


Kolorview
Full Page
4 Color



Zambelli Fireworks
Full Page
4 Color

Pick Up page 1 last issue



Big Events
Full Page
4 Color



Allied Specialty Insurance
4 Color

Full Page
New File



FEATURES

DEPARTM ENTS

Towards Safer
Festivals and Events 
by Dr. Joe Goldblatt, CSEP

Sponsor Servicing
by Sue Twyford, CFEE

Human Side of
Leadership 
by Steve McClatchy

Event Budgeting 101
by Tom Kern, CFEE

European Street
Theatre – An
Adventure in the
Making
By Annette Meisl

Job Descriptions
by Marilyn Clint, CFEE

22

24

42

44

46

62

6 Letter from the
President

12 Industry Perspectives

18 Book Review

50 Foundation

52 The Board Table

54 IFEA Update

62 IFEA World

64 Marketplace

On the Cover: A Dancer from LA
GALA. See article on page 62.

Advertising Code 2

Fall, Volume 16, Issue 3 “ie” (ISSN 1541-
6909) is published quarterly by the International
Festivals & Events Association, 2601 Eastover
Terrace, Boise, ID 83706, USA. Periodical
postage paid at Boise, ID and additional entry
offices. Permission to quote from material herein
is granted provided proper credit is given to
IFEA. Subscriptions are available for $50 per
year. POSTMASTER: Send address changes to
“ie”, 2601 Eastover Terrace, Boise, ID 83706.



Fantasy World Entertainment
Full Page
4 Color

PU from Directory please contact David Damm
((206) 324-5644 Ext 244) at Newman Burrows 



6 INTERNATIONAL EVENTS 2005

I recently returned from an IFEA
Europe Board meeting in Belfast,
Northern Ireland, where, in March of
2006, the IFEA Europe Conference will
be held, capping off on St. Patrick’s
Day. The theme of the conference will
revolve around the importance of fes-
tivals and events in building the iden-
tity of a community, and bonding the
people and businesses who call that
community ’home’, together. As we
visited with representatives of the City
of Belfast City Council and listened to
the unique event challenges that they
must deal with, given ’the troubles’
(as their information sources refer to
the historical conflicts of the region)
that still lie exposed at some level of
almost everything they consider, the
focus and potential importance of
this conference began to crystallize. 

While we talked about the power of
an event like the Tall Ships tour to
unite community pride, resources, and
support toward a common goal, across
town there was a divisive flair-up
along a parade route due simply to the
colors presented on a float and the
parade route that had been chosen for
it to follow. Police stepped in and a
child, simply there to enjoy a parade, was
unfortunately injured as a result. 

This is not the community image that
anyone whom we met in Belfast desires.
In fact, Belfast has been ranked among
the top five safest cities in Europe. It is
home to beautiful architecture, spectacu-
lar natural scenery, and is in the process
of building upon its fascinating heritage

and history (i.e., the Titanic was
designed and built in Belfast and the city
is creating “The Titanic Quarter”, where
visitors can visit and explore the offices
and shipyard where the magnificent and
famous ship was created). To their credit,
the city leaders that we met with are
actively partnering with the IFEA and
others to focus on the positive attributes
of their community and the possibilities
that the future holds. And you can be

sure that festivals and events will be a
part of their future vision.

The IFEA Board met recently in
Traverse City, Michigan, home of the
National Cherry Festival. Traverse City is
a city that has certainly embraced the
importance of festivals and events to
help shape the image of its community
and as a result, has bonded the commu-

nity together at every level. The National
Cherry Festival provided the perfect back-
drop for the IFEA Board to start working
on our strategic plan and vision for the
next 50 years, and interestingly, at the
base of all our discussions was the ability
and importance of festivals and events to
build ’community’. Communities as
cities; as organizations; as people; and as
the world at large. 

The IFEA itself is a community. A com-
munity of professional peers and
friends that reach virtually every
corner of the globe and touch
countless lives every day. A com-
munity that is there to share
ideas, lend support and encour-
age success. A community that
allows us to take a creative spark
and light the world.

