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The holidays seem to roll around
unexpectedly each year, and while I am
always glad to welcome them and the
magic they bring with them, I never
fail to wonder how another entire
year could have passed so quickly
by, and I vow not to let the next
one do the same. And yet here we
are again.

One of the things I like best
about the holidays is their ability to
make us stop (or at least slow
down), if only for a few moments,
and reflect on the world and life
around us; all that we have to be
thankful for and all that we have to
look forward to. 

Personally, I am always thankful
for my health and for the health 
of my family and friends. I wish 
for each of you and yours contin-
ued health in the years ahead. And
for those who do not have their
health, I wish for them the support
and love of family and friends, 
and the strength to get through
their challenges.

I am thankful for my family, who
has always allowed me to do the
things that are important to me;
who understand the travel and long
hours; who keep me grounded when life
gets stressful; whose support allows me
to dream; and who are the most impor-
tant people in my life. 

I am thankful for the staff of incredi-
bly supportive, dedicated, and creative
individuals that I have the pleasure of

working with every day. They are at the
heart of the IFEA and, like those who
make each of us successful, probably
need to hear that more often. 

I am thankful for the IFEA family.
Those individuals, around the world,
who have chosen to participate in so
many positive ways to help us serve an
organization and industry that I am still
amazed we each get to be a part of every-

day. Professionals who have become
some of my closest friends; who have
helped places around the world become
friends around the world; and whose
collective, global impact is one of the
great bright spots that I think we often
forget to focus on.

I am thankful for those who have
come before us, whose legacies and
friendship we must never forget. They
laid the foundations that we now get to
build upon; they were the mentors that
so many of us learned from and still
strive to emulate; they were the
"founders " of our still relatively young
industry and the events that set the bars
for all of us. In their memory we must

now continue to leave our own lega-
cies for those leaders who will fol-
low in our footsteps.

I heard many people during 
the IFEA convention in Boston
remark that, "We must be getting
old. There are so many new faces."
On the contrary, what we are seeing
is a success story; a tribute to all
that has come before and the new
face of future leadership in our
industry that has been cultivated
and encouraged by what we have 
all worked so hard to build. Now 
is not the time to feel "old" or to
begin pulling back; now is the 
time to recognize just how bright
the future is; to renew the energy
that we have always had for our
profession and the communities,
regions and countries that we serve;
and to ensure that our collective
global impact is felt for generations
to come.

As we look to the New Year in
2005, there are many exciting things
on the horizon and the IFEA is at

the heart of them all. 
Professionalism within our industry is

at the highest it has been in recallable
history, thanks to widespread education
programs now available in many coun-
tries; accessibility to professional certifi-
cation programs, standards and ethics;
and training programs designed to meet
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the needs of all levels of event profes-
sionals. Professional books and resources
are available on a plethora of topics and
countless seminars provide first-hand
training by the leading authorities and
events in our business.

New partnerships promise a multitude
of benefits to everyone. Alliances with
other related associations will expand
both benefits and programs for all those
involved; closer relationships between
the professional and educational com-
munities within our industry will
strengthen the returns to everyone; and
important new partnerships with govern-
ment agencies and researchers will result
in valuable new programs that will
ensure a safe future for all events.

Globally, the expansion of the IFEA
continues to increase the worldwide net-
work of ideas, resources, and support
available to all of us. IFEA Europe is
expanding into countries never before
able to participate in professional pro-
gramming and training, thanks to grant
support from the European Union; new
partnerships in Australia will expand our

outreach many-fold; the new IFEA China
promises to open up a whole new fron-
tier for us beginning in January and IFEA
Asia simultaneously starts a new, focused
effort to better serve and include mem-
ber events throughout that important
part of the world; efforts to grow our
Canadian base will increase as we begin
to prepare for our 2006 annual conven-
tion scheduled for Ottawa; and new
inroads into the Middle-East have begun
with our endorsement of Festivale 2005,
a professional training conference sched-
uled for Dubai in the United Arab
Emirates, in April of 2005. Across the
United States, increased regional pro-
gramming, seminars, Behind-the-Scenes
opportunities, and more, are providing
more choices, more topics and more pro-
fessional opportunities than ever before.

In September of 2005, we will take
time to celebrate the IFEA…past, 
present and future. I invite each of you 
to be a part of that celebration. Mark
your calendars now for September 12 –
16, 2005 and plan to join us in beautiful
San Antonio, Texas as we mark 50 

years of the IFEA as "The Premiere
Association Supporting Festival & Event
Professionals Worldwide".

We encourage you to communicate
with all of your IFEA friends and profes-
sional peers who have played a role in
your success over the years. Let them
know that you are planning to attend
and invite them to do the same. It will
be a gathering of IFEA friends and family
like never before. A thank-you to the
past, as we look to the future. The IFEA
has reunion postcards available at no
charge if you would like to send those to
your friends. 

And plan to include your staff, boards,
volunteers and real families. I’m sure
they have heard a great deal about your
IFEA family and friends and our 50th
Anniversary Reunion Convention & Expo
Experience is the perfect opportunity to
introduce them to each other.

If you have any photos from the past,
or would like to share any special memo-
ries with us, please send them in to the
IFEA office. We will be working on sever-
al projects, including a special retrospec-
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Wishing You a Happy,
Healthy & Prosperous New Year.
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Steve Remington, CFEE

People

How did you get into events?
My first event was a bluegrass festival in 1982. I had agreed to help the Jaycees

(Portland, OR) as a volunteer in exchange for a slot for my acoustic trio and before I
knew it, I was in charge! A local ad agency saw my work and hired me as their pro-
motions coordinator. Soon I was managing small events for their non-profit clients.
I handled some booking, production, marketing and promotions for everything
from boxing events to runs, concerts to fundraising auctions. This led to Special
Events Coordinator at Oregon Food Bank, producing statewide events, including the
Waterfront Blues Festival, now the largest blues festival on the West Coast.

What has been your biggest professional challenge?
When we created the Waterfront Blues Festival in 1987, our board of

directors insisted that the event incur NO liability for the organization and
earn a guaranteed $1,500. So we got our beer vendor to underwrite the
event. He made $85,000 net profit that first year. The board was furious, but
they had no liability and got their $1,500! The event now earns over
$350,000 net profit each year and has raised over $2 million to feed the
hungry in Oregon.

It’s always a challenge to articulate a vision and lead a group of people
into the unknown. People want better results, but they don’t want to change.
It takes considerable effort to interact effectively with a diverse range of peo-
ple, especially in the context of a community, committee or board. You must
learn this skill or you will fail.

One of the toughest jobs in our profession is finding and keeping high-
quality volunteers in key positions -- people that will follow through on
their commitments. I used to take it personally when people didn’t follow
through, but now I realize we don’t always share the same sense of values. I
really DO believe that engaging people in civic enterprise is critical to our
society. We are not just throwing parties; we’re building community. So now
I try and communicate the value that their work has to the community.

What do you do to relax?
I play the guitar (or piano). In 15 minutes I can be in a different mood; relaxed

and focused at the same time.

What’s the best advice you’ve ever received? 
Early in my career my wife said "Honey I love you, but maybe it’s not them.

Maybe it’s you." You have to learn to look at yourself. Be willing to accept responsi-
bility for your actions and be brutally honest with yourself. Then be willing to
change and adapt, or else you’ll just be unhappy all the time. 

Personal Philosophy
Be kind but rigorously honest. Don’t assume everyone’s thinking or talking

about you. They’re not.

In Conversation

Facts on file
Years in the business:
22

Degree:
Majored in Organizational Development

Other Experiences:
Adjunct faculty in the University of Oregon’s
Arts & Administration program, teaching
Event Management (Winter term, 2005).
Certified Festival & Event Executive (IFEA) 
Guest lecturer, University of Oregon 
Festival & Events Management Extension
Certificate Program (1999-2004)

Family:
Married 17 years to Kathleen Larson; Son,
Alec 15; daughter, Amelia 11

Last book read: 
"Investment Biker" by Jim Rogers

Last business book read: 
"Prophecy" by Robert Kiyosaki

Contact Information:
Steven Remington
President/Managing Director
Downtown Events Management, Inc.
124 W. Broadway
Eugene, OR  97401
(541) 681-4108
director@eugeneevents.com
www.eugenecelebration.com

Downtown Events Management, Inc. (DEMI) was created in 1999 to privatize the
City of Eugene’s largest civic event – The Eugene Celebration – and to produce
other events designed to help revitalize the downtown core. As DEMI’s first direc-
tor, I was hired to create and manage First Night Eugene, the Tuba Carol Concerts,
KidFest, Chilibration, Earth Day Eugene and other events. The Eugene Celebration
is now in its 23rd year and draws nearly 80,000 during its three-day run.
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Industry Perspectives

Attendance:
Over 226,000 paid attendance

Budget:
5.2 million dollars

Annual duration:
Month long during May

Number and types of events: 
Approximately 20 programs including 4 outdoor festivals. Each year
the Memphis in May International Festival programs four event
weekends including the Beale Street Music Festival, Destinations
International Family Festival, World Championship Barbecue
Cooking Contest and Sunset Symphony. In addition to the festival
events we present a broad array of cultural and performing arts,
educational and economic development programs saluting an hon-
ored country.

Number of volunteers:
Over 1,000 civic volunteers operate 19 committees.

Number of staff:
14 full-time, year-round staff, plus approximately
15 seasonal hires

When established:
1977

Major revenue sources by percent: 
Admissions 44%
Sponsorship 21%
Beverage sales 12%
Food concessions 10%
Entry fees 7%
Merchandise & novelties 5%
Donations 1%

Major expenses by percent: 
Talent 27%
Event operations 24% 
Salaries and Benefits 18%
Food concessions 8%
Administration 7%
Beverages sales 5%
Event programs 4%
Marketing 3%
Merchandise & novelties 3%
Other 1%

Type of governance:
501(c)3 non-profit corporation. A 19 member Board of Directors
governs the festival. All operating funds are raised through earned
event income, corporate sponsorship and community donations.
The Memphis in May International Festival receives no funds from
any taxing authority.

Memphis in May International Festival

Contact Information:
Jim Holt • 88 Union Avenue, Suite 301 • Memphis, TN 38103
Phone: 901-525-4611 • Fax: 901-525-4686
Website: www.memphisinmay.org • Email: mim@memphisinmay.org

Brief history: The Memphis in May International
Festival was founded in 1977 by a group of civic volunteers
interested in promoting the city nationally and internation-
ally, attracting tourists, instilling civic pride among citizens
and bringing locals back to the downtown area for leisure

and recreational activities. The festival began with a mea-
ger budget of $52,000 in sponsorship its first year and
presented a variety of cultural programs saluting the peo-

ple, customs and arts of Japan, the festival’s first honored country, along with the
city’s first outdoor symphony program held in the downtown Tom Lee Park on
the bluff of the mighty Mississippi River. In 1978 a barbecue cooking competi-
tion was added to the festival program, spotlighting the culinary mainstay of our
city. In 1979 the festival began presenting the Beale Street festival celebrating the
city’s rich musical heritage. Over the years the festival has presented a wide range
of international cultural programs celebrating our 26 different honored countries
as well as such diverse programs as a marathon, bluegrass festival, kayak races,
boxing matches, major museum exhibits, a southern style food festival, educa-
tional events and international commerce development seminars. Today the
Memphis in May International Festival is best known for celebrating the musical
and culinary heritage of our city via the Beale Street Music Festival and World
Championship Barbecue Cooking Contest and by bringing the world to
Memphis and Memphis to the world through our annual international celebra-
tion. Join us in 2005 as we salute and celebrate Ireland.

Other Interesting Details: In 2004 the Memphis in May
International Festival Beale Street Music Festival attracted ticketed patrons
from 46 states and 8 foreign countries.

Each year over seven tons of pork is cooked by 230+ competition barbecue
cooking teams at the World Championship Barbecue Cooking Contest.

The Memphis in May International Festival has generated over 1,400,000,000
net media impressions via national and international media since 2000.
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Pigeon Forge Office 
of Special Events
Attendance:
1 million +

Budget: 
$874,805

Annual duration: 
Year Round

Number and types of events: 
More than 12 annual events that include the
themes of environmental, quilting, storytelling,
western, patriotic, musical, and more.

Number of volunteers: 
150

Number of staff: 
5

When established: 
1989

Major revenue sources by percent: 
The City of Pigeon Forge generously funds the
Office of Special Events, with the realization that
special events contribute significantly to the
city’s annual gross receipts of more than $675
million. Pigeon Forge, a city of slightly more than
5,000 permanent residents, enjoys a strong
tourism-based economy with approximately 12
million visitors annually.

Major expenses by percent:
Performers/entertainment: 41%
Logistics, security, facility rentals, supplies: 11%
Marketing: 8%
Operations: 9%
Staff: 29%
Merchandise: 2%

Type of governance:
City-sponsored events managed by city employ-
ees.

Brief history: With more than
12 city-sponsored special events and
scores of privately-produced events
throughout the year, Pigeon Forge,
Tenn., embraces special events.
Marketing itself as the perfect “family
vacation destination,” the city pro-
vides an affordable family vacation
spot (most city-sponsored events and
related activities are free), sharing its
community pride with visitors year
round. Some of the best attended
events produced by the City of Pigeon
Forge include: Wilderness Wildlife
Week™; A Mountain Quiltfest™;
Saddle Up! Celebration; StringTime 
in the Smokies; Dolly Parade, led 
by grand marshall Dolly Parton; 
the Patriot Festival; and Celebrate
Freedom!™.

