
The Ideas are Coming!
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5 INTERNATIONAL EVENTS 2003

Here are the best networking opportunities at the 49th
IFEA Convention & Expo Experience:

• Beginning the first night through to the last night, the
renowned Dixie Flag Hospitality Suite will welcome
convention attendees each evening for a time to
unwind, relax, and interact casually. It is no wonder 
this event has become known as the center of IFEA’s 
networking universe.

• To get into the full swing of the networking opportuni-
ties right from the start, be sure to attend the Opening
Night Reception. There is even an early class on "The
Keys to Successful Networking" prior to the reception 
to ensure that you don’t waste a single opportunity.

• The IFEA Cyber-Cabaret allows you to sit back and
relax with others while watching on the big screens
highlights from festivals & events around the world;
entertainment opportunities, and more - talk about a
place where everyone can get connected!

• The Expo Experience will place you at the largest trade
show in our industry where you will not only mingle
with other festival & event decision-makers, but with the
multitudes of leading vendors and suppliers to our
industry who are anxious to help make your event
memorable and successful.

• The IFEA Foundation Night Party & Auction keeps the
interaction going in a fun and exhilarating venue – with
one-of-a-kind deals on untouchable travel, services, and
event-experience packages coupled with one-of-a-kind
networking thrills. (Note: Separate registration required.)

• The IFEA Foundation will keep convention-goers hop-
ping with another grand event – the Newport (RI)
Mansion Experience. (Note: Separate registration
required.)

• The Closing Night Party, to be held at a replica of the
"Cheers" bar at historic Faneuil Hall (complete with 
regulars Norm & Cliff) will certainly make you feel 
like part of the IFEA gang and provide one last shot 
to gather business cards and to arrange future contact
opportunities.

• One-on-One Opportunities. Where else can you, in
one place and at one time, be exposed to such IFEA
members and industry icons as those representing the
Walt Disney Co., the Pasadena Tournament of Roses,
the Macy*s Thanksgiving Day Parade, the Kentucky
Derby Festival, Seattle SEAFAIR, the Alamo Bowl, the
Portland Rose Festival, Las Vegas Events, the
Indianapolis 500 Festival, as well as festival & event
directors from around the world.

The Best 
Networking 

Opportunities are…

duce yourself. Third, remember why you are there. This is a
time where you want to meet people who will help you in
your business, whether through referrals, participation, promo-
tion, or any other number of other reasons. You are there to
work; approach it that way. Fourth, have fun. This is not a
chore. You want to enjoy yourself – and at an IFEA convention,
you will enjoy yourself.”

Help Us Celebrate Your Success
At the IFEA we understand the value of being recognized for

your successes…especially by your peers, who strive to present
their very best every day. We hope that you will join us during
the convention as we recognize those who have excelled in
those efforts and in their own careers. Join us for the much
anticipated IFEA/Miller Brewing Company Hall of Fame
Awards Luncheon - the Academy Awards Ceremony of the fes-
tivals & events industry - where we will announce the winners
of our coveted IFEA/Haas & Wilkerson Pinnacle Awards, rec-
ognizing the best in marketing, creativity, programming, and
sponsorship efforts; award the IFEA/Zambelli Fireworks
Internationale Volunteer of the Year Award, recognizing the
contribution of all volunteers to the success of our events; and
pay tribute to the 2004 IFEA/Miller Brewing Company Hall
of Fame inductees, the highest honor bestowed in our field, in
acknowledgment of tremendous dedication to and impact on
the festivals & events industry. Additionally, we invite you to
help us and program sponsor K&K Insurance, as we recognize
this year’s graduating class of Certified Festival & Event
Executives (CFEE), who have gone the extra mile to distin-
guish themselves as someone at the top of their profession.

Continued from page 3

Photo courtesy Andrew Rafkind
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2003 INTERNATIONAL EVENTS 6

In addition to yourself, be sure to bring
others from your organization to benefit
from this incredible experience. Staff,
board members, and volunteers can all
benefit from the ideas and resources
available at the IFEA Convention & Expo
Experience. Don’t leave them out – we’d
love to learn their names too!

Continued from page 4
professional, can all find the answers and creative new ideas that
they are looking for. This year’s topics and categories include,
among others:

• Creativity as a Branding Strategy
• The New Considerations for Event Security
• Using Events to Define & Grow Your Community
• Non-Sponsorship Revenue Sources
• Surviving the Trauma of Transition in Leadership
• Media Relationships – Local, Regional and National
• Excelling During the Hard Times
• Programming & Marketing for Diverse Audiences
• The Role of Business Ethics in Events
• The Right and Wrong Way to Sell Sponsorship
• Volunteer Programs
• Harnessing the Power of Relationships
• Children’s Events
• Preparing Your Event to Host Bus Tours
• Sponsor Sessions: MasterCard, Ben & Jerry’s, Newman’s; PMG,

and more
• Inside Tracks: Macy*s Thanksgiving Day Parade; First Nights; the

Olympics; Disney, and more
• Before the Parade Passes By
• Festivals & Events Research Symposium
• Creating Sponsor-Loyal Attendees
• Taking Care of Yourself While Taking Care of Your Event
• Effective Keys to Leadership
• The Effect of Changing Business Laws on Not-for-Profit Events
• The Unique Challenges of Minorities in Special Events
• Creating the Customer Service Cutting Edge
• Risk Management 
• Managing Human Resources
• Hispanic Market Activation
• Community Relations
• Global Events – Understanding our Differences and

Opportunities
• Defining the Structure, Breaking the Barrier
• And much, much more – for a full and continually updated con-

vention schedule, including topics and speakers, visit
www.ifea.com. (Note: all sessions and speakers are subject to
change)

Convention is One-Stop-Shop for 
Professional Educational Needs

By offering CFEE Professional Certification, Advanced
Professional, and New Professional classes the same week
as the convention, the 49th Annual IFEA Convention &
Expo Experience becomes a one-stop venue for your festi-
val & event educational needs.

Sponsored by K&K Insurance, the Certified Festival &
Event Executive (CFEE) certification sessions will be held
all day on Monday, November 8 & Tuesday, November 9,
prior to the official start of the convention. The full-day
sessions include the following:

November 8: Maximizing Non-Sponsorship Revenues
Including: Merchandise; Food & Beverage; Foundations;
Fund-Raising Events; Ticket Sales; and others.

November 9: Managing Human Resources
Including: Staffing Issues; Employee Manuals; Volunteer
Programs; Board Relations; Motivation; Legal Issues;
Compensation & Benefits, and more.

CFEE classes are taught by leading professionals in our
field as selected by the IFEA Academy of Event Education.
Classes are a required component toward the achievement
of professional certification, but are open to all who
desire to attend.

The Advanced Professionals Seminar, “Beyond the
Basics: Event Sponsorship Techniques Guaranteed to
Help You Increase Sales by at Least 10%!”, presented by
sponsorship expert and author Sylvia Allen, CFEE,
President of Allen Consulting, will take place all day on
Tuesday, November 9 and will help take even the most
experienced attendees to the next level in sponsorship
sales. Come prepared to participate!

The New Professionals Seminar, also scheduled for
Tuesday, November 9, is designed for those new to the
industry or those looking for “refresher” information in a
variety of areas that are key to success in the events busi-
ness. Topics are broken into four sessions and include:
Event Administration & Management; Media Relations;
The Basics of Successful Sponsorship; and Event
Planning & Operations.

All CFEE, Advanced Professional and New Professional
seminars require a separate registration.

Follow a Specific Training Track
The IFEA Convention & Expo Experience is a great place

to train staff, board, key volunteers and others associated
with your event, bringing them quickly up to speed in an
unparalleled atmosphere of professional motivation. IFEA
presenters and topics represent the cutting edge in our
industry. Many times, an event or attendee are interested
specifically in focusing on a more narrow topical track.
Now we can help you to do that. Simply pick a topical
track from the following:
• Sponsorship/Revenue
• Media/Marketing
• Operations
• Management/Human Resources

The convention program book will handle it from
there, with a special section identifying specific sessions
associated with each track. If desired, attendees may get
their session attendance verified by the session Officer-of-
the-Day and receive a Certificate of Completion for a spe-
cific track at the conclusion of the convention. Or, for a
good overview of many areas, simply choose on your own
from the ala carte schedule of topics.

Photo courtesy Andrew Rafkind
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7 INTERNATIONAL EVENTS 2004

Judson D. Hale, Sr.

People

How did you get into your line 
of work? 
Nepotism. (My uncle, Robb Sagendorph, founder 
of YANKEE in 1935, was, in 1958, the only person
willing to employ me.)

What has been your biggest 
professional challenge?
Each monthly issue of YANKEE and the annual 
edition of the The Old Farmer’s Almanac.

What do you do to relax?
Oil painting, boating, hiking...and napping.

What’s the best advice you’ve 
ever received? 
Never criticize someone until you’ve walked a mile 
in his shoes. Then when you finally do criticize him,
you’ll not only be a safe distance away, but you’ll
also have his shoes!

Personal philosophy
Beware of enterprises that require new clothes.

In ConversationFacts on file
Years in the publishing business:
46

Degree:
Dartmouth College, BA, 1958; honorary
degrees from New England College, Franklin
Pierce College and Keene State University.

Other background experience:
Tank commander, 3rd Armored Division, 1955-
1957.

Family:
Wife, Sally, three sons _ Judson, Jr., Daniel and
Christopher _ and eight grandchildren.

Last book read: 
East of Eden by John Steinbeck and The Last
Best League by Jim Collins.

Last business book read: 
I don’t recall the title but it was in my
Economics I class at Dartmouth during my
sophomore year (1953).

SPECIAL THANKS
Mr. Hale’s participation in the IFEA
Convention is made possible by the
generosity of IFEA member Yankee
Publishing.
Address: Box 520, Dublin, NH, 03444
phone: (603) 563-8118
fax: (603) 563-8252
website: Almanac.com and YankeeMagazine.com

Judson D. Hale, Sr., is the Editor-in-Chief of YANKEE Magazine and The Old
Farmer’s Almanac the nation’s oldest continually produced periodical and
Chairman of the Board of Yankee Publishing, Inc.

In his capacity as editor-in-chief of
The Old Farmer’s Almanac and YANKEE
Magazine, Judson D. Hale, Sr. appears
each fall on hundreds of radio and
television shows throughout the coun-
try including the “Today” show,
“Good Morning America,” CNN and
“Late Night with Conan O’Brien.” His
YANKEE Magazine and Almanac duties
take him on speaking engagements
year ’round, including this year’s IFEA
49th Annual Convention & Expo
Experience in Boston, presented by
Kolor View.

18682__Convention_Bro  9/13/04  4:36 PM  Page 8



2004 INTERNATIONAL EVENTS 8

The 49th Annual IFEA
Convention & Expo

Experience, presented by Kolor
View, is made possible in part

by the following sponsors:

Official Airline of the

Official Printer of the IFEA

CLOSING SPEAKER
Jean McFaddin has the unique honor of being a true icon in the fes-

tivals and events industry. An IFEA/Miller Brewing Company “Hall of
Fame” 1999 inductee, Jean’s 25-year career with the Macy*s
Thanksgiving Day Parade created in her one of the most creative and
knowledgeable minds in our industry, and through her successes, one
of the most recognizable leaders in the events profession. Now, as one
of this year’s IFEA keynote speakers, we have the opportunity to contin-
ue to learn and be inspired by her.

From 1977-2001, Jean served as Macy*s East Senior Vice President in
charge of Macy*s Public Relations and Events. She annually produced
Macy*s award-winning Thanksgiving Day Parade; a glorious Spring
Flower Show; America’s largest on-going 4th of July Fireworks celebra-
tion; the world record breaking "Tap-O-Mania" that assembles over
6,000 dancers in a choreographed routine; and for Christmas, staged
the Miracle on 34th Street where more than 300,000 children and
adults visit Macy*s Santaland each year.

And if overseeing these events were not enough, Jean also was
responsible with her staff for developing daily in-store merchandising
events, publicity campaigns, and division-wide promotions for all
Macy*s East stores from New England to Puerto Rico. She represented
Macy*s on numerous civic and industry councils, including the
Mayor’s Host Committee for the United Nations 50th Anniversary and
the New York City 2000 Millennium Committee. On Macy*s behalf,
she has produced more than 100 benefit galas and fund raising events.
She has received more than a dozen Emmy Awards for the Macy*s
Thanksgiving Day Parades in partnership with NBC.

Jean attributes the phenomenal growth and continuous success of
Macy*s Parade and Events to strategic industry alliances and to effec-
tive interaction with official city agencies. And because Jean firmly
believes that you are only as good as the people with whom you sur-
round yourself, she attributes her greatest successes to her associates.