Unfortunately, our community
lost one of its most valued mem-
bers on June 15th, with the pass-
ing of Dick Nicholls, CFEE,
Executive Director of the Gilroy
Garlic Festival (Gilroy,
California), after a three-month
battle with pancreatic cancer. 

Dick took the helm of the
Gilroy Garlic Festival in 1995
after serving as a volunteer with
the inaugural festival in 1979,
parking cars. Perhaps it was that
inside appreciation for volunteers
that led him to build what is
arguably one of the top volunteer
programs in our industry. With

over 4000 volunteers, the festival,
under the guidance of Dick Nicholls,
raised some $6.5 million for local chari-
ties and community groups and intro-
duced the world to Gilroy, the “Garlic
Capital of the World”.

Dick also promoted the IFEA commu-
nity as a member of the board and as the
organization’s Chairman in 1994. In
1996 he received the highest honor that

steve schmader
Letter from the President

’Community’ Consciousness:
A Spark to Light the World

Unfortunately, our
community lost one
of its most valued
members on June

15th, with the pass-
ing of Dick Nicholls,

CFEE, Executive
Director of the Gilroy

Garlic Festival
(Gilroy, California),

after a three-
month battle with 
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Foothills Fall Festival, Maryville, TN

Attendance:
110,000

Budget: 
$620,000

Annual duration: 
3 days

Number and types of events: 
Concerts, Arts & Crafts, Childrens

Number of volunteers: 
1,500

Number of staff: 
1 Paid, 12 Committee/Volunteer 
for 3 months

When established: 
2000

Major revenue sources by percent: 
Sponsorships 30%
Ticket/Gate Admission 40%
Participant Event Entry Fees 15%
Concession Sales 10%
Merchandise Sales 5%

Major expenses by percent:
Performers/Entertainment 35%
Operations 20%
Logistics/Rental Items 10%
Marketing/Advertising 10%
Security 5%
Supplies 5%
Staff 5%
Merchandise 5% 

Type of governance:
City of Maryville, municipality

Brief history: The vision of a
special celebration for the City of
Maryville residents began in 1998,
two years before the first festival was
actually held. Focus groups of both
staff and citizens came together and
agreed that the event should be three
– pronged with concerts, an arts and
crafts show, and lots of children’s
activities. The first Foothills Fall
Festival in 2000 followed that format
and continues with that same formula
for success.

“Creating Fun for Our Community”
is the vision statement for the Festival
team that plans all year for this event.
With the help of community volun-
teers, local businesses, and city service
staff, the festival brings quality con-
certs, an array of artists and craftsmen,
and lots of kids’ activities to make
this a wonderful celebration for our
community.

Going into its sixth year, the
Foothills Fall Festival has become the
premier event of the region. Our
national entertainment has included
big names such as Alabama, Vince
Gill, Lee Ann Womack, Gretchen
Wilson, George Jones and many,
many more. We fill the streets of
Broadway with over 100 artists and
craftsmen from around the country
and our Children’s Adventure Land
spans over 16 acres of ‘free’ activities
and entertainment.

Over the past years the festival has
been recognized with many awards.

• 2000, 2001, 2002, 2003, 2004: The
Daily Times, People's Choice Award
for Best Area Festival

• 2002: IFEA's Silver Pinnacle Award
for Best Promotional Brochure
(Budget $500,000-$1.5 million)

• 2004: Kaleidoscope Award for Best
Sponsorship Solicitation Package;
Kaleidoscope Award for Best Poster
(Budget over $50,000) 

• 2004: Gold Addy for Best Tee Shirt
Gold Addy for Best Poster
2004 Bronze Addy for Best
Brochure

• 2005: Kaleidoscope Award for Best
Festival in Southeast (Budget over
$50,000) Kaleidoscope Award for
Best Poster (Budget over $50,000);
Kaleidoscope Award for Best T-Shirt
(Budget over $50,000) 2005
Kaleidoscope Award for Best
Website (Budget over $50,000)

• 2005 Silver Kaleidoscope Award for
Best Miscellaneous Print Piece and
Best Button

• 2005 Bronze Kaleidoscope Award
for Best T-Shirt and Best Print Ad

The Foothills Fall Festival was also
recognized by USA Today’s, October
8, 2004 edition, as one of the “Top
10 Fall Festivals to attend in the
United States.”