Other Interesting Details:
Pigeon Forge Office of Special Events
has received numerous awards honor-
ing the efforts of this small staff,

including: the IFEA Grand Pinnacle
Award in 2001, multiple IFEA Gold
Pinnacle Awards and multiple IFEA
Silver Pinnacle Awards. The special
events office has also been named
"Festival of the Year" three times by
the Southeast Tourism Society, as well
as one of the "Top 10 Festivals of the
Year" several times by the Southeast
Tourism Society, and the "Top Event
in the U.S." in 2003 by the American
Bus Association (ABA).

Industry Perspectives

Contact Information:
Lila Wilson, CFEE
Pigeon Forge Office of Special Events
P.O. Box 1390
Pigeon Forge, TN 37868
Phone: (865) 429-7350
Fax: (865) 429-7392
Website: www.mypigeonforge.com
Email: events@cityofpigeonforge.com
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A comprehensive training and educational
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Tom Peters is an author who invigorates his readers. In my
opinion, "Brand You" is his best work to date. It has had a
profound impact on my life and work and I believe it can do
the same for you. 

If there is one thing that workers constantly struggle with, it
is how they balance and measure their work in relation to the
rest of their life. Far too often we feel the system is taking
advantage of us; we are not getting what we want and deserve
out of our work or our lives. "Brand You" defines how to look
at yourself like you would any brand such as Coke, IBM or
Nike. You are a marketable commodity. However, like any
brand, you must position yourself correctly to be a successful. 

Peter’s writes, "I’m a believer in branding. Guided, as often
as I am by adman David Ogilvy, I don’t think brands are mar-
keting flim-flam. The consumer is not an idiot. You can’t, by
and large, brand crap. And (per Ogilvy) you’re a damn fool if
you don’t brand good stuff: iMAC’s or a cool, trend-setting
drink like Starbuck’s"

What/Who is "Brand You"? According to Peter’s
and presented in far more detail in his book:

Brand You…. Routinely asks the questions: "Who am I?" and
"What do I want to be?"

Brand You… Pursues mastery of something!/Has something
important to say! (and knows how to say it).

Brand You… Focuses insanely on the project at hand.

Brand You… Does work that matters 100% of the time.

Brand You… Pays personal attention to packaging (a.k.a. design).

Brand You… Grooves on selling and has a compelling sales propo-
sition.

Brand You… Is a Rolodex maniac/Networks like crazy.

Brand You… Develops and then zealously guards a reputation for
trustworthiness and integrity.

Brand You… Is a "Renewal Fanatic"/Cultivates curiosity/Takes every
opportunity to learn something new.

Peter’s suggests that you start by making a "Personal Brand
Equity Evaluation", asking questions such as: What are you
known for? What have you learned lately? How is your resume
different today from a year ago? What are your priorities in life
and how do they relate to your work? How does your own per-
sonal brand measure right now?

If you want to maximize the return on yourself, then you
need to make sure you are as good as you can be at what you

want to be in life. Then, take every opportunity to demonstrate
your worth to those around you. Peters doesn’t believe that you
do this through back-office politics, but through meaningful
projects that clearly demonstrate your importance to the organ-
ization or team…project by project. However, he underlines
that it is not simply the completion of these projects that mat-
ters, but the quality of the final product. To be a "Brand You"
person, you need to do "WOW" projects. In other words, to
build your personal brand, you must find the projects that are
meaningful and do the highest quality ("WOW") work in com-
pleting them. So important is this point, that Peter’s dedicates
an entire book to "Projects", which is as well-worth reading as
"Brand You".

So if you want to get the most out of your career and your
life, then "Brand You" provides the recipe for carving out a new
blueprint for both your career and your life. Enjoy it and the
new "Brand You".

Industry Perspectives

Book Review: 
Brand You
By Pat Christenson, President, 
Las Vegas Events

Note: If you have read a business book that you feel your pro-
fessional peers would benefit from, we invite you to submit a
review for inclusion in future issues of "ie". Contact Craig
Sarton, Publications Director, at www.craig@ifea.com, for
detailed specifications.
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Where is a 
Good Sales 

Person When 
You Need

One?

It is a chilly, but clear, winter Saturday
and you find yourself enjoying the fact
that you do not have to be "on" today …
no events to produce and no work fires to
put out. You have made your list, checked
it twice and the fresh air has energized you
for a productive day. Unfortunately, you
soon find yourself fully emerged in holi-
day shopping chaos at a hot, crowded
local electronics store. The lines, the con-
fusion, the poor customer service … Is
there anyone available that is interested in
your needs? Whether you are trying to
understand the difference between "dedi-
cated video RAM" and "shared memory
architecture", shopping for a toaster that is
actually in stock or lost in the customer
service maze attempting to return an item,
where is a good sales person when you
need one?

By Ted Baroody
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We find ourselves these winter months
in quite a bind. We took a stand last hol-
iday season and said we would never go
back to the pushy, aggressive, commis-
sioned sales staff at the area’s original
electronics store, but we cannot find a
good sales person when we need one at
the area’s new favorite store for anything
from DVD’s to dryers. I wonder if our
sponsors, media partners and city leaders
say the same about us?

At the recent 49th Annual IFEA
Convention and Expo, I enjoyed Bruce
Erley’s presentation on Harnessing the
Power of Relationships. Bruce did a 
great job of highlighting
the factors of why busi-
ness relationships work
and why business rela-
tionships fail. Bruce
asked the group attend-
ing, "who of you like
to sell?" He then fol-
lowed with, "who of
you sell because you
have to?" The show of
hands for the 

"have-to’s" far out-
weighed the "like-
to’s". This is not a
surprise as many of
our organizations are
relatively small and
many of us wear
multiple hats. Even
those of us that are
designated to sales
and fundraising
spend much of our time
doing other projects that are not about
the income.

We have all had great leaders share
their sales secrets over the years and
some of us have attended formal sales
classes and workshops. But, as displayed
in Bruce Erley’s session, one factor
remains true, very few of us call ourselves
"sales people" and even fewer truly enjoy
it. What if you are not a sales person?
What if you do not enjoy selling?

We are always "selling" …
First things first. Though it is an over-

used cliché, we can always be reminded -
we are all in sales. We are always selling
ourselves, we are always selling the
organization and we are always selling
our events. Ken Blanchard, co-author of
several management books, including
The One Minute Manager, summarized it
best when he recommended changing
the title of your receptionist from
"Receptionist" to "Manager of First
Impressions". We are all in sales. Our
staffs, no matter what the position,
should always be proud of this fact. We
are typically selling community, family

and the greater-good. Whether pitching
an idea to city officials, trying to build
attendance or even making a guest feel
good about inclement weather, we are
always selling. And, if we are doing our
job correctly with sponsors and media
partners, we are selling solutions! 

This should not be a big obstacle for
the special events industry. It is within
our personalities to naturally be good at
sales. We usually come equipped with
the confidence, well-rounded interests,
communication skills and drive to perse-
vere. The same qualities that make both
our organizations and ourselves good at

event production, make for good selling

and succesful partnerships. We are 
in a unique industry that can be quite
complex. We deal with weather, public
opinion, media and financial factors that
most businesses do not face. The person-
alities we work with, the crisis manage-
ment situations we work through and
the willingness to serve our communities
qualify us to be excellent sales persons.
We fully understand the commitment,
sacrifice and service of a real partnership.

We don’t have to like the word
sales …

Like many of us, my start in the indus-
try began low on the event ladder. As I
began to climb, I was challenged with
the not-so-exciting and difficult task of
selling advertising space in the event pro-
gram of an off-shore power boat race,
The Michelob Challenge. Going door-to-
door to pancake houses, marinas, and
hotels, attempting to sell over-priced,
unreliable advertising, was not a pleasant
experience. To top off the uncomfortable
situation, I was bad at it. The few ads I
did sell were to companies that higher-

powers within the event strong-armed
into participating. 

Though my career has been centered
on sales and marketing, no matter how
hard I try, I am not good at what has
been traditionally classified as sales. I
can’t sell a chocolate Popsicle to an
Eskimo in white gloves and I don’t want
to sell the Pope a double bed. That is not
who I am. By the show of hands in Bruce
Erley’s session, I am not alone.

So how do we do it? How do we take
these great qualities that come equipped
in our make up and become the good
sales person we are searching for?

Here is some bad news first. The old
days of taking the president of the bank

to play golf in the morn-
ing and have a
$10,000 spon-
sorship pledged
by the end of the
day are long
gone.

Here is the
good news. Those
of us that do not
play golf or have
bad golf games can
relax that we are
bad at the sport.
There is more good
news. Our cities,
sponsors and media
partners are not
looking for slick
sales representatives
with quick fixes.
They are looking for
authentic partner-
ships that help them

achieve their goals.
Lesa Ukman and her team from IEG,

the International Events Group, continue
to share their valuable research that
teaches us that sponsors are reaching the
point of placing no value on signage as a
sponsor benefit. What was once one of
the greatest assets in our inventory to sell
has become an expected service and
automatic benefit. 

It is human nature that we are more
productive when we are selling more
than inventory. Even in the aggressive
and competitive world of advertising
sales, I have witnessed first hand as many
radio sales representatives succeeded for
the right reasons. It was more than their
experience, knowledge and communica-
tion skills that put them over the top.
They succeeded because they truly
believed their individual sales were part
of a team’s effort that allowed the station
to grow and to become a greater part of
the community. 

All of these factors are in our favor. It
allows us, excuses us if you will, from
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having to be slick and shortsighted. Not
only are we encouraged, but expected to
do more listening and less selling. We are
in search of partners, not clients. We are
able to use our commitment, our pas-
sion and our creative ideas to form our
partnerships. We have permission to
research our partner’s goals and probe
for what keeps them up at night. We
have the flexibility to customize our
packages and sell solutions while being
the problem solvers we enjoy being.

Making the connection …
One of my better personal moments

and one of our organization’s better part-
nerships highlighted this approach and
style approximately six years ago when
we were courting a new Title Sponsor for
our annual season of special events.
Though we had a contact within our
future telecommunications partner, the
relationship began with a cold call. A call
that was not based on, "we need a new
Title Sponsor and a-half-of-a-million-
dollars", but a conversation that focused
on, "the telecommunications industry in
our market is very clut-
tered, let us help
you differentiate."
The conversation
turned into a
meeting in which
we respectfully
compared three
very similar news-
paper advertise-
ments, including
their own. All of
the ads looked
almost identical
and promoted very
similar rate plans
and services. We, the
consumer, had to
put a lot of work and
effort into under-
standing the differ-
ence between each
wireless plan. 

We worked inter-
nally on an idea that they loved and it is
a promotion we continue to use at our
gated events to this day. If minutes and
monthly fees are all about the same 
from company to company, we wanted
to create that differentiation by giving
our sponsor’s cell phones a value their
competitors did not have. The "SunCom
Show Your Phone Promotion" allowed
the SunCom subscriber and a guest to
enter our gated events for free. SunCom
was now different! Their local staff 
was proud to be a part of something
greater than monthly plans! Our regular
guests felt as if they were receiving a 
great discount! 

This success story’s lesson continues to
carry a positive message today. We "no-
selling" sales people have trouble calling
and asking a company for that much
money. Yet, to connect with yourself,
connect with a new partner and to devel-
op a solution-based relationship is ener-
gizing and fulfilling. This we can do and
this we can do well.

We continue to develop this style at
Norfolk Festevents. It laid the ground-
work for a new business-to-business
campaign in which we feel more com-
fortable than ever having our sponsors
around each other and establishing their
own partnerships. It is on our 2005 goals
list to produce an official "Sponsor
Yellow Pages", in book form, of all of
our partners, in addition to the internet-
based roster it has been in the past. We
created a campaign called, "Your
Business Is Our Business" in which many
of these ideas and promotions come
under. Even when we fax an organization
an article we have read about them or
their industry, it is faxed under the

cover of "Your Business Is Our Business".
We continue to stumble and we con-

tinue learn. However, each pitfall keeps
us humble and teaches us something
new for our future endeavors. We, of
course, stress about meeting our income
projections and we never have an easy
day. But, it is sure nice to wake up every
day and love what you do; to be proud
to be in sales; and, it feels great to make
that all-important connection between
yourself and your partners!

A new world, a new year …
The United States of America was not

named after the man that discovered it.
America was named after Amerigo

Vespucci and not Christopher Columbus,
after a mapmaker mistakenly credited
Vespucci with the discovery. That said, 
we have a lot to learn from Columbus, 
as he was one of the world’s finest 
sales people. 

Columbus was a man that sold a
vision for the greater good. Michael J.
Gelb, wrote in his book, Discover Your
Genius, "Columbus is also a marvelous
inspiration if you must sell an idea or
find a sponsor for a project." He also
wrote, "I loved the fact that Columbus
learned to speak the language and dialect
of his potential allies in the court of
Ferdinand and Isabella. This is what sales
is all about – learning to speak your
client’s language." The author is motivat-
ing when stating, "Columbus serves as
an archetype of optimism, vision and
courage in the face of uncertainty. He
inspires us to face the unknown waters in
our own lives, to leave the coastline of
habit and to discover a new world of

depth and possibility."
These winter

months lead us to a
new year and another
round of spectacular
events. The New Year
allows us to renew
and refresh. It is a
time to give up the
bad and a time to
create good habits.
Refresh the way you
perceive yourself
and renew your
outlook on sales.
Get rid of those
multi-level sales
kits. Move past the
fear of cold call-
ing. Be proud of
your current part-
nerships and all
that your proper-
ties have to offer.

Next time you or someone ask,
where is a good sales person when you
need one? Look in the mirror - it is you!
It just so happens that you are in the
business of selling passion, solutions,
memories, interactive experiences and
the greater good!