Since retiring from Macy*s in 2001, Jean has consulted on and pro-
duced broader New York City and national events, and has undertaken
new branding and marketing endeavors. In November of 2004, Jean
will accompany an IFEA international delegation to Beijing, China, as
we officially start our new IFEA China chapter. To the benefit of our
industry, she has continued to share her expertise with others through
college teaching, speaking seminars, community outreach, and this
year, by spending time with all of us in Boston.

CONTACT INFO:
JEAN MCFADDIN, PRESIDENT

McFaddin Events, LLC • 185 West End Avenue, Ste. 25G
New York, New York 10023

Phone: (212) 579-4990 • Fax: (212) 579-4297
Email: jeanmcfaddin@aol.com

Jean McFaddin
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The new track is being developed through a partnership with
IFEA Europe. The partnership between IFEA headquarters in
Boise, Idaho (which many international members refer to as
’IFEA World’) and IFEA Europe is highly valued by the Board of
Directors of both bodies. IFEA Europe became the first inde-
pendent international association under the IFEA “umbrella”
more than 10 years ago, and has produced many successful
European IFEA conferences and seminars. Last year’s Annual
Conference in Vienna attracted more than 200 delegates from
40 countries, many who resided outside European borders.

Recognizing that a number of cultural, business, and event
content differences exist globally for our industry, but seeing
these differences as unique opportunities instead of insur-
mountable differences, IFEA and IFEA Europe have taken on the
task of creating a new program track that will enhance relevance
and build bridges of better understanding for everyone.

The European Program Track taking place in Boston will
focus on subjects that will benefit from North American input
and will focus on two main areas to ensure that the content will
not be too diluted and valid for everyone. These areas will
include Volunteer Programs & Human Resources and City
Marketing & Cultural Tourism. 

Additionally, representatives of IFEA Asia, Australia, Canada
and the USA will join IFEA Europe in an International Panel
Discussion to improve mutual understanding of the differences
in the global events industry and to explore the opportunities
offered by a true IFEA worldwide network. The Program Track
will also include a Roundtable on International Exchange
Opportunities and IFEA’s first Affinity Group for City Marketing
& Cultural Tourism. 

Boston: The Most European 
of American Cities

Those Europeans who have travelled widely in the United
States say Boston is one of the most charming U.S. cities, as
well as the one with the strongest European ’feel.’ So, for those
concerned about culture shock or who are concerned about the
distance, Boston is the ideal location for our annual conven-
tion, being a readily accessible travel ’hub’ on the U.S. East
Coast, with airline tickets going for as little as 300 Euros from
European airports. 

Don’t miss this opportunity to join both your European and
other international counterparts in Boston, as the world of IFEA
comes together.

For the first time in IFEA’s history this year’s
annual convention in Boston will feature a spe-
cial European/International Program Track. This
addition to an already full line-up of offerings
creates a new opportunity for European and
other international festival and event profession-
als, continuing to encourage all members to
take advantage of IFEA as a global, multicultur-
al organization that can provide unlimited new
ideas, resources and exchanges.

There is no higher value available in our industry today
than the IFEA Convention & Expo Experience. Convention
registration gets you into all of these convention activities:
All Educational, Roundtable and Affinity Group sessions; the
IFEA “Expo Experience”; the IFEA/Miller Brewing Company
Hall of Fame Awards Luncheon; social and networking
opportunities; the Opening Night Reception; Closing Night
Party; the Dixie Flag Hospitality Suite; the IFEA Cyber-
Cabaret; Expo Experience lunch; Affinity Group lunch;
Coffee Breaks; Convention Program Book; Session
Handouts, and much more. 

Professional Certification (CFEE), Advanced Professional
and New Professional classes are optional and require a sep-
arate registration. IFEA Foundation functions are also
optional and require a separate ticket. For those interested in
attending any of the above, simply fill out the proper spaces
on your registration form.

The IFEA ROI Guarantee
We are so sure you will return home from the 49th Annual

IFEA Convention & Expo Experience with at least one idea,
approach, relationship, or renewed energy and enthusiasm,
that is worth at least the value of attending (and you actually
did attend), that we are willing to guarantee a return on your
investment. If not, you can write to us (with a “cc” to your
board) explaining how you did not receive a return on your
investment and we will refund your full registration fee.

Who Should Attend the IFEA Convention 
& Expo Experience?
• Seasoned Festival & Event Professionals
• Those new to the Festival & Event Industry
• Festival & Event Board Members 
• Key Volunteers
• Festival & Event Sponsors/Sponsorship Agencies
• Suppliers to Festivals & Events
• Representatives of Municipalities, CVBs, Chambers of

Commerce
• Educational Institutions/Faculty/Students
• Media Representatives
• Anyone with an Interest in the Festivals & Events Field

Special First-Timers Discount
For those who have never attended an IFEA Convention &

Expo Experience (or at least not for the past three years), we
are offering a special incentive to join us in Boston and an
opportunity to get to know more what the IFEA has to offer.
Simply check the “New Attendee” box on the registration
form and you will receive a $100 discount off of our already
discounted early-bird registration fee. That’s a potential $200
savings right up front! Don’t miss out on this special
offer…Register Today!

Scholarships
The IFEA Foundation offers a limited number of Convention

Scholarships to IFEA members. For more information, please
go to www.ifea.com and click on IFEA Foundation.

No Higher Value By: Jeroen Mourik, Chairman of the Board, IFEA Europe
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HEADQUARTERS: The Boston Park Plaza, Boston, MA. Special rates for
convention attendees are $179 Single, $200 Double, $222 Triple or Quad.
Note: By staying at the HQ hotel, you help us to keep our other
convention costs down. To make reservations, call 1-800-225-2008. Be sure
to specify that you are attending the International Festivals & Events Association
(IFEA) Convention. Reservation cutoff deadline is Oct. 14, 2004. After that date,
our block of rooms is released, and rooms may not be available. You will receive
written confirmation once your paid registration has been processed. It will
include general information for planning your convention itinerary.

Please note that the first official Convention event is the Opening
Reception at 7:00 pm Tuesday evening, November 9th. Pre-convention
sessions are available Monday, 11/8 and Tuesday, 11/9. See brochure
or call IFEA 208-433-0950 for more details.

1. AFFILIATION Please submit one form for each attendee, payment may be combined.

Attendee: _______________________________________________________________ First Name for Badge:_____________________

Organization: _____________________________________________________________ Position/Title: __________________________

Address: ___________________________________________________________________________________________________

City, State/Province, Zip Code: __________________________________________________ Country: _____________________________

Phone:________________________________________________ Fax: _________________________________________________

E-mail: _______________________________________________ Web Site:______________________________________________

Guest/Spouse Name: _______________________________________ First Name for Badge Guest/Spouse: _____________________________

First IFEA Convention     Yes     No

2. REGISTRATION FEES Please submit all monies in U.S. Dollars ONLY!
IFEA Member Non-Member

Special earlybird rate (by Sept. 15, 2004)  $695  $895 $ ______________
1st attendee rate after Sept. 15, 2004  $795  $995 $ ______________
2nd, 3rd, 4th attendee (same organization) Qty. _____ x  $595 each  $795 each $ ______________
5th attendee or more (same organization) Qty. _____ x  $495 each  $695 each $ ______________
First time attendee discount (excludes Student and Spouse Rates)Qty. _____ x  –$100  –$100 –$ ______________
Student (school ID required)/Qualified Volunteer  $295  $495 $ ______________
Spouse/Guest (social activities only)        $295  $495 $ ______________
2004 REGISTRATION FEES INCLUDE:  All Educational Sessions; Opening Reception; IFEA/Miller Brewing Co. Hall of Fame Luncheon;
Expo Experience; Expo and Affinity Group Lunches; Coffee Breaks; Hospitality Suite; and Closing Party.

3. PRE-CONVENTION SESSIONS & OPTIONAL FUNCTIONS
New Professionals Seminar Tue., Nov. 9 (includes lunch):  $195  $335 $ ______________
Event Planning and Operations, The Basics of Sponsorship, Media Relations, Event Administration & Management
Advanced Professionals Seminar Tue., Nov. 9 (includes lunch):  $195  $335 $ _____________
“Event Sponsorship Techniques to Help Increase Sales by at Least 10%!” presented by Sylvia Allen, CFEE
CFEE Seminar Day 1 Mon., Nov. 8 (includes lunch):
Maximizing Non-Sponsorship Revenue Programs  $195  $335 $ ______________
CFEE Seminar Day 2 Tues., Nov. 9 (includes lunch):
Managing Human Resources  $195  $335 $ ______________
CFEE (enrollment fee)  $200  $350 $ ______________
Final CFEE (certification fee)   $200  $350 $ ______________
IFEA Foundation Night Party and Auction Thur., Nov. 11  $95  $145 $ ______________
IFEA Foundation “Newport Mansion Experience” Wed., Nov. 10  $175  $225 $ ______________
For more info call 360-452-2789

TOTAL amount enclosed: $ ______________
4. PAYMENT

Your registration form CANNOT be processed until payment is received. Cancellation Policy: There will be a cancellation fee of $150 through
October 11, 2004. Between October 12 and October 25, 2004, the fee will be $250. After October 25, 2004, there will be no refunds.
Please contact Irene Castillo for questions or cancellations (irene@ifea.com or call 208-433-0950, Ext. *812).

Select method of payment:      Check (make check payable to IFEA)      Visa      MasterCard      American Express

Print Name: _____________________________________________ Signature: ___________________________________________

Credit Card Number: ________________________________________ Expiration Date: ________________________________________

Fax: 208-433-9812 • Mail: 2601 Eastover Terrace, Boise, ID 83706 • Phone: 208-433-0950
Some Convention Scholarships are available to qualified applicants through the IFEA Foundation. Go to www.ifea.com click on Convention & Expo for an application form.

Seminars and speakers subject to change.
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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 copyrighted musical performance/playback

as part of their programming. “This comprehensive discount license
allows IFEA members easy access to all songs in SESAC’s vast
repertory,” says Tim Hoynes, SESAC’s Director of General Licensing.
“It’s all part of SECAC’s ongoing effort to make life better for our
licensees by simplifying and streamlining the business of performing
rights.”

15% IFEA Member Discount

To take advantage of this valuable “Bottom-Line Benefit” contact:
Beth Petersen, beth@ifea.com or (208) 433-0950 ext *816.

For questions regarding SESAC coverage contact:
Tim Hoynes, Director of General Licensing, at (770) 419-2181 or thoynes@sesac.com
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Automatically reply 
to incoming mes-
sages while out 
of the office:
Don’t use it just for vacations
use it all the time. If you are
going to be out in the morn-
ing or afternoon or just not
checking email for awhile let
those that email you know
when they can expect a reply. 

1. On the Tools menu, click
Out of Office Assistant. 

2. Click I am currently Out of
the Office. 

3. In the AutoReply text box, type the message you want to
send to others while you are out. 

If you do not use Microsoft Exchange Server with your Microsoft
Outlook the Out of Office Assistant will not be enabled. Contact
your email hosting provider and they will direct you on how to
use an out of office response with your setup. 

Organize Using Folders
Using folders to organize your emails can save you time in
locating emails when you need them. 

1. Click on the email you would like to move to a folder.

2. Select Organize from the Tools menu.

3. Click the “Folders” button on the left hand side and Create
a Rule to have all email messages from any sender sent to
the folder of your choice. 

4. Select Create to effect changes. 

Tips, Tricks 
& Shortcuts

By Steve McClatchy, President, Alleer Training & Consulting
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Color Code Your Emails
Outlook® makes it possible to color code email messages from
certain sources. Here’s how:

1. Click on the e-mail you would like to color code.

2. Select Organize from the Tools menu.

3. Click the “Using Colors” button from the left hand side and
select the color you want to associate with that person’s
messages. 

4. Select “Apply Color” to effect changes. 

Organize Your Emails Using Views

1. Select Organize from the Tools menu.

2. Click the “Using Views” button and select the view that best
suites your needs. 

3. Your working view will instantly change when you select
any view. 

Getting Rid Of Junk E-Mail 

1. Click the Tools menu from your Outlook toolbar and then
click the Organize button.

2. Select the Junk E-Mail box on the left hand side of the pop-
up screen. 

3. Specify that it should automatically Move junk messages to
Deleted Items. Click Turn On. 

Now whenever you get a new junk email 
message, simply:

1. Right click the message. Select Junk Email and click Add to
Junk Senders List. Click OK. 

Forward a Contact (vCard) to Another Person

Microsoft Outlook® supports the use of vCards, the internet
standard for creating and sharing virtual business cards. To

send one of your Contact Files to someone else who has
Outlook® do the following: 

1. Click the Contacts icon on the Outlook® Shortcut Bar. 

2. Find the contact file you would like to forward and right-
click. 

3. Click Forward from the pop-up menu. 

A new e-mail message is created with that Contact included as
an attachment. 