Industry Perspectives

Contact Information:
Valerie Parsley, Event Coordinator
Foothills Fall Festival
404 W. Broadway Ave
Maryville, TN 37801
Phone: 865-981-1359
Fax: 865-984-0318
Website: www.FoothillsFallFestival.com
Email: viparsley@ci.maryville.tn.us
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Texas Folklife Festival, San Antonio, TX
Attendance:
70,000

Budget: 
$650,000

Annual duration: 
4 days

Number and types of events: 
One/cultural

Number of volunteers: 
2,500 civic/10,000 participants

Number of staff: 
3 plus seasonal

When established: 
1972

Major revenue sources by percent: 
Admission 33.5%
Coupon Sales Less Vendor Redemption 32.5%
Sponsorship 15%
Advance Ticket Sales 9.2%
Misc. & Other 6.6%
Mail Order and Employee Sales 2.2%
Merchandise Sales Year Round
Except During Event 1.1%

Major expenses by percent:
Redemption to Vendors 45%
Salaries 25%
Misc. - Office, Postage, Printing, etc. 8%
Physical Plant 5%
Public Relations 5%
Insurance, Licenses 3%
Sound, Light Contract 3%
Cast of Goods Sold 3%
Participant exp. 2%
Tickets/Coins/Commissions 1%

Type of governance:
501 (c) 3 and state supported university system

Brief history: Established in
1972, the Texas Folklife Festival  
celebrates the diverse and colorful
cultures of the Lone Star State in a
big way!

More than 40 ethnic groups come
together to share their traditional
foods, music, dance, art and other
customs with visitors.

Other interesting facts:
More than 10,000 participants
donate their time to put on the festi-
val.  Participants come from more
than 69 counties in Texas.  The festi-

val features over 150 traditional eth-
nic foods, ten entertainment stages
and fun for the whole family.

Contact Information:
Jo Ann Andera, CFEE, Director
Texas Folklife Festival/Inst. of Texas Cultures
801 S. Bowie
San Antonio, TX 78205
Phone: 210-458-2249
Fax: 210-458-2218
Website: www.texasfolklifefestival.org
Email: joann.andera@utsa.edu

Industry Perspectives
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There is a way to relax, enjoy life, put loved ones first, express
yourself to the max, and also achieve your dreams. Happiness,
Richard Koch says, flows from
doing less, not striving more.
No surprise there, perhaps. But
he also asserts that achievement
and success can come from
doing less. There is a ’free
lunch’ after all. And the taste is
out of this world.

That claim is based on his
ground breaking research into
the well-validated ’80 / 20
Principle’. Although it is not
clear why, it is nearly always
true that the great majority of
results come from a small
minority of causes or effort;
that 80% of the results flow
from just 20% of the causes.
For example, 80% of sales usu-
ally come from less than 20%
of customers, we send more
than 80% of our emails to
fewer than 20% of the people
in our address book, and fewer
than 20% of motorists cause
more than 80% of accidents.

Richard Koch’s previous busi-
ness classic, The 80 / 20
Principle, has been an extraor-
dinarily successful and influen-
tial book around the world. Yet,
although he wrote mainly
about corporate success, it was
the short third part of that
book, applying the 80 / 20
principle to our personal lives,
that caused the greatest interest.

In Living the 80 / 20 Way, Koch focuses exclusively on how
to succeed personally as well as professionally, to make a good
life as well as a living – while doing less. The key, he says, is to
work out the few things that are really important, and the few
methods that will give us what we really want, and to act on
them, while ignoring the mass of trivia that normally engulfs
our lives. It sounds simple, and it is when explained by Koch in
his own convincing way, based so persuasively on a proven
phenomenon.