Ted Baroody is Director of
Development for Norfolk Festevents,
Ltd. Ted can be reached at 120 West
Main Street, Norfolk, Virginia 23510, by
phone at 757-441-2345 x 3006, or
emailed at baroodyt@festevents.org.
www.festeventsva.org
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Yellow Daisy Festival
Demographics &

Psychographic Information

Demographics
• Average Household Income:

$87,499.00

• Gender: 
85% Women
15% Men

• Party Composition: 
Families: 27%
Adults: 70%
Seniors: 3%

• Average Age Range: 
45
54

Psychographic Information
• Female likely married or in a rela-

tionship.

• She is a multi-generation shopper
–Mother, Grandmother and Great-
Grandmother have come (or still
come) to the festival. 

• Average amount of money spent
while at YDF: $234.21

• 84% had been to the festival before.

• Average number of years attended
the festival: 8 years

• She sees the event as "Power
Shopping" opportunity – mostly
Christmas presents.

• She turned in her vacation request in
January so she would be assured to
shop on Thursday or Friday of the
festival.

• She comes back to the festival a sec-
ond day to finish her shopping.

• She hosts her friends from South
Carolina, North Carolina, Virginia,
Florida, Alabama, Mississippi and
Tennessee for a girl’s weekend of
shopping.

• She and her girlfriends all carry
matching Yellow Daisy Festival 
Bags to carry their "had to have"
purchases!

• She hates port-o-lets.

• She doesn’t like traffic and would
like to be able to get to the festival
quicker when she got into the Park.

Research will help you discover who is
coming to your event so that you can mar-
ket to the right prospects in a more com-
pelling way. It allows you to identify your
festival’s target audience. Your target audi-
ence is THE most important piece of your
marketing efforts. The information will dic-
tate the tactical elements of your marketing
plan: advertising, direct mail, public rela-
tions and branding. It will also provide you
with your SWOT analysis: Strengths,
Weaknesses, Opportunities and Threats.
Survey your festival guests to gather demo-
graphic AND psychographic information.

Demographics
The American Marketing Association

defines demographics as the study of
total size, sex, territorial distribution, age,
composition, and other characteristics of
human populations; the analysis of
changes in the make-up of a population.

Psychographics
Once you have determined your demo-

graphics – even people within your demo
are different. Psychographics are charac-
teristics, habits, attitudes, lifestyle and
behavior patterns that can help you iden-
tify your audience, or eliminate the
names of those who aren't. This informa-
tion gives you a more complete picture of
an individual and how to communicate
with them. Getting to know your audi-
ence will help you find the motivators
that drive them to do the things they do.
This information will let you know what
they respond to positively or negatively.
There are certain symbols, colors, words
and shapes that they will respond to.

Information can be gathered several
ways. You can conduct on-site surveys at
your event, phone surveys, on-line surveys
or compile a focus group. On-site surveys
can be collected by event volunteers, Boy
Scout troops or a college marketing class.
The sample size of the survey should be at
least 250 people after they have had at
least a 2-hour experience. To gain more
honest comments, a phone survey can be
used. Guests have a tendency to be nicer in
person (not face to face with a smiling vol-
unteer) and they have had time to think
about your event. On-site surveyors can
collect phone numbers of guests willing to
take the phone survey. Two weeks is gener-
ally enough time to wait to call the guest.
The data collected by a phone survey gives
you a more complete picture of their
entire experience at your event from the
moment they park to the moment they
leave. You can also set up a survey on your
website to gather the information before
or after the event takes place. On-line sur-

No, this isn’t the latest episode
of "The Swan" or "Extreme
Makeover". This is an account of
how a 37-year-old arts and crafts
festival, the Yellow Daisy Festival,
changed its marketing strategy,
benefiting publicity, attendance,
brand and most importantly, the
bottom line. 

The Yellow Daisy Festival is held
each September at Stone
Mountain Park in Stone Mountain,
GA. Stone Mountain Park is 16
miles east of Atlanta, GA and fea-
tures 3,300 beautiful acres that
includes an 825’ granite moun-
tain. The festival is held to cele-
brate the blooming of the
Confederate Yellow Daisy. This
flower is only found within a 60-
mile radius of Stone Mountain
and grows on the granite out-
croppings in shallow soil around
the mountain. The festival is a
"juried" traditional craft festival.
More than 1,000 crafter applica-
tions are received and only 500
are accepted to the festival. The
event also includes main 
stage entertainment, children’s
corner and great festival food.
The event attracts an attendance
of 200,000 shoppers over a four-
day period.

After reviewing the 2001 event,
there was a realization that the
festival needed to change its mar-
keting strategy. The current mar-
keting materials were generic and
tried-to-reach everyone. The pro-
motional posters, brochures and
advertising could have been any
event, anywhere. We realized that
we needed a marketing plan to
makeover our marketing strategy.
The following is the roadmap 
we used to transform our strategy
and start talking to our target
audience.

STEP 1 – DO YOUR RESEARCH



30 INTERNATIONAL EVENTS 2004

veys can be helpful for a first time event
that does not have the advantage of on-
site surveys from the year before. A focus
group can be put together by scheduling
people in your community (who frequent
your event) to discuss the questions on
the survey as a group. This is also a good
forum to toss out new ideas to see how
people respond to them before you spend
the money to implement the new idea.

You know what your festival currently
is – and now it is time to think about its
future. Brainstorming is a great way to
generate some exciting "out-of-the-box"
ideas. Here are some helpful tips for
organizing a brainstorming group.

• Get out of the office.

• Present the research.

• Invite creative people.

• Write every idea down – even the bizarre
& goofy.

• Take snacks and candy. Throw marsh-
mallows at negative comments such as
"that’s not in the budget", "that won’t
work or "we tried that 10 years ago and
it didn’t work". Even if an idea doesn’t
fit into the budget this year, you can list
it as a long-term goal.

• Develop Action Plans based off of the
research and ideas generated in brain-
storming. 

• Assign a "Champion" on each action item.

• Follow up with progress reports.

• Set definitive deadlines for action plan
competition.

ACTIONS THE YELLOW DAISY
FESTIVAL TOOK tO CHANGE
ITS MARKETING STRATEGY

Featured Artist Program
In 2002, the Yellow Daisy Festival devel-

oped a featured artist program. The pro-
gram commissioned one of the 500 juried
artists to create a custom piece of artwork
for the festival. The artist was asked to
design a concept that captured the essence
of the Yellow Daisy Festival. The only cri-
teria were that the artwork include figura-

tive work and at least one yellow daisy
flower. The art design was included on
everything from advertising materials to
merchandise sold at the festival. 

ADVERTISING

Changed Radio Partner
After 17 years with the same "oldies"

radio station, the Yellow Daisy Festival
changed its radio partnership to fit its
demographics. The festival now partners
with two new radio sponsors. WSB AM
(talk radio & news) and WSB FM (soft
rock) are sister stations that worked
together to promote Yellow Daisy
Festival to their listeners. The new part-
nership brought live broadcasts and
more promotional muscle. We attribute
an additional 30,000 in attendance by
making this change.

Introduced Direct Mail Promotion
The festival produced a direct mail

piece that was sent to more than 300,000
households in the "high Stone Mountain
Park usage" zip codes. On-site surveys
indicated that 4.2% of people found out
about the Yellow Daisy Festival through
the direct mail piece. With an attendance
of 200,000 that is 8,400 attendees!

Introduced Newspaper Inserts
The Yellow Daisy Festival teamed up

with the Gwinnett Daily Post Newspaper
to produce a 16-page newspaper insert on
the festival. The special festival section
was placed in the 65,000 newspapers
delivered to Gwinnett County subscribers,
plus an over-run of 70,000 were handed
out to guests as they entered the festival. 

In 2004, the YDF partnered with the
Atlanta Journal-Constitution to produce
a 4-page full color insert. This change in
partnership increased the distribution to
300,000 targeted households.

Internet 
We created a separate page on the Stone

Mountain Park website about the festival.
Crafters can download the exhibitor
application, volunteers can sign up for
shifts and guests can find out pertinent
information about the festival. Guests
could also sign up to get e-mail updates
about the festival. Through guests signing
up each year, we are able to create a data-
base of festival attendees that we can send
an e-mail blast to when we have new
information to share with them.

PUBLIC RELATIONS 
& PUBLICITY

Press Releases
The featured artist program provides

freshness and new focus in the press

release each year. Press releases were
placed in a Yellow Daisy Festival shop-
per’s survival kit. The kits were sent to
female print writers, radio personalities
and anchors. The survival kit consisted of
a pink bag, event t-shirt, bottled water,
lip gloss, event poster, mints and a press
release. In 2004, the media received
cakes with the featured artwork on the
front – along with a press release. We got
a lot of calls back!

Feature Story Ideas
The featured artist program gave 

our Public Relations Manager more
avenues for feature stories. Stories 
about the featured artist, Profile of a
Yellow Daisy Shopper (describing our
average guest with some humor) and
Sisterhood (describing the cross genera-
tional and friendship shopping affect at
the festival).

Merchandising
Featured Artwork Merchandise
The Yellow Daisy Festival offered mer-

chandise with the featured artist artwork
for the very first time in 2002.
Merchandise included t-shirts, posters,
socks, collector spoons, pins, bookmarks,
letter openers, magnets, key chains and
thimbles. The first year we offered the
featured artist t-shirts, we sold out by the
second day of the festival. It is great to
see guests wearing the previous years
shirt to the event.

Kodak Partnership
Festival attendees took their memories

home with them when the Yellow Daisy
Festival and Kodak teamed up together!
Kodak took pictures of our guests as they
were entering the festival. The guests
could then go to viewing stations to pick
out the photos they wanted to purchase.
The Yellow Daisy Festival logo was print-
ed onto the photos that our guests took
home.

ON-SITE RELATIONS
To strengthen the event brand, not

only did we change our marketing efforts
but also we needed to carry out the mes-
sage on-site. Knowing the event’s
strengths and weaknesses from surveys
create opportunities to enhance the event
and build the brand.

Restrooms
Guest surveys indicated that the No. 1

complaint at the Yellow Daisy Festival
was the port-o-lets. Comments indicated
that our guests would rather wait in line
than use a port-o-let. We kept the same
number of port-o-lets and added (3)
restroom trailers. The restroom trailers
were a huge hit for our female guests.

STEP 2– BRAINSTORMING

STEP 3– ACTION PLAN
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Hello, my name is_______________________.  We are conducting a brief study on the_____________________ Festival,and
would like to include your opinions. Would it be okay if we asked you a few brief questions?  IF YES, CONTINUE.

Survey Number______________  Surveyor Number______________  Date______________  Zip Code______________

Year Born______________  Gender______________  1 = Male 2 = Female

______ Is this your first visit to the festival? 1 = Yes   2 = No

______ IF NO,  How many years have you attended the Yellow Daisy Festival? RECORD ACTUAL NUMBER

Please rate the following items on a 1 – 4 scale where 1=very poor, 2=poor, 3=good, and 4=excellent.
______  Overall Satisfaction with the festival ______  Restroom Facilities ______  Food Selection
______  Quality of Crafts ______  Food Quality ______  Return to the festival next year
______  Children’s Activities    ______ Entertainment
______ Approximately how much do you expect your immediate group to spend while at the festival?

ROUND TO THE NEAREST DOLLAR.

How did you hear about the festival?  LIST 1ST THREE RESPONSES.
1) ______________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

2) ______________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

3) ______________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

What, if any, improvements would you like to see in the following areas of the festival?
1) Food Service ___________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

2) Guest Services__________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

3) Other _________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

Sample Survey to Gather Demographic and Psychographic Information
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Which newspapers do you subscribe to or read regularly?
LIST 1ST THREE RESPONSES.
1) ______________________________________________________________________________________________
2) ______________________________________________________________________________________________
3) ______________________________________________________________________________________________

Which television stations do you watch during the following time periods?
7 a.m. – 9 a.m. _________________________________ 9 a.m. – 5 p.m. _____________________________________
5 p.m. – 7:30 p.m. ______________________________ 7:30 p.m. – 11 p.m. _________________________________

What are interests or activities you or your spouse do regularly?
LIST 1ST THREE RESPONSES.
1) ______________________________________________________________________________________________
2) ______________________________________________________________________________________________
3) ______________________________________________________________________________________________

How many people are in your group on this visit to the festival?  RECORD #___________________

What were the ages of the members of your group including yourself on this visit to the festival?
_____ Under 4 _____ 15-17 _____ 45-54
_____ 4-7 _____ 18-24 _____ 55-64
_____ 8-11 _____ 25-34 _____ 65-74
_____ 12-14 _____ 35-44 _____ 75+

_____ What is your total annual household income?
1. Under $25,000
2. $25,000--$49,999
3. $50,000--$74,999
4. $75,000-$99,999
5. $100,000--$124,999
6. $125,000 or more

What do you like the most about this festival? ___________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

What do you like the least about this festival? ____________________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________

What do you think of when you hear the festival’s name? ___________________________________________________
________________________________________________________________________________________________
________________________________________________________________________________________________
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Traffic Getting to the Festival
With 200,000 festival attendees over

four days, traffic can be an issue for Yellow
Daisy Festival enthusiasts. The festival
developed an enhanced transportation
program to take the hassle out of coming
to the event with tram service, two 8-pas-
senger golf carts called the "Daisy Express"
and a water taxi.

Trams
Festival attendees appreciated the free

ride to the festival via Stone Mountain
Park trams. The trams picked them up in
large parking lots and took the guests to
the entrance of the festival. 

The Daisy Express
We rented two, 8-passenger golf carts

that transported festival attendees to their
cars. Daisy wind catchers proudly acted as
headlights.

Festival attendees enjoyed the lift since
they had bought so much at the festival.
Many made several trips to their cars 
and caught a lift back to the festival for
more shopping!