To add the vCard to their Contacts the recipient of the email
needs to drag the attachment onto the Contacts Icon on their
Outlook® Shortcut Bar. The Contact is then automatically
added to their Outlook® database of contacts. 

To add one of your Contacts (or your own vCard) to an e-mail
you are already in the process of sending to someone click the
Down Arrow next to the Paper Clip which is located next to
the Send button and select Item. (or click Insert from the
Outlook® toolbar and select Item.) The Paper Clip can be
found as an icon in every e-mail you are sending. In the 
pop-up window scroll up to your Contacts folder and click 
it. Select the contact at the bottom that you would like to add
and click the OK button. Your Contact has now been added 
as an attachment to your email.

Steve McClatchy is the President of Alleer Training &
Consulting a provider of training, consulting and speaking serv-
ices in the areas of Consultative Selling, Time Management
and Leadership. If you would like to publish this article in your
trade journal, magazine or newspaper or if you would like to
learn more about the ways Alleer can be a resource to your
organization email Steve.McClatchy@Alleer.com 
or call 1-800-860-1171. www.ALLEER.com.
Copyright © 2004 ALLEER Training & Consulting, All rights reserved.
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Understanding 
the Difference 
Between
Management
& Leadership
By Steve McClatchy, President, Alleer Training & Consulting

Human motivation, when broken down to its
most basic level, falls into just one of two cate-
gories. They are to “move toward gain” or to
“prevent pain.” What this means is that any
time you have felt truly motivated in your life, it
has been for just one of two reasons. You were
either trying to gain something or prevent the
loss of something. For example, if you have
ever been motivated around your health, you
were either trying to get healthier or you were
trying to prevent the loss of your health. If you
have ever been motivated around money, you
were either trying to gain money or you were
clipping coupons or buying insurance trying 
to prevent the loss of it. This basic concept 
of motivation being either moving toward gain
or preventing pain applies to every aspect of
our lives.
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So you might think, “Big deal! Is there
a difference?” Yes, there is a big differ-
ence, and once you start to see the differ-
ence, it can have a profound effect on the
way you see your life and the way you
spend your time. I have had entrepre-
neurs tell me that this concept alone has
changed the way they do business.
Executives from Fortune 500 companies
have told me that this concept has revo-
lutionized the way they are delivering
services to their customers. The reason it
is so powerful is that it clearly identifies
the difference between managing and
leading. It will help you see the things
you do for the results they produce, not
their deadlines, and in turn will help you
make better decisions. 

“Gain” activities include those things
that improve your life, your relationships
or your business. Your goals in these
three areas are great examples of gain
activities. Other gain activities include
spending time on what you value most
and feel is most important. The key char-
acteristic of gain activities that separates
them from prevent pain activities is their
lack of urgency. They can always be put
off another day, week, month or even a
lifetime. Simply put, you don’t “have to”
do them and if you don’t do them no
one is going to ask you about them. 

On the other hand, one of the key char-
acteristics of “prevent pain” activities that
distinguishes them from gain activities is

the presence of urgency. Prevent pain
activities are those activities necessary to
maintain your life, your relationships or
your business and keep them where you
have gotten them today. Think of all there
is to do just to maintain the life you have
today. Another key characteristic of pre-
vent pain activities is, if you neglect them,
they find you. If you neglect these activi-
ties they will eventually be brought to
your attention by someone else. If you
neglect them, at some point, you will
either get a phone call, voice mail, email
or a knock on your door by someone ask-
ing you why you didn’t take care of them.
If you can neglect a task or activity and 
no one would ever ask you about it, it 
is most likely a gain activity, and not a
prevent pain activity. 

The good news is that we have gotten
really good at completing prevent pain
tasks. The bad news is that this is often
all we get accomplished. The problem
with only executing prevent pain tasks is
they do not improve our lives, they only
help us to maintain them. When we neg-
lect improving ourselves, our relation-
ships, or our businesses for too long we
end up burned out, out of balance and
completely ineffective. 

Many people say they are going to get
to their goals after they get to all of their
“prevent pains.” The problem is that
your “prevent pains” never go away. They
say they will get to their goals after they
get out of debt, after the kids are out of
school or after they retire. The things
necessary to maintain your life are never
going to go away even after you retire.

The key to balance, success and ulti-
mately the key to happiness is getting to
all of your prevent pain activities while
incorporating the gains into your day
and into your life. This is easier said than
done. When you are in a prevent pain
mode it’s hard to think of working on a
goal, spending time with what you value
most or taking time to improve your life.
It takes enormous self-discipline to exe-
cute a task that is not demanded of you
today and that no one will ask you about
if you don’t do it. It takes a lot of vision
and character to do something today that
you don’t have to do. And this is precise-
ly why I refer to “gain” tasks as leader-
ship and “prevent pain” tasks as manage-
ment. When you complete a gain task
you are leading your life toward your
goals and what you value most. When
you complete a prevent pain task you are
doing nothing more than managing
what would eventually find you.
Leadership tasks are an investment in
today and the future. Management tasks
just help you get through today. 

I’m not discounting the effectiveness of
management as a matter of fact. Just man-

aging your life well can be something to
be proud of, but it’s not leadership.
Leadership is just that—it’s leading. It’s
improving things, making things better
and not settling for how things are today. 

Gain activities produce significantly
greater results than prevent pain activi-
ties. Look at the difference in results gen-
erated in your life between running a
marathon and taking out the weekly
trash. At work, look at the difference in
results produced between completing a
status report and improving a process or
procedure that takes your customer satis-
faction to another level. When you are
looking back on your life on your 100th
birthday, you will remember running the
marathon, not taking out the trash.
When you look back at the performance
of your business over the past year, you
will remember how you improved cus-
tomer satisfaction, not how often you
submitted status reports. 

Prevent pain tasks only become mem-
orable and produce significant results
when you don’t do them. Consequences

“Gain”
activities

include those
things that

improve your
life, your rela-
tionships or

your business.

“Prevent
Pain”

activities are
those activi-

ties necessary
to maintain

your life, your
relationships
or your busi-

ness and keep
them where

you have got-
ten them

today.

Continued on page 62
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The New Mark of
Excellence in Event Education.

August 21-26, 2005
National Training Center @ Oglebay Resort

A comprehensive training and educational
Experience for the event industry professional

What have you done for your organization lately?
What have you done for yourself?

www.eioglebay.com
208-433-0950

                                     The Premiere Association Supporting
                                     Festival & Event Professionals, Worldwide.lnternational Festivals & Events Association
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Foundation

Foundation to Stage Two Events
During Annual IFEA Conference

The IFEA Foundation was founded in
1992 to provide monies for two important
purposes: To fund scholarships for people
and events who could not afford to attend
the annual IFEA convention, and to provide
monies for keynote and other professional
speakers at the conference.

Today, virtually all of the keynote and
professional speakers at IFEA conferences
and seminars are funded by the Foundation,
which enables convention attendees to learn
from outstanding experts.

And scholarship wise, over the last 12
years the Foundation has sent over 100 peo-
ple to the convention, all of who would not
have otherwise been able to attend.
Scholarships are especially valuable to event
professionals from smaller events.

“Working for a non-profit youth organiza-
tion, I would not have normally been able
to attend the convention without the schol-
arship,” said Sandy Miller, Director of
Community Relations for the Wisconsin
Youth Company in Madison. “It really made
a big difference for me. I was inspired by the
many ideas I gathered, and the people I met
who are doing exciting things in the field.”

Two exciting events will occur at the con-
vention where you will be able to support
the worthy endeavors expressed above.

The Boston Tea Party and IFEA
Foundation Auction

The first will be the Foundation’s annual
fundraising night, first held in 1987 at the El
Paso convention. The Boston Tea Party and
IFEA Foundation Auction will be staged on
Thursday, November 11th at 6:00 p.m. at the
Bay Tower in Boston. 

It’s here where you can bid on exciting
trips – “great deals, cool stuff and un-
buyable experiences,” says the Foundation’s
incoming Chair, Bruce Erley of Creative
Strategies Group in Denver.

Many items donated by IFEA members,
including a round trip for two to Singapore
for the World Gourmet Food Summit and
other trips to the Kentucky Derby,
Indianapolis 500, Iditarod in Alaska, the
Coconut Grove and Sausalito Arts Festival,
and several others will be offered.

There will be over 200 items of all shapes
and sizes that will be auctioned off. “It’s 
not just a lot of fun,” said IFEA Foundation
Auction Chair Kay Wolf of Dixie Flag in 
San Antonio. “You’ll also find the best val-
ues and most exciting opportunities at the
annual auction. There not only are trips, but
there are also opportunities to purchase fire-
works shows, inflatables and other items at
great prices.”

One organization – Norfolk Festevents 
of Virginia – really has fun at the auction.
Each year they budget to spend $5,000 on
the auction.

“The staff who attends the convention
gets to decide which items to purchase,” said
Karen Scherberger, Executive Director of the
organization. “We then conduct a drawing
when we return home that all staff members
participate in. “It’s a great morale booster,
because even those people who didn’t get to
attend the convention get to participate.”

Of course, we hope that you will attend
the event (you can purchase tickets ahead of
time when you register for the convention),
but that you will also donate an item –
please contact the IFEA Foundation office 
at 360-452-2789.

A Night in Newport, 
Rhode Island

The other convention Foundation event
will be held on Wednesday, November 10th

– “An Evening With the Great Gatsby and
other Titans of the Event Industry.”

We will bus to Newport, Rhode Island
and turn back the clock to the “gilded age” –
a time when Newport played host to the
wealthy and famous, and the marvelous
mansions that resulted. Built by families like
the Vanderbilts, these homes were the ulti-
mate. Our event will be held at Rosecliff
Mansion, whose ballroom is the largest of
all Newport mansions. It is here where such
films as The Great Gatsby and True Lies were
filmed, and where Cole Porter lived and
wrote Ain’t Misbehavin.

“No words can convey the idea of the
marvelous spectacle of well and graciously
and artistically applied wealth which has
harnessed to its aspirations the greatest
architectural art of the country…the result is
such a combination of natural and contrived
beauty, open for the enjoyment of all, and
cannot be seen on such terms anywhere else
in the world,” wrote a British citizen visiting
Newport at the turn of the century.

“We hope that you will be able to attend
both nights,” said Paul Jamieson, Executive
Director of SunFest of West Palm Beach,
Florida, and the current Foundation Chair.
“You can sign up for both when you com-
plete the IFEA convention registration form.

Most of all, these two events will enable
us to continue to fund convention scholar-
ships and keynote and other professional
speakers.

Any questions? Please give me a call at the
IFEA Foundation office, 360-452-2789.

Bruce Skinner, CFEE 
Foundation President

Bruce Skinner and Associates 
115 E. Railroad, Suite 308 

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

E-Mail: bruce@omhf.org
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It is a pleasure to greet you once again
through the pages of “i.e.” Many of you
have spent the summer months busy
producing or supporting festivals and
special events. There are few other
vibrant examples of a community’s cul-
tural fabric than the events that bring
people together in celebration. In
fact, the world has just participat-
ed in our unique brand of busi-
ness on a very large scale. The
Athens Olympics successfully
proved that the human race is
capable of laying aside its politi-
cal differences long enough to
give each other a global hug. How
fortunate we are to be a part of
this special industry. What we do,
arguably, has a greater impact on
the life of the average person than
the affairs of state. That is why we
should always be proud to tell
people that we are in the business
of fun!

Your IFEA Board and Staff have
been busy preparing for what
promises to be one of our best
conventions in history.
Renowned speakers, presenta-
tions on the latest trends in spe-
cial events and an Expo experi-
ence that will help you keep your
event or business on the cutting
edge – all will be offered in tan-
dem with the best networking
opportunity around. Speaking of
history, Boston is the perfect des-
tination to mix business with
pleasure during a convention of spe-
cial events leaders where “everyone
knows your name.”

The summer IFEA Board meeting was
held at the beautiful Oglebay Resort in
West Virginia. We are excited that IFEA’s
Event Institute at Oglebay will become a
reality in 2005 on the site of this won-

derful facility. To have a place
to send the new event profes-
sional for training, or an
opportunity for seasoned veter-
ans to be re-energized, is a dream
come true. Gone are the days 
when the only way to learn was 

“baptism by fire.” Please look for
upcoming information on this vital
opportunity (www.eioglebay.com or
www.ifea.com) and plan to be a part 
of the inaugural class.

