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This is a special year for the IFEA, 
as we celebrate 50 years as “The Premiere
Association Supporting Festival & Event
Professionals Worldwide”. The IFEA 
was started in the mid-1950’s – a rela-
tively short time ago when considered 
in perspective with all of history – but
the festival and event equivalent of
the industrial revolution in terms of
the growth and changes that have
occurred in our industry. 

The IFEA began (to the best of recol-
lections) with a gathering of fourteen
event professionals from across the
United States, in a small meeting room
at the Park Sheraton Hotel in New York
City, for the purpose of sharing ideas,
opportunities, challenges, commonali-
ties and differences. Today, 50 years
later, the IFEA represents a diverse,
global industry of events that touch vir-
tually every life on the planet.

Based on member surveys, we 
estimate that there are, today, some 1
million annually reoccurring events,
large enough to require municipal
support (police, parks, fire, etc.), plus
many more corporate and institution-
al events, or one-time/non-annual
events such as the Millennium or the
Olympics. And these events have a huge
impact! IFEA member events alone are
estimated to have an economic impact of
$25 billion dollars and an annual reach
of 405 million people.

Our events drive tourism, economic
impact, community branding and quali-
ty of life. We bond people together
around the globe. Cases in point:

• In Kandihar, Afghanistan, the first
thing to come into town after the
Taliban left was a festival (before a
new government);

• The Olympics, who have gone beyond
being just a great sporting competi-
tion, providing the stage for the two
Korea’s to march into the stadium
together in Sydney; for a unique global
show of support for the Iraqi soccer
team in Athens; for special recognition
of the indigenous Maori people in

Australia; and for countless peace
accords declared, worldwide, because
of the games;

• The global bond created by worldwide
Millennium celebrations as the torch
of time was handed off across coun-
tries, continents and cultures;
In fact, events are responsible for the

peaceful gathering of more people,

throughout history, than any other enti-
ty. Events are the calling cards for our
communities to the world; and many
communities, countries and regions –
i.e., New York City with the tragedy of
9/11; Littleton, Colorado and the horrific
school shootings; Asia and the SARS
virus; Israel and the Gaza Strip with the
constant fighting and uncertain safety of
their citizens; Oklahoma City and the
Federal Courthouse bombing; Russia and
the school hostage crisis; and Indonesia

and the terrible destruction of the
recent Tsunami – given the
choice, would much rather have
their calling card be the kind of
events that we are all fortunate
enough to produce.

In the last 50 years we have
moved beyond “spare time” event
management and informal events,
to spectacular productions and
businesses that require a whole
new set of skills; experience; cre-
ativity; financing; planning; and
leadership. Donald Trump has
identified special events as the
hardest task available to those
competing for a top leadership
position on the popular reality TV
show, “The Apprentice”.

We have created common busi-
ness standards and ethics; formal-
ized academic and continuing
education programs; professional
certification (CFEE) competencies;
and professional associations like
the IFEA, that now represents

events in 40 countries on 5 continents,
including the brand new IFEA China,
which brings 1/3 of the world’s popula-
tion, and the events that serve them, to
the table. IFEA China joins members
from throughout IFEA Europe, Australia,
Asia, North America and the Middle
East/Africa at a collaborative industry
roundtable that will benefit us all.

steve schmader
Letter from the President
Celebrating 50 Years 
of Growth, Change 
and Progress

In the last 50 years
we have moved

beyond “spare time”
event management
and informal events,

to spectacular 
productions and
businesses that
require a whole 
new set of skills;

experience; creativi-
ty; financing; plan-

ning; and leadership.

Continued on page 65
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Jeanine Battle, CFEE
People

How did you get into events?
My introduction to the event world started when I was interning in the

Marketing and PR Department at Northside Hospital in Atlanta. I was enlisted
to help produce the staff and media events. It was immediately addictive! I went
on to intern at an advertising agency where I met a wonderful mentor that had
previously worked at Stone Mountain Park. She overheard me say “my passion
is special events”. She said she had just received a special events coordinator
position announcement from Stone Mountain Park. She prepped me for two
weeks prior to my interview and the rest is history.

What has been your biggest professional challenge?
In August 2003, we decided that the Park would benefit from a fall event in one

of the Park’s attractions, Crossroads. Crossroads is a town that allows Park visitors
to travel back in time, where they’ll meet fascinating townsfolk and skilled crafters
who will show them what life may have been like in an 1870s Southern town.
Crossroads includes the Treehouse Challenge – Atlanta’s Ultimate Kids’ Adventure,
Tall Tales of the South® -Georgia’s only 4D theater and The Great Barnsm - Atlanta’s
largest children’s indoor play experience. The event would be laid on top of the
town for a brand new experience for our guests…and we had two months to pro-
duce it. We decided to call the event “Pumpkin Festival” and design it for families
with young children. To create the nostalgia of autumn, we decorated the entire
town with 800 hay bales, 600 bundles of cornstalk, 500 multi-colored sunflowers
and 100 whimsically themed scarecrows. The event activities included Mrs. Smith’s
Pumpkin Pie Eating Contest, The South’s Largest Talking Pumpkin Tree (over 50’
tall), the Harvest Train & Live Scarecrow Show, a Giant Hay Maze, Pumpkin
Sculpting demonstrations, face painting, balloon sculptors and fall crafts. The event
ran every weekend during the month of October and resulted in increased atten-
dance for the Park. The second year of Pumpkin Festival we added two more week-
ends to the event plus new elements such as Pumpkin Rolling, Pumpkin Bowling, a
Pumpkin Princess, and Peter and the Pumpkin Pickers live music. In 2004, we
increased our attendance by 22%. This has become one of my favorite events
because it creates an environment for families to have fun and create memories
that bring them closer together.

What’s the best advice you’ve ever received? 
My dad once gave me the advice that I should never burn any bridges because

you never know where those bridges will turn up in the future. 

Personal Philosophy
I try to live my life by the Golden Rule (you know, the one that we have heard

since we were 3 years old). It sounds trite, but the principal rings true. Treat oth-
ers the way you would want to be treated. Putting myself in someone else’s
shoes can change the way I react to a situation.

My event philosophy is like the movie “Field of Dreams”, where Kevin Costner
builds a baseball field in his backyard with the promise that, “If you build it, they
will come”. Every event that I work on becomes my baseball field…hoping that all
the work and detail put into the event will be enjoyed by our guests.

In Conversation

Facts on file
Years in the business:
8

Degree:
Troy State University, B.S. Degree in Print
Journalism/Advertising

Other Experiences:
Current President, Georgia Festivals &
Events Association, Internship at Northside
Hospital Marketing Communications
Department, Internship 
at Crumbley & Alba Marketing
Communications Agency

Family:
Mom & Dad – Martha & Jim Battle
Sister Traci, Brother-In-Law Robby and
Nephew Alexander

Last book read: 
“Tears of the Giraffe” by Alexander 
McCall Smith

Last business book read: 
“The Worlds Most Powerful Leadership
Principal” by James Hunter

Contact Information:
Jeanine Battle, CFEE
Special Events Manager
Stone Mountain Park
PO Box 778
Stone Mountain, GA 30086
770-498-5634
jbattle@stonemountainpark.com
www.stonemountainpark.com

Stone Mountain Park is Georgia’s most visited attraction, drawing nearly 4 million
visitors each year. With over 3,300 acres of natural beauty, the Park is a unique
and fun destination where families and friends can enjoy the outdoors together,
while experiencing an exciting variety of attractions, entertainment and recreation.
The Park produces and hosts more than 30 festivals and events annually including
A Kid’s Spring Break, Cool Car Festival, Georgia Frontier Days, Memorial Day
Salute to the Troops, Fantastic Fourth Celebration, The Yellow Daisy Festival,
Pumpkin Festival, Indian Festival and A Stone Mountain Christmas.
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Cedar Rapids Freedom Festival
Attendance:
315,000

Budget: 
$1.2 million

Annual duration: 
12 days

Number and types of events: 
Number and types of events: 76 different events
in 42 different venues; concerts, fireworks,
parades, races, museum tours, Great Cardboard
Boat Regatta™, Balloon Glow, etc.

Number of volunteers: 
1,200

Number of staff: 
3 fulltime, 3 seasonal, 3 college interns 
for 3 months

When established: 
1984

Major revenue sources by percent: 
In Kind 42%
Sponsorships 21%
Events 12%
Buttons 8%
Grants 6%
Food 6%
Friends Merchandise, Brochure Ads,
Administrative 5%

Major expenses by percent:
Administrative 34%
Events 28%
Site 14%
Marketing 10%
Volunteers 6%
Buttons 4%
Food & Merchandise 3% 

Type of governance:
501 (c) 3 with 21 member Board of Directors

Brief history: The Cedar Rapids
Freedom Festival was born with a
patriotic cry in 1984, has been nur-
tured by true believers of community
and country throughout the years and
thrives today with the same strong
heartbeat of patriotism it knew at its
birth. Originally under city gover-
nance, Freedom Festival incorporated
and became an independent 501 (c) 3
organization with its own executive
director in 1987. An expansion
occurred in 1995 when event produc-
tion (as well as affiliated coordina-
tion), marketing and sponsorships
were expanded and the budget
increased by 100%. Since 1995,
Freedom Festival’s budget has
increased another 240%. 
Roughly 20% of the 76 different
events are produced out of the
Festival office; the remaining 80% are
produced by other organizations.
Freedom Festival serves as the
“umbrella” organization and offers
coordination and promotion for all
events during the 12-day festival.
Freedom Festival is the signature
event in the region. As with most fes-
tivals, it brings people together; it
showcases the community’s organiza-
tions and facilities including muse-
ums, attractions and people; it gives
people a chance to celebrate old-fash-
ioned values like patriotism; it pre-
serves traditions like ’family’ and

’neighborhoods’; it puts Eastern Iowa
“on the map”; it generates much
needed exposure and revenue for
many non-profit organizations and it
certainly celebrates the importance of
culture, the arts, and education.

Other Interesting Details:
In addition to marvelous events with
“something for everyone”, Freedom
Festival has used its influential posi-
tion in the community to develop
programs that not only perpetuate the
Festival but also benefit the quality of
life in the region. 

Very importantly, Freedom Festival
serves as a breeding ground for great,
lasting PARTNERSHIPS and COL-
LABORATIONS between the non-
profits, private and public sectors,
neighbors in surrounding communi-
ties and between all kinds of differ-
ent people with different passions.
Ah, the power of a great festival!!!

Industry Perspectives

Contact Information:
Nancy Wendler
Cedar Rapids Freedom Festival
226 2nd Street, SE
Cedar Rapids, IA 52402
Phone: (319) 365-8313
Fax: (319) 365-5169
Website: www.freedomfestival.com
Email: nhw@freedomfestival.com



E Branded Solutions
Full Page
4 Color

Pick Up from page 6 last issue



16 INTERNATIONAL EVENTS 2005

Industry Perspectives

Attendance:
15 - 17,000/year

Budget:
$65,000.00 (2004)

Annual duration:
Three days/year

Number and types of events: 
WET PAINT!: June 11, 2005
Colorscape: September 10-11, 2005

Number of volunteers:
250+

Number of staff:
0

When established:
1995

Major revenue sources by percent: 
Sponsorships 37%
Grants 30%
Entry fees 23%
Fundraisers 7%
Memberships 2%
Donations 1%

Major expenses by percent: 
Performing arts 35%
Director’s fee 21%
Awards 10%
Misc. 10%
Equipment rental 6%
Supplies 5%
Promotion 4%
Licenses & fees 2%
Sponsorship costs 2%
Hospitality 1%
Insurance 1%
Postage & copies 1%
Telephone 1%
Travel & education 1%

Type of governance:
501(c)3 with a Board of Directors.

Colorscape Chenago Arts Festival

Contact Information:
Peggy Finnegan, ED
Colorscape Chenango Arts Festival
P.O. Box 624 • Norwich, NY 13815
Phone 607-336-3378
Website: www.colorscape.org
Email: info@colorscape.org

Brief history: In 1994 a group of community leaders
in Norwich, NY, gathered to discuss an “economic devel-
opment” project which became the first Colorscape
Chenango Arts Festival in September, 1995.

Colorscape has changed and grown since then. Last year
there were 10 food booths, 72 artists, a competitive poetry
slam and some of the best music you will ever hear for free.

And that’s the biggest change of all. In 1999 Ken Millett
of the Night Eagle Cafe took over the entertainment. This transformed Colorscape
from a small local festival with little hope of being anything more, to an event
drawing artists, musicians and their fans across the northeast. The combination of
wonderful free music, great art and perfect weather attracted crowds approaching
17,000 in 2004.

Colorscape is something different to everyone. Ken sees it as a music festival, and
it is. Rich thinks it’s a poetry slam, and he’s right. Lisa and Charlene argue that art is
the focus, and they have a case. To Judy it’s about food. Bob believes educational
issues are key. Sue focuses on volunteers and Roxanne on promotion. Rick and Jackie
concern themselves with finances, while Phil, John and Jane do the dirty work. 

But everyone’s goal is to put together the best festival possible – something of
which the entire community can be proud.

Colorscape is a grassroots event: created by the community and run by the com-
munity. It’s success reflects the generosity of local businesses and individuals. It
mirrors the enthusiasm of the volunteers who give their time and energy. It show-
cases the talents of the artists, musicians, poets, students.

That this all has been accomplished during a time of disappearing jobs, rising
taxes, cuts in arts funding and threats of terrorism is truly amazing.

It is said that a festival is the “face” of a community. Chenango county can be
proud of the face it presents to the world in Colorscape Chenango Arts Festival.

Interesting facts: COLORSCAPE CHENANGO ARTS FESTIVAL is a free out-
door festival of the arts with a goal of producing an event of the highest quality in
an accessible, interactive atmosphere. Up to 80 juried fine artists and crafters will
be invited to sell and demonstrate their work to the music of an outstanding lineup
of performers. A Culinary Court offers an array of food and beverage. Activities
include a Student Art Exhibit, Art Zones & other booths manned by community
organizations, literary arts projects, Competitive Poetry Slam, music workshops and
craft demonstrations. It is all free of charge and will take place again, rain or shine,
in East and West Parks of downtown Norwich, NY, on September 10 & 11, 2005.
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Are you the type of leader who prefers not to make quick
assessments of people or ideas? Do you fail to read all the
things that come across your desk? Do you frequently find
yourself wondering whether conventional wisdom is just a bit
too simplistic for the realities of our day?

Good, says Steven Sample, President of the University of
Southern California, and author of “The Contrarian’s Guide to
Leadership.” You’re already well on your way to becoming a
contrarian leader – one who sees situations from his own
unique point of view and who finds genuinely new solutions
to the challenges facing his/her organization.

Steven Sample’s book was a gift to me from Nancy
Chapman, President of Milestone Products, and it has become
a valued part of my professional library. It is written from the
perspective of someone who practices what he preaches; who
not only writes about leadership, but quickly establishes him-
self as a leader as he explores many of the issues and values
that are at the foundation of successful leadership.

This is not just another management-fable book with a sim-
plistic “how-to” list that line the shelves of bookstores by the
hundreds. It is a thoughtful narrative that goes beyond conven-
tional wisdom. There is no infallible step-by-step formula for
becoming an effective leader. What there is, is far more valu-
able: a guide that causes the reader to answer some tough ques-
tions about his/her own skills, values, philosophies and
visions. The book itself stands in example of one of the very
points that the author makes: you are what you read. If you
read the same things that everyone else is reading, it becomes
difficult to separate yourself from the pack. 

Throughout the book, Sample speaks in support of “thinking
gray” and “thinking free”, trying not to form opinions about
ideas and people too quickly and training yourself to move
beyond traditional brainstorming by considering really outra-
geous solutions and approaches.

He underlines the value of artful listening; revisits when and
how to use “experts”, but never as a substitute for your own criti-
cal thinking; and he cautions against allowing pseudoscience to
masquerade as incontrovertible fact or unassailable wisdom.