Living the 80 / 20 Way shows readers how to apply a pletho-
ra of less is more and more with less ideas to your best 20 per-

cent for success, money, rela-
tionships and the simple, good
life, and guides you through
the development a personal
action plan to transform your
life.

The modern delusion is
“more with more” – that to get
more out of life, and to succeed
in what we want, we have to
work harder, devote more time
to our professional life, and
make all kinds of sacrifices and
trade-offs. Koch says No. He
shows how, in all aspects of life,
“less is more”. How we only
live fully by subtraction. How
we make more progress by
stripping our activities and con-
cerns back to a small authentic
core, then by adding more.7 

What makes Living the 80 /
20 Way different from the mul-
titude of “self-help” manuals
available on the market today
is the idea that success and
relaxation, far from being
incompatible, are really twin
cherries on a single stalk. Koch
demonstrates that success and
happiness flow from self-
expression and from cutting
out the parts of our lives that
we don’t like. If we have the
courage to go against conven-
tional wisdom, we can work
less, worry less, succeed more,

enjoy more, and make the people who truly matter in our lives
hugely happier.

Industry Perspectives

Book Review: 

Living the 80/20 Way
by Richard Koch

Note: If you have read a business book that you feel your pro-
fessional peers would benefit from, we invite you to submit a
review for inclusion in future issues of “ie”. Contact Craig
Sarton, Publications Director, at www.craig@ifea.com, for
detailed specifications.
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We have all seen the screaming head-
lines and the shouting television news
reporters announcing, “Hundreds injured
at local event.” Indeed, perhaps as a result
of this increasingly negative publicity
female tourists list “their perception of
safety and security” as the primary consid-
eration for whether or not they will
attend your event. 

The U.S. Department of Homeland
Security is well aware of this problem.
They have identified special events in the
United States as soft targets for terrorist
activities and have established a special
task force to provide additional support
and coordination for major events such as
the national political conventions, the
Super Bowl and other high profile cele-
brations. Unfortunately, your event is
probably not on this very short list.

Events provide an ideal setting for ter-
rorists to accomplish the following three
primary goals of a terrorist act.

First, terrorists seek targets that enable
them to gain maximum publicity for their
causes. 

Second, terrorists seek targets where
there is easy access for them such as free,
un-ticketed, un-credentialed events. 

Third, terrorists seek targets where there
is little awareness of unsafe conditions
because the attendees and workers (vol-
unteers) are highly distracted. 

Therefore, festivals and events are not only
highly vulnerable to fire, crowding, and vio-
lence, now they are at the top of the list for
terrorist activity in the United States. 

A few weeks ago I was in Washington,
DC and as my wife and I walked passed
the barricades in front of the White
House, U.S. Capitol building, and
Washington Monument we recalled a sim-
pler, gentler time when we organized a
parade of 200 mimes, led by comedian
Red Skelton. The parade departed from
the U.S. Capitol building, proceeded
down the Avenue of the Presidents
(Pennsylvania), paused in front of the
White House gates and then concluded
with an appearance by the Vice
President’s wife in front of a nearby
museum. No permits were required, no
police escort was assigned and the Vice
President’s wife walked by herself from
her office (two blocks away) to the muse-
um to greet us. This was thirty years ago. 

Times have indeed changed. For many
years there was little the local event
organizer could do to combat the tradi-
tional threats of crowding, violence, fire,

and the new threats of global terrorism.
Now, for the first time in the history of
our industry, thanks in large part to the
IFEA, help is on the way. 

The eSAFE (Electronic Safety for Festivals
and Events) is an online knowledge man-
agement system being developed by Dr.
Clark Hu of Temple University’s National
Laboratory for Tourism and eCommerce.
Dr. Hu and his Ph.D. students are develop-
ing a comprehensive on-line system that
will enable leaders of festivals and events
around the world to improve their com-
munications, access specific expertise, and
develop policies and procedures to reduce
the risks associated with special events. 