I recently had the pleasure of repre-
senting IFEA at the Festivals and Events

Association conference in Canberra,
Australia – the nation’s capital. In
addition to enjoying great hospital-
ity “down under,” I was honored to
be a part of their educational pro-
gramming geared toward ensuring
event sustainability. During the
conference, this enthusiastic group
officially voted to become a partner
of IFEA in Australia. Joining with
similar groups in Singapore, China
and Europe, IFEA has truly become
the “premiere association support-
ing festival and event professionals
worldwide.” Simply put, IFEA is
growing as an organization because
there is a growing need for what
IFEA offers: member benefits, edu-
cation and networking.

I recently heard a new twist to 
an old saying: “Change is
inevitable…except from vending
machines!” I look forward to seeing
you in Boston where we will
address the global changes that
affect our industry while we cele-

brate being in the business of fun!

Michael E. Berry, CFEE 
2004 IFEA Board Chair

Kentucky Derby Festival
Louisville, Kentucky USA

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

You’ve Been Busy
this Summer and
So Has the Board

The

Board Table

We are excited 
that IFEA’s Event

Institute at Oglebay
will become a 
reality in 2005. 
To have a place 
to send the new

event professional
for training, or 
an opportunity 

for seasoned vet-
erans to be re-
energized, is a

dream come true.
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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

Michael E. 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

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

Mitch Dorger
John M. “Mitch” Dorger is the Chief

Executive Officer for The Pasadena
Tournament of Roses Association, a position
he has held since Feb. 1, 2000. He succeeds
IFEA Hall of Fame member, Jack French, in
this position. As CEO, Mitch is responsible
for leading the Tournament’s 22-member pro-
fessional staff and supporting the 935 volun-
teers who plan and stage the world-renowned
Rose Parade® and Rose Bowl Game® and
maintain the traditions of this 116-year old
Pasadena institution. 

The Tournament’s events are known
throughout the world, and they are among
the most viewed events in America. Nearly
one million visitors come to Pasadena each
year to participate in America’s New Year’s
Celebration®, with 300,000 of these visitors
coming from outside the greater Los Angeles
area. The combined Nielson rating for the
Tournament’s two major events is over 
35, which means that nearly 80 million
Americans watch these events on New Year’s
Day. In addition, the events are viewed in 
28 other countries. The Tournament of Roses
events have an annual direct economic
impact on the region of $225 million, 
and because the events occur during a non-
tourist season, the impact on Pasadena 
and the Southern California region is even
more profound. 

Mitch is new to the festival and events
industry. He likes to say this is his third
career. From 1994 to 2000, Mitch was the
Chief Operating Officer at the Claremont
University Center, where he was responsible
for a 350-person, $30 million organization
that provided all non-academic support 
services to the seven colleges in the
Claremont consortium.

Prior to his tenure in academe, Mitch
served in the United States Air Force for 26
years. His final position was as Vice
Commander at the United States Air Force
Academy. Other assignments included Base

Continued on page 62
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IFEA Update

IFEA’s international network is
going through an exciting growth
spurt that will benefit our members
and our industry worldwide. 

AUSTRALIA
In June, IFEA

hosted a confer-
ence in Tweed
Heads, Australia,
on the coast
between New
South Wales and Queensland, welcomed by the Wintersun
Festival in Coolangatta. The conference was attended by events
from throughout Australia, including representatives from
Queensland, New South Wales, Tasmania, Victoria, the
Northern Territories, and South Australia. Representatives from
New Zealand and Singapore also attended. 

IFEA’s Australian liaison, Barry Wilkins and IFEA President &
CEO Steve Schmader, CFEE, met with state and territory repre-
sentatives as the IFEA looks to the future “down under”. As a
result, a new IFEA Australian Advisory Council will be created
and a new partnership is being forged with Festivals & Events
Australia (FEA- formerly the New South Wales Festivals &
Events Association), who have actively taken on the challenge
of serving all of the events in Australia.

In August, IFEA Chair Mike Berry, CFEE (of the Kentucky
Derby Festival) and Immediate Past Chair Therese St. Onge,
CFEE (of the National Capital Commision in Ottawa, Canada)
represented the IFEA at the FEA conference in Canberra, locat-
ed in the Australian Capital Territory, to announce the new
partnership, along with FEA President Ian Steigrad. The new
partnership will add an estimat-
ed 200 new Australian members
to the IFEA network.

ASIA
Spurred by a flurry of activities

and interest, final details are
being worked out to transform
IFEA Singapore, now in its fourth
year and growing, into IFEA Asia.
IFEA Singapore President Jimmy Wong will serve as the
President of the new IFEA Asia, and will act as the liaison with
new chapters now being negotiated with in China, Japan, India,

and Thailand. Discussions have also
included the possibility of a Pacific Rim

IFEA Conference in the future. 
In September, an IFEA delegation of

speakers, including Bruce Erley, APR of
Creative Strategies Group; Paul Jamieson,

CFEE of Sunfest; Tom Bisignano of Walt Disney
World; and IFEA President & CEO Steve Schmader,

CFEE, will join other international speakers for the IFEA
PowerSponsorship Conference in Singapore. Representatives
from China, Japan, Thailand and Dubai (in the United Arab
Emirates) will also be in attendance to discuss expansion of
the IFEA global network.

In November, an IFEA international delegation of speakers,
including Jean McFaddin, former producer of the Macy*s
Thanksgiving Day Parade; Johan Moerman of Rotterdam
Festivals; Bruce Erley, APR, of Creative Strategies Group; Jimmy
Wong of Gwyndara International; and IFEA President & CEO
Steve Schmader, CFEE, will travel to Beijing, China for the first
ever China Festivals & Events International Forum (November
28-30. Note: See article in this issue for an overview of the festi-
vals and events industry in China.) The forum will reach a broad
cross-section of event planners, government officials, media and
more, and will serve as a platform for the creation of a new IFEA
China chapter. Mr. Zhang Nuan, President of the Beijing Festival
and Event Culture Development Center, will serve as host and
coordinator for both the forum and the new affiliate chapter.

EUROPE
Under new Chairman Jeroen

Mourik and Managing Director
Joost Ter Waarbeek, IFEA Europe
has put together an exciting
September conference in Sheffield,
England, hosted by Sheffield
Hallam University. In November, IFEA Europe is partnering
with IFEA World to present an all-new international track of
sessions as part of the 49th Annual IFEA Convention & Expo
Experience in Boston, Massachusetts. The new track and speak-
ers promise to provide valuable new information, ideas and
opportunities for cultural exchange.

The IFEA international network is one of the most powerful
tools available to IFEA members and as it grows larger, the
world and our industry somehow seem to grow closer together.

International
Network             Growing
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IFEA is pleased to announce that we are changing our
policy for email broadcasts to a once-a-week format,
based upon your feedback. 

We certainly understand how difficult it is to sort
through all of the emails that you receive, but also
understand how important it is to make you aware of
the many quality programs and resources that are the
foundation of why you belong to the IFEA. 

To achieve both goals, instead of receiving daily emails
from IFEA regarding upcoming seminars, new benefit
options and important deadlines, we have now combined
those items into one, easy-to-read, weekly format that lets
you pick and choose the items that are of greatest impor-
tance to you from a color-coded menu. The “IFEA Weekly
Update” will be sent out electronically every Tuesday. 

IFEA members will also continue to receive our e-
newsletter, “Affiliate Connection”, once a month, packed
with the latest regional and affiliate partner news and
information to help keep you close to what’s happening
locally and around the world.

We hope this step helps to clear some of the clutter
from your inbox and gives you more time to take advan-
tage of the benefits offered.

IFEA Weekly Update 
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IFEA Update

UPS, FedEx, DHL, and the U.S. Postal
Service all felt the economic impact of
the IFEA/Haas & Wilkerson Pinnacle
Awards, as more than 1400 entries
arrived to the IFEA offices from every
corner of the globe. Volunteers are now
busy sorting and cataloging each entry
for the judging in September, when the
historic Boise Train Depot, which serves
as IFEA’s World Headquarters, will be
filled from end-to-end and top-to-bot-
tom with entries, separated by 212 budg-
et level and entry categories. “The judg-
ing process takes a full day”, according
to IFEA staff member Nia Forster, who
coordinates the awards program. “We
provide breakfast, lunch and dinner to
the judges to help keep them going.
Out-of-town judges arrive the night
before and give up two to three days of
their time to be a part of this exciting
program. They take their job very seri-
ously and, like the Olympics, the differ-
ence between gold, silver and bronze
can sometimes be very close.”

The winners of the IFEA/Haas &
Wilkerson Pinnacle Awards, along with
the winner of the IFEA/Zambelli
Fireworks Internationale Volunteer of
the Year, and the newest inductees into
the IFEA/Miller Brewing Company Hall
of Fame, will be announced during the
Miller Brewing Company Hall of Fame
Luncheon at the 49th Annual IFEA
Convention & Expo Experience present-
ed by Kolor View, November 10th, in
Boston, Massachusetts.

Haas & Wilkerson Insurance, a
long-time sponsor of the IFEA, has
signed a multi-year agreement to
become the first of four sponsors at
our new Association Partner level. This
new level represents the highest level
of support for the organization and a
true commitment to our industry.
Kolor View has joined the IFEA
team as our first-ever presenting
sponsor of our annual convention in
Boston. As the official printer for the
IFEA, they have also activated that
sponsorship in a major way by offer-
ing IFEA members deeply discounted
rates on all of your printing needs. 
TRIPmedia Group has joined forces
with IFEA to offer exciting new IFEA
member discounts on their TRIPsouth
and TRIPinfo promotional packages.
With websites, TRIPsouth’s Annual
Festivals and Attractions Print Guide,
and the TRIPinfo.com index to USA
travel sites, IFEA members can reach
thousands of potential travelers and
travel professionals, at special mem-
ber-only prices.
Southeast Tourism Society (STS)
and the IFEA have created a valuable

new alliance that will create a num-
ber of new opportunities for both
IFEA and STS members, including
education, web links, industry repre-
sentation and more. Events in the
Southeast will be very familiar with
the “STS Top 20”, a selection of the
best events in the Southeast each
quarter. The IFEA will formally
endorse this exciting program and
will now be involved in providing
rotating judges as part of that 
selection process.
eBrandedSolutions has partnered
with the IFEA to provide special
member-only pricing on their soon-
to-be-unveiled SponsorshipPRO+
software. The affordable and easy-to-
use software tool is designed espe-
cially for the post-event fulfillment
reporting process and enables festi-
vals and events of any size to identi-
fy, organize and present essential
marketing files to sponsors. Look for
more information coming soon on
this innovative new product that can
enhance your organization’s financial
and staffing resources while leaving
the ultimate impression. 

New Partnerships Take
Association Forward and 

Offer New Member Benefits
The IFEA understands the value of partnerships. We are fortunate to
have many great organizations whose close support of our organization
allows us to provide the type of quality programs, resources and benefits
that make us “The Premiere Association Supporting Festival & Event
Professionals Worldwide”. We are pleased to announce the following
new partnerships:

Pinnacle Award
Entries Roll In

We would also like to thank the many other ongoing sponsors and
partners who continue to help us take our association and industry to
new levels. Please use every opportunity to return that support
through your business, recommendations and words of appreciation.
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The IFEA’s new Event Institute at Oglebay
has opened registration for its’ first class,
scheduled for August 21-26, 2005 at the
National Training Center at Oglebay Resort
in Wheeling, West Virginia. “Response to
the new institute, from all niches of our
industry, has been very positive”, said IFEA
President & CEO Steve Schmader. “Higher
than any new program that we have
launched in years.” 

The intensive educational program,
which runs one full week per year for two
years, will earn participants an Event Management Diploma.
Students will live on-site at Oglebay with their professional
peers and instructors. Registration fees will be all-inclusive of
classes, materials, lodging, meals and use of Oglebay Resort’s
many recreational opportunities.

“The EIO Management Board and the IFEA Academy of Event
Education have been working to solidify the course curriculum
and select instructors from among the most highly respected
and experienced professionals in the field,” according to Pat
Christenson, owner of DANI (a professional education organi-
zation based in Las Vegas, Nevada) and President of Las Vegas
Events, who developed the concept for the new institute. “EIO
promises to fill a niche for professionals at all levels interested
in learning about every aspect of the events industry.”

For more information and continual updates on classes and
instructors, go to www.eioglebay.com.