The Yellow Daisy Festival Water Taxi
For festival attendees staying at the Stone

Mountain Park campground or Evergreen
Resort, the water taxi was the most relaxing
way to get to the Yellow Daisy Festival. The
water taxi is a pontoon boat that picked
festival attendees up and took them to the
Yellow Daisy Festival across the picturesque
Stone Mountain Lake.

The results from changing our market-
ing strategy are increased attendance, addi-
tional revenue through new merchandis-
ing program, increased publicity impres-
sions by 40% and attracted sampling
sponsors that had the same target audi-
ence. Over the last three years we have
hosted the Charmin Potty Palooza Tour,
the Hewlett Packard Tour, the Better
Homes & Gardens Tour, the Eckridge
Farms Sausage Fun House, Sharpie, the
Royal Carribbean Mobile Tour, Clinque,
Thermasilk Hair Care Products, Sonata
(Prescription sleep aid), Jenn-Air Kitchen
tour, Gillette Razors and Tetley Tea. The
Yellow Daisy Festival’s makeover was a
success that has brought benefits to festi-
val organizers, sponsors and shoppers.

BEFORE AFTER

CHANGED LOGO DESIGN

ARTWORK FROM PAST THREE YEARS

Jeanine Battle, CFEE, is the Special Events
Manager at Stone Mountain Park in Stone
Mountain, GA. The Park hosts more than 25
events annually. Battle also currently serves as
the President of the Georgia Festivals & Events
Association.  You can reach Jeanine at Stone
Mountain Park, PO Box 778, Stone Mountain, GA
30086, 770.498.5634, e-mail:
jbattle@stonemountainpark.com.
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Event Partnerships:
10 Questions 
to Go Beyond 
the Obvious

By Joseph Lillis, CFEE

“part-ner-ship”
"A relationship usually involving close coop-
eration between parties having specified and

joint responsibilities."

-Merriam-Webster Dictionary

It is a current trend to describe Sponsorship as a
"Partnership", but any successful event needs to
acknowledge that every participant must go beyond the
obvious and exploit all of their individual assets toward
their goals…we’re all partners.

While it is easy to accept that "No event is an Island",
it takes a concerted effort to live up to "The whole is
greater than the sum of its Partners."

In searching for ways to fully utilize an event’s assets
(and secure the best partners for any endeavor), there
are many questions you must ask in your quest. Here
are a few of the queries that have brought success to the
Sausalito Art Festival and, in turn, its surrounding com-
munities in California.



1. Who gains from our goal?
The Sausalito Art Festival (SAF) had

outgrown its downtown location and
needed a new home. A tiny town of
7,000 people squeezed into the hills just
north of the Golden Gate Bridge, there
were no existing options. Several dis-
parate entities came together to meet this
goal and turned the event into the
biggest source of revenue for dozens of
community groups.

The City of Sausalito had a piece of
surplus property it could not afford to
improve. The Parks & Recreation
Department wanted tennis courts and a
playing field. The Chamber of
Commerce had dozens of community
programs seeking support and The
Rotary Club wanted to fund the con-
struction of Senior Citizen Housing. One
neighbor of the site, The Army Corps of
Engineers, needed to boost attendance at
its Visitors Center in order to justify its
continued existence in the wake of
Federal budget cuts. Another neighbor, a
commercial office building, wanted to
improve its public image and gain civic
support for future expansion.

They all came together to build a park.
Income from the Festival has maintained
and improved the Park, funded numer-
ous Park & Rec projects, and brought
hundreds of thousands of people to the
educational programs at the Visitors
Center. The Rotary Club is currently
beginning its third Senior Housing
Project, using funds earned by parking
cars on the office building property
(which gained community respect for its
involvement).

2. How can I get help to "rein-
vent the wheel"?

For many years, Hospitality had always
been one of the high points of SAF.
Suddenly, it just felt stale. Thinking "out-
side the box" (literally), we joined with
an adjacent property to place it beyond
the boundary of the site. A few steps
away, we created a tented area on the
waterfront which was more private, more
scenic, and more relaxing.

It allowed us to have a spa-like setting
for our complimentary massages (a local
salon promoting their wares for free), a
dedicated kitchen area for catering (high-
lighting a different regional restaurant for
each meal with a menu from quail to
crabcakes), as well as a stage to showcase

more entertainment. And Home Depot
decorated it for free.

Not only did it offer a quiet spot to
recover from the pace of the show, it was
now permanent…providing a year-round
spot for community events and fund-
raisers. It also spawned another festival,
The Sausalito Outdoor Film Festival.

3. How can I cut spending
through a partnership?

Look through your budget. Do you
have a vendor who you can convert to a
supporter? At SAF, we habitually rented
Recreational Vehicles as portable dressing
rooms for entertainers. By switching
from a company that rents RVs to one
who sells them, we are able to offer mar-
keting assistance rather than cash.

4. Who needs our help?
In the last five years, donations to

local organizations have grown to over
$300,000 per year. No matter how small
the amount (gas for a van that feeds the
homeless) or how large (funding a
teacher in the school system), every
donation turns the beneficiaries into
partners. They share in your success and
will share in your effort.

5. How can I conserve man-
power?

Think about "outsourcing" some of
your Volunteers. Our Food Booths are
operated by sixteen charities who retain
all of their earnings. One local organiza-
tion staffs our Box Office, reaping a large
donation to their scholarship fund. SAF
also offers businesses the opportunity to
promote themselves (flyers, branded sou-
venirs, etc.) in exchange for having their
personnel "adopt" a beverage booth for a
day. Their recruitment process creates
advance "buzz" for ticket sales as well as
our own in-house Volunteer effort.

6. Who needs to know who we
know?

By including a "piggy-back" flyer in
our Artist mailings, we found we could
provide access to thousands of customers
for frame shops or art supply stores. The
same can be done for limo companies 
if you have a Gala invitation mailing, or
a gallery if you have a silent auction
buyer list. 

While it is easy to accept that "No event
is an Island", it takes a concerted effort
to live up to "The whole is greater than
the sum of its Partners."



7. How can I extend partner-
ships farther and farther?

At SAF, increased attendance had creat-
ed traffic congestion. The Rotary Club
added parking lots outside the congested
area with shuttles provided by Bank of
America. Other non-profits opened
smaller lots to benefit their programs. 

The problem was solved, but we went
one step farther. To encourage the use of
public transportation, the Festival enlist-
ed BART (the Bay Area’s version of a sub-
way system) to promote traveling to the
San Francisco Ferry Terminal, where they
could sail across the bay to downtown
Sausalito (which pleased the merchants
who otherwise did not see these visitors
in their shops), catching a complimen-
tary shuttle to the Park. Next, the Army
Corps opened their pier to other Ferry
companies from different locations.
Everyone shared in the marketing costs
and reaped the benefits of lessened
street traffic and increased attendance.

8. How do we increase 
exposure during the rest of
the year?

Create mini-events. If you give schol-
arships or grants, present them at a time
when your profile is low. Choose a part-
ner to host it who will benefit from the
exposure. A bank or a shopping mall
would love the public relations expo-
sure for participating. If you have a
commemorative poster, hold a party
with the Artist signing them in a gallery.
If you have an entertainment roster to
announce, find a new restaurant that
needs publicity and bring one of your
headliners to bring attention to it. 

9. What do we do with our
lemons?

Bicycles and pets are not allowed at
SAF. It often enraged patrons to find out
that there is no place to safely store
their bikes and that Fido has to stay
home (or worse, in the car). We enlisted
the Bicycle Coalition to do Valet Parking
(and promote the politics of their pro-
cycling agenda) as well as a dog training
school to set up "Doggie Day Care" and
advertise their classes. 

The next step might be getting the
Humane Society to do pet adoptions, a
pet food company to do sampling, or
maybe sign a pet supply store to spon-
sor the whole program.

10. How do we find our
friends…or make new ones?

Surveys are a great way to gain infor-
mation. But they are also very labor-
intensive. We needed to update our
demographic profile for Sponsors. The
Chamber of Commerce wanted to know

our economic impact. We wanted to
expand our Gala invitation list and are
always looking for new Volunteers.

We also had a raffle for free tickets on
our annual Art Festival @ Sea, a mini-
Festival on a cruise ship. They needed
more traffic in their booth. One partner
provided the survey, one solicited the
attendees, and one gave a free raffle tick-
et in return for the completed form (and
often sold more to the respondents). 

The members of this partnership
gained all of the results that they needed,
and this unique joint effort also brought
SAF a remarkable response from those

who welcomed the opportunity to be
Volunteers…our newest partners.

So start asking questions today. By ask-
ing the right ones and going beyond the
obvious, you will leave no question about
the success of your event for everyone.

Gold Coast City Council,
Queensland, Australia and
Tropicarnival Festival

The Gold Coast City Council,
Queensland, Australia has a park
named Evandale, in front of the
Council Chambers in the heart of
the City. The Park had no satisfacto-
ry infrastructure , so when thinking
of producing outdoor events for our
Tropicarnival Festival, we asked the
Council to provide adequate power
boards, water supply , etc. in order
for us to stage nightly concerts. The
Festival shared the costs. Although
Tropicarnival no longer stages out-
door events at Evandale, the result-
ant systems put in place have
ensured that the Park is now used
for other major events for the City
such as the annual Gold Coast
Australia Day Celebration on
January 26th and the Greek Festival
- both one days events attracting
around 30,000 people.

Des Moines, Iowa and the
Des Moines Arts Festival

Sidewalk Expansion Benefits 
Both Downtown and Des Moines
Arts Festival

In order to make the Festival more
accessible to people with mobility
issues and improve walkways for the
general public year-round, the
Festival, in cooperation with the
City of Des Moines, renovated and
widened several sidewalks on the
Festival site. 

After surveying participating
artists, the Festival realized the need
for sidewalk enhancements. Many of

the artists sited the same problem:
individuals were unable to maneu-
ver the curbs into the artists’ booths
and had difficulties using the ramps
at either end of the street. The
Festival then solicited some of its
sponsors, The Weitz Company, a
construction company, Brian Clark
and Associates, a landscape architec-
ture consulting firm, and Wellmark
Blue Cross and Blue Shield to help
develop a solution to this problem. 

The partnership resulted in 
the renovation and expansion of
existing sidewalks as well as the
addition of a new sidewalk to make
the riverfront more accessible to
people with disabilities. A new
sculpture garden was added during
the Festival, with a new winding
sidewalk along the bank of the Des
Moines River. While the City of Des
Moines did not have the funding to
repair the crumbling walkways, the
Festival raised more than $100,000
from sponsors, worked to get
reduced material costs and labor
fees and even donated $50,000 out
of the Festival budget to make sure
that the project resulted in improv-
ing the quality of life for citizens in
downtown Des Moines. 

Currently, the City of Des Moines
is working with a local business to
fund a major multimillion-dollar
river walk project, which originated
because of the Festival’s additions
and improvements to the system.
The Festival’s improvements for the
community have literally left a last-
ing impression for the entire com-
munity to enjoy all year round.

Two More Sucessful
Partnerships Profiled

Joesph Lillis is the Executive Director
of the Sausalito Art Festival in Sausalito,
California. The Festival has been ranked
as the top art festival in the United
States. He can be reached at tele-
phone: 415/332-3555 or 
email: artfestone@aol.com.
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Impress Your Boss, Send An Email On Time or
When You Know They’ll Be There: 

When you have the time to create an email now but don’t want
the email to be delivered until an exact time in the future do the
following: 

1. From the Actions menu in Outlook® click New Mail Message. 

2. Click the Options button at the top of the screen. 

3. Check the box that reads Do Not Deliver Before and select the
date and the exact time in the future you want the message to
be delivered. When selecting a time you can choose one of the
times listed or type in your own. This way you can have a mes-
sage delivered at exactly 5:37 A.M and not 5:30 A.M. 

The message will now reside in your Outbox until the appropri-
ate time. If computer is connected to a network then the message
will be delivered at the exact time you specified. If you must log
on to your network to send and receive e-mail then your message
will be sent the next time you log on after the selected date 
and time. 

Find a Contact Quickly in Outlook®:

Trying to find an Outlook® contact but can't remember the per-
son's last name? Or do you remember a contact's catchy e-mail
address, but can't remember their name? Use the Find a Contact
box on the Standard Toolbar in Outlook® to quickly locate the
contact without even opening your Contacts folder. 

Tips, Tricks &
Shortcuts Part 2

By Steve McClatchy, President, Alleer Training & Consulting
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On the Toolbar, type the name of the contact you want to find in
the Find a Contact box. You can enter a partial name, such as
Judy L, a first or last name, company name, or an e-mail alias. To
quickly open a contact you previously searched for, click the Find
a Contact Arrow and select a name.

Change the Subject Line of Any Email So It’s
Easy to Find:

1. Open any message.

2. Highlight the subject line with your mouse.

3. Type in the new subject line.

4. When asked if you want to Save These Changes? Select Yes.

5. You can now search for your email using the new subject line. 

Creating a Distribution List Using Microsoft
Outlook®:

A distribution list is a group of e-mail addresses grouped under a
single e-mail address. When you send to a distribution list, you're
really sending to everyone whose address is included in the list.
It's much easier than picking 30 different addresses from the
Address Book.

1. Open Microsoft Outlook®

2. File

3. New

4. Distribution List 

5. Name the Distribution List

6. Click Select Members 

7. Add the appropriate members to the list

8. Click OK (you should now see your new distribution list
members) 

9. Click Save and Close 

To send out an email to a distribution list place the name of the
distribution list in the To: line of your email.