According to Dr. Hu, “eSAFE was first
conceived during our research at the
Summer Olympic Games in Athens Greece.
As we gathered knowledge about how the
games are marketed to tourists we began to
discuss how the same system could be
used to improve the safety of all events.” 

The eSAFE system provides festival and
event professionals with a comprehensive
database of up-to-date information from
books, journals, and other literature
involving safety, security and risk manage-
ment as pertaining to special events. In
addition, the eSAFE system lists experts in
the field of event risk management and
safety that users of eSAFE may contact for
specific advice and counsel. Finally, the
eSAFE system includes interviews with fes-
tival and event executives in the field of
event and festival safety and security. This
knowledge is combined with the books,
articles and other literature to produce
sample policies and procedures that event
organizers may adopt to better protect
their events from harm. 

In 2003 I was appointed by Governor
Donald Carcieri of Rhode Island as the
chair of the state industry committee that
investigated the tragic Station Nightclub
Fire that resulted in the death of 100 per-
sons. During the many hours of hearings

and the testimony provided by industry
leaders such as Steven Wood Schmader,
CFEE, President & CEO of the International
Festivals and Events Association, I won-
dered, “Why did this happen and could it
have been prevented?”. 

The reasons for the cause of the Station
Nightclub Fire are highly complex, how-
ever, I am convinced that this tragedy
could have been averted if the eSAFE sys-
tem had been operational and used by
the event organizers. As a direct result of
the Station Nightclub Fire tragedy, the
National Fire Protection Association
(NFPA) adopted the toughest new build-
ing, fire and public assembly codes in
U.S. history. Although many of these
codes were long overdue, the added cost
to event operators and their guests will
eventually total in the hundreds of mil-
lions of dollars. 

There is a fine line between what the law
describes as what is reasonable and what is
excessive in terms of protecting our guests.
However, one thing is certain, every violent
act that involves the events and festivals
industry diminishes our opportunities to
freely conduct our business in the future.
Therefore, it is critical that we begin to self
regulate ourselves and a major first step is
the eSAFE system. 

In the next few months eSAFE will be
beta tested with a small number of IFEA
members to determine opportunities for
increasing the user friendliness of the sys-
tem as well as to eliminate any apparent
challenges. The goal of the project is to
make the eSAFE system available to all
IFEA members in January of 2006 and
then expand the usage with support from
other industry organizations. 

As a direct result of eSAFE, we envision
that one day a policy or procedure prac-
ticed in another part of the world may
indeed positively influence the U.S. events
industry and a U.S. based safety and secu-
rity expert may share his or her expertise
with a developing country to insure the

Towards Safer Festivals and Events 
by Dr. Joe Goldblatt, CSEP
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safety of their event guests. Through eSAFE,
the festival and events industry can now
unite around the common cause of safety
and security for our current and future
guests. 

The eSAFE system may also have a more
commercially beneficial effect for event pro-
ducers. In the future, those individuals who
have been approved as eSAFE participants
through advanced testing, may be able to
promote their affiliation with eSAFE to their
guests and future guests. Since many festival
and event-goers use safety and security as a
major consideration when selecting an
event to attend, the statement in your adver-
tising or publicity that “This Event is
Affiliated with eSAFE” may not only raise
the profile of your event, but also increase
your bottom-line as well. 

So, the next time the headline screams or
the TV news reporter shouts, the rest of the
story may contain the announcement that
“Few or no injuries were reported because
the event is affiliated with eSAFE, the indus-
try’s safety and security program”. Through
eSAFE, perhaps we can work together to
avert future tragedies such as the Station
Night Club Fire and raise the standard for
our entire industry at the same time. 