Sample talks about the questions of what and when to dele-
gate and to whom. While recognizing and learning from mis-
takes, he focuses on the future, emphasizing that decisions we
make as leaders can only affect the future, not the past.

Importantly, the book requires the reader to reflect on critical
questions and values, including knowing which “hill” you are
willing to die on and which you are willing to retreat from. It
covers the importance of choosing your lieutenants and then
working to help them succeed. And it looks in-depth at the
relationships between leader and followers (to have leaders,
you have to have both sides of the equation) as it relates to the
success of an organization.

Two points that Sample makes are paramount to his book
and to any successful leader:

First, he explains that many people want to be leader, but
very few want to do leader, understanding and dealing with all
of the intrinsic details, problems and minutia that come with
the turf. If you are not in the latter group, he suggests that you
should stay away from the leader business altogether.

Second, is understanding that you can’t copy your way to
excellence; rather, true excellence can only be achieved through
original thinking and unconventional approaches.

All of Sample’s principles, he notes, “are predicated on the
underlying belief that leadership is highly situational and con-
tingent; what works in one context at one point in time won’t
necessarily work in a different context at the same time, or in
the same context at a different time. Thus, every leader is
locked in a moment-to-moment struggle with the context and
circumstances of his own place and time, which…causes us to
wonder whether leaders are the architects of history, or history
is the architect of leaders.”

The morally preferable approach to this conundrum,
Sample’s suggests in his closing pages, is that “A leader should
always act as though he himself, not history or fate, is responsi-
ble for his actions. He himself must answer the question of
what’s right from both a worldly and a moral perspective”.

“The Contrarian’s Guide to Leadership” - written for those who
aspire to lead thoughtfully and effectively in their own time.

Industry Perspectives

Book Review: 

The Contrarian’s 
Guide to Leadership
By Steven Wood Schmader, CFEE
President & CEO, IFEA

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.



Join old friends and new for this special golden anniversary event,
as we celebrate the past and imagine the future together.

Mark your calendar and watch for more information coming 
soon. For hotel and convention registration information go to
www.ifea.com.

Join old friends and new for this special golden anniversary event,
as we celebrate the past and imagine the future together.

Mark your calendar and watch for more information coming 
soon. For hotel and convention registration information go to
www.ifea.com.



Entry Deadline: July 15, 2005

www.ifea.com

THE CONTESTGAIN THE RECOGNITION YOUR EVENT
DESERVES...

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

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

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

So gather your items, fill out the entry
form, and send it off to be judged against
the best in the festivals and events
industry. Then get ready to hear your
organization’s name announced at the
50th Annual IFEA Convention & Expo
Experience this September, in San Antonio,
Texas!

THE WINNERS
The 2005 IFEA/Haas & Wilkerson Pinnacle Award winners will be announced at the 50th

Annual IFEA Convention & Expo Experience in San Antonio, Texas, September 12 - 16, 2005.
You need not be present to win, but it will feel great if you are!

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

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

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

• Entries must have been produced and/or used for the first time
between August 1, 2004 and July 30, 2005.

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

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

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

• For all entries, please clip or pin entry form to item.  Please do not glue or tape form to item

• Items submitted are NOT able to be returned.

• Entries must be received by 5 pm (MST) on June 15, 2005. Late entries will be accepted
from June 16 - June 30 at an additional cost of $5 per entry.

Nia Forster, Awards Program Coordinator
Pinnacle Awards Competition
International Festivals & Events Association
2601 Eastover Terrace, Boise, ID 83706, USA
Phone:  208-433-0950 ext:  *814

Contact: Nia Forster at Phone: 208-433-0950 ext:  *814 or Email:  nia@ifea.com

THE JUDGES

ELIGIBILITY

SHIP ENTRIES TO:

QUESTIONS?



The Grand Pinnacle is the IFEA’s highest award, reflecting the

best overall event in each budget category.  Please submit a one

page overview stating the event’s purpose/mission; overall revenue

and expense budget; attendance; staffing numbers and positions;

volunteer count; event dates; types of activities included under the

festival/event umbrella; founding/incorporation date and management

system (i.e.: 501(c)3 non-profit staff & volunteer board; city managed;

profit-making partnership, etc.)  Additionally, please also include a

detailed description/notebook with examples of the event’s promotional

& marketing campaigns, marketing materials, merchandise programs,

volunteer program, media outreach, website and descriptions of any

special programs.  Displays are encouraged but MUST be limited

to a single black 36” by 48” flat display board and must be

accompanied by the other more detailed information referenced

above..

OVERSIZED DISPLAYS WILL BE DISQUALIFIED WITHOUT

REFUND.

1 Grand Pinnacle

Please Note: This entry is separate from all other categories

and divisions. Judges will not refer to, or transfer items from

other categories.

Television

Submit video entries in standard 1/2” VHS format.

Label videos and tape entry form to case. Cue video to starting point.

Only one spot per tape.

Criteria: Does the entry relay the image of the event? Does it use

creativity and/or uniqueness? What is the overall impression?

2 Best Sponsor Solicitation Video

(please include measurable sponsorship results)

3 Best TV Promotion (ad spot or PSA)

4 Best Full Length TV Program (local promotion)

5 Best Full Length TV Program (national promotion/syndication)

Radio

Submit item 6 on a labeled audio cassette or compact disc with the

entry form taped to the case.  Only one spot per tape/CD.

6 Best Radio Promotion (ad spot or PSA)

Multimedia

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

judges. For category 7, if event has passed for event website being

submitted, and a future event is located on your web address, please

save past event website being entered to a CD to make sure correct

event/website is being judged.

7 Best Event Website

8 Best Organizational Website

9 Best Event/Organization E-Newsletter (send printed versions)

10 Best Miscellaneous Multimedia

Bound/Multiple Page Entries

Submit items 11-18 with the entry form securely paper clipped to the

back.

Criteria: clarity of message; design and layout; creativity or uniqueness;

organization; and overall appeal.

11 Best Event Program (interior 3 or less colors)

12 Best Event Program (interior 4 or more colors)

13 Best Newspaper Insert/ Supplement  (must be on newsprint)

14 Best Promotional Brochure (3 or less colors)

15 Best Promotional Brochure (4 or more colors)

16 Best Event/Organization Newsletter (Submit three consecutive issues)

17 Best Miscellaneous Printed Materials (includes direct mail pieces,

cookbooks, annual reports, etc.)

18 Best Street Banner (Photograph of banner accepted)

Single Page Entries

Categories 19-20, please submit posters in a mailing tube, do not mount

on posterboard.

Criteria: clarity of message; design and layout; creativity or uniqueness;

and overall appeal.

19 Best Promotional Poster (not for sale)

20 Best Commemorative Poster (for sale)

Submit items 21-26 mounted on a single, black display board with a

maximum of 2 inch margins. Only one entry per board.

21 Best Cover Design (submit cover only)

22 Best Single Newspaper Display Ad (must be on newsprint)

23 Best Single Magazine Display Ad

24 Best Ad Series (submit a maximum of 5)

25 Best Event Photograph (8”x10” size)

26 Best Miscellaneous Printed Materials (includes fliers, maps,

invitations, etc.)

BROADCAST

PRINTED MATERIAL

THE GRAND PINNACLE



NON-EVENT ENTRIES

PRINTED MATERIAL
Sponsorship/Fundraising

Submit items 27 - 30 in a notebook with a written description of the

presentation, effectiveness and any necessary explanation

Criteria: professional content; creativity; measurable results (27 & 28);

and overall appeal.

27 Best Solicitation Package

28 Best Single New Sponsorship Program

29 Best Sponsor Follow-up Report

30 Best Overall Sponsorship (indicate activation, involvement,

outreach, how goals/objectives were met)

Community/Relations

Submit items 31 - 38 in a notebook with a typed detailed description

of the program, explaining the background of the project, its

purpose/objective, and its overall effectiveness.

Please include samples/photos of how the program worked, including

printed materials, signage, promotions and merchandising, and

measurable results.

31 Best Environmental Program

32 Best Volunteer Program

33 Best Educational Program

34 Best Event/Program to Benefit a Charity

35 Best Community Outreach Program

36 Best New Fundraising Program

37 Best New Promotion

38 Best New Event (within an existing festival)

Media Relations

For effective media campaigns that generated news coverage, instead

of paid or donated advertising time.

Criteria: well organized; supporting materials; measurable results

(clippings, etc.).

39 Best Press/Media Kit

Submit items 40 - 41 in a notebook with a typed detailed description,

samples of print materials, press releases, news clippings, photographs

and/or video and/or audio documentation, news coverage, and any

measurable results.

40 Best Media Relations Campaign

41 Most Creative/Effective News Stunt

Merchandise

Please do not mount merchandise items on poster board – except Best

Pin or Button

42 Best T-shirt Design (No collared shirts)

43 Best Pin or Button (Please mount on poster board with 2 inch

margins maximum)

44 Best Hat

45 Best Other Merchandise

46 Best Miscellaneous Clothing

47 Best Overall Merchandising Program

Submit item 47 in a notebook with a written report explaining

merchandising program, measurable results, number and variety of

items, in addition to providing samples or photos of all souvenir/novelty

items available prior to or during the event.

For Suppliers or Associations

Submit items 48 - 51 on a single, black display board (margins 2 inches

max). Only one entry per board.

48 Best Single Display Ad

49 Best Company Image Pieces

(letterhead, envelopes, logo, etc.)

50 Best Direct Mail Piece or Brochure

51 Best New Product or Service

Educational Institutions Offering Event

Management Programs

Criteria: Please provide student recruiting and marketing materials for

program, in addition to complete outline and syllabus of course(s),

testing requirements, tuition costs, time frame, number of students

enrolled, number of staff members and date program was founded.

52 Best 2 Year Event Management Degree

53 Best 4 Year Event Management Degree

54 Best Event Management Certification Program

55 Best Online Event Management Training Program

PROMOTIONAL ENTRIES



International Festivals & Events Association • 2601 Eastover Terrace • Boise, ID 83706 • phone: 208-433-0950 • fax: 208-433-9812

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

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

Organization: _____________________________________________________________________________ Membership #: _______________________

Contact Person: _________________________________________________________________________________________________________________

Name of Event: __________________________________________________________________________________________________________________

Address:________________________________________________________________________________________________________________________

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

Phone: ______________________________________________________ Fax:_____________________________________________________________

E-mail: ______________________________________________________ Web Site:________________________________________________________

RELEASE AND USAGE:

By submitting your entry to the IFEA/Haas & Wilkerson Pinnacle Awards, you automatically grant the IFEA the right to use any materials from your entries
for editorial, analytical, promotional or any other purpose without additional compensation.

BUDGET INFORMATION:

Organization’s Overall Event Expense Budget: (USD, include all cash outflows). Each entry category is divided into the budget categories below.  Gold,
Silver and Bronze Awards will be given in each budget category unless the number of entries warrents budgets to be combined into over and under $500,000.

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

The above section must be completed on all entry forms.

ENTRY INFORMATION Duplicate as needed.

Category Title (required): _________________________________________________________________ Category Number (required):_____________

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

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

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

Entries must be received with payment by 5:00 p.m. June 15, 2005 (MST) to be eligible.  If you are unable to meet this deadline, late entries will be accepted
between June 16, 2005 and June 30, 2005 at an additional cost of $5 per entry.  Questions?  Contact Nia Forster at nia@ifea.com or 208-433-0950 ext:  *814.

List category numbers entered:_____________________________________________________________________________________________________

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

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

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

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

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

Signature: _______________________________________________________ Print Name:__________________________________________________

Credit Card Number: ______________________________________________ Expiration Date: ______________________________________________

DID YOU REMEMBER TO:

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



Known as the associations most prestigious honor,
the IFEA/Miller Brewing Company Hall of Fame 
recognizes those outstanding individuals who,
through their exceptional work and achievements,
have made a significant contribution to the Festivals
and Events Industry. The International Festivals &
Events Association is now accepting nominations from
its members for those individuals who meet this 
standard for the 2005 Induction Ceremony.

The Hall of Fame Committee will review all nomina-
tions and select one or more individuals to be hon-
ored in to the IFEA/Miller Brewing Company Hall of
Fame. The Honoree (s) will be the guest (s) of IFEA
and Miller Brewing Company on an all-expense* paid
trip to the 50th Anniversary Reunion Convention &
Expo, presented by Kolor View, in San Antonio, Texas
in September, where they will be inducted at a lunch-
eon in their honor. 

NOMINATION CRITERIA
Nominations must represent a current or past IFEA member
who has made substantial achievements and/or contributions
to the festivals and events industry. Nominees can be retired
and represent any facet of our industry (i.e. vendor, supporter,
senior professional, etc.). (Current IFEA Board of Directors
and Staff Members are not eligible to be nominated). 

Please submit the following information for your nomination:

A. INDIVIDUAL SUBMITTING NOMINEE
1. Name • Organization • Address • City • State • 

Zip • Phone • Fax • Email

2. If your nominee is selected, will you be willing to help
ensure that they attend the luncheon?

B. NOMINEE INFORMATION
1. Name • Position • Address • City • State • Zip • 

Phone • Fax • Email

C. NOMINATION QUESTIONS
Please answer each of the following questions in no more 
than three pages total for all three questions. Please include
specific examples.

1. Submit a general overview of your nominee’s career,
including organizations they have worked for, positions
held, titles, awards, etc. 

2. Explain how your nominee has made a difference to
the festivals & events industry. 

3. Describe the level of involvement your nominee has
had with the IFEA during their career.

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

D.  ENTRY FORMAT: 
Please email your nomination in a Word document. If you do
not have access to email, please contact Nia Forster at Phone:
208-433-0950 ext: *814 to make other arrangements.

E.  SUBMIT ENTRIES TO: 
Nia Forster, Awards Program Coordinator at nia@ifea.com

F.  QUESTIONS:
Please contact: Nia Forster – nia@ifea.com - 208-433-0950
ext: *814

Nominations should be submitted no later than 5:00 PM (MST) Friday June 3, 2005

* Includes hotel, airfare and meals only.





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

Nominations are currently being accepted for the
2005 IFEA/Zambelli Fireworks Internationale
Volunteer of the Year Award. The award recognizes
those outstanding event volunteers whose unselfish
and dedicated service to a member festival or event
has made a significant difference in their community
and mirrors the commitment to success in our profes-
sional ranks.

A panel of impartial judges from within the IFEA
organization will select the Volunteer of the Year winner
from all of the candidates submitted. That individual
will be honored at the IFEA’s 50th Anniversary Reunion
Convention & Expo in San Antonio, Texas in September
2005. As the guest of the IFEA and sponsor Zambelli
Fireworks Internationale, the winner will receive an all
expense* paid trip to the convention to accept their
award. All participants in the program will be promoted
through local and national media releases. Each finalist
will be featured in a future issue of “ie” magazine, and
each semi-finalist will receive a certificate of recognition
and be acknowledged in “ie” magazine.

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

The importance of
volunteers to our 

industry cannot be
overestimated. 

* Includes hotel, airfare and meals only.

Sponsored by



NOMINATION 
CRITERIA

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

•Be a current volunteer of an
IFEA member organization

•Have provided significant
enthusiasm, organizational
assistance and specific
expertise

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

•Have shown initiative and
leadership in his or her
efforts

•Have a positive attitude

•Have exemplified his or her 
dependability

•Have a significant depth of 
involvement

•Have made a difference to
the festival or event

•Have received no remunera-
tion for services directly
associated with his or her
volunteer duties

2005 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

A. INDIVIDUAL SUBMITTING NOMINATION INFORMATION:
Name • Organization • Address • City • State • Zip • Phone • Fax • Email

B. NOMINATION INFORMATION:
Name • Address • City • State • Zip • Phone • Fax • Email

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

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

2. Show specific examples of your volunteers roles and responsibilities.

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

4. Describe your volunteer’s positive attitude.

5. Tell how your volunteer has exemplified his or her dependability.

6. Explain your volunteer’s significant depth of involvement.

7. Describe how your volunteer has made a difference to the 
festival or event. What impact has your volunteer had on your festival/event?
What void would there be without him or her as a volunteer?