Voting Buttons Make It Easy To Receive Quick
Responses from Groups of People:

When you need a quick response don’t just send an email 
send an email with Voting Buttons. Voting Buttons make it easy
for your recipient to respond and you get the information you
need fast. 

1. Open Microsoft Outlook and choose to create a New Mail
Message.

2. Click the Options button at the top of the e-mail screen.

3. Check the box that reads Use Voting Buttons and type in the
selections you would like to include separated by a semicolon.

4. When recipients receive the email they will be able to respond
simply by selecting one of the voting buttons.

5. To track all of the responses go to your Sent Items Folder and
find the email that you sent. Select the email you sent and
open it. Now select the tracking tab at the top of the email.
The tracking screen will now show you who responded and
their selection. This tracking button will also be included in
each email response you receive. 

Keep Your Personal Information Private: 

If you share your Outlook Calendar with other users, there may
well be some personal appointments that you'd prefer that they
didn't know about. You can get around this by marking the
appointment as Private:

1. Go to the Calendar. 

2. Type the appointment into the correct time slot. 

3. Right-click and select Private. 

A little icon appears to indicate that the appointment is private.
This means that your colleagues will see that you're busy, but
won't be able to see what you're doing.
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Create a New Column to Prioritize Your
TaskPad Using AB & C’s:

To prioritize your tasks using the ABC prioritizing system you
will have to create a New Field on your Microsoft Outlook
TaskPad.

1. Right click your mouse on the TaskPad Title Bar and from the
pop up menu select Field Chooser. The TaskPad Title Bar is the
bar located at the top of your TaskPad that includes the names
of each column. (Task Pad, Due Date, Check Mark, Etc.)

2. Click New at the bottom of the Field Chooser screen. 

3. It will then ask you to Enter Name? Enter the letters ABC and
choose Text as the Type and choose OK. 

4. Now take your mouse and point it on the newly created ABC
Bar. Left click your mouse on it, hold it down and drag it on to
your TaskPad Title Bar and let go. A new column will now be
included on your TaskPad that includes the letters AB & C.

5. Now prioritize by placing and A, B or C next to each item.

Note: Different versions of Outlook allow you to enter the A, B
or C priority differently. Some versions let you place the A, B or C
next to the task in the Task Pad view. For other versions you may
have to click on the Task Icon on the Outlook Shortcut Bar and
enter the A, B or C from that screen.

Quickly Schedule Meetings and Send out E-
mails Notices Using Distribution Lists:

Plan meetings efficiently by using Distribution Lists for groups of
people with whom you frequently meet. Just type in the distribu-
tion list name and Outlook will automatically send your e-mail
or meeting requests to all the individuals you included on the
list. (To create a distribution list see creating a distribution list.)
To quickly plan a meeting using a distribution list…Open up

Microsoft Outlook®, click on the File menu, select New, and
choose Meeting Request. 

1. Click on the Attendee Availability tab. 

2. Under the “All Attendees" heading, click on the white box with
the message "Type Attendee Name Here" in light grey. 

3. Type in the name of the distribution list you want to use and
hit Enter. Outlook® will then collect the schedules of all group
members. 

4. Click on the + sign next to the group name to see each group
member's schedule. A blue band will appear next to each
name to show previous commitments. 

5. Use the blue band listed at the top next to the All Attendees
heading to find free time. Once you do, click on the column
under the time you want to schedule the meeting for. The
white meeting bar will then shade the selected area. 

6. Click the Send button when finished.

Easily turn e-mails into tasks (or appoint-
ments):

Need to follow up on an e-mail but can’t do it now? Follow 
these easy steps to allow Outlook® to remember for you.

1. Click on the email you want to make into a task and drag it to
the Task Icon on the Microsoft Outlook® Shortcut Bar.
(See illustration on the next page)

2. The e-mail will instantly be converted into a task and the origi-
nal email will remain in your Inbox. 

3. The Subject Line of the task will be the same as the Subject
Line of the email. Make changes to the Subject Line of the task
to reflect the action you would like to take with the email.

4. Select the Start Date that will trigger Outlook® to put the task
on your TaskPad. (Choosing the Start Date and not just the
Due Date is very important. It is the Start Date that tells
Outlook® when you would like the task to appear on your
Task Pad. When you select a Start Date the Due Date is auto-
matically filled in for you. Remember you can always view all
of the Tasks you have placed into Outlook by clicking the Task
icon on your Outlook® Shortcut Bar.) 

5. Click the Reminder Button and choose the exact time that you
would like Outlook® to remind you of the task. 

6. Select the Contact at the bottom of the screen that is associated
with the task.

7. Choose Save and Close. Outlook® will now remind you of the
task at the appropriate time.
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If You Can’t Do It Today, Don’t Look At It Today: 

When you have a task that you can’t do today it is a waste of your
time to look at it today. Let Microsoft Outlook remember the
task for you. To set up this function in Outlook you need to be in
your one, five or seven day Calendar view. To get to this view
click on the Calendar icon on your Shortcut Bar and at the top of
the screen choose 5 Work Week. 

1. From the main Outlook® screen click View pull down menu. 

2. Then scroll down to TaskPad View and select the menu item
for Today’s Tasks. There should now be a check mark next to
Today’s Tasks. Checking this box will tell Outlook® that on
your Daily TaskPad you only want to see tasks with today’s
date. To view your TaskPad you must be in the 1, 5 or 7 day
calendar view. (If you want to see tasks on your TaskPad that
you have not assigned a due date follow the same process 
and check the menu item that says Include Tasks with No 
Due Date).

3. From the Action Menu select New Task.

4. Type in the subject line of the new task. 

5. Select the Start Date that you want the task to appear on your
TaskPad. (It is very important that you select a Start Date and
not just a Due Date. The Start Date is what triggers the task to
appear on your TaskPad. If no Start Date has been selected
then the task, by default, will appear on your TaskPad and 
not go away.)

6. Check the Reminder box and select a time if you want
Outlook® to remind you of the task at an exact time. 

7. In the notes section at the bottom of the task type in any notes
you may need to complete the task.

8. Now close the Task by clicking the button Save and Close.

At any time you can click on the Task Icon on your Shortcut Bar
and you can view every task that you have placed into Outlook®.
Using this feature allows you to view on your TaskPad only the
tasks that you want to see. Use this feature well and consider
yourself a power Outlook® user.

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, 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.

This article is the continuation of an article that began in “ie” Volume 15 Issue 3.

TRENDS-AT-A-GLANCE
Don’t Assume E-mail

Addresses are Correct

Source: http://catalogagemag.com

More than 11% of consumers had switched their
Internet service providers or e-mail providers within
the previous six months. More than 25% of e-mail
addresses will become undeliverable over the
course of a year. – “Lists and Prospecting: Help
with E-Mail List Hygiene”
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To be at our best in a business situa-
tion, or in life, we need to be as stress
free and as self assured as possible. The
negative consequences of stress on our
emotional state can influence how others
perceive us. When we are faced with a
stressful situation, most of us become
somewhat less in control of the tasks we
need to accomplish. The stress can cause
us anxiety, fear, frustration and lack of
emotional self-control, all of which
diminish our level of productivity and
feelings of self worth. The amount of
stress we encounter each day, and how
we deal with that stress can directly affect
our self-esteem. One sure fire method for
enhancing self-esteem can come from a
sense of self-accomplishment. People,
who laugh and smile easily, are generally
among the most likable and admirable
people we know. It is this perception we
have of them that often makes them
among the most successful, healthiest
people we know.

Aside from the sociological benefits to
laughter, smiling and humor, there are
many physiological benefits as well.
When we laugh or smile, our brain trig-
gers the release of endorphins into our
bodies. This chemical provides us with
quite a few wonderful side effects which
relieve pain, relax our muscles suppress
our appetites and most importantly, in
terms of dealing with stress, bring about
a tremendous feeling of euphoria. This
euphoric blanket that covers us when we
have an endorphins rush tends to give us
a feeling of warmth and calm and con-
trol so vital for overcoming a stressful
moment which can, in turn, help build
our self esteem. While things like exer-
cise, sunshine and certain fragrances 
can also release endorphins, our own
sense of humor is, for many, the easiest
(and certainly the most fun) way to ben-
efit from the natural chemical’s effects.
Even a fake smile can circumvent the
thought patterns in our mind and trick
our brain into sending endorphins into
our system. Try breaking into a fake
smile (hold it for 30-40 seconds) the
next time you’re stressed out about 
being stuck in traffic!

By learning to use our own sense of
humor, a tool we all claim to have, we
can quickly, easily, productively and cre-
atively conquer the stresses of our daily

lives. When we are able to view a situa-
tion through our sense of humor rather
than a sense of stress, we see things from
a new, lighter vantage point; one that
will enable us to maintain our sense of
self confidence and self control. 

How many times have we all said
things like, "You know, it seems funny
now, but when that happened I could
have..."? What we need to do is to be
able to make it funny now, so that stress,
anxiety anger and frustration play an
insignificant role in our lives.

Since stress usually strikes during a
serious moment (i.e., at work, during 
an argument, when stuck in traffic), I
must point out that that it is OK for 
us to bring humor into any situation 
as long as we remember two very impor-
tant rules:
1. No on must ever be hurt, in any way, by

our humor
2. The goal must be to productively resolve

the issue at hand.
In line with all of this I recommend

that we allow ourselves five minutes of
pure fun every day, at any time we wish;
a Five Minute Fun Fling that will serve to
add humor to our daily lives. The Five
Minute Fun Fling will help us to over-
come any earlier stresses, better deal with
any stresses that may come later, and, in
time, will help us to more clearly see the
humor in most any real life situation.
Following is a short list of some suggest-
ed Five Minute Fun Flings. Try one every
day (by all means, add your own to the
list) and you will see amazing results
within a few weeks.

• Add a funny caption to a picture in a
magazine or newspaper

• Write a limerick
• Recall some humorous incident that

happened to you or someone you know
and write it down. Keep a journal of
these & all things funny that you
encounter.

• Play a video game
• Listen to a recording of your favorite

comic.
• Create a funny ending for a real life,

stressful experience from your past. 
• Imagine how your favorite TV comedy

character ("Kramer", for example) might
deal with one of your stressors.

Practice Safe Stress
By Barry Roberts, C.A.S.

Continued on page 65
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Ever wonder how "they" thought of
that idea or what it takes to be more
innovative? Here’s a sure-fire method to
help you develop your Innovative
Thinking Skills.

Grab a pen or pencil and a few sheets
of paper; this is an interactive article!
Let’s begin.........

First of all believe that you are innova-
tive! Let me assure you that whether you
believe that you are or, that you are not,
you’re probably right. To help establish a
real belief in your ability, think back on
some of the innovative things you have
done, said or created during your career.

Next, understand that when our think-
ing takes on a definite form and struc-
ture it becomes more effective. While I
am suggesting that all readers follow the
same step-by-step format, you’ll find that
because of your own uniqueness, tastes
and life experiences you will each devel-
op your own innovative solutions, even
when the questions are the same.

Step One
State the question, problem or dilem-

ma clearly. Write it out at the top of your
worksheet.

Step Two
List many, varied and unusual possible

answers to your question or solutions to
your problem. Do not pre-judge or edit
your ideas. List everything (everything!).

Step Three
Review your list and group your

ideas/answers into categories. For exam-
ple: hats, t-shirts and socks are all differ-
ent but all are wearable. Apples, mugs,
bagels and forks are different, yet all
relate to food or eating. Any
ideas/answers that do not fit into a cate-
gory with anything else on your list, are
the most unique.

Step Four 
Take the best or most unique

ideas/answers and elaborate on them to
make them truly extraordinary. You can
do this by combining two ideas, consider

using or doing your idea in a totally new
and different way, look at it upside down
or backwards, and be outrageous! Add to
them, diminish them, change the color or
shape, turn it inside out (get the idea?).

Before you begin, it is essential to shift
to "right brain" thinking. The right side
of our brain is where we do our imagina-
tive, emotional and visual thinking. You
can make the shift by bringing humor to
your mind (read the funnies or listen to
your favorite comic), try some brain
teasers (create your own: list all things
you can think of that are different shades
of green or what other uses are there for
a wristwatch, other than a time instru-
ment?), listen to music, play with your
kids or play like a kid.

Don’t be afraid to take risks! New
answers are what lead to excellence and
that is what Innovative Thinking is all
about. Don’t be afraid of failure either.
Failure is a sign that someone is doing
something! By learning from our failures
we get them out of the way and move
towards success.

Remember that by simply approaching
a problem, question or dilemma in a
new way, we will usually come up with
answers or solutions that are new as
well. Giving ourselves the opportunity to
see a vast array of possible solutions or
answers and then categorizing them to
find the most unique, enables us to
develop the innovations we seek.

Good Luck & Have Fun!

“How To Develop
Your Innovative
Thinking Skills”
By Barry Roberts, C.A.S.

Barry Roberts is a humorist, helping
businesses achieve maximum profitabili-
ty & productivity.He conducts seminars
& presents keynotes for a broad spec-
trum of corporations and associations
across the USA and Canada. To
request some valuable information on
"Risk Taking" and "The shift to Right
Brain Thinking" you can e-mail Barry at
info@BarryRoberts.com, please add
any questions or comments you may
have. Barry’s new book "Practice Safe
Stress" is available now at
www.BarryRoberts.com.
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While the final numbers for the year
are still being tallied, 2004 already will
go down as the most successful year in
the history of the International Festival
and Events Association Foundation. At
the November Conference in Boston
alone, $138,700 was raised through 
two special events, two live auctions,
and a silent auction. This figure is
almost triple the $51,000 earned at the
2002 conference, and well ahead of
the $115,000 earned in 2003.
How is such an increase possible,
you might ask? Two answers
come readily to mind…people
and benefits.