Event Institute at Oglebay
(EIO) Registration Open

� 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

TRENDS-AT-A-GLANCE

$1.72
Atlanta
1996

$1.14
Nagano
1998

$1.5
Sydney
2000

$1.9
Salt Lake City

2002

$1.5
Athens
2004

(in billions)

total cost of games just security

Security Reaches
Olympic Heights

Source: USA TODAY research, AP

Security costs for the 2004 Olympics have climbed
to an estimated $1.5 billion. This is more than the
total cost to stage the Games in Nagano, Japan.
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K Alferio, CFEE
K Alferio, CFEE, had ambi-

tions of being in event pro-
duction since she was a small
child staging Saturday after-
noon shows underneath her
family’s carport. It was her
experience with helping to
produce the inaugural Super
Derby Festival in Shreveport,
Louisiana, however, where
the festival producer inside
her truly began to emerge. 

Alferio’s professional entry
into the event field came in
1988 when she joined the staff of Georgia’s Stone Mountain
Park as special events and public relations director. Working in
this position for 10 years, Alferio produced a full slate of events
from laser shows and historic festivals to concerts, cook-offs
and art shows. She won numerous awards from the IFEA, the
Southeast Tourism Society and multiple chambers of commerce
for her innovative programming and advertising programs.
Increasing annual sponsorships 345% annually for events, she
proved her skills as a top negotiator as well as a visionary.
Under her direction, events became a major force and revenue
producer at the park. 

Alferio became very involved in speaking at IFEA confer-
ences, serving on the board of directors for IFEA and as IFEA’s
chairperson in 2001. She shared her insights and working
knowledge through her book “ Media Relations: The Good, the
Blah and the Ugly” (an IFEA publication on dealing with the

media) and was a founding member and the first president of
the Georgia Festivals and Events Association.

In 1997, Alferio left Stone Mountain Park and opened The
Alferio Group—a consulting firm. Among her clients were the
Atlanta Journal Constitution and Blockbuster Video. In 1998,
Alferio teamed up with fellow IFEA member Ira Rosen to pro-
duce the AAU Junior Olympic Games.

In 2000, Alferio was offered the chance to work the other
side of events…from a corporate perspective. She joined the
ranks of Capital One, directing special events and media pro-
ductions. During her four year tenure, Alferio produced events
around the world and worked on Capital One’s venture into
sports marketing through its sponsorship of the Capital One
Bowl. She was honored as one of the corporation’s top leaders,
receiving a Circle of Excellence award for her event production
skills and results.

Working in the corporate arena did not prove as satisfying to
Alferio in comparison to the non-profit world of event produc-
tion. In 2004, Alferio returned to her true and current calling,
as she accepted the position of Executive Director for
Richmond’s CITYCELEBRATIONS. 

Bridget Sherrill, CFEE
Bridget Sherrill, CFEE,

Vice President of
Merchandising for the
Kentucky Derby Festival,
epitomizes the commitment
and professionalism that has
helped the Derby Festival
evolve into one of the coun-
try’s most honored and suc-
cessful civic celebrations. For
more than 32 years, Sherrill
has worked tirelessly as a
Derby Festival staff member
to improve and expand its
impact. Her accomplish-
ments and award recognition
are numerous – both with the Derby Festival and the IFEA.

Under Sherrill’s guidance, the Derby Festival’s Merchandise
Program has grown and prospered in a highly competitive
business environment. The festival’s Pegasus Pin Program,
which began in 1973, has long been a model for many other
special events across the United States. Sales of the lapel pins

2004 IFEA/Miller Brewing Company 

Hall of Fame 
Inductees

From a woman whose endless energy and multi-level experiences have taken the quality
and creativity of festival and event marketing to the next level, to a merchandising men-
tor fondly referred to as the “Pin Lady”, to the inventor of the cold air inflatable, this year’s
IFEA/Miller Brewing Company Hall of Fame inductees epitomize the spirit and sheer sat-
isfaction that come from knowing one is making profound differences in the communities
and industry they serve.

Inductees will be honored at: 
IFEA/Miller Brewing Company 

Hall of Fame Awards Luncheon, 
Wednesday, Nov. 10th, 

49th Annual IFEA Convention & Expo 
Boston, Massachusetts.
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UPCOMING 
IFEA EVENTS

“The Hills Are Alive!” – IFEA Regional
Seminar & Behind-the-Scenes Tour at
the Foothills Fall Festival 
October 8, 2004
Maryville, TN • 9:00 a.m. – 5:00 p.m. 
Contact IFEA Regional Director 
Carolyn Morris at 770-592-7180 
or email to carolyn@ifea.com

IFEA Regional Seminar
October 21, 2004 
Albany, NY
Contact IFEA Regional Director 
Tom Kwiatek at 610-972-1530 
or email to tkwiatek@ifea.com

“Increasing Festival Revenues” – 
IFEA Regional Seminar 
October 25, 2004 - Mellon Financial Center
Pittsburgh, PA • Contact IFEA Regional
Director Tom Kwiatek at 610-972-1530 
or email to tkwiatek@ifea.com

28 IFEA Europe Presence at WOMEX
(Worldmusic Exhibition) 
October 28, 2004 
Essen, Germany • All IFEA members, world-
wide, are invited to attend and receive a 
special discount • Contact the IFEA 
Europe Office at +31 23 534-8482 
or office-ifea@planet.nl or visit
www.womex.com.

IFEA Regional Seminar & Behind-the-
Scenes at the San Jose Holiday Parade 
December 4, 2004 
San Jose, CA
Contact IFEA Regional Director 
Nia Forster at 208-433-0950 x*814 
or email to nia@ifea.com

TRENDS-AT-A-GLANCE

Hideaways Intl, Portsmouth NH. www.hideaways.com

68%
of

upscale travelers
polled said
higher terrorism
alert levels are
not keeping them
from making fall leisure travel
plans. Most travelers are heading
to destinations in the US, Canada
and the Caribbean. Only 8% said
they weren't sure about fall travel
plans, while another 8% said that
they had put plans on hold. 4%
canceled their plans and 13%
were not planning to travel this fall.

TRENDS-AT-A-GLANCE

American Bus Association

What is the most popular group
activity? According to an ABA
survey, it’s a trip to the theater, a
historic/cultural tour, gaming,
shopping, and festivals. All the
activities ranked in the top five.
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CODE OF PROFESSIONAL RESPONSIBILITY PREAMBLE

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

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

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

THE INDUSTRY’S ROLE IN SOCIETY

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

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

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

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

d. member compliance with professional standards and ethical conduct.

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

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

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

BUSINESS STANDARDS AND PRACTICES

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

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

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

Note: The full and expanded version of the IFEA Code of Professional Conduct and Ethics is accessible online at: www.ifea.com.IF
E

A
 C

O
D

E
 O

F
 P

R
O

F
E

S
S

IO
N

A
L

C
O

N
D

U
C

T
 A

N
D

 E
T

H
IC

S
Ethics is in origin, the art of recommending to others the
sacrifices required for cooperation with oneself.

Bertrand Russell, British Philosopher

IFEA Update
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now account for nearly 25 percent of the Derby Festival’s
annual operating budget. Sherrill’s passion and tremendous
work ethic have taken the pin program to unprecedented
heights within the industry, including the recent addition of 
a pin trading program.

In addition to the amazing success of the pin program, the
Derby Festival’s Official Poster Series has received international
recognition over the past 25 years. The framed poster images
can be found adorning the walls of corporate boardrooms,
business offices and privates homes all over the Louisville
area. The posters, which have been created by a variety of
homegrown and national artists, have become collectors’
items, accounting for a significant surge in business at local
frame shops.

Sherrill has served as board president of the Kentucky
Festivals and Events Association (1989-90) and has been the
organization’s treasurer from 1993 to the present. She served
on the IFEA board of directors from 1992 to 1998, serving on
the executive committee from 1995-98 and as secretary in
1997-98. She also served on the IFEA Foundation board of
directors from 1996-2002, serving as secretary in 1997, treasur-
er in 1998, chair-elect in 2000, chairman in 2001 and immedi-
ate past chair in 2002.

Sherrill was originally hired by Jack Guthrie, former execu-
tive director of the Derby Festival and a 1996 inductee into the
IFEA/Miller Brewing Company Hall of Fame. In a 2002 inter-
view, Guthrie aptly summed up Sherrill’s impact on the Derby
Festival and the special events industry: “She has grown up
with the festival – it has truly been a major part of her life.
This community is a better place because of Bridget Sherrill.”

Jim Thomson
Jim Thomson founded

his company, Dynamic
Displays, in 1961. He and
his staff, which included
some of his eight children,
decorated malls and city
streets for the holidays and
special events, using lights,
garland, and animated fig-
urines. In 1963 Thomson
was introduced to the
world of parade inflatables,
and his life and business
took a radical turn. Jean Gros, a former Macy’s employee, had
started a company making giant rubber balloons for parades.
Gros wanted to retire, and Thomson bought his inventory on
the strength of photographs shown to him. Dynamic Displays
was now in the inflatable business.

The new direction taken by Dynamic opened new worlds for
Thomson’s creativity and pioneer spirit, but the new products
were not without problems. Many of the balloons were in
poor condition and had a major problem with leaking. He
met the problems head-on and began to experiment. It wasn’t
long before he found a solution. A permanent fan installed in
a leaky balloon kept the inflatable looking proud and simulta-
neously created a brand new medium—the cold air inflatable. 

Today, it’s hard to imagine an event without the technology
Thomson invented and the industries made possible by it:
giant soda can brand promotions, fly guys dancing over the
festival grounds, inflatable costumes greeting guests. According
to the Inflatable Advertising Dealers Association, Thomson
was using permanent fans on balloons thirteen years before
his nearest competitor, which earned him a designation by 
the IADA as “Grandfather to the Industry.” Thomson was 
also inducted into the IADA Hall of Fame in 2001 and into 
the Ontario Festivals Association Hall of Fame in 2002. 

TRENDS-AT-A-GLANCE

People who hold certification in
their industry or profession
received higher compensation than
those without, according to 52%
of 271 certification and licensure
professionals reporting on their
industries in an on-line survey. An
additional 7% noted that
certification is required for
professionals practicing in certain
industries.

Natl. Organization for Competency Assurance, Washington. www.noca.org

TRENDS-AT-A-GLANCE

Internet Website

Motor Club Magazine

Newspaper Travel Section

Televised Travel Show

General Interest Magazine

Travel Guidebook

Membership Publication

Consumer Travel Magazine

Travel Trade or Business Publication

Electronic or Email Newsletter

In-flight Airline Magazine

Travel Newsletter

Travel Radio Show

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Media Used to Plan
a Trip or Vacation

Source: TIA Domestic Travel Market Report

The “Grandfather to the Industry” is also the grandfather of
a marvelous family, which he considers to be his greatest
achievement. Many of Thomson’s children and 48 grandchil-
dren are regularly employed by Dynamic on parade routes and
at events, and Thomson’s youngest son, Stephen, now heads
up the company. After 41 years in the business, Thomson is
retired and no longer makes the daily trek into the office, but
his face is still a familiar sight at Dynamic, where he continues
to put his creativity and ingenuity to work on special projects.
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RAY GRIFFIN’s enthusiasm
is evident in every aspect of his life, but it 
is most visible in the amount of time he
gives as a volunteer for Cityfolk. Griffin
essentially made the festival what it is today
by volunteering for the difficult task of
being festival director. 

In the fall of 2000 Cityfolk’s executive
director resigned, leaving the organization
and the festival in a precarious position.
The executive director was also serving the
dual role of festival director, which left a
huge void in leadership that needed to be
filled. Griffin approached the Cityfolk board
of trustees, offering his services as the festi-
val director, as well as the interim executive
director of the entire organization. During
the months he was the interim executive
director, he united the staff (which had
been cut by 50% and was emotionally
exhausted) and put policies, accounting 
and contract management procedures into
place to greatly improve the day-to-day
operations of the organization. 

Most importantly, as festival director,
Griffin established the volunteer structure
that is still in place today and is the only
way the festival could continue, having
endured such a significant reduction in
work force. He began by interviewing com-
munity groups and learning what each par-
ticular one could bring to the table. He then
recruited volunteer leaders out of those

groups to manage volunteers, working in
different areas/roles at the festival. That vol-
unteer structure Griffin established has now
been successfully producing the largest
multi-cultural festival in Ohio since 2001. 

Griffin’s leadership skills are also evident
in his ability to coordinate such a large and
diverse pool of volunteers. Cityfolk has vol-
unteers from corporations, social service
organizations, local schools, youth groups,
grassroots-based action agencies and
churches, just to name a few. Last year, the
festival engaged over 1,000 volunteers, with-
out whom the festival could not exist.
Griffin established the first ever festival vol-
unteer appreciation event to further punctu-
ate his commitment to a volunteer structure. 