D. ADDITIONAL INFORMATION:
In addition, we ask you to please submit a photograph of the volunteer you are

nominating and a local media list (up to 15 contacts). These will be used for press
releases and other marketing items related to the Volunteer of the Year program.

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

The preferred media list submission is in an Excel format.

E. ENTRY FORMAT:
Please email your nomination in a Word document. If you do not have access to email,
please contact Nia Forster at Phone: 208-433-0950 ext: *814 to make other arrange-
ments.

F. SUBMIT ENTRIES TO: 
Nia Forster, Awards Program Coordinator at nia@ifea.com

G. QUESTIONS: 
Please contact Nia Forster, nia@ifea.com, 208-433-0950 ext. •814

Nominations should be submitted no later
than Friday 5:00 PM (MST) June 3, 2005

* Pixels Per Inch  ** Pixels Per Centimeter
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PAYROLL AUDITS R US
In a payroll audit, an agency (state or federal) examines

an organization’s payments to employees and contractors to
determine if the organization has fulfilled its obligations for
payroll and unemployment tax withholding. 

This area of labor law is fraught with nuance and com-
plexity, making it difficult for laypeople to be thoroughly
educated and prepared. Payroll audits can be especially
troublesome for event and entertainment organizations,
which more often than not rely on “freelance” independent
contractors to provide essential skills and expertise. In our
industry, this is a standard practice. 

At issue are the legal definitions of “employee” and an
“independent contractor.” All fifty states—and the IRS—
have statutes that classify this distinction. A statute may
specify several factors or tests which are applied to make a
legal determination about whether an individual should be
classified as an employee or a contractor. There are wide
statutory variances from state to state. Some states adhere
closely to the federal guidelines, while others—including
Utah—are far narrower.

In general, the statutes examine two aspects of an individ-
ual’s work: whether the contracting organization can
demonstrate that the contractor is “independently estab-
lished,” and to what extent the contracting organization
exerted control over the individual in fulfillment of his/her
responsibilities.

The primary intention behind these laws is to protect
workers from being unfairly exploited by businesses seeking
to avoid the tax burden. In practice, however, the statutes
can make it difficult for professional individuals to work as
independent contractors, and even more difficult for com-
panies to contract them.

An example: A community-based festival contracts an
individual as a Technical Director (TD). Although he has a
regular full-time position in another field, he takes a few
days off each year to help the festival. The TD is engaged
with a written contract and is free to fulfill his responsibili-
ties without direct supervision by management. After the
event, he is compensated $1,000. The management organi-
zation files a 1099 tax form and the TD reports this
Miscellaneous Income as required by law on his personal
tax return. The State conducts a payroll audit, and deter-
mines that this individual does not meet the tests for an
independent contractor. The auditor points out that he does
not hold a professional or business license or publicly
advertise his services. Moreover, he was required to work
during scheduled days and times. This individual is there-
fore, according to the auditor’s interpretation of the statute,

In November of 2003 a field auditor
from the State of Utah Department of
Workforce Services, which adminis-
ters the unemployment collections
and claims programs, contacted me
and informed me that my company
had been “randomly selected” for a
payroll audit for the year 2002.

During that year, my firm, an event
marketing and creative services com-
pany, was involved in the production
of the Salt Lake City Olympic Winter
Games. We were selected to produce
three official Olympic venues, as well
as an expansive consumer activation
program for one of the worldwide
Olympic sponsors.

The Auditor informed me that I was
obligated under Utah state law to
deliver all of our company’s financial
records and any other information
they deemed necessary. If I refused,
the records would be subpoenaed. I
asked him to contact our accountant,
because the records were kept in
their offices, hoping my cooperation
would secure leniency.

No such luck. Sixteen months and
thousands of dollars later, we are still
going at it.
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not a contractor but an employee. The
contracting organization is assessed for
payroll and unemployment insurance
taxes owed, with interest and penalties
added.

Yikes.

OUR CASE
Under scrutiny in our audit are the

company’s employee and contractor rela-
tionships in 2002, including the con-
tracting of dozens of performing artists,
project coordinators, designers, choreog-
raphers, stage managers, technical crew
and other entertainment and event pro-
fessionals. Every contractor signed a writ-
ten agreement, describing themselves as
an independent contractor, and agreeing
to a business relationship specifically for
contract work—not employment—dur-
ing the preparation and operation of the
Games.

After months of meetings, correspon-
dence, and all sorts of other inconven-
iences - including a line-by-line review of
our check register, P&L, invoices,
payables, receivables and employment
contracts - the Auditor notified us of his
findings: over $300,000 in allegedly
“unreported wages.” The basis for the
finding, to the best of our understand-
ing, was that these unreported wages rep-
resented payments we made to contrac-
tors who, according to the Auditor, did
not meet the statutory tests for classifica-
tion as independent contractors. This
determination translated into a liabili-
ty—for taxes, penalties and interest—of
$2,064.00, payable to the State of Utah,
for unemployment insurance tax on our
newly reclassified employees.

The decision to pay this sum would
imply acceptance of the standards upon
which the audit’s findings are based.
Payment would then be tantamount to
our admission that the state’s auditors
are right, and we are wrong; that the
individuals we contracted to work on the
Olympics and our other activities in
2002 were, in fact, employees being paid
on a 1099 tax form. This admission
would set a precedent for the event and
entertainment production industry that
would be both unfair and extremely cost-
ly. Moreover, because there are no defini-
tive case law precedents in this area in
the United States, I saw this audit as an
opportunity to help define the legal
nature of standard practices in the event
industry.

ARGUMENTS
In the proceedings of our audit, the

auditors have invoked the statutory
requirement that, in cases where private
individuals are engaged as independent
contractors, the contracting organization

bears the burden of proof to show that
these individuals are in compliance with
Section 35A-4-204 of the Utah Code.
(See sections 301, 302 and 303 at
http://www.rules.utah.gov/publicat/code/
r994/r994-204.htm#T6). This means that
any contracted staff—program coordina-
tors, technicians, stage managers, design-
ers and helpers who put up flyers—are
subject to be reclassified as employees
rather than contractors if the organiza-
tion cannot produce evidence that its
contractors are both independently
established in their trade and free from
control or direction. This is true regard-
less of whether a signed agreement is in
place.

My greatest area of frustration—and
the one that motivated me to retain
legal counsel after reading the audit
reports—is that while the State
of Utah has published seven
factors which “may” be
considered in deter-

mining an individual’s status as employ-
ee or contractor, there are no guidelines
about which factors are more heavily
weighted, or how many factors are
required to reach a conclusion. 

This allows for a high level of subjec-
tivity on the part of field auditors. Our
auditor’s reasoning seemed absurd at
times. For example, some contractors
were classified as employees because
their invoices did not have a logo, or the
invoice appeared to be created with MS
Word rather than bookkeeping software.
In one instance, a costume designer’s
itemized receipt for fabrics and acces-
sories was considered salary payment
and taxed as such. In some instances, the
auditor considered a mere business card

as proof of independent contractor
status. In others, a roster of past

THE PRIMARY INTENTION BEHIND THESE LAWS IS

TO PROTECT WORKERS FROM BEING UNFAIRLY

EXPLOITED BY BUSINESSES SEEKING TO AVOID THE

TAX BURDEN. IN PRACTICE, HOWEVER, THE

STATUTES CAN MAKE IT DIFFICULT FOR PROFES-

SIONAL INDIVIDUALS TO WORK AS INDEPENDENT

CONTRACTORS, AND EVEN MORE DIFFICULT FOR

COMPANIES TO CONTRACT THEM.
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industry clients a mile long was deemed
irrelevant. 

After a long review of both the audit
findings and our evidence, we decided to
appeal before an Administrative Law
Judge. We felt that the auditor failed to
apply the statutory requirement for “spe-
cial scrutiny of the facts,” which would
have revealed pertinent information
about industry standards and the relative
weight of the various factors applied.
Special scrutiny would have also indicat-
ed that other industries (for example,
real estate) have published guidelines
about industry standards to which audi-
tors refer in their analysis. In the end, we
paid a high price for one auditor’s lack
of awareness. Hopefully, our experience
can help others avoid a similar outcome.

WHAT YOU CAN DO: STEPS
TO PROTECT YOUR ORGANI-
ZATION

Below is a list of practices that we have
instituted to ensure that we are better
prepared. In general, they are intended
to clearly delineate the differences
between the way we work with employ-
ees, as opposed to contractors. A Note of
Caution: these items should not be taken
as a substitute for expert legal counsel.
They are only intended as an example of
how one industry company is dealing
with the challenge.

• Require that your independent contrac-
tors provide a copy of a current busi-
ness license. This will likely alleviate
ALL gray areas about whether the indi-
vidual is a contractor or employee. If
the contractor does not have or does
not want to obtain a business license,
then see all the other bullet points
below.

• The independent contractor must
retain the right to control the manner
and means of performing the work
and be free from the control and
direction by management.

• The contractor should be able to
choose the hours worked and the spe-
cific projects for which he/she accepts
responsibility. Do not prescribe a min-
imum number of work hours.

• Pay the contractor by the project (not
the hour, day or week). 

• Permit the contractor to hire, and pay
for, his/her own assistants and to
“hand off” work as he/she deems
appropriate.

• Supply new contractors with a brief
orientation, different from a regular
employee’s orientation.

• File all required 1099 forms tax forms.

• Do not require oral or written reports.
Instead, obtain “service advisories”
designed to achieve greater customer
satisfaction.

• Do not reimburse business or travel
expenses (you may choose to deduct
these expenses from the contractor’s
“settlement checks”).

• Do not provide the contractor with
vehicles, business equipment, or
employment benefits.

• Do not require training in the manner
in which work is to be performed or
require contractors to wear a uniform
(unless required by the customer).

• Do not require a contractual non-com-
petition clause (confidentiality clauses
or prohibition against solicitation of
customers may be acceptable).

• Do not terminate without “cause.” The
contractor must be obligated to per-
form his job according to specifica-
tions set forth in the written contract.
Termination is available only if the
contract terms are breached.

Our cost to defend against the liability
in the audit findings has now exceeded
an estimated $15,000 for legal costs,
accounting costs, consulting, staff time
and so forth. Our appeal hearing was
held on October 21, 2004. As of this
writing - four-plus months later - we
have not yet been informed of the
judge’s decision. That may be our next
article.

The moral to this story: remember that
the best defense is a good offense. Read
and understand your state statutes and
the associated administrative rules and
regulations. Obtain a copy of any publi-
cations from your state agency that over-
sees unemployment policy and taxation.
Evaluate your contractor arrangements
and revise your contracts if necessary.
Talk to colleagues or other local small
business networks to learn who has
faced this challenge in the past. If neces-
sary, find an attorney who has successful-
ly defended a similar organization in
labor or employment disputes. If trouble
comes-a-knocking, some good planning
and good paperwork will hasten your
auditor’s retreat.

FOOTNOTE: 
On March 16, 2005, after an 18-

month process, Jeffrey Berke
Associates received notice from the
Utah Department of Workforce
Services that its appeal was success-
ful and the audit decision has been
reversed. The judge’s decision was
based in part on these conclusions:

1. “It is usual in the entertainment
industry for such companies
with projects to contract produc-
tion workers and other ’behind
the scenes’ staff with whom they
have worked in the past, or who
have been referred and recom-
mended by others in the indus-
try.”

2. “The work performed by those
considered employees and those
considered independent contrac-
tors was not different.”

3. “A status determination requires
an assessment or evaluation of
the total employment situation,
’the big picture.’ It is not simply
a matter of adding up the num-
ber of factors indicating employ-
ment status and those indicating
independent contractor status.
The entire working relationship
is reviewed, considering the fac-
tors, to discover whether the
technicians were more like
employees or more like inde-
pendent contractors . The enter-
tainment industry does business
differently from most compa-
nies, and the status of its workers
must be decided in the context
of that special field.”

Our staff and legal team are
delighted to have this language in
the decision. Our case now sets a
precedent for other businesses who
face administrative challenges to
their independent contractors’ legal
status. The decision thus codifies
standard industry practices for free-
lancers and independent contrac-
tors in the event and entertainment
field.

NOTE: 
There is a thorough reference

and state-by-state comparisons at
the website of the Messenger
Courier Association,
http://www.mcaa.com. Go to the
link for Independent Contractors
(on the left side of the site) to view
their 50-State Tax Survey.

Jeffrey Berke is president of Jeffrey
Berke Productions, Inc., a creative serv-
ices and event marketing company
based in Salt Lake City. He can be
reached at www.jberke.com.
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Float drawing courtesy Fiesta Parade Floats
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Editor’s Note: As part of the IFEA’s 50th
Anniversary celebration in 2005, we will be
featuring an article in each issue of “ie” written
by some of the icons who helped to shape our
association and our industry. Don Whiteley,
CFEE, was recognized widely as the leading
parade expert in our field. He was the Founder
and President of Atlanta, Georgia based
Argonne Productions, a national production
company specializing in professional parade
and event consulting around the world. Among
the renowned parades produced by Whiteley
were the San Francisco Chinese New Year
Parade; the WSB Salute 2 America Parade in
Atlanta, Georgia; the Desert Storm Welcome
Home Parade in New York City; and the
London (England) Christmas Parade. He also
produced events in St. Paul, Minnesota;
Pittsburgh, Pennsylvania; San Diego,
California; and San Juan, Puerto Rico. A past-
chairman of the IFEA in 1989, Whiteley was
inducted into the IFEA/Miller Brewing
Company Hall of Fame in 1993.

Starting a Parade 
From Scratch

By Don Whiteley, CFEE

There are no easy
answers about where 

to start when beginning a
parade from scratch.

Simply pick one of the fol-
lowing and begin 

putting all of the rest 
in an order that makes

sense to you.
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THE REASON
Every parade needs a reason to exist. 

Is it in celebration of a national holiday,
the Christmas season, a commercial enti-
ty or just for the entertainment of the 
citizens of a city? For whatever reason,
the parade needs a purpose to exist and
must fulfill a need not currently being
served by other celebrations in the area.
There must be a consensus that this
parade will succeed before undertaking
its origination.

CITY APPROVAL
City and police

department approval is
essential. Begin the per-
mit process early. Plan
a parade route and get
the necessary approval.
Once the permit is
granted, print a parade
route map and use it in
all of your information.
Determine if there are
any property owners
whose approval you will
need. Many cities will
require you to notify every
business and residence
that face the parade route.
Also determine what the
city is going to charge you
for city services. While
some cities will provide all services at no
fee, others will require that parade pro-
ducers pay for barricades, cleanup,
police, etc. A full understanding of all
charges is very important to your event’s
financial success.

ENTRIES
Decide on the contents of the parade,

the number of units to be included and
the amount of time it takes to pass a
given point. Consider for the first year
doing 50-60 units with the idea that “less
is more.” It is easier your first time to do
a good job with fewer quality units than
to take on the world and be sorry.

Where do you find units? Marching
bands can be reached through state or
regional school directories. Specialty
units can be found through other
parades or by creating your own. Floats
can be created from scratch, re-run 
from existing stock, or brought from
other festivals.

MARKETING TO SPONSORS
Create a marketing proposal based on

the full range of your parade units that are
available for sponsorship. Identify these

units and package them for sponsorship.
Prepare sketches of each of the float units
for the proposal. Develop a master pricing
structure, with multi-levels for involve-
ment, allowing both major and minor
sponsors to participate in the event.

BUDGET
Develop the parade budget from both

the master sponsorship pricing structure
as well as

the cost factors of the units, parade 
production, and operational expenses.
Whatever you put in for operations,
automatically double it. Operations 
will always run more than you might
have planned.

TELEVISION
Meet with the television stations 

in your market and determine their 
interest in participation. This can be 
difficult for a first- year parade. If you 
are a Christmas parade and you are 
the only one in the market then there
maybe a good chance TV will be interest-
ed. Do not expect television stations to
be an easy sell. You may have to run one
or more years before television joins
your program.

Once you get a commitment from the
TV station then meet with the station’s
sales manager to discuss marketing plans
for the telecast. See if parade unit spon-
sorship (with proceeds going to parade
operations) can be included as a bonus
in the TV sales plans.