As festivals and events are
themselves a "people business",
so too is the IFEA Foundation.
Our key person is President Bruce
Skinner, who began his tenure
shortly after the 2002 IFEA
Conference. Bruce has not only
led our program to new heights,
he has done so while being a
contributor himself. The Bruce &
Kathy Skinner Endowment Fund
has raised over $40,000 since it’s
inception, and Bruce and Kathy
were Platinum Level donors to
the Foundation once again this
year. They were not alone in their
generosity as a great many people
made notable contributions to the
Foundation: The Mid-Atlantic Festivals
and Events Association donated
$10,000 to fund an endowment; Tee Jay
Ward donated $4,400 to the Don E.
Whiteley Memorial Fund; Joe Vera
raised $2,500; The Kentucky Derby
Festival and Bill and Gretchen
Lofthouse each donated $1,000 to the
newly created Zambelli Endowment
Fund; The Pasedena Tounament of

Roses donated $1,000 to the
Bill & Gretchen Lofthouse
Endowment; and Bill and Darlene
Thomas and the Tennessee Festival
and Events Association each also donat-
ed $1,000 to the Foundation. Platinum
Level donors of $500 or more include
Paul Chiravalle, Virgina Mampre, Karen
Scherberger, and IFEA President Steve
Schmader. Finally, no list would be

complete without acknowledging the
many people who donated and pur-
chased auction items, participated in
the conference events, and made cash
donations of any size – Thank You!

The second part of our recent success
is the benefits provided by the
Foundation. Benefits? Benefits in the
form of one-of-a-kind auction items and
unique parties are those that come easily
to mind. But the most important bene-

fits are those that come to every IFEA
member, those who are the real benefici-
aries of the Foundation’s fundraising
efforts. The sole purpose of the

Foundation is to ensure that "The
IFEA has the resources to fulfill its
educational mission". Scholarships
to the Boston Conference, addition-
al resources for the IFEA Library,
and speakers at educational semi-
nars are among the initiatives fund-
ed by the Foundation this year. I am
sure that I can speak for every
Foundation Board Member in say-
ing that we look forward to expand-
ing these benefits in the future.

And that future begins now!
Incoming Foundation Chair Bruce
Erley and the folks from Texas are
already planning some fantastic
events for the 2005 Conference in
San Antonio. The Foundation is
also planning a fund-raising cam-
paign to mark the 50th Anniversary
of the IFEA. I ask that you consider
supporting our efforts by making a

line item in your 2005 budget, no mat-
ter how big or how small, to contribute
to the Foundation during the coming
year. Remember that everything you give
comes back to you!

Paul Jamieson, CFEE 
2004 IFEA Foundation Chairman

SunFest of Palm Beach
Tel: 561-659-5980

Email: pjamieson@sunfest.com

"...the most important

benefits are those

that come to every

IFEA member, those

who are the real

beneficiaries of the

Foundation's

fundraising efforts."

Foundation

People & Benefits 
Keys to Success
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Festival
Tee Jay Ward 

Mike Berry, CFEE, Kentucky Derby Festival Foundation

Mitch Dorger, Pasadena Tournament of Roses

Bill & Gretchen Lofthouse 

Constance Zambelli, Zambelli Fireworks Mfg Co.

Platinum 
Paul Chiaravalle, CFEE, Columbia College Chicago

Paul Jamieson, CFEE, SunFest of Palm Beach County

Virginia Mampre, CFEE, Mampre Media International

Karen Scherberger, CFEE, Norfolk Festevents Ltd.

Steve Schmader, CFEE, IFEA

Bruce & Kathy Skinner 

Rand & Darlene Thomas, Thomas Building Center

Joe Vera, III, CFEE, Hidalgo Festivals, Inc.

Joe Vera, III, CFEE, Hidalgo Economic Development Corporation

Joe Vera, III, CFEE, Borderfest Association

Joe Vera, III, CFEE 

Dodge Arena

Gold
Chip Baker, CFEE, Riverbend Festival

D.C. Baker, CFEE, Friends of the Festival

Karen Churchard, CFEE, KC Productions

Pat Corda, CFEE, Gator Bowl Association

Jay Downie, CFEE, Source One Marketing

Alexander Durtka, Jr., CFEE, Holiday Folk Fair International

Derrick Fox, Alamo Bowl

William Gilmore, CFEE, Baltimore Office of Promotions

Kay Wolf, CFEE, Dixie Flag

Stephen Thomson, Dynamic Displays

Pete Van de Putte, CFEE, Dixie Flag

Silver
Richard Nichols, CFEE, Gilroy Garlic Festival Assoc

John Junker, Fiesta Bowl

K Alferio, CFEE, CITY CELEBRATIONS

Jo Ann Andera, CFEE 

D.C. Baker, CFEE, Friends of the Festival

Dennis Bash, U.S. Bank

Vern Biaett, Jr., CFEE, City of Glendale

Larry Crain, Charisma Floats

Carolyn Crayton, CFEE, 

Carolyn & Lee Crayton, CFEE, 

Bruce Erley, CFEE, Creative Strategies Group

Skye Griffith, CFEE, Skyline Talent & Events, Inc.

Paul Jamieson, CFEE 

Thomas Kern, CFEE, National Cherry Festival

Janet Kersey, CFEE, Daytona Beach Area Convention & Visitors

Bureau

Mindy Rabinowitz, Promotional Management Group, Inc.

Steve Remington, CFEE, Eugene Celebration

Ira Rosen, Entertainment on Location

Bridget Sherrill, CFEE 

Larry Sinclair, Churchill Downs

Wright Tilley, CFEE, RCS Productions

John Dorger

Sharon Grim, San Francisco Puffs and Stuff

Sam Lemheney, The Pennsylvania Horticultural Society

Bronze
Robert Schaul, Schaul's Signature Events

Carolyn Bailey, Carolyn L Bailey

Vance Baird, North Iowa Band Festival

Ed Bautista, CFEE, San Jose Holiday Parade/Christmas in the

Park, Inc.

Chuck Blische, Fiesta San Antonio

Alison Doolittle, City of Dublin

Becky Genoways, On the Waterfront, Inc.

Leo Hewett, Conroe Cajun Catfish Festival

Walter Keiper, Jr., CFEE, ArtsQuest

Marianne McLeod, CFEE, Jubilee CityFest

Roberta Phillips, Roberta J. Phillips Consulting

Tim Quigley, CFEE, Bon Vivant Group, LLC

Heather Robinson, Charlestown Seafood Festival

Steve Rosenauer, CFEE, Fiesta Oyster Bake

James Young, Young Explosives Corp/Display Fireworks

Fantasma Productions

2004 IFEA 
FOUNDATION DONORS

Foundation
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George Zambelli Endowment Fund

Nick Corda Memorial Fund

The Bill and Gretchen Lofthouse 
Endowment Fund

The Daniel A. Mangeot Memorial Fund

The Bruce and Kathy Skinner
Endowment Fund

The IFEA Foundation Endowment Fund

John Stewart Technology Endowment
Fund

The Don E. Whiteley Memorial Fund

The Pete Van de Putte/TFEA 
Endowment Fund

Mampre Leadership Fund

MAFEA Endowment Fund

Flanagan Endowment Fund

GAFEA Endowment Fund

Joe & Gloria Vera, Jr. Endowment
Fund

Tennessee Festivals & Events
Endowment Fund

2004 IFEA
FOUNDATION 

ENDOWMENTS

TRENDS-AT-A-GLANCE

www.aoltimewarnerfoundation.org

A recent study conducted by the
AOL Time Warner Foundations
found that 92% of Americans say
skills needed today are different
from 20 years ago; 50% of business
execs see American youth as
behind the youth in other advanced
industrialized countries.

TRENDS-AT-A-GLANCE

Strategic
Thinking/
Planning

Plan
Measurement/

Monitoring

Internal
Communication

Crisis
Management/
Solving Acute

Problems

Other

39%

24%

15%

11%

10%

U.S. Executives
Cite Main Issues

Source: Gallup Poll of executives.

What management issues do you consistently
spend the most time on?
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It is a pleasure to greet you for a final
time as Board Chair of IFEA. It has been
a phenomenal year that will forever be a
part of my most treasured professional
and personal memories. My sincere
thanks go to the Board of Directors, 
Staff and members of our great associa-
tion for affording me this honor. I 
also want to thank the Kentucky 
Derby Festival. Without your sup-
port this undertaking would have
been impossible.

Our recent annual convention
was a rousing success. Not since
Paul Revere saw the light from the
steeple of the Old North Church
has so much excitement about
events overtaken Boston! To those
who attended, I hope you were
rejuvenated by the educational
sessions and the networking
opportunities that were available.
If you were not in attendance,
don’t fret…there is always next
year! We are assured of a "golden"
experience as San Antonio hosts
the 50th annual IFEA Convention,
September 12-16, 2005. 

Congratulations to all of the
IFEA / Haas & Wilkerson
Insurance Pinnacle Award win-
ners, the IFEA / Zambelli
Fireworks Internationale
Volunteer of the Year and the
newest inductees into the IFEA /
Miller Brewing Company Hall of
Fame. Our industry and the many
communities you touch appreci-
ate your efforts.

One of the Hall of Fame
inductees, Jim Thomson of Dynamic
Displays, told a story of attending a
Pegasus Parade one year as a supplier of
giant inflatable balloons. Along the route
he spotted a photographer taking pic-
tures not of the magnificent balloon fly-
ing overhead, but of the faces in the

crowd watching the spectacle.
He spoke of how this changed
his outlook on his professional
life and challenged us to
remember why we have chosen
to be in this special business of
fun. The next time you are in the
middle of your event and the music is
blaring, or the fireworks popping, or the

athletes competing, or the balloons
inflating or even the corn dogs sizzling,
take a moment to look at the expressions
of those who benefit from your work. I
can assure you that a smile on the face of
a child can be the biggest paycheck you
will ever receive!

Your Board of Directors is ready
to begin the important work of
another year. We welcome Tracy
Becker, Tom Bisignano, Nancy
Hedges Wendler and Jimmy Wong
as they begin their Board service to
the IFEA. We bid a grateful farewell
to Skye Griffith and Therese’ St.
Onge as they depart the Board after
years of exemplary service. Tom Kern
will soon chair the organization and
we will continue to be directed by
the capable hand of Steve Schmader,
President/CEO. We wish each of you
well and thank you for your willing-
ness to lead us.

We stand on the brink of a new
year and many new opportunities
for success and challenges in the
months ahead. Looking back on
2004, may it be said that because
our industry pulled together, the
challenges of the times met their
match. I should like it said of the
next year, that because we redoubled
our efforts, these challenges met

their master. 

Michael E. Berry, CFEE 
2004 IFEA Board Chair

Kentucky Derby Festival
Louisville, Kentucky USA

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

The

Board Table

"The next time you
are in the middle of
your event and the
music is blaring, or
the fireworks pop-

ping, or the athletes
competing, or the

balloons inflating or
even the corn dogs

sizzling, take a
moment to look at
the expressions of
those who benefit
from your work."

Take a Moment to 
Enjoy the Real Returns
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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
Macon, GA, Int’l Cherry Blossom Festival, Georgia • Tel: (478) 751-7427 • E-mail: wtilley@cherryblossom.com

Bruce L. Erley, APR
Bruce L. Erley, 50, is President and CEO of

the Creative Strategies Group, a full-service
sponsorship and event marketing agency
based in Denver, Colorado which he founded
in September, 1995. The Creative Strategies
Group (CSG) specializes in event marketing
consultation and forging sponsorship part-
nerships between corporations and events,
nonprofit organizations, festivals and other
properties.

Among CSG’s event clients are the Cherry
Creek Arts Festival, Colorado Garden &
Home Show, Cherry Creek North, University
of Northern Colorado and the Capitol Hill
People’s Fair. CSG’s current and most recent
corporate clients include Centura Health, the
Colorado Lottery and Kaiser Permanente.
CSG represents more than $2.5 million in
annual sponsorship fees.

Prior to founding CSG, Erley was the Vice
President for Marketing and Sales for Up
With People, an international, educational
and cultural organization. Erley served as
1998-99 President of the Board of Directors
for the Colorado Festivals & Events
Association, and is a member of the Board 
of Directors of the International Festivals 
and Events Association, as well as a President-
Elect of the IFEA Foundation. CSG was
recently named a finalist in the Colorado
Ethics in Business Awards. Erley is widely
acclaimed as a top presenter on sponsorship
topics for the events and festivals industry. 
He gives an average of twenty presentations
annually at conferences, seminars and on
university campuses.
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IFEA Update

IFEA China & Asia
From January 15-17, 2005,

the new IFEA China will host
the first ever China Festivals &
Events International Forum in
Beijing at the Beijing Badaling
International Festival
Conference Centre. Scheduled
concurrently with the 10th
Annual Beijing Yanqing Ice & Snow Travel Festival, this impor-
tant conference is being supported by the IFEA; Chinese
Business Times; China Tourism News; Chinese Business; Beijing
Yanqing County Government; China Marketing Association;
Research Society of Chinese Eastern Culture; Chinese Social
Economy and Culture Exchange Association; Chinese Cultural
Exchange and Cooperation Association; Chinese Developing
Strategy Institute and the Chinese Urban Economy Association.

The Executive Organizer of the conference is the Beijing
Festival & Event Culture Development Center, which will serve
as the IFEA’s representative body and office in Beijing. Their
President, Zhang Nuan, will also serve as the President of the
new IFEA China and Vice President of the expanded IFEA Asia,
along with President Jimmy Wong of IFEA Singapore.