For the first time in years, he not only
produced a festival that satisfied every por-
tion of Cityfolk’s mission and core values,
but he made a $125,000 financial contribu-
tion to Cityfolk that offset all operational
deficits and allowed the organization to
carry out its regular season series of jazz,
world, Celtic, and traditional music concerts
and educational activities. A successful event
from every angle, the 2003 Cityfolk festival
was revered in the community, supported
the organization’s mission and was finan-
cially sound.

While he primarily dedicates himself to
the Cityfolk festival in the role of festival
director, Griffin is also extremely committed
to their year-round season of activities as a
volunteer board member, ticket buyer and
committee volunteer. Griffin works an aver-
age of thirty to forty hours a week during
the festival season, a major responsibility
that consumes nearly ten months out of 

the year, often spending time in the evening
and on weekends to coordinate activities,
attend meetings and make promotional 
presentations. As if that isn’t enough, he
also frequents Cityfolk on at least a part-
time basis during the remainder of the year,
maintaining relationships with festival 
vendors, investigating new products and
services, continuing his professional educa-
tion and staying abreast of organizational
issues that affect the festival. Additionally,
Griffin attends a year-round season of 
concerts, in-school educational programs,
community dances and film showings as 
a paying ticket buyer. 

Griffin’s professional background is a 
perfect fit for the festival director position.
He arrived at Cityfolk after he retired from
the City of Dayton, where he managed the
region’s largest public facility – the Dayton
Convention Center. As the facility manager,
he coordinated trade shows and other com-
munity-wide events, handling sales and
marketing as well as the intricate logistical
elements necessary for success in the events
profession. Griffin brings his understanding
of city departments and their hierarchy to
his volunteer role as festival director. His
ability to engage the right people needed to
coordinate the festival, which attracts nearly
100,000 attendees and involves 1000 volun-
teers and dozens of sponsors and partners,
has proven invaluable over the past years.
Griffin’s professional expertise has netted
many positive results, including 2003’s
record-setting profits, a significant increase
in in-kind contributions, a successful move
of the festival’s home, the largest family of
sponsors and partners in the festival’s histo-

The IFEA and Zambelli Fireworks Internationale are pleased to announce Ray
Griffin of Cityfolk, in Dayton, Ohio, as the recipient of the 2004 IFEA/Zambelli
Fireworks Internationale Volunteer of the Year Award. 

As this year’s winner, Griffin will be the guest of IFEA and Zambelli Fireworks at
the 49th Annual IFEA Convention & Expo Experience, presented by Kolor View,
November 8-12 in Boston, Massachusetts. He will be recognized and presented
with his award during the IFEA/Miller Brewing Company Hall of Fame Awards
Luncheon on Wednesday, November 10th.
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Dr. William Bittle
Nominated by: Pro Football
Hall of Fame Festival
Canton, OH

Anne Boyd
Nominated by: Galveston Historical
Foundation Events
Deer Park, TX

Eric Brooks
Nominated by: Pelham 
Wildlife Festival
Camilla, GA

Cookie Crowson
Nominated by: Foothills Fall Festival
Alcoa, TN

Sigmund Hohulski
Nominated by: Oktoberfest
Tulsa, OK

Laura Jones
Nominated by: Kentucky Derby
Festival
Louisville, KY

Randy Krail
Nominated by: Musikfest
Hatfield, PA

Steve Sweeney
Nominated by: The Palace 
Theatre/City of Crossville
Crossville, TN

Reverend Ronald Terry
Nominated by: Macon Georgia’s
International Cherry Blossom
Festival

Macon, GA

Xavier Villescas
Nominated by: Borderfest 
and TFEA
Hidalgo, TX

Margit Worsham
Nominated by: Gatlinburg 
Special Events
Gatlinburg, TN

Bobby Zinser
Nominated by: Memphis in 
May International Festival
Memphis, TN

NOT PICTURED

Jeanne Barton
Nominated by: West Richland 
Harvest Festival
West Richland, WA

Tommy Dodd
Nominated by: Star of Texas Fair &
Rodeo
Austin, TX

Carolyn Hutchens
Nominated by: Tempe Festival of
the Arts
Tempe, AZ

Donna Scezney
Nominated by: Southern Tier 
Celebrates
Port Crane, NY

Carolyn Tschetter
Nominated by: Wichita Festivals
Wichita, KS

hile there can only be one person named as the 2004 “IFEA/Zambelli Fireworks International Volunteer
of the Year”, we would like to take a moment to recognize all of the many deserving individuals who were
nominated this year. Each one stands out in their own special way, making it a very difficult decision for
the committee to make. The spirit and dedication they have shown has helped to strengthen and shape

the events they work with, which in turn, has helped to keep our industry and their communities strong. We invite you
to join us in thanking them, and all volunteers, for their much-appreciated efforts.

ry and the subsequent merger of two events
under the Cityfolk festival’s umbrella. 

No matter how hectic the day’s schedule
is during the festival season, Griffin always
takes time to discuss ideas with the staff 
and thank people for their time and efforts.
He also exemplifies a great attitude during
the festival by handling issues calmly and
efficiently. His high priority on producing a
quality event for families and the communi-
ty enables him to rise above the inevitable
problems.

In addition to being the festival director,
Griffin has served on the board of trustees
(two terms) and is currently serving on the

Development and Finance Committee. He
is a major donor to the organization and
solicits corporate and individual contribu-
tions. His belief in Cityfolk’s mission to cel-
ebrate cultural diversity and affirm the
human spirit by providing the greater
Dayton area with access and exposure to the
very best in folk, ethnic and traditional arts
prompted him to take an active role in
building the organization’s donor base.
Griffin also volunteers with other
local/regional organizations. He is a past
national board member of and present vol-
unteer for Neighborhoods USA and he is
currently volunteering for the Oregon

Historic District Society, the Southwest
Priority board, and Dayton’s Martin Luther
King, Jr. Day Celebration.

It is no exaggeration to state that the
Cityfolk festival would not have happened
or be in existence today, if it were not for
Ray Griffin’s work. He made a real differ-
ence in the organization’s future, building
the Cityfolk festival into the organization’s
largest fundraising event. Without it, the
organization would have a difficult time
surviving. Thanks to Ray Griffin, the 2004
Cityfolk festival promises to be the most
exciting in the history of the organization.

W
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IFEA World

The Present Situation of the 
Festivals Industry in China

China has a long history of festival activities.
It is one of the best witnesses to the history of

Chinese civilization. The folk custom which
has lasted for thousands of years, such as

the totem of the dragon; the annual
observation of 24 seasonal division

points; the celebratory occasions
with red lantern and red candle; 
as well as funeral rituals with flute
and gong; are all supports for ever
blossoming festivities in China.

In recent years, along with the
development of reform and open-

ing-up, as well as the growth of eco-
nomic construction in China, more and

more modern festival activities, in addition
to the traditional ones, have been organized in

different places, with the purpose of promoting local
economies, such as: the Apparel Festival of Dalian, the Beer

Festival of Qingtao, the Folksong Festival of Guangxi, etc. Those
colorful and varied modern festivals are good supplementary and

enriching activities to traditional festivals, and together form a new stage
of Chinese festivals.

One of the main features of Chinese festival activities is their multiplicity
in number and rapidness in development. China is a big country with
enormous economic needs. Especially in the more than 20 years since
reform and opening-up, as a response to economic demand, the economi-
cally oriented modern festival activities have grown with leaps and bounds

By Zhang Nuan, President of Beijing Festival
and Event Culture Development Center

The Emergence 
of the Festivals 
Industry in China: 

An Analysis

54 INTERNATIONAL EVENTS 2004
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and expanded with strong drive. As a
result, the festival economy has created
an emerging new economic form and a
new industrial branch in China.
According to incomplete statistics, 
in 31 provinces, municipalities and
autonomous regions in China, there are
over 5,000 festivals, big and small, being
organized every year. An average of 1 
festival activity going on every 2 hours.
Assuming the average duration of every
festival to be half a day, China, with 13
billion people, is in festival activities
almost continually. During the last year
for instance, there were 5,300 festivals
organized in China mainland, averaging
170 festivals per province, 8 festivals per
city, and 3 festivals per county. As far as
the number of participants is concerned,
there were 2 billion people who attended
these same festivals. Therefore, we can
say that China festivals have become a
major focal point for China.

Another feature of festivals in China 
is the tendency for governmental orienta-
tion for modern festival activities. We
may say that this is the leftover of the
planned economy days. Such tendencies
are rare in the developed countries and
other parts of the world. For example,
the annual Apparel Festival of Dalian
was organized solely by Dalian
Municipal Government of Liaoning
Province; the annual Guangxi Folksong
Festival was completely organized by
Nanning Municipal Government entrust-
ed by the Guangxi Autonomous Region;
and the recent Kash District Tourist
Festival was organized by the Kash
District Government in collaboration
with other 3 district governments in
Southern XinJiang. At present, many
modern festivals are not wholly for the
purpose of popularizing culture, but
more for improving the performance 
of the related local government. We can
say that few local festivals in China are
organized without the political and
financial support of government.
However, it is important to note that the
Chinese government has come to realize
that festival activities should have been
done in tandem with non-governmental
enterprises and social efforts. If every-
thing is monopolized by the govern-
ment, the festival cannot play their full
functions, while the government has to
pour in both effort and resources. Only 
if the festival activities are made into an
industry and are organized along the law
of market, by professional institutions
within the festivals industry, can the gen-
uine benefits of the festivals industry be
displayed. Some local governments have
already begun to establish companies of
festival culture, such as the Nanning
Song-over-the-land Cultural Company.
Although it is a sole state capital compa-

ny, it has started to turn itself to market
economy. At the same time, the govern-
ments have given freer hand to involve-
ment of non-governmental enterprises
into the festivals business. Under such
circumstances, we see the possibility of 
a springtime for the emergence of the
festivals industry in China. 

International Forum of
Festival Activities in China

It was against this general background
that Beijing Festival and Event Culture
Development Center (BFEC) was created.
It is the only integrated institution for fes-
tival research, planning, organizing, and
international exchange in China. All
famous experts and scholars of festival
research in China are important members
of this Center; many cities of well-known
festival activities and related enterprises
are its main supporters. The Center plays a
uniquely important role in promoting the
development and international exchange
of the festivals industry in China.

With the improvement of general
national strength after her entry into 
the WTO, China, with a long history of
5,000 years, has displayed a more bril-
liant future for an ever-vital Oriental civi-
lization. The festival economy, as a pio-
neer for local cultural industries, is fully
able to become the motivating force for
social, economic and cultural develop-
ment in different localities, in addition
to its own values.

For this purpose, BFEC is sponsoring
an international forum of festival activi-
ties in China entitled “The Emergence of
Festival Industry in China”. It will be
convened in Beijing in late November
2004. With firm support and assistance
from the Chinese Government and the
international community, and with long
time exploration and preparation, this
festival forum, the first of its’ kind in
China, will be of epoch-making, imme-
diate result and historical significance.

The forum is aimed at summarizing
and exchanging the process of develop-
ment of China’s modern festival activi-
ties; discussing and analyzing its merits
and experiences; studying the successes
of well-known festivals in the world; rec-
ommending key festival projects in
China; exploring the law of operation
within the festivals industry; promoting
full exchange and cooperation among
experts, scholars, entrepreneurs and
administrators of all walks of life in
China and abroad, as well as among dif-
ferent cultural trades of tourism, infor-
mation, media, advertising, entertain-
ment, and local economic and compre-
hensive industries; and, enabling the
Chinese festivals industry to acquire
more consciousness, far-sightedness,
research and practical effect; so that 

the centuries-old festival economy in
China may play the role of pioneer to
the local cultural industries, including
the important role of the cultural indus-
try as in developed countries, to overtake
the GDP status of the traditional indus-
tries and to promote the national econo-
my along the expressway of sustainable
development socially, economically and
culturally. The forum will have keynote
speeches, dialogues, roundtables, festival
exhibition, commercial meetings for
project cooperation among enterprises,
etc. Various kinds of convenient occa-
sions and opportunities for exchange
and cooperation will be provided by the
organizing committee to forum partici-
pants from China and abroad. This is a
gathering of people with common inter-
ests to discuss the subject of develop-
ment of the festivals industry in China
and the world, and to seek cooperation
projects benefiting all parties. This occa-
sion will be featured and reported by
Xinhua News Agency, CCTV, Radio
Peking, People’s Daily, Da Kun Bao of
Hong Kong, Tourism Journal of China,
China Culture Daily, and Chinese
Nationalities Newspaper, etc.