Meet with the TV station Promotion/
Creative Services/ Marketing Manager to
discuss the station’s plans for parade pro-
motion on-air, in print and other publici-

ty. A heavy on-air schedule can be the dif-
ference in the success of a first year event.
TV stations are also possible candidates to
sponsor a float, bring in a network star or
provide additional programming oppor-
tunities for the parade.

Determine the telecast location on
your parade route. It should always be
within the first six blocks of your step-

off. This will allow the
parade to be at its best
both for you and for
them. Do not be
forced into a telecast
location near the end
of the route.

Once the site is
chosen, do a site-sur-
vey with the telecast
director. The director
can be a very positive
member of the
parade team. Help
organize the direc-
tor’s thoughts about
camera replace-
ment, location of
the talent booth
and equipment
placement. The
director will need

your help in getting the neces-
sary city or police permits to erect remote
location equipment and trucks.

LINE-UP
When planning your parade lineup,

keep in mind that TV stations will leave
your parade on a regular basis to do
commercials. Work with the TV director
to plan these commercial breaks and
schedule the weakest units in parade to
go in those breaks. A parade can be pro-
grammed for television just like you plan
it for your on-street presentation.

FLOATS
Meet with your local parade float

builder to determine their capacity to
build acceptable floats. Look at existing
photographs and/or videotape of their
work. Float sketches are the worst way to
consider their work.

If your city does not have float
builders, which is not unusual, then call
the IFEA office to get float builder con-
tacts or check the phone directories in
nearby cities. Parade chairmen of nearby
parades can also give you information on
existing builders. Floats may have to be
brought a long distance for your parade.

Once pricing is firm and a builder is
signed, then have the designs completed

While some cities will

provide all services at 

no fee, others will require

that parade producers 

pay for barricades,

cleanup, police, etc. A 

full understanding of all

charges is very important

to your event’s finan-

cial success.
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for your parade. These sketches are a
great selling tool for marketing and sell-
ing your event to everyone.

Work with your float builder so that 
a majority of your floats can have 
sound; either a live music group or
recorded sound. This will not be neces-
sary should you have enough marching
bands in the parade.

Pay particular attention to the opening
float in your parade, as it sets the theme
for the rest of the parade. This float
should make a large graphic statement
about the quality of the parade to follow,
both this year and in the future. Also pay
attention to the closing units of your
parade. If you are a Christmas parade,
then the Santa Claus float is a perfect
ending. If not, then spread the better
units across your parade so that the last
float is still representative of the quality
you are presenting.

BALLOONS
Giant helium balloons that float over a

route are wonderful, colorful and add to
the exciting character of the event. IFEA
counts as members
all of the major com-
panies and can easily
give you contact
names and numbers.

Before you rush 
out and order parade
balloons, take a good
look at your route.
Drive or walk it, 
counting the overwires
or obstructions. Most
everything over a street
will be 14 feet or taller,
but if there are obstruc-
tions all through a 
city block, block after
block, you might not be
a likely candidate for
helium balloons.

Also be aware that
cold-air, roll-around bal-
loons are a viable addition to any
parade. In many cases they present the
same range of subjects and opportunities
as helium, but are less expensive and eas-
ier to work with on a route with a num-
ber of overhead wires. Again, the IFEA
can supply you with a list of companies
who provide this service for parades.

SPECIALTY UNITS
How do you define a specialty unit? In

parade shorthand, it is anything that is
not a float or marching band. Specialty
units are those wonderful (and some-

times not so wonderful) crowd-entertain-
ing units that reach out to the crowd
along the route and generate great spec-
tator enthusiasm. They can be high step-
ping equestrian units or large groups of
clowns, sharp military drill teams or 50
members of local softball teams dressed
as gorillas or white rabbits. They are a
baton group twirling fire followed by the
Mobile Azalea Trail Maids in their big,
hooped skirts, or whatever you might
find or imagine.

A mistake made by many first year
parade organizers is to accept units that
might not fit the event as it grows and
matures. Always look at each unit and
decide whether it is worth having around
after the first year. 

Other parades in your area can provide
information on specialty units that might
be a problem. Also remember that a
parade unit is accepted for one year. Your
invitation process should reflect the fact
that groups are invited to submit an appli-
cation and your letter should not reflect
automatic acceptance.

OPERATIONS
Parade operations begin once the ini-

tial planning of the parade is underway.
It is a very important element, but one
that can be set on the shelf until market-
ing, unit recruitment, television and the
other major facets of the parade are mov-
ing. However, operations are not to be
ignored as a key element of a successful
first-year parade.

The parade must start on time, and
move down the street in a forward
motion with no major gaps and other
production glitches. The parade must

have a “marshaling” (formation) area
that allows reasonable access for parade
units ensuring easy on-street operation of
the event. The parade headquarters and
the training of the parade marshals are
key elements in this success.

The parade route is the next part of 
the parade on the street. Route marshals
are required to ensure its forward motion
and must have the authority to deal with
problems as they arise.

“Disband” is the dissolution of 
the parade. Again, it is important that 
all buses and trucks that arrived from
marshaling are organized so that the
parade units can access their equipment
on arrival at disband. A smooth disband
is very important and completes the 
cycle of professional operation of 
a parade.

VOLUNTEERS
Volunteer recruitment is another factor

that begins once the initial planning
stages of the parade are
underway.

This area is used to
generate the volunteers
that you need to oper-
ate the parade, as well
as to participate in the
specialty units, ride on
the floats, carry ban-
ners and assist in all
phases of the produc-
tion.

In the operations
area, volunteers can 
be trained to be
parade marshals, 
work the route and
assist in disband.
They can also be 
float captains, band
hosts and have pro-
duction assign-
ments with special-

ty units. A volunteer “school” should be
considered to provide a two--hour crash
course in the operation of a parade.
Volunteers are one of the real keys to the
success of your first-year parade.

Starting a parade from scratch is 
going to be an exciting learning experi-
ence. It will test your patience, give you
new insight into human nature and even
enrich your understanding of the darker
side of life, but when your first-year
parade comes down the route it will all
be worth it. Then, the only thing that
you need to think about is what you can
do to improve next year’s parade. Good
luck and enjoy!

If your city does not have

float builders, which is not

unusual, then call the IFEA

office to get float builder con-

tacts. IFEA counts as mem-

bers all of the major inflata-

bles companies and can

easily give you contact infor-

mation for those and

other parade services.
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Events are a mass of details. The
number of them increases daily as the
show approaches. At some point, usual-
ly about a month in advance, some sort
of strange multiplier sets in and the
amount of things to do becomes stag-
gering. Best of all, for every detail and
issue there is a person who believes it
to be the most important element of
the entire festival.

Without establishing priorities the
world of event management is, at best,
chaos; literal chaos -with people run-
ning in every direction, issuing contra-
dictory orders, and succumbing to the
ravages of stress. An adequate amount
of prioritizing will turn an event into
organized chaos. A superior effort in
prioritizing will make things run seem-
ingly without effort.

WHY IT IS NOT EASY
Basically, prioritizing seems a simple

matter of deciding which resources
should be applied to which event com-
ponent in which order of importance.
The complications arise when two vari-
ables are added – people and new items.

Every issue has a champion, someone
who constantly pushes it forward. When
the skill, influence, and perspective of
the champion match the importance of
the issue things go smoothly. Items find
their proper niche in the grand scheme.

Unfortunately, such balance is often not
the case. Critical items lack a deserving
champion and are not accorded the
attention they deserve. Issues of lesser
importance have highly skilled (or well
connected) champions and receive far
more effort and energy than an objective
jury would award. Avoiding either
extreme requires constant awareness and
considerable political savvy.

The constant addition of new items
to the mix is the second critical compli-
cation of prioritizing. The sheer volume
of items can often become so stagger-
ing that people become reactive rather
than proactive. They simply handle
whatever issue is next on the stack or
has the loudest proponent. Priorities
become almost a non-issue and
resources are expended haphazardly. To
avoid this trap re-prioritized constantly.
Continually add new items to the list
in their proper place and discard things
no longer viable.

THE PRIORITY OF CUS-
TOMERS

Every event begins its existence
designed to attract patrons. Getting
people to come, and making them
want to come again, is the number one
priority. All too often events that have
been successful begin to falter because
this initial premise has been forgotten.

The staff meetings or board meetings
of any event organization are reflective
of the priorities it has. A sample meet-
ing agenda for many organizations will
contain topics such as sponsor sales
reports, marketing campaigns, volun-
teer recruitment drives and merchandis-
ing programs. Topics or discussion
directed at pleasing the average con-
sumer as an individual are minimal or
nonexistence. Any organization follow-
ing this path will inevitably suffer
attendance declines or decreases in
overall customer satisfaction levels. An
event without patrons as its’ top priori-
ty will someday be an event without
patrons.

THE PRIORITY FOR CUS-
TOMERS

Events that are able to continually
attract thousands of spectators are able
to do so in large part because they have
done well in prioritizing. The site has
been laid out to create good ambiance.
Prices have been set to provide good
value. People have been trained to pro-
vide good service. All these things are
indeed essential to event patrons but
one priority should overshadow all
else: safety.

Besides the obligation to entertain
their customers all event organizations
have a higher responsibility to provide

By: Paul Jamieson, CFEE
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that entertainment in a safe environ-
ment. Nothing is ever worth the cost, in
monetary or human terms, of a serious
injury, lost child, or personal assault. No
shortcut or rationalization should ever
overtake this priority.

ORGANIZATIONAL PRIORITIES
Virtually every festival that has ever

been created was originally designed to
achieve a certain goal. Examples of such
purposes include raising funds, generat-
ing tourism, showcasing local arts, or cel-
ebrating a historic occasion or ethnic cul-
ture. As events grow the original mission
often becomes lost in a maze of the
many things that an organization wants
to achieve. The subsequent lack of orga-
nizational priorities will strongly dilute
the sense of purpose in the group.
Constant questioning of both overall and
daily actions is a likely byproduct.

Consider the case of two different
events. The operational philosophy of
Festival #1 is to ... “Produce an event
which will generate excess revenues for
charities while bringing tourists to the
newly renovated downtown area to cele-
brate local artists.” The philosophy of
Festival #2 is to… “Celebrate community
arts considering the following factors in
order of importance.
A. Showcasing numerous local artists
B. Highlight the newly renovated down-

town area
C.Generate tourism D. -Provide revenue

for charities
Imagine now the clarity with which

these two events could deal with the fol-
lowing situations:

Supplementing local musicians with a
name act will bring in many more
patrons but will likely reduce overall
profit. Should it be done?

Signing a national sponsor will guar-
antee budgetary goals. They are asking
that large banners be placed throughout
downtown so that everywhere people
look they will see the sponsor’s name.
Do you agree?

Downtown merchants want to have
only mainstream music and art at the
event. This will attract the type of person
they desire. Are these programming limi-
tations imposed?

Event #2 has established their priori-
ties in such a way that the answer to each
question is clear and requires minimal
examination. Event #1 will have to
debate each issue intensely and accord-
ing to their own operating philosophy.
There is really no right answer.

These sample events may be extreme,
but what they illustrate is not.
Organizations, having established clear
overall priorities, have access to clearly
visible direction.

ESTABLISHING ORGANIZA-
TION PRIORITIES

Considering the effect of organization-
al priorities begs the questions of whose
responsibility it is to set them. The sim-
ple answer is the top leadership of the
group but that answer becomes more
complex in a volunteer organization. It
becomes more complex still in an organ-
ization that both involves volunteers and
employs staff

In volunteer organizations overall pri-
orities are subject greatly to the agendas
of individuals. If the volunteer president
is also heavily involved in the Chamber of
Commerce a natural tendency may be to
place more emphasis upon business
development issues. A leader who is more
arts oriented may view everything from
that direction and ignore fundamental
business needs. To avoid being influenced
too greatly by such personal factors, the
leaders of volunteer organizations should
revisit and reaffirm their priorities fre-
quently. For formal boards the first meet-
ing of the year (calendar or fiscal) is a
perfect opportunity. Such reminders help
provide group focus and an excellent
recent point of reference should some-
one’s priorities start to wander.

Volunteer staff organizations have sim-
ilar problems with an interesting variable
– the potential for volunteer and staff
conflict. Boards setting priorities for an
organization that the professional staff
believes to be incorrect or even potential-
ly damaging. How staff should react at
this point involves dozens of variables.
The question of should the staff do any-
thing is really moot—their professional
ethics should demand action.

“BUT THE MAYOR THINKS WE
SHOULD...”

The influence of outside groups/indi-
viduals, on the priorities of an event
organization, is a fact of life. Sponsors,
special interest groups, government offi-
cials, and political figures will all attempt
to exert influence on what occurs. Many
times in the interest of politics conces-
sions have to be made.

The key in making concessions is to
keep the priorities of the organization
firmly in mind. Concessions that do not
detract measurably from the events abili-
ty to achieve its main priorities can be
accommodated. Other issues that events
are pressured to deal with in a certain
way may take a considerable amount of
resources away from higher priorities. To
compensate in these situations event
organizations should seek accommoda-
tions from the pressuring groups. The
accommodations sought should be of as
close to equal value as possible, based
upon those established priorities.

Measuring the trade of concessions based
upon pre-determined priorities is an
effective way to objectively determine the
fairness of the situation. Especially in sit-
uations when time is short.

CONFLICTING PRIORITIES
While the establishment of priorities is

designed to alleviate conflict, it will
inevitably occur in all event organiza-
tions. This is primarily due both to the
overall number of people involved and
the quantity of subgroups or committees
that event organizations are traditionally
made up o£ Everyone and every group
will have its own priorities, many of
which are necessary for the organization
to achieve its goals.

The key for aligning the priorities of
committees lies with the organization’s
leader. That leader must be sure that the
actions planned for committees do not
conflict and that the committees them-
selves are well aware of how their roles
relate to the big picture. Individual priority
problems generally result from people
with hidden agendas—things they want
for themselves or particular pet projects.
They must be dealt with quickly, and infor-
mally if possible, in order to avoid any
embarrassment for the person involved.

KNOW WHEN TO SAY WHEN
As has already been discussed, new pri-

orities seem to increase as an event
approaches. While dealing with them
individually and reprioritizing them must
certainly be done, another viable solution
can also be considered. Say “Enough!”

A vast majority of the reprioritizing and
new priorities that come up near an event
are not original at all. They have either
been examined before (under other guises
or with other champions) or are so far
afield from the organization’s main prior-
ities they are actually non-issues. Learning
to differentiate real last minute items
from these “wild hairs” and “reruns” can
save people and organizations numerous
headaches. Deal with the issues you must,
but say “no” to those that have been dealt
with already or deviate excessively from
the original plans.

Paul Jamieson, CFEE, is the Executive
Director of Sunfest of Palm Beach
County, in West Palm Beach, Florida.
Sunfest is Florida’s largest music, art and
waterfront festival. Jamieson serves on the
IFEA Board of Directors and is the cur-
rent Chair of the IFEA Foundation Board.
His book, Fundamental Focus, from which
this article is excerpted, is available from
the IFEA Bookstore and Resource Center.
He may be reached at pjamieson@sun-
fest.com.
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Tourist agencies are discovering that
working with events helps them accom-
plish marketing goals. In turn, events suf-
fer few costs by becoming tourism part-
ners and they gain a variety of benefits
which can include: cash grants, market-
ing support, increased attendance and
sponsorship, publicity in various media
sources and a wide range of professional
services. The key to establishing these
relationships is ensuring that both part-
ners have compatible goals.

What Tourist Agencies 
Want from Events

Professionally, tourism organizations
are often referred to by acronyms, such
as DMO for destination marketing
organization, CVB for convention and
visitor’s bureau or TDC for tourist devel-
opment council. Whatever the title, these
organizations usually serve a similar pur-
pose, which is to market and sell a desti-
nation, encouraging the business and
leisure traveling public to stay overnight. 