The conference, with a theme of "The Emergence and
Continuable Development of the Festival Industry in China",
will feature an IFEA delegation of international speakers, includ-
ing Jimmy Wong, from Gywndara International in Singapore;
Johan Moerman, from Rotterdam Festivals in The Netherlands;
Jean McFaddin, former producer of the Macy*s Thanksgiving
Day Parade, now with McFaddin Associates; Bruce Erley, of
Creative Strategies Group; Mike Berry, with the Kentucky Derby
Festival; Tom Bisignano with Walt Disney; and Steve Schmader,
President & CEO of IFEA World. IFEA speakers will be joined by
representatives from the 2008 Beijing Olympic Committee, festi-
val / event professionals and organizations from across China,
plus sponsors, media, academic institutions, travel agencies, sup-
pliers and more.

"This opportunity is indeed special," said IFEA Asia President
Jimmy Wong. " For the first time, festivals and events are actual-
ly working together to create a bridge between the East and 
West for the betterment of mankind... creating special moments
and magic instead of the bloodshed we have been seeing in
recent years."

The expanded IFEA Asia will provide the focus for servicing
and growing the IFEA’s membership and our common industry
in this important region of the world, very similar to IFEA
Europe and Festivals & Events Australia.

IFEA Europe 
IFEA Europe, under the

strategic direction of a
renewed board of directors,
continues to grow, while pro-
viding a leading professional
resource to the festivals and
events industry. After success-
fully coordinating the first-
ever International Track at the 49th Annual IFEA Convention in
Boston, they will host their own 14th Annual Conference in
Amsterdam, The Netherlands, from March 3-5, 2005. The theme
of the event is "It Takes 2 to Tango" and will focus on the many
important partnerships involved in a successful event. For more
information see the letter from IFEA Europe Chair, Jeroen
Mourik, in this issue of "ie", or go to www.ifea.com and click on
the link to IFEA Europe.

Festivale 2005 –
Dubai, United Arab
Emirates

Festivale 2005, a new inter-
national convention for
major event organizers and
destination management
professionals will debut in
Dubai, United Arab Emirates on April 24-26, 2005. 

What is the idea behind this new conference for the region?
As the number and size of world-class events organized in 

the Gulf Region increases, event professionals are looking for
new and inspiring event ideas and ways to keep their existing
events fresh and growing. Festivale 2005 will bring together
world-class event organizers to share their experiences with
regional and international event professionals and provide 
delegates with cutting-edge insights on how to plan and organ-
ize memorable events.

Attendance is expected to reach some 150 delegates from 
around the world. For more information on the Festivale 2005
conference please go to www.festivale-onlline.com.  IFEA world-
wide members can receive a 10% discounted registration fee, by
providing their membership number on the conference registra-
tion form. Contact Julie Parke at www.julie@ifea.com if you do
not know your number.

In keeping with the educational and professional goals of our
association and industry, the IFEA has officially endorsed this
exciting new conference and looks forward to many new oppor-
tunities in the Gulf Region..

International Affiliates Offer
a Full Schedule of Events
IFEA’s international affiliates are offering a full schedule of events
and activities around the globe in the coming months.
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Association Summit Promises New
Opportunities and Alliances 

The public event and venue industry may look back on
October 11th, 2004 as a landmark day in the years ahead. For
the first time ever, the CEO's of five leading industry associa-
tions met for a summit to discuss the benefits of a closer
alliance and working partnership that will ultimately benefit
all of their respective members. 

Steve Schmader, CFEE, President & CEO of the International
Festivals & Events Association (IFEA); Dexter King, CFE,
Executive Director of the International Association of
Assembly Managers (IAAM); Clark Robinson, President of the
International Association of Amusement Parks and Attractions
(IAAPA); Jim Tucker, President & CEO of the International
Association of Fairs and Expositions (IAFE); and Bob Johnson,
President of the Outdoor Amusement Business Association
(OAB); met in Boise, Idaho, at the world headquarters for the
IFEA and spent a very full and productive day discussing
industry issues and member needs. All involved agreed that
the summit produced many exciting opportunities and a valu-
able exchange of ideas and information. Following reports to
each association’s respective boards after the summit meeting,
the group is scheduled to meet again in February in
Washington, D.C. at the IAAPA offices to discuss future direc-
tions. 

According to IFEA President & CEO, Steve Schmader, "We
have been talking individually about the value of this type of
meeting/alliance for some time. I think that the potential
opportunities, on many fronts, are very exciting for our mem-
bers and for the entire public event and venue industry. The
IFEA was pleased and proud to host this initial gathering."

TRENDS-AT-A-GLANCE

Intuit Inc. www.quicken.com/resolutions

30%
of Americans
indicate “spending
more time with
their family and
loved ones” would
be their #1 priority
in 2005. Almost
70% of those surveyed ranked it
among their top-3 most important
resolutions. Other priorities, in
descending order, were “getting my
personal finances in order” (61%
selecting it as one of their top-3
resolutions); “lose weight/get in
shape” (58%); “find a better job”
(41%); “give up a bad habit”
(33%); and “get/continue an
education” (24%)

TRENDS-AT-A-GLANCE

Travel Industry Assn of Am, Washington. www.tia.org

American travel to
theme and
amusement parks
is up 17% since
1996. Americans
included theme or
amusement parks

on a record 92-million domestic
person-trips, up 5% from 2001.
These travelers spend more money
per household on theme park trips,
stay longer and are more likely to
fly to their destination compared
to overall travelers.
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IFEA Update

IFEA 50th Anniversary Offers Special
Opportunities and Needs

2005 rings in a very special year for the IFEA, as we cele-
brate 50 years as "The Premiere Association Supporting
Festival & Event Professionals Worldwide". The centerpiece
of the celebration will be our "50th Anniversary IFEA
Reunion Convention and Expo Experience", presented by
Kolor View, and scheduled for September 12-16, 2005 in
San Antonio, Texas at the  Marriott San Antonio
Rivercenter, located directly on the spectacular San
Antonio Riverwalk.

" ‘Reunion Convention’ is a good description for this
special gathering, as we pay tribute to the past and look 
to the future," said IFEA President & CEO, Steve Schmader.
"We hope that people will think of those who have had 
an impact on their careers and lives through the IFEA, 
and take time to invite them to join us for this celebration.
We are also encouraging people to invite their staffs,
boards, volunteers, and real families, to come meet their
IFEA family."

The 50th Anniversary Reunion Convention Committee,
co-chaired by Chuck Blische of Fiesta San Antonio, Kay
Wolf of Dixie Flag, and consultant Mindy Rabinowitz, is
busy working with the IFEA to put together a week full of
memorable events. Special "Reunion Convention" invita-
tion postcards are available at no cost to members through
the IFEA (www.beth@ifea.com), for use in inviting your
own special group of IFEA friends. Past Chairs, Board
members, Foundation Board, CFEE’s, Volunteers of the
Year, Hall of Fame Inductees, Suppliers, Sponsors, Staff,
Affiliate Partners, and International Affiliates will all be on-
hand for this golden celebration.

Many people have expressed an interest in participating
directly in this event in some way and we welcome that
interest. If you have an idea for involvement by your event
or organization, please contact us. If you would like to par-
ticipate on a 50th Anniversary Project Committee, please
let us know that as well. Additionally, special IFEA 50th
Anniversary advertising and sponsorship opportunities are
available on many levels.

One special project of the 50th Anniversary celebration
will be a retrospective keepsake edition of "ie" magazine.
Throughout the year we will be asking for your collective
memories of IFEA history – people, convention locations,
historical facts, photos, etc. If you have any information,
especially historical, from the association’s early years,
please let us know. 

All IFEA staff members can help direct you to the best
source for your 50th Anniversary questions, memories and
ideas. They can be reached at 208/433-0950 or you can
send your email information/questions to IFEA President
& CEO Steve Schmader at www.schmader@ifea.com.
Registration forms for the 50th Anniversary Convention
will be available on-line beginning in January.

International Festivals & Events Association
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CODE OF PROFESSIONAL RESPONSIBILITY PREAMBLE

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

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

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

THE INDUSTRY’S ROLE IN SOCIETY

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

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

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

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

d. member compliance with professional standards and ethical conduct.

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

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

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

BUSINESS STANDARDS AND PRACTICES

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

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

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

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

Bertrand Russell, British Philosopher

IFEA Update
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You Asked… 
From time to time we get questions from our members

about different aspects of the organization, especially dur-
ing and after our annual convention. We’d like to try and

answer some of those for you: 

In some sessions the speaker didn’t follow the path 
I expected. How do you choose speakers and do you 
screen them?

Most speakers and topics at the IFEA convention are sug-
gested by our members, based upon their knowledge or
awareness of the presenter from other programs that they
have attended, personal relationships (sponsors, staff, sup-
pliers, media, etc.), or a self-interest in presenting a topic
based upon identification of a niche that we may be miss-
ing. Most speakers are not paid to present, with the excep-
tion of some outside keynote speakers who are funded by
the IFEA Foundation. After receiving all suggestions, we nar-
row our list down to cover the widest possible range of top-
ics, from all levels.  It is not possible for us to screen every
one of our nearly 100 presentations and speakers, but we do
our best to emphasize to speakers the importance of staying
on topic. Sometimes a speaker may seem off-track for what
you are looking for or expecting, but for someone else it can
be very valuable. For that reason we hand out session evalu-
ation forms that can be referred to in the future as we recon-
sider repeating a speaker or topic.

What about new topics and speakers for those who
attend every year?

The IFEA works hard each year to provide a broad selection
of new speakers and topics that will benefit all of those, at
varying professional levels and needs, who attend, including
every year attendees. In 2004, nearly 90% of our sessions
represented new topics and/or speakers. These new sessions
are marked with a starburst and the word "new" next to
each session in our convention program.

How can I suggest a speaker or topic?

If you have a specific topic that you think would be valuable
to you and your peers, if you have heard a speaker that you
feel would be a good fit with the needs of our attendees, or
if you, personally, would like to be considered for a presen-
tation at the 2005 IFEA convention, please email us at
www.schmader@ifea.com. 

The hotel properties over the past few years have
pushed the envelope for my budget. Why don’t you
choose more cost-effective venues and markets?

We completely understand your concern. The hotel proper-
ties and dates that have been host to our convention for the
past several years were selected as far out as five years to
more than a decade prior (i.e., our Boston hotel and dates
were negotiated and committed to in 1993), during a time
when the economy and the relationship between hotel
properties and meeting planners was much different and

required the association to commit much further out. No
one, at that time, could have projected the impact of events
like 9/11, the extended recession-level economics on our
industry and others, or the new competition of web-based
discount travel services on previously hotel-controlled pric-
ing levels. Unfortunately, despite these historical changes,
contracts and commitments remain in place and their expo-
nential annual growth assumptions still affect today’s room
pricing, etc.

We have done our best to renegotiate many of those con-
tracts, based upon the new assumptions and economic reali-
ties of today, and continue to do so. Many have been suc-
cessfully adjusted to avoid even higher room rates and sub-
stantial penalties to the organization, however, we under-
stand that when the cost of a room seems out-of-line, it
doesn’t help to say, "It could have been worse", even though
it could have.

In the past it was also seen as a positive, with most con-
ventions and meeting planners, to be in a larger "destina-
tion city". While enticing by name, these cities are typically
more expensive in all areas (lodging, meals, production sup-
port, transportation, entertainment, etc.), include additional
challenges, such as union labor requirements for expo ven-
dors, higher convention costs across the board (i.e., coffee in
Boston was $85 per gallon), and higher food and beverage
minimums that do not allow us to take advantage of includ-
ing experiences outside of the hotel property. In today’s new
reality, "destination cities" are not as important as getting a
better value in a unique "second-tier" city.

As we look to the future, we will continue to work
through the challenges of previous commitments until
2008, but as we do, it is important that you understand that
the staff and board are acutely aware of these concerns and
are doing everything within our control to lower costs, work
through venue challenges, and increase value for attendees.
Beyond that, it is safe to say that we plan to change our
approach when we begin to secure future commitments in
the future.

As a vendor, the November dates of the past several
years have put us head-to-head with a number of
other trade shows, and the "Castle" location in Boston
was not conducive to a successful show. Are you
aware of these problems?

Very aware and, as noted above, we are working to make the
best out of a tough situation. Not only for our vendors, who
have had to choose between the IFEA, IAAPA, IAFE, OAB and
other trade shows scheduled for the same timeframe, but our
bowl game and holiday event members have also found the
November dates to be a challenge. At the time when these
contracts were megotiated, agreement to less desirable dates
(those near holidays or late in the year) and property ameni-
ties (such as the separate "Castle" location for the Expo in
Boston and our inability to serve food directly in that facili-
ty), were usually the result of concessions to offset other
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needs or obligations, many no longer remem-
bered through years of hotel sales staff turnover.
We have been working to alleviate these concerns
as part of our contract renegotiations, but in some
cases our hands are tied. 

In 2005, our IFEA 50th Anniversary Reunion
Convention will take place in September, from
the 12th-16th, at the Marriott San Antonio
Rivercenter, in San Antonio, Texas; in 2006 
the convention is now scheduled for September
in Ottawa, Canada; and in 2007 we are still 
in the process of a renegotiation of dates and
hotel rates. We hope that all of these new earlier
dates will help to alleviate many frustrations. 
In every case, moving forward, the Expo
Experience will be in the same building as 
the rest of the convention.

Why don’t you include Foundation events in
the cost of registration?