Keynote Speeches I: A New
Economic Age of Festivals Viewed
from the Development of the
Festivals Industry in the World
1. Current Situation and Trends of

Festival Activities in the World -
Speaker: President & CEO of the
International Festivals & Events
Association (IFEA)

2. Development and Cooperation of
Festival Activities in Asia - Speaker:
President of IFEA Asia 

3. Management and Marketization of
Festival Activities - Speaker: Leader of
World Famous Festival Organization

4. Celebratory Ceremony and Cultural
Festival of 2008 Olympic Games -
Speaker: Representative of the Chinese
Olympic Committee

5. The Formation of the Festivals 
Industry in China and Sustainable
Development - Speaker: Chinese
Expert

Keynote Speeches II: Festivals
Industry and the National Economy
1. Festivals Industry and Urban

Development Strategies - Speaker:
Chinese Mayors Association

2. Festivals Industry and the
Comprehensive Development of
Regional Economies - Speaker:
Commission of Development and
Reform of the State Council

3. Benefit to Tourism by the Festivals
Economy - Speaker: Tourism Research
Center of the Chinese Academy of
Social Sciences
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“China Festivals & Events International Forum” 
Announced for Nov. 28-30, 2004 in Beijing
“China Festivals & Events International Forum” 
Announced for Nov. 28-30, 2004 in Beijing

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 Beijing, China, Nov. 28 - 30, 2004. Organizers invite all IFEA
members, worldwide, to join them and other event industry professionals
and friends for this first-ever conference. China government officers 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 festivals &
events profession, to share information about common issues and trends,
and to conduct trade and development talks. In addition, attendees will
have the opportunity to investigate potential business opportunities 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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4. Advertising, Planning and
Implementation of Festival Activities:
New Areas of Development for the
Advertisement Industry - Speaker:
Chinese Advertisement Association

5. Entertainment and Performance and
the Festival Industry - Speaker: Chinese
Entertainers and Performers
Association

6. Organic Connection of Famous
Enterprises within the Festivals
Industry - Speaker: Representative 
from Enterprises

Dialogue: General Picture of the
Festivals Industry in China and the
World (I)
1. The Present Situation of Festival

Activities in China and the World and
Their Different Ideas

2. Exploitation and Integration of Urban
Festival Resources

3. Promotion to and Cooperation with
International Markets for Festival
Tourism in China

4. Reform of Operational Mechanism
and Perfection of Policy for Organizing
Festivals in China

5. Capital Management and Sponsoring
Strategies for Festival Activities

6. Cultural Connotation and Regional
Features of Festival Activities

7. Features of National Minority Festivals
in China

8. Exploration of Fundamental Patterns
of Market Management for the
Chinese Festivals Industry in the future

Dialogue: General Picture of the
Festivals Industry in China and the
World (II)
1. Selection of Subject and Creation of

Specific Features for Festival Activities
2. Dialectic Relation between Festival

Economy and Festival Culture
3. Festival Industry and Advertising

Strategy
4. Festival Industry and International

Media
5. Festival Industry and Marketizing

Management
6. Organic Connection of Trade and the

Festivals Industry
7. Personnel and Team Training in the

Festivals Industry
8. International Discussions and

Exchanges with the Festivals Industry

Cooperation and Negotiation of
Festival Projects, which may include:
1. Festivals in the World in 2005
2. Festivals in China in 2005
3. Professional Festival Institutions and

Organizations in China and the World
4. Cultural Image of Famous Enterprises

in China
5. Historical and Cultural Resources of

Different Cities

6. Development Strategies of the Cities
and Bidding for Organizing Festival
Projects

Trade Talks for Festival Projects,
Display and Exchange
1. Exhibitions, Displays and Visits
2. Exchanges, Trade Talks and

Cooperations

Press Conferences on festival projects
will be organized in different halls, 
also dinner parties, musical shows, 
cocktail parties and dancing parties. 

Chinese Festivals Yearbook and
Collection of Papers on Festivals will 
be published at this occasion.

In the Forum, the question of 
establishing a Chinese Branch of the
International Festivals & Events
Association will be discussed, decided
and announced.

The Potential for Cooperation
within the Festivals Market in
China

The Festivals Industry in China has
rich political, economic, cultural and 
historical sources. At present, China is
entering an irreversible historical stage,
namely political institutional reform. 
The development of a national festivals
market in China in this opportune peri-
od indicates the opening up of a huge,
colorful and rich festivals market to 
the whole world. China has urgent mar-
ket demand for subject planning, mar-
ket-managing and financing strategy 
in festival activities. Last year, Mr. 
Poland Mark successfully planned and
organized a Carnival in Shanghai that
attracted 2 million participants, made
very good economic returns and had
wide social influences.

The potential market demand for
future festivals in China has the follow-
ing aspects:

1. Geographical Location
The Eastern Region - The prosper-

ous economic conditions and living stan-
dard provide demands for a rapid devel-
opment of festival culture. The festival
culture there bears features of a modern
society. Purely cultural demand becomes
a fashion. It provides a platform for
large-scale international festival activities.
The existing main festivals include:
International Apparel Festival of Dalian,
International Film Festival of Shanghai,
International Beer Festival of Qindao,
International Tourist Festival of Hainan,
International Dragon-boat Festival of
Hong Kong, International Folk Art
Festival of Beijing, etc.

The Central Region - The vast area
of cities and countryside of Central
China has the richest sources of national

festival culture. With the example of the
Eastern Region, the Central Region has a
desire to catch up. Both the government
officials and the entrepreneurs there
urgently hope to make use of the advan-
tage of local cultural sources and to turn
into big provinces of festivals. Some of
the most typical festivals include:
International Photographing Festival of
Pingyao in Shanxi, Kunfu Festival of
Shaolin in Henan, Nadamu Festival of
Inner Mongolia, International Folksong
Festival of Guangxi, International Tourist
Festival of Kunming, Golden Eagle TV
Festival of Hunan, etc.

The Western Region - Although lag-
ging behind economically, the Western
border area has a large special advantage
when it comes to national culture and
tourism. With the state policy of great
drive to develop the West, this Region
has begun to pay more and more atten-
tion to local festival resources. For
instance, the Kash Tourist Festival of
Xinjiang this year invited the heads of
state of several Central Asian countries
and attracted hundreds of thousands
people to Kash city. It was a great success.
Undoubtedly, the Western Region has
rich festival sources and very great poten-
tial for development.

2. Social Supports
The Government Authorities. Since

festival activities have great pull on the
economy, the government authorities pay
a lot of attention to this. They always
regard festival activities as part of their
local performances in governmental work,
so they spare no effort and financial
resources to organize different kinds of
festival activities. They are the main organ-
izers of China’s festival activities today.

The Festival Research Organiza-
tions. There is not currently an officially
sponsored professional organization of
this direction in China. Most of the
research work has been done by the
related experts and scholars in several
universities. Some cities do have festival
offices, but their main function is organ-
izing and managing local festival activi-
ties. Festival research is rather weak gen-
erally and there are few channels for
international exchange, therefore, there is
much room to develop.

The Enterprises. They regard festival
activities as a platform to display their
own image and products. The bigger the
scale of a festival means the bigger inter-
est for the big enterprises to be involved.
The experience of successful festivals
indicates that with adequate scale and
influence, the festival will not suffer a
deficit, but gain profits resulting from
the advertising effect of the enterprises.

The People. Chinese people always
like to gather with others. Bazaars of dif-
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ferent colors and by different names are
national tradition, including in remote
regions, as those occasions are good
opportunities for the people to exchange
goods and information and to make inter-
active contacts. China, with 13 billion
people, has formed this age-old custom.

The Cultural Media and Artists.
China is a big country of culture and
media with a huge market in these
aspects, especially in media. Now all big
media companies of the world, including
American News Group and Viacom, point
their eyes to China, the mysterious land of
the East. Not only in China proper, but
also several hundred millions of overseas
Chinese on different continents of the
world, especially those in Europe and the
Americas, regard Chinese Culture as the
essence of the world. Between Spring and
Autumn of this year, when Chairman Hu
Jingtao visited France, Paris staged the
biggest Chinese Cultural Festival ever held
out of China. The Eiffel Tower was clad all
over with gorgeous China red; Champs-
Elysee Avenue was full of spectators of dif-
ferent nations. It is proved by facts that
festival culture of China is one of the most
brilliant expression of global civilization.

3. National Strategy
Since entry into the WTO, the Chinese

government has speeded the develop-
ment of her national economy and
exchange with the world. Along with the
development of the economy, social and
cultural progress is on the agenda. The
government has to face the question of
leaving the cultural industry as much as
possible to the hands of non-government
people and groups. There are symptoms
now indicating more liberal policies in
this regard.

4. National Origin
China is a multi-nationality country.

There are 56 nationalities in the whole
country. Every nationality has festivals of
its own which embody cultural features
and local characteristics of each national-
ity, such as the Water Festival, Daughter
Festival, Folksong Festival, Mountain
Festival, Nadamu Festival, etc., which all
have long histories, lively atmospheres,
rich features and far and wide influences.
They all reflect the nature of peace lov-
ing, civilized taste and close to nature
traits of the Chinese Nation. When a new
age is setting in, the vitality of festival

culture will express itself in various
forms and produce an impact on China,
the Asian Pacific Region, and more dis-
tant areas. Therefore, we can say that the
development of festival culture in China
represents the reality of a fairly big part
of human society in the world. 

This is the present situation of the fes-
tivals industry in China. There is a big
demand for festivals, although a truly
prosperous historical stage is not yet
here; but it has started, and rapidly. To
all of us, no matter where you come
from, this can be the a great opportunity.

The above analysis indicates high
potential for the festivals market in
China and good prospects for coopera-
tion as the festivals industry in China
acquires all of the features and condi-
tions of an emerging industry. The
Beijing Center for Development of
Festival Culture, together with organiza-
tions and people of this and related
trades, would like to make contributions
to the prosperity of festival culture 
globally.

We look forward to good cooperation
with friends from around the world.

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

RFIDsmarttags
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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Marketplace
AMUSEMENT RENTAL
FANTASY WORLD ENTERTAINMENT — Amusement Rental
Company, Interactive Attractions – Photo Fun, Inflatables, Casino,
Mechanical Rides, Foam Dancing, DJs, 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, TX 78208-0618; Phone: 210-227-5039; Fax: 210-227-5920;
Email: Petevdp@aol.com; Website: www.dixieflag.com.

FIRST FLASH! LINE — Jumbo EVENTTAPE ™, 10 x 3,000 feet
continuous plastic for indoor/outdoor repetition of logos, event themes,
and sponsor graphics. Also BunchaBANNERS ™, Flashbags ™ (poly-
bags), ponchos, bumper stickers, and decals. Phone: 800-213-5274;
Fax: 260-436-6739; Website: www.firstflash.com.

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

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

NATIONAL EVENT SERVICES — National Event Services is dedi-
cated to providing quality products and services for your special
events, concerts, fairs, sporting events, festivals, and more! Address:
15319 Chatsworth St., Mission Hills, CA 91345; Phone: 818-221-6000;
Fax: 818-221-6193

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 sit 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 perform-
ance art, comedy action stilt performing, strolling friendly giant pup-
pets, stilt walking workshops with dozens of old fashioned hand held
wood stilts and bucket stilts. Address: 930 S. Decatur Street, Denver,
CO 80219; Phone: 303-922-4655; Fax: 303-922-0069; Email:
stretch@stiltwalker.com; Website: www.stiltwalker.com.

FESTIVAL MANAGEMENT
SYSTEMS
OAK TREE SYSTEMS, INC. — Since 1994, Oak Tree Systems has

provided advanced software solutions for the festival management
industry. FestiveWare ™ is our fifth generation festival management
solution. Contact: Kim Bryant; Address: 694 Front Street, Lovingston,
VA 22949; Phone: 434-264-6700; Fax: 434-263-6713; Email:
info@oaktree-systems.com; Website: www.oaktree-systems.com.

FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE: MFG. CO.
INC. — “THE FIRST FAMILY OF FIREWORKS!” America’s leading
manufacturer and premier exhibitor of domestic and international fire-
work displays. Spectacular custom-designed indoor and outdoor pro-
ductions, electronically choreographed to music and lasers. Contact:
Marcy Zambelli; Phone: 800-245-0397; 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 thought the west including the Tournament of
Roses, and serves as the 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.stu-
dioconcepts.com.

FULL COLOR PRINTING
KOLOR VIEW PRESS — Full color printing for all of your events.
From postcards to programs, brochures to posters, Kolor View Press is
your color printing source. Contact: Kim Lehere; Address: 1310 E.
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Kingsley, Ste. D, Springfield, MD 65804; Phone: 417-887-6299; Fax:
417-887-1822; Email: klehere@kolorview.com; Website:
www.kolorview.com.