Tourism organizations refer to the
number of hotel rooms occupied in a
community at any time with the term,
“heads in beds.” This number is impor-
tant because many tourist organizations
receive a percentage of a tax charged on
each overnight stay. Commonly referred
to as a “bed tax,” this tax generally
applies to all temporary stay lodgings
(accommodations for six months or less)
such as hotels, motels, campgrounds
and/or timeshare units. Bed tax funds
vary depending on the available number
of rooms and the structure under which
the DMO was created. This tax structure
provides the funds DMOs use to create
partnerships with and support events.

In working with a tourism organiza-
tion event planners should keep in mind
its primary goal for working with events:
to use the event to increase overnight
hotel stays or get media attention for the
area. Think of it like a sponsorship pro-
posal. Before approaching a tourism
board, understand that you must address
its fundamental business need before
asking for funding or marketing support.
Although a strong local attendance for
your event is valuable, tourism organiza-
tions are more interested in attracting
people from distant communities who
will come to your event, spend the night,
and enjoy the area for an extended stay.
Any marketing support will be allocated
toward programs that market directly to
customers outside of your event’s com-
munity. This extended marketing effort
will not only attract new customers and
create new media sources for events, it
can, in turn, build corporate sponsor-
ships by creating a larger consumer reach
for a brand or product.

As a rule, there are no set industry
guidelines for marketing partnerships
between events and tourism organiza-
tions. While each area has its own focus
and needs for visitations all DMOs clear-
ly understand that the traveling public
wants fun things to see and do while vis-
iting a destination. Community events
provide those fun experiences. 

Generally a tourism organization will
not have the funds or manpower to actu-
ally produce events and activities for visi-
tors. Instead, they join with existing
events that help attract visitors with the
promise of fun. In return, the event
receives some level of marketing support
from the tourism organization. The

industry has established a few common
levels of support for event-tourism part-
nerships that may be applied to benefit
both industries.

TYPES OF SUPPORT

BASIC SUPPORT
CASH GRANTS

Basic support from a tourism organiza-
tion usually comes in the form of a
grant. Normally, this consists of a specif-
ic cash payment to the event that could
be anywhere from $500 to $5000 dollars
or more depending on the size of the
overall destination-marketing budget.
Funding of this type is usually allocated
with the stipulation that the event must
clearly identify the support by including
a specific message such as “This ad paid
for by the ABC Tourist Council of
Anywhere, USA” in exchange for a finan-
cial grant. They may also require inclu-
sion of the destination name or logo in
all materials associated with the event.
On average, grants of this type are allo-
cated at the beginning of the organiza-
tion’s fiscal year when annual marketing
plans are developed. Sometimes it is a
first-come-first-serve process, since limit-
ed funds may be available for this type of
marketing. Grant applicants have credit-
ed their success to demonstrating the
need for hotel accommodations during
the event; scheduling the event during
the off-season; and applying early in the
budget process. If a local tourist agency
works in this manner, then by all means
take the time to attend the meetings
when grants are given to see exactly
which type of event they are interested in
and why. Then personally go and meet

Events & Tourist
Organizations: Building
Marketing Partnerships 

with Common Goals
By: Janet Kersey, CFEE
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with the assigned tourism administrator
and get copies of past successful grants
while getting a feel for the needs of the
agency on a one-to-one basis.

MID-LEVEL SUPPORT 
PROFESSIONAL 
MARKETING SERVICES

Mid-level support from a tourist
agency consists incorporating an event
into destination visitor materials and
services. Although this is not generally a
direct cash outlay, these types of services
can be extremely valuable for events.
Tourism organizations of this type nor-
mally have the area’s top ad designers,
public relations professionals, and
response mechanisms available on staff
or under contract. They can reduce event
budget expenses by having their artists
and writers create the event materials in
house to ensure a well-written attractive
promotional piece. They may also have
access to extended media partners and
can work with an event to produce
media kits, press releases, broadcast
faxes, slides, media receptions and more
by incorporating the destination’s fea-
tures along with the event. This saves the
event the expense of production, mail-
ings and hours of manpower.
Additionally, by working with the
agency’s public relations professional
your event is placed in the hands of the
proper media contact both locally, and
outside of the area. This extended media
campaign can put your event in front of
new media sources such as inclusion in
trade publications or travel magazines,
thereby extending the reach and expo-
sure of the event. 

The Visitor Guide
Services provided by these organiza-

tions can include an event listing or fea-
ture in the destination’s annual visitor
guide. A visitor guide is typically the sin-
gle marketing piece used to sell overnight
stays or visits to a particular destination.
This collateral piece usually includes
material targeting a broad range of inter-
ests including the area’s natural assets,
historical locations, dining and nightlife,
accommodations, attractions, shopping,
activities and special events. Depending
on the budget and number of inquiries a
destination receives, visitors guides are
printed by the tens to hundreds of thou-
sands annually. Typically these publica-
tions are distributed around the world,
which gives an event a yearlong domestic
and international presence. Inclusion in
an area visitor guide is a great way to
influence a sponsor’s interest and may
help secure additional sponsorship. It
will credit your event as having a solid,
community-wide foundation while

increasing the sponsor’s exposure for a
brand or service within larger tourism
circles. 

Toll-free Phone Services
A tourist agency can also provide indi-

vidual contact with potential event
attendee’s through the use of the organi-
zation’s toll-free phone number in all the
event materials. Typically these toll-free
phone lines are in operation throughout
the normal workweek as well as extended
hours in the evening and on weekends.
When people use the toll-free informa-
tion number they reach a person who
gives them details about the event and
encourages them to attend. Additionally,
as a response to the phone inquiry, the
organization can include direct mail of
the event materials to the consumer’s
home along with the area’s visitor guide.
This service gives the event added selling
power as well as saving mailing costs. 

Web Site Promotions
Another bonus may be the inclusion

of the event in an area’s Web site.
Destination Web sites normally receive a
large amount of traffic from all over the
world. Having an event listed within the
site’s festival and event section again
opens the event to a year-round presence.
Some destinations will also feature the
event on the home page of their sites
with direct links to the event’s Web site.
These sites often collect names for data-
base mailings, send electronic messages
and generally speed the precise delivery
of event information to the inquiring
public. Some can even offer the event
customer the convenience of online
hotel reservations, event ticketing or mer-
chandise sales in a one-stop, click-and-
shop site. Once again, the event can use
this as a great sponsor value by showing
increased site visitations and exposure
for the sponsor as a result of linking with
the tourism agency. This type of support
provided to an event by a tourist agency
should never be overlooked. Although
most events look for cash, these services
can actually be of more value in the long
run by increasing exposure for the event
outside of the local area and encouraging
new out-of-town attendees. It can also
generate greater support and interest
from brand oriented sponsors by show-
ing that the event is connected to a
broader marketing effort.

SUBSTANTIAL SUPPORT
A FULL PARTNERSHIP

The highest level of marketing support
an event can receive from a tourist agency
is all of the above and more. Tourism
organizations on this level clearly know
the value of events in generating visitor

traffic and media publicity. They work as
full partners with event staff to insure suc-
cess and growth on all levels. A tourism
partnership of this magnitude can move
an event forward in ways not normally
available or affordable to events. 

National Advertising
The financial support given usually

includes generous media buys in major
magazines or news publications. Some
will also purchase national or cable TV
airtime for the event with area location
shots of the destination used as lead ins
or outs during commercial messages,
audible messaging from the destination
and/or a 30 to 60-second destination ad
built into the broadcast production. As
the destination’s main interest is in sales
or “heads in beds,” the organization will
also incorporate the event efforts directly
into its sales departments. 

Sales Services
These sales departments normally con-

sist of two areas: travel industry sales and
meetings & convention sales. Staff in
these two sales divisions of a tourism
organization travel year-round meeting
with key players, touring, talking and sell-
ing all that an area has to offer to leisure
and business groups. Traditionally they
attend the best-known, largest, prestigious
travel shows, meetings and industry sales
missions available around the world.

Event-Travel Packages
In the travel industry sales department,

the focus is selling to travel agents,
motor coach/bus operators, tour opera-
tors and receptive operators who package
travel to groups or frequent individual
travelers (FITs). Often they take event-
marketing materials to display at popular
travel shows contributing to the overall
destination appeal. They demonstrate to
travel industry providers how to use the
event as part of an overall package that
includes several key elements of an area.
For example they may recommend pack-
aging a heritage festival with a local her-
itage museum, area historical sites, a play
or musical that may have the same his-
torical theme, restaurants with a specific
atmosphere or food service that matches
the festival, etc.

Additionally, travel industry profes-
sionals also utilize and coordinate sub-
mission information to travel-based
event recognition programs such as the
American Bus Association (ABA) Top 100
Events or the Southeast Tourism Society
(STS) Top 20 Events. Events included on
these industry lists are given extra pro-
motional mentions and inclusions in
industry based publications that have the
ability to push attendance and recogni-
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tion for events beyond the borders of a
local area to a state-wide, regional and
national level. Again, recognized events
can use the new top-level status as a key
to sales or marketing sponsorships.

Marketing to Large Groups
A tourist agency’s meeting & conven-

tion sales department can dramatically
increase the attendance at an event by
attracting large groups of people.
Traditionally these sales departments tar-
get interests compatible with the event,
enticing groups to book conventions or
meetings around the event’s dates. For
example if the event is an ocean festival;
the department will approach groups
such as the National Lifeguards
Association, Sandcastle Builders of
America, International Kite Flying
Association or Boat Builders Guild as an
interested match to the event. There are
many groups and associations looking
for convention locations featuring enjoy-
able activities outside of the meeting.
Events are quickly becoming a key ele-
ment of a sales department product in
securing business travel. 

Hotel Accommodations
An additional benefit of working with

a tourist agency is access to hotel accom-
modations and facilities. These depart-
ments can present leads to the hotel
properties on behalf of an event to
secure meeting rooms, banquet halls,
guest accommodations and rates for offi-
cials, participants and/or dignitaries of
the event. This saves the event staff hours
of going from property to property con-
tacting interested hotel partners.

Agency staff can also work with events
in securing official hotel status or even
handle the housing for participants. They
also have access to professional meeting
planners and facilities to add planned
group activities around the event. This is
a great way for events to increase atten-
dance and revenues through the develop-
ment of supplemental group sales. Often
the meeting group will promote the
event in its convention materials, which
could literally reach thousands of people.
Individuals who attend events through
conventions may also choose to return
the following year with family and
friends, which helps to grow the event
long-term.

Writer Familiarization Tours
In addition to the media resources

mentioned earlier, a supportive tourist
agency can also develop a specialized
writer familiarization tour during the
event. At the invitation of the tourism
organization, professional writers from
daily newspapers and/or magazines expe-

rience an area’s attractions first hand with
the intent of developing a story for publi-
cation. As part of the area’s big picture,
events gain publicity by being included in
the story. This expanded presence in the
media will again work for an event to
attract more sponsorship dollars.

Web Site Creation
In addition to the mentioned internet

services a tourism organization may also
be willing to assist with the creation,
management and hosting of the official
event Web Site which normally is linked
directly to the destination site. This serv-
ice could also include the reporting of
usage and activity on the site, areas of
interest, results of specific marketing
efforts, and consumer responses.

Marketing Research
Tourism organizations have a budget

for conducting marketing research. One
of the most important facets of this
research is comparing the number of con-
sumer responses received to the amount
of marketing dollars spent. The result is a
figure called cost per inquiry or CPI. 

From this research event producers can
also learn who chooses an area and why,
what age groups to target, what likes and
dislikes to build upon as well as what
influences consumers the most. Events
can use a destination’s research as a tool
when considering the placement of
advertising or developing effective design
schemes for event ads. The research can
also demonstrate the best demographic
groups to target and approach when con-
sidering new customers for the event. In
the best case scenario the research can
actually give the event valuable economic
impact data by comparing hotel occu-
pancy and average daily room rates both
during the event and its off-season. 

EXTREME SUPPORT
In very limited cases, there exist a few

tourist agencies that go beyond the
capacity of the examples of support men-
tioned. Those organizations have huge
annual budgets amounting to tens or
event hundreds of millions of dollars.
They are entirely capable of paying spon-
sorship for events and may even have the
manpower and organizational structure
to actually develop an event that pro-
duces major tourism in an area. Tourism
entities of this nature are looking for
high return and major exposure.
Traditionally they link with circuit events
like the National Rodeo Association Bull
Riding Competitions or the NASCAR
Winston Cup Racing Series that travel to
major metropolitan areas, exposing the
destination to national TV viewers
and/or high attendance audiences.

Compatibility is the Key
Whether an event can get the market-

ing support of a tourist agency depends
largely on how it fits with the agency’s
goals. Asking yourself a few preliminary
questions will help you focus your pro-
posal before making your pitch

• Will the event draw the type of visitors
the destination desires, i.e.: seniors,
families, and students? 

• Does the event occur when there is a
need for rooms to be filled such as
during off/ shoulder seasons or slow
times or is it your area’s peak time for
visitors?

• Is the event media friendly? 

• Does the event present and promote a
positive image?

• Will it shed the best light on the com-
munity and the area? 

• Is the event willing to include other
area attractions/locations as a package
deal?

• How many hotel rooms will be need-
ed for the event?

The best way to find out if tourism
marketing will be good for an event is to
get to know the local tourism organiza-
tion and the people who work on its
behalf, including staff, board members
and/or hotels. 

As the examples in this chapter show, a
tourist agency can be a great partner in
the marketing of events on a variety of
levels. The way to find out who is respon-
sible for tourism activity in an area is to
call the local chamber of commerce, city
hall or any hotel manager or owner. They
can identify the person or organization
responsible for tourism marketing within
a community. This can be the start of a
great and rewarding relationship for both
event and tourist agency. The results can
enrich an entire area.

Janet Kersey, CFEE, is the Deputy
Director of the Daytona Beach Area
Convention & Visitors Bureau. She is a
member of the IFEA Board of Directors
and the Chair-Elect of the IFEA
Foundation. She can be reached at
jkersey@daytonabeachcvb.org. “Events
& Tourist Organizations: Building
Marketing Partnerships with Common
Goals” is taken from the IFEA’s
Marketing Your Event, one of many
resources available from the IFEA
Bookstore & Resource Center.



New Goals and Initiatives
What an exciting year this will be to

serve as President of your IFEA
Foundation. The 50th Anniversary of
our professional association is a won-
derful time to reflect on the importance
festivals and special events of all sizes
play in our communities. 

I have long been an unabashed advo-
cate of the vital role our events play in
impacting the quality of life, connecting
people, celebrating our cultures and
heritage and stimulating the economy
in our towns and cities. And while it is
your job to guide your events and
organizations in your communities, it is
the role of the IFEA Foundation,
through our financial support of the
IFEA, to nurture our industry.

In 2005, we have laid out some excit-
ing goals and initiatives to better serve
you the members of IFEA as well as our
industry as a whole. In the coming
months, you will read more about these
programs, but let me provide a brief
overview of what to expect.

• 50th Anniversary Individual Giving
Campaign. We will be creating a spe-

cial effort to increase individual
giving by our members on the
occasion of IFEA’s Golden
Anniversary. We will create a spe-
cial “club” to recognize those
who support the Foundation with
a gift of $50 or more.

• eSafe. The Foundation is taking the
lead in raising $30,000 to fund a new
program to develop policies, proce-
dures and tactics to assure the ongo-
ing safety of our public events. You
can read more about eSafe in this
issue of ie.

• 50th Anniversary Celebration. We are
planning two exciting events to take
place during our 50th Anniversary
Conference in San Antonio this fall.
They will provide top-level hospitality
along with totally unique experiences
for the delegates. Details will follow,
but it is safe to say that you will
remember the Alamo.

Of course the Foundation will contin-
ue its efforts to fund conference scholar-

ships, top-notch speakers, and a grow-
ing IFEA Bookstore and Resource
Center, but we can only accomplish
these goals with your help.

I am proud to serve with a great
Foundation Board along with tremen-
dous staff leadership. We have an excit-
ing vision for IFEA’s 50th Anniversary
year that will propel us well into the
next 50.