The IFEA Foundation Auction Night and
"Experience" events are budgeted for and pro-
duced as separate, fund-raising events, to benefit
the IFEA’s educational programs, speakers,
resources and other programs. For two years
(2001-2002), in response to attendee evalua-
tions, we did include the cost of Foundation
events in the registration fee, which raised the
price of registration to the edge of our comfort
zone. In 2003, when increasing production costs
for the Foundation events required raising the
ticket fee even higher, and in response to new
attendee evaluations, we separated the two once
again to keep convention registration fees as low
as possible, and to allow attendees an ala carte
decision regarding any extra events. We hope
that everyone will choose to attend all events, as
they are able, and that the current system pro-
vides the maximum flexibility for everyone. All
events can be selected, individually, on one con-
vention registration form.

You Asked…

Your questions and concerns, on all fronts,
are always welcome, as is your active
involvement in helping us to create a better
product for everyone. We hope that you will
call us (208-433-0950), personally, with any
questions or concerns that you may have,
allowing us the assumption that we are
probably (not always) aware of your same
concerns and that there are, many times,
extenuating circumstances involved that are
beyond our control. By allowing us to share
a more complete picture of the challenge,
our combined and creative resources will
allow us find new answers, and to continue
building the level of top-quality opportunities
that we all desire.
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For additional details about IFEA’s Professional Certification Program, visit the 
IFEA website at www.ifea.com or contact Julie Parke at 208-433-0950 or julie@ifea.com
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Gayle Hall Jan

Holland-Malcom 

Joseph Lillis 

Mike Redding 

Pat Scully 

Nick Wolda
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UPCOMING 
IFEA EVENTS

Annual Illinois Convention & Chicago
Southland Workshop
February 9-10, 2005
Doubletree Hotel Chicago/Alsip, Alsip, Illinois
Contact ISEN President Cyndie Hall 
at 815-987-5546 
or email to Cyndie.hall@ci.rockford.il.us

Southeast Regional Festivals & Events
Conference 
February 21-23, 2005
Jekyll Island Club Hotel, Jekyll Island, Georgia
Contact IFEA Regional Director Carolyn
Morris at 770-592-7180
or email to carolyn@ifea.com

Northeast Regional Festivals & Events
Conference
March 3-6, 2005 
Crowne Plaza Hotel, Philadelphia,
Pennsylvania
Contact IFEA Regional Director Tom Kwiatek
at 610-972-1530 
or email to tkwiatek@ifea.com

IFEA Europe Annual Convention
"Festivals & Events:  Relations and
Interactions. It Takes 2 to Tango!"
March 3-5, 2005
Amsterdam, The Netherlands
Contact the IFEA Europe Office 
at 31.23.5 34 84 82 
or email to office-ifea@planet.nl

TFEA Annual Conference 
July 14-17, 2005
Gaylord Texan Hotel, Grapevine, Texas 
Contact IFEA Regional Director Penny Reeh
at 830-997-8668 
or email to penny@ifea.com

TRENDS-AT-A-GLANCE

Medical Insurance is the #1 Benefit Desired
by College Students from Employers

Followed by salary increases, 401 (k) retirement
plans, dental insurance and life insurance.

Source: National Association of Colleges & Employers

TRENDS-AT-A-GLANCE

Succession to the
Corporate Throne

Source: Development Dimensions International, Bridgeville PA.

39% of top business executives say they do not
have a succession management plan in place for
sr. leadership positions. 88% of CEOs believe that
executive talent management issues are important
to their boards. 96% of chairmen see succession
management as a key for the organization’s success.



Budget:  Under $250,000
Gold: Autumn Leaf Festival

Silver: Cottonwood Art Festival
Bronze: San Jose Holiday Parade

Budget:  $250,000-$499,999
Gold: Neiman Marcus Adolphus Children's Parade

Silver: Issaquah Salmon Days Festival
Bronze:  Metris Uptown Art Fair

Budget:  $500,000-$1.5 Million
Gold: Macon Georgia's International Cherry Blossom Festival

Silver: Cherry Creek Arts Festival
Bronze: Canadian Tulip Festival/Festival Canadien des Tulipes

Budget:  Over $1.5 Million
Gold: Kentucky Derby Festival

Silver: Greeley's Rocky Mountain Stampede
Bronze: International VSA Arts Festival

For the entire list of 2004 Pinnacle recipients, visit the Industry Honors section at www.ifea.com.

Proud to insure excellence in the festivals and events industry.
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For the first time in IFEA’s history
there was an International Programme
Track at IFEA’s Annual Convention in
Boston. When IFEA Europe asked at the
end of 2003 to be involved in the pro-
gramme of the 49th Annual Convention,
so we could contribute to the interna-
tionalization of IFEA, President & CEO
Steve Schmader offered us the ´dance
floor’. We accepted the invitation and
decided to ‘tango’.

IFEA Europe had the honour of host-
ing 10 sessions with 19 speakers and is
very pleased with the success and the
impact that we made in Boston.

We couldn’t have pulled it off without
the support from IFEA World and the
contribution from the many internation-
al speakers from different corners of 
the world. You need partners to succeed
on the ‘dance floor’ of our industry 
and not be shy to accept a ‘dance’ or to
offer a ‘dance’ with any stakeholder of
our business.

Once you dance and get up close - as
you do in a tango - with often each
other’s legs entangled and risking going
off balance whilst the other is holding
you, you have to be pretty sure of your
partner. The relationship you have with
your ‘dance partner’ will decide how far
you can go and how satisfactory the
‘dance’ will be. Of course, both parties
have to be motivated to dance. There is
nothing more uncomfortable than drag-
ging someone over the dance floor.

IFEA is the ideal platform to learn 
useful ‘dance steps’ and to meet the 
kind of ‘dance partners’ that you might
like to dance with in our business. An
important strength of IFEA is that it is 
an association that brings together all
stakeholders in our industry, motivated
to listen, learn and build. The crossover
between disciplines related to our 
industry at IFEA conferences, create
opportunities and experiences that 
make IFEA so valuable. 

Just knowing the ‘moves’ is not good
enough though. We are more than the
sum of ‘dance steps’ we master. Our
identity is also measured by how we con-

nect with people and with the world
around it. Which brings me back to the
point: it is all about relationships.

The next Annual Conference of IFEA
Europe will take place from 3 to 5 March
in Amsterdam, The Netherlands. The
theme is: "It Takes 2 to Tango:
Relationships and Interaction in the
World of Festivals and Events." At this
conference, IFEA Europe will be focusing
on relationships and fruitful partnerships
between stakeholders in our industry. We
will talk about Researchers vs.
Practitioners; Festival Organizations vs.
Local Government; Sponsors vs.
Attendees; etc. As diverse and interna-
tional as Europe is, visiting our confer-
ence in Amsterdam would make your
visit to Europe even more worthwhile. If
you are willing to learn, we shall teach
you how to tango!

IFEA Europe recently made big steps
forward in its development. As an associ-
ation we offered partnerships to other
associations that can help us in achiev-
ing our mission to bring together all
stakeholders that are active in the cultur-
al festivals and event sector, in order to
share ideas and best practice, to facilitate
continued development, and to promote
networking and international exchange.

ISES Europe, the network organization
for corporate events, and ATLAS, the
international network of researchers spe-
cialized in cultural tourism, as well as a
number of European national festival
associations, have accepted IFEA
Europe´s invitation to ‘tango’. Together
with these new partners IFEA Europe
shall focus on mutual benefits such as
capacity-building and looking at ways to
operate with more efficiency. This will
result in growth and development that
will benefit members of both ‘dance
partners’. Just go with the rhythm, dance,
and enjoy the experience.

It Takes 2 to Tango

Jeroen Mourik, Chairman IFEA Europe
www.ifeaeurope.com
Specialist in Events for children:
www.jmef.com



64 INTERNATIONAL EVENTS 2004

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, Fame

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 – Specializing in custom printed

promotional materials. Our product line includes EventTape

(roll banners), hemmed banners, bags, stickers, and pon-

chos, as well as popular specialty items. We pride our-

selves on great customer service and friendly pricing.

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. 

ENTERTAINMENT/TALENT
STRETCH – THE NINE FOOT CLOWN – Sky danc-

ing performance art, comedy action stilt performing,

strolling friendly giant puppets, 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.

PSAI
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FESTIVAL MANAGEMENT
SYSTEMS
OAK TREE SYSTEMS, INC. – Since 1884, 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@oak-

tree-systems.com; Website: www.oaktree-systems.com.

FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE:
MFG. CO. INC. – "THE FIRST FAMILY OF FIRE-

WORKS!" America’s leading manufacturer and premier

exhibitor of domestic and international firework displays.

Spectacular custom-designed indoor and outdoor produc-

tions, 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.

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. 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 fabri-

cators of inflatable props, custom shapes, costumed mas-

cots, 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, perform-

ance you can count on. Contacts: Charlie Trimble or
Greg Sadler; Phone: 760-761-0909; Fax 760-761-4290;

Email: trim82020@aol.com; Website: www.bigeventson-

line.com.

DYNAMIC DISPLAYS – Designs, manufacturers, rents

– costumes, props, floats, helium balloons and activities in

the inflatable medium. Offers a complete and flexible serv-

ice package, internationally. 37 years of parade/event expe-

rience. 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.alliedspecialty.com.

HAAS & WILKERSON INSURANCE – With more

than fifty years experience in the entertainment industry,

Haas & Wilkerson provides insurance programs designed to

meet the specific needs of your event. Clients throughout

the U.S. include festivals, fairs, parades, carnivals, and

Neil Enterprises
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Practice Safe Stress
Continued from page 42

I mentioned keeping a journal (in the list above); a
humor journal, filled with all of the funny things we
see, hear, read, etc. is a wonderful tool to develop.
First it gives us an opportunity to relive and share all
of these funny things, it is there for us when we need
a quick pick-me-up and it’s very useful if we need
some quick humor to add to any presentation or
speech we may need to give. Simply getting into the
habit of finding things for your humor journal will
go a long way toward making your day more cheerful,
too.

The Mayo Clinic urges us to experience a moment
of joy, every day, without feeling guilty. Ideas like the
Five Minute Fun Fling and keeping a Humor Journal
will help us to do just that. With regular practice we
can all develop the habits that will allow us to use
our inner sense of humor to improve our lives. Go
Have Fun!

Barry Roberts is a humorist, helping businesses
achieve maximum profitability & productivity. He conducts
seminars & presents keynotes for a broad spectrum of
corporations and associations across the USA and
Canada. To request some valuable information on "Risk
Taking" and "The shift to Right Brain Thinking" you can 
e-mail Barry at info@BarryRoberts.com, please add any
questions or comments you may have. Barry’s new book
"Practice Safe Stress" is available now at
www.BarryRoberts.com.



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 coverages including parade, fireworks,

umbrella, volunteer accident, and Directors and Officers

Liability. Contact: Dale Johnson, CFEE; Address: 1712

Magnavox Way, Fort Wayne, IN 46801; Phone: 800-553-

8368; Fax: 219-459-5624; Email: Dale_Johnson@kand-

kinsurance.com; Website: www.kandkinsurance.com.

PHOTOGRAPHY
NEIL ENTERPRISES, INC. – Special event instant

imaging systems and related photo novelty and photo pro-

motional products. Contact: Stephen Winer; Address:

450 E. Banker Ct., Vernon Hills, IL 60061; Phone: 847-

549-7627; Fax: 847-549-0349; Email: info@neilenterpris-

es.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.

PUBLISHING/INTERNET
TRIP MEDIA GROUP – TRIPmedia group is a multi-

media information 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 sub-

mit 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 INTER-
NATIONAL – Trade association representing U.S. and

international companies who rent, sell, and manufacture

portable sanitation services and equipment for construc-

tion, 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 spon-

sorship. Publisher of IEG: Sponsorship Report, Directory of

Sponsorship Marketing, Legal Guide to Sponsorship.

Producer: Event Marketing Seminar Series. Analysis: IEG

Consulting. Contact: Lesa Ukman; Address: 640 N.

LaSalle, Ste. 600, Chicago, IL 60610-3777; Phone: 312-

944-1727; Fax: 312-944-1897; Email: lukman@sponsor-

ship.com; Website: www.sponsorship.com.

SPONSORSHIP PRO + – eBranded Solutions, mak-

ers of SponsorshipPro+, the new affordable and easy to

use software tool designed especially for the post-event

fulfillment reporting process. Contact: Tom Stipes;

Address: 1954 Airport Rd., Ste. 207, Atlanta, GA 30341;

Phone: 678-720-0700; Fax: 678-720-0704; Email:

sales@sponsorshippro.com; Website: www.sponsorship-

pro.com.

TICKETING/WRISTBANDS
CLICKNPRINT TICKETS BY 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: 13111 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, redemp-

tion 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 ® wristbands for any event and every budget! No

one offers a better selection of materials, styles, colors,

and features than Visa Band. Custom print your message

of logo, or choose from fun and colorful pre-printed

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.visa-

band.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 ship-

ment. 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
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tive edition of "ie", where we may
be able to use your mementos. Be
sure and mark them as "IFEA 50th
Anniversary Memories". If you were
involved in the very beginning years
of the IFEA, we have a special need
for your memories. Please contact
me, personally, by calling or email-
ing (Telephone: 208/433-0950 
ext. * 818; E-mail: www.schmad-
er@ifea.com). If you have any other
ideas about how you or your organ-
ization may be able to play a part
in making our 50th Anniversary
even more special, please let us
know.

So as we celebrate the holidays
and look to the New Year ahead, I
thank each of you, for your contin-
ued support and friendship; for the
important role that you have played
in the success of the IFEA and our
industry; and for the continued and
important role that you will play in
the future. 

I wish for you and yours a happy,
healthy and prosperous 2005!

Letter from the President
Continued from page 8
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Spirit of Boise Balloon Classic, Boise, Idaho.
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Parting Shot

Spirit of Boise Balloon Classic, Boise, Idaho.
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