INFLATABLES
ATTENTION GETTERS — Colorful and zany inflatable costumes and
props available for rent. Designers and fabricators of inflatable props,
custom shapes, costumed mascots, miniature inflatables and Totally
Tubular ® balloons. Contact: Tracey Kennedy; Address: 340 Vernon
Way, Ste. AEI, Cajon, CA 92020; Phone: 619-441-8901; Fax: 619-441-
8902; Email: tgetters@pacbell.net; Website: www.attention-
getters.com.

BIG EVENTS — Gigantic inflatables for all size events, from our large
inventory of high quality, state-of-the-art helium/cold air inflatables or
custom built. Features licensed characters, including “The Cat in The
Hat.” Dependable service, experienced parade teams, performance you
can count on. Contacts: Charlie Trimble or Greg Sadler; Phone:
760-761-0909; Fax 760-761-4290; Email: trim82020@aol.com;
Website: www.bigeventsonline.com.

DYNAMIC DISPLAYS — Designs, manufacturers, 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,
MI 48209 OR 937 Felix Ave., Windsor, Ontario, N9C 3L2; Phone: 519-
254-9563; Fax: 519-258-0767; Email: zzeq90a@prodigy.com; Website:
www.fabulousinflatabels.com.

INSURANCE
ALLIED SPECIALTY INSURANCE, INC. — As America’s leader
in specialty insurance needs, Allied will customize coverage for your
fair, festival, or special event – and provide prompt, efficient claims
service and processing 24 hours a day. Contact: David Smith,
President; Address: 10451 Gulf Blvd., Treasure Island, FL 33706;
Phone: 800-237-3355; Fax: 727-367-1407; Website: www.alliedspecial-
ty.com.

HAAS & WILKERSON INSURANCE — With more than fifty
years experience in the entertainment industry, Haas & Wilkerson pro-
vides insurance programs designed to meet the specific needs of your
event. Clients throughout the U.S. include festivals, fairs, parades, carni-
vals, and more. Contact: Michael Rea, CFEE; Address: P.O. Box
2946, Shawnee Mission, KS 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 cover-
ages including parade, fireworks, umbrella, volunteer accident, and
Directors and Officers Liability. Contact: Dale Johnson, CFEE;
Address: 1712 Magnavox Way, Fort Wayne, IN 46801; Phone: 800-553-
8368; Fax: 219-459-5624; Email: Dale_Johnson@kandkinsurance.com;
Website: www.kandkinsurance.com.

PHOTOGRAPHY
NEIL ENTERPRISES, INC. — Special event instant imaging sys

tems and related photo novelty and photo promotional products.
Contact: Stephen Winer; Address: 450 E. Banker Ct., Vernon Hills, IL
60061; Phone: 847-549-7627; Fax: 847-549-0349; Email: info@neilen-
terprises.com; Website: www.neilenterprises.com.

PINS/EMBLEMS
CHEM ART — ChemArt is the leader in creating high quality custom
collectibles for festivals and events. Preserve the memory of your event
with a unique series of ornaments, lapel pins, and bookmarks finished
in 24 K gold. Contact: Jim Breen; Address: 15 New England Way,
Lincoln, RI 02865; Phone: 800-521-5001; Email:
jbreen@chemart.coml; Website: www.chemart.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, or 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; Email: Maxwell@maxmedals.com;
Website: www.maxmedals.com.

MILESTONE PRODUCTS — Designs and produces high-quality
lapel pins, sets, and pin programs. Exclusive licensee of Tournament of
Roses. Contact: Nancy Chapman; Phone: 877-587-4839; Fax: 626-
301-4232; Email: eventpins@milestoneproducts.coml; Website:
www.milestoneproducts.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

Phone: 1-800-331-1383
Fax: 1-231-941-2102
E-mail: maxwell@maxmedals.com 
Web Site: www.maxmedals.com

1-800-352-5675 • www.rentnational.com

Rent-A-Fence Portable Restrooms Mobile Storage Temporary Power

Special Events • Concerts • Parties • Golf Tournaments • and More
*Product availability may vary.
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PUBLISHING/INTERNET
TRIP MEDIA GROUP — TRIPmedia group is a multi-media infor-
mation company in Atlanta. It produces one publication, two websites,
three newsletters, and regional road maps serving travel professionals
and the public. Its widely recognized database drives the print and
online media, constantly updated by travel destinations who submit
their information updates online. Contact: Jason Pelham; Address:
3103 Medlock Bridge Rd., Norcross, GA 30071; Phone: 877-861-0220,
ext. 231; Fax: 770-825-0880; Email: Jason@tripmediagroup.com;
Website: www.tripmediagroup.com.

RESTROOMS
PORTABLE SANITATION ASSOCIATION INTERNATIONAL
— Trade association representing U.S. and international companies
who rent, sell, and manufacture portable sanitation services and
equipment for construction, special events, emergency ad other uses.
Contact: D. Millicent Carroll, Industry Standards &
Marketing; Address: 7800 Metro Parkway, Ste. 104, Bloomington,
MN 55425; Phone: 800-822-3020 OR 952-854-8300; Fax: 952-854-
7560; Email: portsan@aol.com; Website: www.psai.org.

SPONSORSHIP
IEG — Leading provider of information/expertise on sponsorship.
Publisher of IEG: Sponsorship Report, Directory of Sponsorship
Marketing, Legal Guide to Sponsorship. Producer: Event Marketing
Seminar Series. Analysis: IEG Consulting. Contact: Lesa Ukman;
Address: 640 N. LaSalle, Ste. 600, Chicago, IL 60610-3777; Phone:
312-944-1727; Fax: 312-944-1897; Email: lukman@sponsorship.com;
Website: www.sponsorship.com.

SPONSORSHIP PRO + — eBranded Solutions, makers of
SponsorshipPro+, the new affordable and easy to use software tool
designed especially for the post-event fulfillment reporting process.
Contact: Tom Stipes; Address: 1098 Oakland Terrace, Atlanta, GA

30319; Phone: 404-816-7272; Fax: 404-816-5705: Email: sales@spon-
sorshippro.com; Website: www.sponsorshippro.com.

TICKETING/WRISTBANDS
EXTREMETIX — ClicknPrint Tickets ™ is the portable, turnkey,
eticketing solution for festivals, featuring no-front cost, quick set-up;
instant “print-your-own” ticket delivery, secure bar codes, and live
customer service. Address: 1311 Northwest Freeway #520, Houston,
TX 77040; Phone: 832-251-0888; Fax: 832-251-0877; Website:
www.clicknprinttickets.com.

NATIONAL TICKET COMPANY — Manufacturer of Wristbands
made of TYVEK ®, vinyl and plastic, redemption tickets, roll tickets,
raffle tickets and accessories. Ask about new RFID Ticketing Solutions.
Phone: 570-672-2900 OR 800-829-0829; Fax: 570-672-2999 OR 800-
829-0888; Email: ticket@nationalticket.com; Website: www.nation-
alticket.com.

PRECISION DYNAMICS CORP. (PDC) — Visa Band ® wrist-
bands for any event and every budget! No one offers a better selec-
tion of materials, styles, colors, and features than Visa Band. Custom
print your message of logo, or choose from fun and colorful pre-print-
ed designs. Enjoy easy online ordering at www.visaband.com and save
money with monthly online specials. Address: 13880 Del Sur Street,

San Fernando, CA 91340-3490; Phone: 800-255-1865 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 _
and 1 inch widths, with over 200 choices of stock bands for same day
shipment. Fastest custom printing. Address: 6958 Venture Circle,
Orlando, FL 32807-5370; Phone: 888-695-6220; Fax: 470-679-3383;
Email: info@pchopper.com; Website: www.pchopper.com

their own resources into your success
to help you to understand their com-
mitment to our industry.

Now I’m not suggesting that you
should enter blindly into anything.
But professionally, you owe it to your-
self, your event and your budget to at
least talk with these companies and
organizations directly about your
needs. Stop by their Expo booth, turn
to their listing in the IFEA
Membership Directory and Buyer’s
Guide, and allow them to provide
you with a quote and/or to demon-
strate their product/service directly.
We all understand local loyalty in our
business, but honestly, many local
suppliers do not specialize in our
field and may not be equipped to
offer you the best answer to your
needs. It doesn’t ever hurt to find out.
And it is a great, no obligation way to
say “thank-you” for their support of
your industry and association.

So that’s the secret. Loyalty. We
promise to keep being loyal to our
members in our efforts to provide
quality programming, resources and
benefits; our sponsors, suppliers and
exhibitors will keep supporting all of
us if they see a return; and that is
where we need your help in complet-
ing the loyalty network. With your
help we can all find ourselves in the
winners circle.

President’s Letter
Continued from page 6

Mitch Dorger
Continued from page 43
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can be high for not getting to your
prevent pain tasks. Just try to go a
few months without paying your
mortgage or rent. Try not submitting
your status report for the next two
months and watch what results get
produced. It can get ugly fast. The
reward for executing prevent pain
tasks is just that—you have prevent-
ed pain and stayed out of trouble—
nothing more and nothing less.
Sometimes staying out of trouble
can be a good thing, but it’s when
we are focused here for too long
that it becomes dangerous. 

Execute one task today that 
moves you toward one of your 
goals and take notice of how your
attitude changes, how your view of
the world changes and how your
state of mind changes. Remember
the key characteristic of gain tasks is
that you don’t have to do them, and
if you don’t do them nobody will
ask you about them. 

If you prioritize the tasks and
activities in your life in relation to
deadlines you will never act on gain
activities because they don’t have
deadlines. Improving your life and
pursuing your goals can always wait.
If you prioritize the tasks and activi-
ties in your life in relation to the
results they produce, you will 
find it difficult to settle for a life
without them.

Steve McClatchy is the President of
Alleer Training & Consulting a provider
of training, consulting and speaking
services in the areas of Consultative
Selling, Time Management and
Leadership. If you would like to publish
this article in your trade journal, maga-
zine or newspaper or if you would like
to learn more about the ways Alleer
can be a resource to your organization
email Steve.McClatchy@Alleer.com or
call 1-800-860-1171.
Copyright © 2004 ALLEER Training &
Consulting, All rights reserved.
www.ALLEER.com 800-860-1171

Management vs. Leadership
Continued from page 38

Commander at the Keesler Technical
Training Center in Biloxi, Miss., and
Deputy Assistant to the Under
Secretary of the Air Force in
Washington. He was also a research
fellow at Harvard University.

Mitch is excited to be in the festival
and events business. He is amazed 
at the size of the industry on a nation-
al basis, and believes the impact of
festivals and events on the economy 
of communities as well as the human
elements within the communities
across the country is underappreciat-
ed. He notes that some of the bright-
est and most creative people he has
ever met are in this industry, and 
that at every IFEA event he learns
more about the industry and gets 
new ideas to improve himself and 
his organization.

One of his primary interests is
working to increase the image and
professionalism of the industry with-
out harming the volunteer spirit, cre-
ativity, and individual enthusiasm
that built the industry and sustains it
in hundreds of communities through-
out the world.
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Lock In Your Rates
with TRIPmedia

Lock In Your Rates
with TRIPmedia

TRIPsouth.com

TRIPmedia Travel Reference Information Planners online offer 3 unique advantages:

• TRIPsouth.com and TRIPinfo.com report accurate, BPA audited traffic.
• Each website offers exclusivity of only 4 buttons on any market, state, or table.
• Lock in Your Rate:  advertisers may rate protect auto-renewing ad campaigns.

TRIPinfo.com

No other travel industry publisher offers as much proven, audited value for so little cost.  BPA audits report our
website traffic TRIPLED in the last year. And our audited click-thru rates are the highest in the industry!  

Normally this TRIPmedia Basic Package is $500 gross/year.  As an IFEA corporate partner, TRIPmedia Group
has created this special basic package for all IFEA members:

$400 net/year!
So why wait? Lock in today.  Call Jason Pelham at 770 825-0220 ext. 231 or simply visit tripsouth.com, 

click the Add Listing tab, then select and submit your Expanded Listing & Link.

TRIPsouth

TRIPmedia Group   3103 Medlock Bridge Road   Norcross, GA 30071  Tel: 770 825-0220   Fax: 770 825-0880   info@tripmediagroup.com

Join Hundreds of Travel Marketers with Locked-In Rates

TIA reports the Internet is the #1 Media used to Plan a Trip

Special IFEA Member Program
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Film lovers enjoy an outdoor screening of the classic 1953 film “Roman Holiday” starring Audrey
Hepburn and Gregory Peck at the Port Townsend Film Festival, Port Townsend, WA. 
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Parting Shot

Film lovers enjoy an outdoor screening of the classic 1953 film “Roman Holiday” starring Audrey
Hepburn and Gregory Peck at the Port Townsend Film Festival, Port Townsend, WA. 
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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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