Bruce Erley, APR
2005 IFEA Foundation Chairman

Creative Strategies Group
Tel: 303-469-7500

Email: berley@csg-sponsorship.com
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As we all begin to experience spring
and the beauty of how every living thing
is renewed and reborn, it is also a great
time to examine our festivals and
events in the same fresh manner.

At times it is easy to forget or
lose track of the importance of
what we all do…create celebra-
tion in people’s lives. Whether we
are on the staff at Walt Disney
World or manning a parade barri-
cade at the Tournament of Roses
Parade or selling soda at a Pepsi
booth at our local art fair, we are
all part of a wonderful industry.

Think of what the world would
be like without community cele-
bration. No Oktoberfest in
Munich, no Carnival in Rio de
Janeiro, no Indianapolis 500,
Kentucky Derby Festival, Portland
Rose Festival, or Memphis in May.
Each Festival and event is really
an integral part of what makes up
the character of a community. It’s
people giving back to the place
where they live and work. It’s par-
ents and grandparents passing
down the importance of volun-
teerism to their children and
grandchildren. It’s people cele-
brating all that is good in the
world and doing it at a level
where each person has the oppor-
tunity to participate. 

Given the times we presently live
in, our mission to produce high quality
entertainment and educational commu-
nity celebrations is more important than
ever. People all over the world need to
celebrate what is good about life. There

are plenty of sources that tell us
what is not right in the world, but
there are few mediums to celebrate

what is good about the world. For me
that is really what our work and our pro-
fession is all about, reminding people
what is good about the world and cele-
brating it.

In that regard, I encourage you to
continue your involvement and sup-
port of IFEA and its activities. IFEA’s
sole purpose is to provide you with
the tools necessary to do your job
better. So participate. Attend the
IFEA Regional Seminars in your
area, come to the 50th Anniversary
Conference in San Antonio in
September, and utilize the resources
and training aids that IFEA member-
ship provides you.

And remember, what you do is
critically important to the health of
our societies. It is our mission to
remind those around us, through
community celebration, how great
life can be when a community cele-
brates. To me, there is no more
important task than that.

I look forward to seeing “y’ all” in
San Antonio.

Tom Kern
2005 IFEA Board Chairman

National Cherry Festival
Tel: 231-947-4230

Email: tom@cherryfestival.org

Springtime 
Brings Renewed
Opportunities 
to Revisit What
We Do
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Board Table

It’s people giving
back to the place

where they live and
work. It’s parents 
and grandparents
passing down the

importance of volun-
teerism to their 

children and grand-
children. It’s people
celebrating all that 

is good in the world
and doing it at a level
where each person
has the opportunity 

to participate.
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2005 IFEA BOARD OF DIRECTORS

Dennis W. Bash
U.S. Bank, Oregon • Tel: 503-275-5244 • E-mail: dennis.bash@usbank.com

Tracy Becker, CFEE
Autumn Leaf Festival, Pennsylvania • Tel: 814-226-9161 • E-mail: tracy@clarionpa.com

Michael E. Berry, CFEE (immediate past chair)
Kentucky Derby Festival, Kentucky • Tel: 502-584-6383 • E-mail: mberry@kdf.org

Tom Bisignano
Walt Disney World, Florida • Tel: 407-566-6348 • E-mail: tom.f.bisignano@disney.com

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

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

Derrick Fox (chair-elect)
Alamo Bowl, Texas • Tel: 210-226-2695 • E-mail: derrickf@alamobowl.com

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

Thomas Kern, CFEE (chair)
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 (secretary)
Utah Arts Festival, Utah • Tel: 801-322-2428 • E-mail: robyn@uaf.org

Henry “Pete” Van de Putte Jr., CFEE
Dixie Flag, Texas • 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

Nancy Hedges Wendler, CFEE
Cedar Rapids Freedom Festival, Iowa • Tel: 319-365-8313 • E-mail: nhw@freedomfestival.com

Jimmy Wong
Gwyndara International, Singapore • Tel: 65-250-7977 • E-mail: gwyndara@pacific.net.sg
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IFEA Update

2005 marks the 50-year anniversary of the IFEA. As part of
that special celebration we are working to create a special edi-
tion of “ie” magazine that will be a historical record of our
first fifty years, as well as a look to the future. We will also be
doing a number of special recognition programs at our IFEA
50th Anniversary Reunion Convention in San Antonio, Texas,
scheduled for September 12th-16th. 

For both, we are turning to you, our members, to help us
locate any photographs or other historical materials (conven-
tion programs, newsletters, etc.) that you may have, that will
assist us in providing these special memories for everyone to
share. We also need your collective help in remembering the
past...the history of our very early years; past convention loca-
tions by year; fond memories of places and people; anything
you think would be enjoyed by your friends and peers.

Please send any information, recollections,
materials, etc. to:

IFEA Memories
2601 Eastover Terrace
Boise, Idaho 83706

Please send any photographs, with subject,
location and year defined, to:

Joe Marcus
Marcus Photography
1501 Spring Garden Street
Easton, Pennsylvania 18042
or, electronically to: 
joe@marcusphotography.com

If you would like to have your item(s)/photograph(s)
returned, please be sure to include a note specifying that,
along with a return address.

Don’t assume that we remember or already have anything!
It is better to duplicate our memories for the sake of accura-
cy, than to miss something or someone important. And
remember that our memories extend around the world, so
we encourage everyone to add in to the process.

Thank you for your help with this special need. The end
result will be a special keepsake and new memories to add to
our first 50 years!

IFEA Memories and
Photographs Needed

Photos by Joe Marcus, Marcus Photography
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IFEA President & CEO Steve Schmader, CFEE, met for the
second time with other leading industry associations to dis-
cuss a number of important issues. The top executives of the
new association alliance organizations met on February 23 in
Washington, D.C. at the offices of IAAPA, to discuss such
issues as foundations, security/safety issues, education and
certification, product/benefit exchange, Sarbanes-Oxley and
advocacy. Those participating in the meeting included
Schmader; Dexter King, CFE, Executive Director of the
International Association of Assembly Managers (IAAM); Bob
Johnson, President of the Outdoor Amusement Business
Association (OABA); Clark Robinson, President of the
International Association of Amusement Parks and Attractions
(IAAPA); and Jim Tucker, President and CEO of the
International Association of Fairs and Expositions (IAFE). The
group met previously at the IFEA headquarters office in Boise,
Idaho, on October 11, 2004 in a first summit to discuss rele-
vant and common issues. Another meeting is scheduled for
September in Springfield, Missouri, at the IAFE offices. An
invitation was extended to each of the other representatives to
attend and participate in the IFEA 50th Anniversary Reunion
Convention & Expo in San Antonio, Texas in September.

The 2007 IFEA Convention & Expo location has been
moved from Washington, D.C. to Atlanta, Georgia. In a move
to ensure that we are providing the best possible rates and
experience to our members, the IFEA asked Omni Hotels to
allow the association to change locations, effectively lowering
costs across the board, while placing us in the heart of south-
eastern hospitality. The convention will now be held at the
Omni Hotel at CNN Center, September 17-21, 2007 The 2006
IFEA Convention & Expo is scheduled for September 19-23,
2006 in Ottawa, Ontario, Canada at the Westin Ottawa & the
Fairmont Chateau Laurier.

In our 2005 IFEA calendar, for the month of
November, we inadvertently identified the name of the
event as the “State Street Thanksgiving Day Parade”. The
proper name is the “State Street Thanksgiving Parade”.
The event takes place in Chicago, Illinois each
November and is produced by the Chicago Festival
Association, who provided use of the photograph along
with Dynamic Displays and the Jim Henson Company.

Association Alliance
Executives Meet in
Washington, D.C.

Correction

2007 IFEA Convention 
Moves to Atlanta
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IFEA Update

New “eSAFE” Program
Teams IFEA with
Temple University and
Department of
Homeland Security

The IFEA, together with the support of the IFEA Foundation,
has taken a leadership position with the goal of protecting the
future safety and security of festivals and events and those who
attend them. Partnering with Temple University and the
Department of Homeland Security, when complete, eSAFE will
be the first comprehensive online knowledge base to continual-
ly advance safety and security planning through examples of
best practices in safety and security policies, procedures and
practices that will enable event leaders to meet or exceed the
standard of care practiced throughout the industry; advice and
counsel to assist event leaders with their planning; and access
to safety and security experts who can provide specialized
knowledge in the area of festivals and events. 

When completed, festival and event executives who meet spe-
cific criteria and are approved for participation in the eSAFE
knowledge network will be able to promote to the general pub-
lic that, “This event participates in eSAFE”. Dr. Joe Goldblatt,
CSEP, Executive Director of the Temple University School of
Tourism; Clark Hu, Ph.D, Lead Developer of the eSAFE pro-
gram; and Steve Schmader, CFEE, President & CEO of the IFEA,
met in late February with multiple representatives of the
Department of Homeland Security at the DHS Nebraska
Avenue Complex in Washington, D.C., to discuss the continued

development and capabilities of the new program. Further
meetings with DHS point person Sam Neglia, Deputy
Director of Operations, who oversees all local law enforce-
ment for the DHS in the United States, are scheduled for the
weeks ahead.

The program design phase for eSAFE will be completed by
the end of 2005 and ready for beta testing in January of 2006.
Because of the IFEA’s leadership position, when completed,
IFEA members will have access to the eSAFE program as part
of their member benefits.
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IFEA 50th
Anniversary Reunion
Convention: Mark
Your Calendar Now!

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”, presented by Kolor View, and sched-
uled for September 12-16, 2005 in San Antonio, Texas at the
Marriott San Antonio Rivercenter, located directly on the spec-
tacular 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 encour-
aging people to invite their staffs, boards, volunteers, and real
families, to come meet their IFEA family.”

The IFEA Production Staff and the 50th Anniversary
Reunion Convention Committee met in February to tour the
convention facilities and go over plans that promise to show-
case the spirit of both the IFEA and San Antonio. From the
Marriott Rivercenter, to the San Antonio Convention Center,
Old San Antonio, the Alamo, the Texas Museum of Cultures,
the Buckhorn Saloon, Sunset Station and the San Antonio
Riverwalk,, convention attendees will be surrounded by a fes-
tive atmosphere of entertainment, education, culinary and
other delights as only San Antonio can provide. Among the
attendees will be many IFEA past Chairs, Board members,
Foundation Board, CFEE’s, Volunteers of the Year, Hall of
Fame Inductees, Suppliers, Sponsors, Staff, Affiliate Partners,
and International Affiliates, who will all be on-hand for this
golden celebration.

Hotel and convention registration form links are now avail-
able on-line at www.ifea.com. A more complete schedule of
events, speakers, and programming highlights will be mailed
and on-line in the weeks ahead. In the meantime, all IFEA
staff members can help direct you to the best source for your
50th Anniversary questions, memories and ideas. 

We look forward to welcoming the world to San Antonio
for the IFEA’s 50th Anniversary Reunion Convention and
Expo. Mark your calendar now and plan to join us!

International Festivals & Events Association
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New Professionals Classes 
The New Professionals classes are offered as an optional day prior to the start of each IFEA

Annual Convention. Presented by some of the top event professionals in our industry, the
New Professionals program offers a good introduction to the field of festivals and events for
those just entering the business. Four classes, covering the areas of Sponsorship, Event
Administration and Management, Media Relations, and Event Planning and Operations pro-
vide a good foundation to start building your career. (Sponsored by K&K Insurance)

Event Institute at Oglebay (EIO)
The Event Institute at Oglebay is the next obvious step in the progression for

those looking to expand their professional knowledge base and gain a broad
overview of our industry from multiple perspectives. This week-long, two year
program, at the spectacular Oglebay Resort in West Virginia, takes place each

August, and provides a comprehensive basic training program covering areas
such as merchandising, media relations, parades, food and beverage pro-

grams, security, budgeting, and more. EIO includes a total of 40 hours of classroom educa-
tion, taught by the best in our business. Plus, EIO participants get the added value of living
and learning with their professional peers, away from other distractions, while building a
valuable network of colleagues who make up each “Class” that will last a lifetime. An Event
Management Diploma will be provided to those who make it through the EIO program.
For those pursuing their CFEE professional certification (see below), completion of the EIO
program may be used to satisfy the required elective courses component.

IFEA Convention and Seminars
The IFEA Annual Convention is the largest gathering of festival and event professionals

from around the world, as well as the leading resource for learning about the most cur-
rent issues, trends and skills needed to succeed in our field today. Over 100 educational
breakout sessions, round tables, and affinity group discussions, combined with a pletho-
ra of social and networking opportunities, plus a trade show featuring the top suppliers
of products and services in our business, provide a “must do” experience for all profes-
sionals at all levels.

IFEA international, regional, state and local seminars take place closer to home,
throughout the year, on a wide variety of topics. These seminars are typically offered at a
lower cost, with high value. In some cases, CFEE (see below) required curriculum cours-
es, normally offered prior to each IFEA Annual convention, may also be offered as part
of these localized seminars.

Certified Festival & Event Executive (CFEE) 
The CFEE program is the top rung of the professional

ladder. Completion of this top-quality professional certifi-
cation program requires a combination of advanced level
core curriculum classes, a selection of elective courses, 5 years of professional experience in
a key management position (as defined by individual organizations and not specifically by
title), IFEA convention attendance, writing of a publishable professional article for “ie”
(the IFEA’s quarterly magazine), a speaking presentation at an IFEA approved convention
or seminar, and a final assessment by your professional peers. Attainment of your “CFEE”
certification provides recognition of your commitment to excellence, experience, and to
your career, placing you in an elite group of the top professionals in our field.
Components of other IFEA educational programs may be included as pre-requisites,
allowed as elective options, or provide valuable knowledge that will help you in attaining
your CFEE certification. Core classes required for CFEE certification are offered as optional
courses prior to the start of each IFEA Annual Convention, and may be available through
selected regional seminars and University/Higher Education partners. When the full CFEE
curriculum is complete, the core class requirements will be also be offered as a full week
option, scheduled parallel with EIO at the Oglebay Resort Training Center. For those CFEE

IFEA Professional Education & 
Certification Programs Clarified

One of the primary focuses of the IFEA is the provision of professional
education programs. To meet the needs of professionals in our asso-
ciation and industry at all levels, this is accomplished through a pyra-
mid of programming options. We have developed the listings below to
help you better understand each program, determine which best
meets your current professional needs, and define how they are inter-
related as you move through your career.
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UPCOMING 
IFEA EVENTS

Festivale 2005
April 24-26, 2005
Dubai, United Arab Emirates
Contact the Registration Hotline 
at +971 4 335 2437 
or email to register@iirme.com

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

Event Institute at Oglebay (EIO)
August 21-26, 2005
National Training Center @ 
Oglebay Resort • Wheeling, WV
Contact IFEA World Headquarters 
at (208) 433-0950 or visit
www.eioglebay.com 

IFEA Arizona/Arizona Parks &
Recreation Association Conference
August 30 – September 1, 2005
Sheraton Wild Horse Pass Resort & Spa
Phoenix, AZ
Contact Nia Forster at (208) 433-0950
x*814 or visit www.azpra.org 

IFEA Behind-the-Scenes Seminar 
at the Sausalito Art Festival
September 2-5, 2005
Sausalito, CA
Contact IFEA Regional Director 
Nia Forster at (208) 433-0950 x*814 
for more information.
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Note: While all IFEA professional education classes/programs are
open to everyone, IFEA members receive special registration dis-
counts and first-option acceptance if seating is limited. The CFEE
program requires IFEA membership for completion. For more informa-
tion about IFEA Professional Education and Certification Programs,
please contact Julie Parke at julie@ifea.com or call 208/433-0950
ext. *810. Many IFEA Professional Education Programs are spon-
sored by K&K Insurance and supported by the IFEA Foundation.

candidates with a degree in the field of event management from an
institution approved by the IFEA Academy of Event Education, some
credit toward completion of the above-required components may be
granted on a case-by-case basis. Experiential requirements for certifica-
tion may not be waived. (Sponsored by K&K Insurance)

Advanced Professional Classes
Professionals in any industry know that learning never stops and

that you must keep learning to stay at the top of your game. The
Advanced Professional classes, offered as an optional day prior to
each IFEA Annual Convention, provide in-depth coverage of critical
and current topics by the leading authorities in their field. Advanced
Professional classes are open to anyone, but are required for main-
taining CFEE certification. (Sponsored by K&K Insurance)

University Partners
The IFEA works with many University/Higher Education Partners 

to offer convenient accessibility to professional training and educa-
tion. These partners may offer a variety of classes using IFEA support
and professional speakers. In some cases, CFEE accredited courses
may be offered.

On-Line Seminars
In the future the IFEA plans to add special on-line seminars avail-

able to our members and industry.
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As Winterlude celebrated its 25th anniversary, planners
looked for ways to renew the festival and to build on its
phenomenal success. The Snowbowl -- inaugurated in
February 2005 – was the answer.

In February 2003, a venerable Canadian festival – called
“Winterlude/Bal de Neige” – celebrated a quarter century of
life in the world’s second coldest capital. The National
Capital Commission (NCC), with 25 years’ experience and
a very successful event to its credit, started thinking about
renewal that year and ways to
keep its festival young and vital.
The answer they came up with
was the “Snowbowl.”

The Snowbowl is just what it
sounds, an outdoor amphitheatre.
Installed as a temporary structure
at the head of the Rideau Canal
Skateway in winter 2005, the
Snowbowl was strategically posi-
tioned at the very heart of Ottawa
– only steps from Confederation
Square, Parliament Hill and the
historic Byward Market – and it
added a distinctive new sound to
the city’s heartbeat.

In the 1990s, the NCC recog-
nized the physical and symbolic
centrality of Confederation
Square in Canada’s Capital, and it
worked with municipal and feder-
al governments to redevelop the
plaza with new lighting, tree
plantings and granite paving. The
Snowbowl is a wintertime exten-
sion of the energy and imagina-
tion that went into that redevel-
opment. It brings new life to the
bricks and mortar of downtown
Ottawa.

The decision to locate the
Snowbowl on the Rideau Canal was a wise one in terms of
attracting crowds. Many thousands of people glide nightly
along the five-mile length of the skateway during
Winterlude, and the Snowbowl (at the extreme northern
end of the ice) became their new destination in 2005. The
Snowbowl can accommodate up to 4,000 people at any
one time. However, festival planners had more than traffic
in mind when they chose the site. The graceful cockleshell
stage is walled in by snowy slopes and the frosty old stones
and spires of the Parliament Buildings, the Château Laurier

hotel, and Union Station. Here, under a canopy of stars,
the Snowbowl brims with romantic light, sound and
atmosphere.

The Snowbowl is not the kind of theatre where you buy
a ticket, take your seat and sit quietly. In keeping with the
chilly openness of the venue, the concert is free and the
space unstructured. Wearing boots or skates, the audience
mounts from the canal surface to a large platform directly
in front of the stage or goes even higher to a series of small

platforms on the hillside. From
these vantage points, spectators
can look directly onto the heated
stage, where musicians and singers
are keeping warm; or downward
onto a perfect little skating rink at
the edge of the Entrance Locks.

The brilliance of the Snowbowl
is that it takes what had already
made Winterlude so successful – a
series of outdoor wintertime activ-
ities in dramatic settings such as
the Rideau Canal – and extends
them into the evening. An inde-
pendent survey in 2004 asked fes-
tival-goers some pointed ques-
tions. People liked the festival, but
researchers asked them to go fur-
ther and to think not just about
what they liked, but what was
missing as well. A significant num-
ber said that skating and playing
in the snow was fine, and the ice
carvings and snow sculptures were
extraordinary; but they wanted
something to do in the evenings as
well. Others asked for music and
dance. 

It was not the first time that the
NCC had toyed with the idea of
evening entertainment, but past

efforts had focused mainly on inside entertainment at
major concert venues n the city. In 2004, planners under-
stood that Winterlude is, by nature, an “outdoor” phenom-
enon. Revelers, exhilarated by skating under the stars, are
not generally interested in going indoors. Entertainment,
they realized, had to build on the outdoor winter spirit. 

An idea took shape. Why not create an outdoor theatre
as a venue for free concerts and skating shows? And why
not locate it right at the heart of the action, on the Rideau
Canal, where thousands of people were already coming

IFEA World

Continued on page 62
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The Snowflake Kingdom is not marked
on any map, yet every year thousands of
children and their families travel to that
destination for an unforgettable experi-
ence of winter. Canada’s Capital may be
only the second coldest in the world –
after Moscow – but it is second to none
in the scale, creativity and sheer wonder
of a snow playground that appears like
magic every year on the banks of the
frozen Ottawa River. 
The Snowflake Kingdom is part of annu-
al winter festival called Winterlude/Bal
de Neige – conceived, planned and con-
structed by the National Capital
Commission. This federal government
organization is responsible, among other
things, for making sure that Canada’s
Capital is used in a way that expresses
important aspects of the Canadian expe-
rience. And what could be more
Canadian than winter?
When settlers first came up the Ottawa
River in 1800 –American farmers from
Vermont – they paused at the foot of the
cliff where Canada’s Parliament
Buildings now soar exuberantly skyward
on the southern riverbank. However, it
was on the gently sloping northern bank
that they chose to land and build their
houses (in today’s province of Quebec).
How astonished those early arrivals
would be today, if they could see the
mountains that erupt annually at their
landing place. These snowy hills are the
magical topography of a place called
Snowflake Kingdom. 
Jacques-Cartier Park (named for a 16th-
century French explorer) is an enchanti-
ng site in the depth of winter, with the
jingle of sleigh bells sounding along the
riverside and tall naked trees forming
canopies of colored light over the park
(as though the stars had come down and
tangled in the treetops). A graceful sus-
pension bridge, outlined with snow and
lights, arches over the western end of
Snowflake Kingdom and connects
Quebec and Ontario across the Ottawa
River. It is a place of pure magic.
The Snowflake Kingdom opens its gates
for 13 days over four Winterlude week-
ends. During that time, children and
their families come here by the thou-
sands, especially on sunny winter after-
noons when everything is a glistening
blue and white. The snowy streets of the
Kingdom are typically packed on week-
ends with snow-suited revelers running
as fast as they can through winding snow
canyons to get to the top of the great
slides. And from there, it is down all the

way, with the children screaming with
delight, on gleaming rivers of ice. 
Snowflake Kingdom has many snow
slides – usually about 33 – and some are
wide enough for the whole family to go
down, hand in hand. The slides are built
into the side of snow-mountains, and
most are iced for maximum slipperiness,
though a few are left snowy for the
delight of inner-tube riders. The longest
and highest slide is about 195 feet long,
and snow-suited bottoms can achieve
speeds of up to 15 miles an hour on the
way down. The gradient, the smoothness
and the concave shape of the slides make
them just as safe as any playground slide
but a lot more exciting.
Snowflake Kingdom also features a snow
maze (82 feet square), with snow walls
that tower over the little ones as they
eagerly search for the centre. Anxious
parents on the sidelines can easily see
what has become of their offspring and
offer helpful advice. 
As well as the snow playground, there are
sights to see and sounds to hear in the
Snowflake Kingdom. The steep mountain-
sides are typically carved in high relief to
illustrate some aspect of Canadian tradi-
tion or folklore. In 2005, for example, a
fully loaded voyageur canoe emerged
from one snowy mountainside. As well,
there are outdoor snow stages, where
dancers and singers entertain passers-by.
Snowflake Kingdom also tells important
stories about the Canadian way of life
and history. During the week, primary
school children (up to 100 buses a day)
flock to the park. They come to have fun,
but they also visit the interpretative pavil-
ion, where in 2005 snow- and ice-carved
exhibits featured the life, customs and
dress of Canada’s Métis (a people of
mixed European and French blood who
dominated the western fur trade in the
18th and 19th centuries).
The Snowflake Kingdom also hosts a
national snow-carving competition, with
teams of competitors coming from each
of Canada’s 13 provinces and territories
to create giant snow sculptures. Each
year, teams choose a subject from
Canadian folklore or mythology. In
2005, first prize went to the team from
Prince Edward Island. This is Canada’s
smallest province, where the sea has long
dominated life, and stories of sea mon-
sters abound. The winning snow sculp-
ture, “Denizen of the Deep,” illustrated
an 1879 eyewitness account of one such
monster: “From a sudden commotion on
the water, a huge form arose from the sea

a full 20 feet out of the water – a sort of
snake, striped yellow and white, 200 feet
long with twelve sharp fins on it.” 
Back to topography. It is not Mother
Nature who creates the Snowflake
Kingdom. The equivalent of 2,000 to
2,500 truckloads of snow is needed for its
construction, and most snow does not
come from the sky. Every year, when the
temperatures drop below zero, snow
canons are brought to the park where, for
12 to 15 days (weather permitting), they
belch snow into the shape of rising moun-
tains. The hoses emit a fine spray of water
that crystallizes as it hits the freezing air
and is then shaped into mountains, mazes,
sculptures, outdoor stages and exhibitions. 
Construction of the Snowflake Kingdom
takes almost a month, with a crew of ten
working flat out. The building of
Snowflake Kingdom looks a lot like any
construction project, except that the
main building material is snow. The
equipment, for example – backhoes, a
bulldozer, a front-end loader and tan-
dem dump truck – is just what you
would see on any construction site.
However, the water truck (its purpose is
to ice the slides and put a smooth finish
on snow sculptures) is unusual. So is the
industrial-size snow blower.
Once the snow has been blown into
place, bulldozers and backhoes move in
to create a series of slides and ramps
leading to the top of each snow moun-
tain. The team then polishes the slide
surfaces and ices them in time for the big
opening night (traditionally the first
Friday in February). Of course, a major
difference between Snowflake Kingdom
and your average construction site is that,
after the festival ends, the crew comes
back and removes everything: that exer-
cise takes only five days. 
Like any theme park, a lot of planning
goes into making sure that large crowds
can move quickly through the site.
Collectively, the 33 slides can accommo-
date from 10,000 to 13,000 people an
hour and, thanks to careful design, the
width of the ramps and the number of
slides swooping from the snowy “moun-
taintops,” there is very little waiting
around in the cold. 
Snowflake Kingdom is a place where
children are invited to run, climb, crawl
and slide. It is a place for growing, for
imagining, for laughing. It is a magical
place that appears every year, as if by
magic, in Canada’s Capital. A lot of plan-
ning, labor and expertise goes into get-
ting that magic just right.

Every year, the Snowflake Kingdom appears like magic on the snowy
banks of the Ottawa River, but there is nothing magical about the
planning, labor and expertise that go into creating the enchantment.



On January 12th – 22nd, 2005, an
international delegation representing 
the IFEA joined their professional peers
from across China for the first-ever
China Festivals & Events International
Forum and the formalization of the 
new IFEA China, marking the beginning
of a new chapter in cooperation and 
possibilities for the global festivals and
events industry.

The Chinese make frequent reference
to the “New China”, and it is easy to see
the scope and magnitude of the efforts
and opportunities that fuel that defini-
tion. If you break down the world’s pop-
ulation by percentage, you will find that
57% are Asian, 21% are European, 14%
come from the Western Hemisphere; and
8% are African. And while the potential
influence and impact of their sheer num-
bers has become obvious to many manu-
facturing industries and economic mar-
kets, China is still largely unknown and
untapped, inviting the development of
new and important long-term relation-
ships and valuable new partnerships,
both personal and professional. 

With the spotlight of the 2008
Olympic Games shining on Beijing and
China, the IFEA has benefited from an
emerging desire by our Chinese counter-
parts to play a larger role in our common
industry; a desire that will allow us to
extend the IFEA network to include the
rich culture and heritage of Chinese
events, and to further solidify the IFEA as
the professional hub for global festival
and event leaders. With the addition of
IFEA China, we have effectively added

1/3 of the world’s population, through
the festivals and events that serve them. 

As a result, like the “New China” that
is evolving out of thousands of years of
history, it is a “New IFEA” that will con-
tinue to evolve as we look toward new
opportunities and our second fifty years.

Forum & Delegation Visit
Highlights

The Forum: The First China Festivals
& Events International Forum was held
over January 15th – 17th, 2005, at the
Beijing Badaling International
Conference Center, located at the foot of
the Great Wall of China, in Yanqing
County, about 90 minutes outside of the
main city of Beijing. It was held in con-
junction with the 10th Annual Beijing
Yanqing Ice and Snow Festival. The
forum was developed and coordinated
by the Beijing Festivals & Events Culture
Development Center, and their President,
Zhang Nuan, who will also act as the
IFEA’s new representatives in China.

The forum was attended by 400 dele-
gates from 26 provinces throughout China,
including some of the most influential
events in China (including the Shanghai
International Arts Festival; the Nanning
International Folk Song Festival; and the
Wuqiao International Acrobatic Art
Festival, among many others); representa-
tives of local, regional and national gov-
ernment agencies; tourism agencies; the
leading academic institutions throughout
China; and many members of the media.
The atmosphere was certainly one of inclu-
sion and broad participation and interest. 

The IFEA Delegation: The IFEA was
represented by an international delega-
tion of speakers that included Steve
Schmader, IFEA President & CEO; Mike
Berry, Kentucky Derby Festival; Tom
Bisignano, Walt Disney; Jean McFaddin,
former producer of the Macy*s
Thanksgiving Day Parade; Bruce Erley,
Creative Strategies Group; Johan
Moerman, Rotterdam Festivals in The
Netherlands; and Jimmy Wong,
Gwyndara International in Singapore.
Other IFEA members from the U.S. and
Singapore also joined the delegation. All
members of the delegation were provid-
ed with interpreters/translation services
throughout their visit.

The IFEA China Commission: As a
result of the forum and visit, a new pro-
tem IFEA Commission (a body required
by the government for a new organiza-
tion to do business in China) was
formed. The Chairman/Director (Patron)
of this commission will be Mr. Liu
Zhongde, the Former Minister of the
Cultural Ministry of the PRC, the
Commissioner of the Standing
Committee of the Chinese People’s
Political Consultative Conference, the
Director of Science, Culture, Education
and Sports Committee, and the
Consultant of the China Academy of
Engineering. The Co-Assistant Director’s
of the Commission will be Ms. You Qi,
the Former Director-General of the
Bureau for External Culture Relations of
the Ministry of Culture of the PRC, and
the President of the China Association of
Oriental Culture Studies; and Zhang
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Nuan, who will also serve as President of
the new IFEA China. In the United
States, the IFEA will work closely with
Mr. Li Dongsheng, the Cultural Consul
for the Chinese Embassy in Washington,
D.C. The new IFEA China Commission
will also include 35 key industry repre-
sentatives, from across China, who have
committed to helping in the creation
and growth of IFEA in China.

Media Coverage: Media coverage of
the forum and the visit by the IFEA dele-
gation was very deep and widespread.
Several media organizations served as co-
sponsors of the Forum. Multiple television
stations and newspapers provided cover-
age across China, including both Chinese
and English version media, and were with
the delegation throughout their visit.
During the forum in Yanqing, an estimat-
ed 36-40 reporters covered all of the ses-
sions, did press conferences and individ-
ual interviews, and joined the IFEA delega-
tion as they toured local festival sites. The
Chinese media reach in excess of 1/3 of
the world’s population and the intense
coverage created exposure, interest and
credibility for the IFEA and our industry.

China Life Insurance Company: The
new IFEA China got off to a good start
with the support of China Life Insurance
Company. Insurance is a major topic in
China with events right now, yet is still
very early in the development stages of
defining needs, regulations, etc. With an
eye on the future, the President of China
Life Insurance proudly became the first
member of the new IFEA China and host-
ed a dinner for all forum attendees.

Beijing Tourism: The power and
impact of events on China has not been
missed by the tourism sector. While in
Beijing, the IFEA delegation was hosted
at a special luncheon in their honor, by
the Beijing Municipal Bureau of Tourism.
Their Deputy Director, Yu Debin,
received the Chinese equivalent of a U.S.
Congressional Medal of Honor for his
overseeing of the SARS crisis in China.
He is now heavily involved in Beijing’s
Olympic planning efforts. Mr. Yu invited
the IFEA to return in September to par-
ticipate in a festival that will include
international cultural and event involve-
ment and where they will host represen-
tatives from all of the Fortune 500 com-
panies that have an interest in doing
business in China.

International Outreach: During the
Forum, the IFEA delegation members
were guests at a special dinner in their
honor, hosted by Sun Wenkai, the
Governor of the Yanqing County
Government, and attended by the
Ambassadors of twenty countries to
China. This international awareness and
credibility given to the IFEA provided a
further extension of the possibilities
offered by our new China affiliation.

Introduction to Chinese Culture:
In a much appreciated effort to introduce
the delegation to the Chinese culture and
heritage, an important element in work-
ing together, the IFEA delegation was
hosted for visits to the Great Wall of
China (at night and day); the Tenth
Beijing Yanqing Ice and Snow Festival
Celebration; The Longqing Gorge Ice

Lamp and Sculpture event; the City of
Beijing, including Tian’ An Men Square,
Mao Tse Tung’s memorial, the Forbidden
City, the Imperial Palace Museum, the
Temple of Heaven, the Hong Qiao
Market, acrobatic performances at the
Chao Yang Theater, and the Summer
Palace; the City of Xi’an in central China,
including a performance of the Tang
Dynasty, the Terra-Cotta Warriors and
Huaqingchi, the Shanxi Historical
Museum, the White Goose Pagoda, and
the Ming Dynasty Rampart and Dayanta
Tower of the city wall.

New Opportunities
The potential impact of this new rela-

tionship with China, on the IFEA and
our industry, became increasingly clear to
members of the delegation throughout
their visit. Consequently, initial expecta-
tions were not only exceeded, but every-
one’s enthusiasm for the role that we can
all play, on many different levels of our
common industry and the world impact-
ed by that industry, were rekindled. The
experience broadened visions across the
board and has the potential to change
how we all approach the future.

The following are among several new
initiatives currently being developed or
considered as part of the follow-up to
the IFEA China visit:

Professional Exchange
Opportunities: For IFEA members,
worldwide, the inclusion and growth of
our Chinese and Asian counterparts
increases, exponentially, the access to
new creative ideas and possibilities that

Continued on page 66
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Festivale
2005 – Dubai,
United Arab
Emirates

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

What is the idea behind this new con-
ference for the region?

As the number and size of world-class
events organized in the Gulf Region
increases, event professionals are look-
ing for new and inspiring event ideas
and ways to keep their existing events
fresh and growing. Festivale 2005 will
bring together world-class event organiz-
ers to share their experiences with
regional and international event profes-
sionals and provide delegates with cut-
ting-edge insights on how to plan and
organize memorable events.

Attendance is expected to reach some
150 delegates from the Gulf Region,
Australia, Asia and Europe. For more
information on the Festivale 2005 con-
ference please go to www.festivale-
online.com. IFEA worldwide members
can receive a 10% discounted registra-
tion fee, by providing their membership
number on the conference registration
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.

during Winterlude? The concept that emerged – a free, outdoor concert on the
ice of the Rideau Canal – was fundamentally in keeping with the Winterlude
culture. It was also physically integrated into the Rideau Canal, the single most
important winter attraction in Canada’s Capital. 

In physical terms, the Snowbowl is simple. It is a temporary platform that
acts as a stage for musicians and singers and as a focus for broadcasting and
sponsorship recognition. The old Union Station forms a backdrop for the stage
and doubles as a screen for dazzling lighting projections. (These lighting oppor-
tunities also allowed the NCC to maximize its investment in state-of-the-art
technology developed for the summertime Sound and Light Show on
Parliament Hill.)

The idea made sense. Nevertheless, development of the Snowbowl was not
without challenge. The site involves a number of jurisdictions, both municipal
(the City of Ottawa) and federal (represented by Parks Canada, which protects
heritage and environment on the Rideau Canal), and the National Arts Centre
(a complex for the performing arts on the western bank of the Rideau Canal).
Like most significant projects in the Canadian Capital, the success of the
Snowbowl depended on partnership, and consensus-building was a major part
of the process.

The provincial governments are also major players in Canada’s Capital, which
straddles the Ottawa River and has a foot in two provinces (Ontario and
Quebec). In developing its concept, the NCC attracted the notable attention and
support of Investment Development Ontario, which funds tourism innovation in
the province up to a limit of $200,000 per project. The Snowbowl qualified for
the maximum grant, which the NCC complemented with matching funds. 

By late September 2004, the NCC had brought all partners into agreement
and was ready to go, but time was already tight. With environmental clearance
from Parks Canada and funding from the province, it found itself with just 20
weeks to get the scaffolding and stage in place, develop a marketing and com-
munication plan and design a program. 

Working under the leadership of Dr. Mark Kristmanson, Director of Capital
Events at the NCC and father of the Snowbowl concept, the NCC team got
busy. January is the coldest time of the year in Canada’s Capital, and 2005 was
no exception. With temperatures plunging to nearly -40ºC, winter spirit was
hammered into the structure with every nail. 

A program was being hammered out at the same time, and it, too, resonated
with winter themes. Winterlude is a major showcase for Canadian culture, and
programmers arranged for a line-up of Canadian icons – Buffy Sainte-Marie, for
example, an Aboriginal folksinger who came to national prominence in the
1960s and has stayed there, and Brian Orser (Olympic medallist in 1988), one
of the greatest Canadian skaters in history.

The achievement was miraculous. The Snowbowl moved from approach to
concept to reality in just a few short months between fall 2004 and opening
night on January 29, 2005. The Snowbowl was a success! Festival-goers by the
thousands paused in their skating to enjoy the performances and a multimedia
show with giant projections, and music brimming up out of the Snowbowl
brought a new rhythm to winter nights in downtown Ottawa. 

The rest, as they say, is history. The Snowbowl will be back next year, and the
next and the next… A new tradition has been created in the wake of
Winterlude’s 25th anniversary celebration and, judging from the reaction so far,
it will probably still be there when Winterlude celebrates its first half-century.

Under a Canopy of Stars Continued from page 56
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Marketplace
AMUSEMENT RENTAL
FANTASY WORLD ENTERTAINMENT — Amusement
Rental Company, Interactive Attractions – Photo Fun,
Inflatables, Casino, Mechanical Rides, Foam Dancing, DJs,
Music Videos, DVD Dance Parties, Bull Riding, Game
Shows, Charter Fishing, and much more. Contact: Brooks
Grady; Address: 5270 A Cutter Court, Prince Frederick,
MD 20678; Phone: 800-757-6332; Fax: 410-414-3829;
Email: brooks@fwworld.com; Website: www.fwworld.com.

BANNERS/FLAGS
DIXIE FLAG — Producers of all types of flags, banners,
decorations, accessories, and custom net street banners.
Contact: Henry “Pete” Van de Putte Jr., CFEE,
President; Address: P.O. Box 8618, San Antonio, TX
78208-0618; Phone: 210-227-5039; Fax: 210-227-5920;
Email: Petevdp@aol.com; Website: www.dixieflag.com.

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

ENTERTAINMENT/TALENT
CAPITOL INTERNATIONAL PRODUCTIONS — Talent
Buyers, Any Name Attraction from Any Agency…Also the
finest in endangered animal attractions, thrill shows, chil-
dren’s entertainment, educational and interactive exhibits.
Contact: David Musselman; Address: 47829 Tomahawk
Dr., Negley, OH 44441; Phone: 800-278-0002; Fax: 330-
332-5245; Website: www.capitolint.com

STRETCH – THE NINE FOOT CLOWN — Sky dancing
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@stilt-
walker.com; Website: www.stiltwalker.com.

FESTIVAL MANAGEMENT
SYSTEMS
OAK TREE SYSTEMS, INC. — Since 1984, 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 FIREWORKS!”
America’s leading manufacturer and premier exhibitor of
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domestic and international firework displays. Spectacular
custom-designed indoor and outdoor productions, electroni-
cally 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,
MO 65804; Phone: 417-887-6299; Fax: 417-887-1822;
Email: klehere@kolorview.com; Website:
www.kolorview.com.

INFLATABLES
ATTENTION GETTERS — Colorful and zany inflatable cos-
tumes and props available for rent. Designers and fabrica-
tors of inflatable props, custom shapes, costumed mascots,
miniature inflatables and Totally Tubular ® balloons.
Contact: Tracey Kennedy; Address: 1385 N. Johnson,
#101, 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 pro-
vide prompt, efficient claims service and processing 24
hours a day. Contact: David Smith, President; Address:
10451 Gulf Blvd., Treasure Island, FL 33706; Phone: 800-
237-3355; Fax: 727-367-1407; Website: www.alliedspecial-
ty.com.

HAAS & WILKERSON INSURANCE — With more than
fifty years experience in the entertainment industry, Haas &
Wilkerson provides insurance programs designed to meet
the specific needs of your event. Clients throughout the
U.S. include festivals, fairs, parades, carnivals, and more.

Contact: Michael Rea, CFEE; Address: P.O. Box 2946,
Shawnee Mission, 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 spe-
cialty insurance coverages including parade, fireworks,
umbrella, volunteer accident, and Directors and Officers
Liability. Contact: Dale Johnson, CFEE; Address: 1712
Magnavox Way, Fort Wayne, IN 46801; Phone: 800-553-
8368; Fax: 219-459-5624; Email: Dale_Johnson@kandkin-
surance.com; Website: www.kandkinsurance.com.

PHOTOGRAPHY
NEIL ENTERPRISES, INC. — Special event instant imag-
ing systems and related photo novelty and photo promo-
tional products. Contact: Stephen Winer; Address: 450 E.
Banker Ct., Vernon Hills, IL 60061; Phone: 847-549-7627;
Fax: 847-549-0349; Email: info@neilenterprises.com;
Website: www.neilenterprises.com.

PINS/EMBLEMS
CHEM ART — ChemArt is the leader in creating high qual-
ity 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
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The IFEA realizes, as our founders did in that meeting
room 50 years ago, that the future is not about limitations
and boundaries. It is about unlimited access to answers,
ideas, and creativity – not just in your own city or state or
region or even country – we are all part of a global industry
that is expanding and growing everyday.

And the IFEA will be there to lead the way as we look to
the next 50 years. With new “Bottom-Line Benefits” that you
need to succeed; educational programming at every level;
expanded support services; industry leading publications,
resources, and web access; our new “eSAFE” program, being
designed in partnership with Temple University and the
Department of Homeland Security, to help ensure the future
safety and security of our events and attendees; new alliances
with related professional associations that will allow us to
expand both our benefits and our outreach; and plans for a
2008 IFEA Global Event Summit in Beijing, with ties to the
2008 Olympic Games; the future is both bright and exciting. 

In this special year for the IFEA, I invite you (along with
your staffs, boards, volunteers, municipalities, tourism agen-
cies, sponsors, media, suppliers, and more) to join us in San
Antonio, Texas, from September 12th-16th, for our 50th
Anniversary Reunion Convention, as old friends and new
come together for our own celebration; to join us as a mem-
ber if you have not yet done so; and to join us as we contin-
ue to shape the future of our common industry, together.

Letter from the President
Continued from page 6



MAXWELL MEDALS & AWARDS — Your complete sup-
plier 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.

PUBLICATIONS
AMUSEMENT BUSINESS — The leading publication for
the amusement industry and the only publication serving
the amusement park, fair, festival, and carnival markets.
Unmatched in frequency, distribution, and depth of editori-
al coverage, Amusement Business is the industry_s #1
choice for advertisers and subscribers. Address: 49 Music
Square West, Nashville, TN, 37023; Phone: 615-231-4250;
Fax: 615-327-1575; Website:
www.amusementbusiness.com http://www.amusement-
business.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
submit their information updates online. Contact:
Jason Pelham; Address: 3103 Medlock Bridge Rd.,
Norcross, GA 30071; Phone: 877-861-0220, ext. 231;
Fax: 770-825-0880; Email:
Jason@tripmediagroup.com; Website: www.tripmedia-
group.com.

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

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

SPONSORSHIP PRO + — eBranded Solutions, makers
of SponsorshipPro+, the new affordable and easy to use
software tool designed especially for the post-event fulfill-
ment reporting process. Contact: Tom Stipes; Address:
1954 Airport Rd., Ste. 207, Atlanta, GA 30341; Phone: 678-
720-0700; Fax: 678-720-0704; Email: sales@sponsorship-
pro.com; Website: www.sponsorshippro.com.

TICKETING/WRISTBANDS
ADMIT ONE PRODUCTS — Order stock and custom
tickets/wristbands online, see proofs instantly, receive
your tickets in 2-5 days. Start selling E-tickets online
today through your own website! Contact: Michael
O’Keefe; Address: 1350 Reynolds, Ste. 116, Irvine, CA
92614; Phone: 949-756-1089; Fax: 949-756-8642; Email:
mike@admitoneproducts.com; Website: www.admitone-
products.com.

CLICKNPRINT TICKETS BY EXTREMETIX —
ClicknPrint Tickets ™ is the portable, turnkey, eticketing
solution for festivals, featuring up 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:
800-370-2364; Fax: 832-251-0877; Website: www.clickn-
printtickets.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: vis-
aband@pdcorp.com; Website: www.visaband.com.

PRICE CHOPPER WRISTBANDS — We Chop A Slice
Off Every Price! Guaranteed to beat your present price for
Tyvek and Vinyl Wristbands. The widest range of stock
designs and colors in both 3/4 and 1 inch widths, with
over 200 choices of stock bands for same day shipment.
Fastest custom printing. Address: 6958 Venture Circle,
Orlando, FL 32807-5370; Phone: 888-695-6220; Fax: 470-
679-3383; Email: info@pchopper.com; Website:
www.pchopper.com
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can be added to or translated to your own events. The Chinese are very interest-
ed in exchange opportunities, including professional visits, entertainment,
internships, etc. For our members, in both directions, this adds an exciting new
array of possibilities. If your event/organization is interested in participating in
exchange opportunities in the future, please contact IFEA President & CEO Steve
Schmader at schmader@ifea.com. 

International Summit – 2008 Olympics: The Chinese have suggested and
offered to play host for an IFEA International Summit in 2008, to be scheduled
directly adjacent to the 2008 Beijing Olympic Games. This would include a con-
ference dedicated to a global overview of festival and event topics, issues, trends,
etc. and would include an opportunity for participants to attend the Opening
Ceremonies of the Olympic Games and perhaps other events. This opportunity
will allow us, with the support of our Chinese peers, to leverage interest in the
Olympic Games with the goal of shining a spotlight on our industry and the IFEA. 

IFEA/Member Involvement in September Festival / Corporate Event:
As mentioned earlier in this article, the IFEA has been invited by the Beijing
Tourism Bureau to participate in their September international festival event that
will host representatives of the Fortune 500 companies with an interest in doing
business in China. We have been invited to solicit interest from current IFEA
members who may be interested in the possibility of sending representative
units/acts to participate directly in this special event. If you have such an inter-
est, please contact IFEA President & CEO Steve Schmader at
schmader@ifea.com.

Second Annual IFEA China Festivals & Events International Forum: The
second annual China forum is already being planned for the latter part of 2005
and we will be working with Zhang Nuan and the IFEA China Commission on
their proposed plans. All IFEA members will be notified as information is avail-
able and are encouraged to attend if possible.

IFEA China Delegation to San Antonio: IFEA China plans to send a dele-
gation to participate in the IFEA’s 50th Anniversary Reunion Convention in San
Antonio, September 12th-16th, 2005, which will provide all of our members an
opportunity to begin building upon this exciting new foundation.

New China New Opportunities
Continued from page 61



A Chinese performer in Beijing plays a two-stringed bowed instrument known
as an Erhu (Chinese Violin), with its’ origins dating back to the Tang dynasty (618-907).
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Parting Shot

A Chinese performer in Beijing plays a two-stringed bowed instrument known
as an Erhu (Chinese Violin), with its’ origins dating back to the Tang dynasty (618-907).
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