For more information about eSAFE please
contact Dr. Clark Hu at
clark.hu@temple.edu or joe.goldblatt@tem-
ple.edu, TEMPLE UNIVERSITY The School of
Tourism & Hospitality Management: The
leader in comprehensive Sport, Recreation,
Tourism & Hospitality Research, Training, &
Education (www.temple.edu/sthm).

If you are interested in providing a finan-
cial donation to help support the creation
of the eSAFE program, please contact IFEA
President & CEO Steve Schmader at
Schmader@ifea.com.

Dr. Joe Goldblatt, CSEP is Professor
and Executive Director for Professional
Development and Strategic Partnerships
for the School of Tourism & Hospitality
Management at Temple University in
Philadelphia, Pennsylvania. He founded
the Event Management Program at The
George Washington University in
Washington, D.C., and was executive
producer of his own special events firm.
He has produced United States presi-
dential inaugurations, galas for foreign
governments, and the opening of the
Trump Taj Mahal Resort among many
other prominent events worldwide. 
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Operations manuals, marketing plans, budgets and job
descriptions. These are some of the blueprints for plan-
ning and implementing successful special events. While
every event planning organization understands the need
for a well-prepared budget, many neglect to formalize
what they consider to be the obvious -- the description of
individual responsibilities of both staff and volunteers.
The more complicated the organizational chart and the

committee structure, the more necessary are detailed job
descriptions for officers, chairmen, key volunteers and, of
course, the staff.

by Marilyn Clint, CFEE

2005 INTERNATIONAL EVENTS 25
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In an ideal world, before any positions
-- paid or volunteer -- are filled, every
individual would have the opportunity
to read the job descriptions, which will
affect that individual. Since many organi-
zations, like the Portland Rose Festival,
have evolved over a space of time with or
without descriptions, preparing
descriptions for key roles should be
made a priority of the staff and vol-
unteer leaders.

In a business where volunteers
sometimes have as much or more
responsibility and authority as the
staff, job descriptions for the volun-
teers cannot be overlooked.
Sometimes an organization assumes
a description is only necessary when
in the hiring mode for a staff posi-
tion. While this admittedly is an
important time to have a job
description available, it is not the
only time the description is needed.
For an employee of a special events
organization, it is just as important
to become familiar with the volun-
teer’s job descriptions, since under-
standing the individual roles can
make a great deal of difference in the
peaceful, cooperative and successful
coexistence of staff and volunteers.

Sometimes job descriptions can
alleviate misunderstandings before
they develop. Depending on the
organization, the perception of the
role of the staff can fall anywhere
between taking notes at meetings to
handling all of the logistical details
of the event. The volunteers need to
have as much understanding of the
job description of the staff mem-
bers as they do their own. Job
descriptions won’t solve all the
issues between paid staff and vol-
unteer leadership, but they may
help. And, if nothing else, prepar-
ing the volunteer job descriptions
can be an exercise in learning what
those roles really are. They should
be jointly prepared by the staff and
volunteer leaders, because job
descriptions produced independ-
ently will only confuse any issues
that may already exist regarding
roles and responsibilities.

A well-written job description can also
alleviate internal staff problems of mis-
communication or misunderstanding of
roles. On even the smallest staff, each
individual should be aware of the respon-
sibilities and duties of the entire team.
For instance, if an event coordinator is
responsible for putting up fencing where
a marketing coordinator will hang sig-

nage, both should have a clear under-
standing of those responsibilities (which
may finally be spelled out in a detailed
operations plan). For the event coordina-
tor the job description could read:
“Responsible for coordination of all on-
site details, including placement of

bleachers, fencing, canopies, toilets, etc.”
The marketing coordinator description
could read: “Responsible for all facets of
sponsor recognition, including placement
of ads, banners and signs.” So, who hangs
the signs (or makes sure they get hung)?

In the industry today, it’s becoming
more common to separate out the events
people from the marketing people, pro-

motions or community relations people
and administrative/financial people.
Larger staffs may have departments with
directors or managers supervising teams
or coordinators. Since all these teams
will interact, development and descrip-
tion of responsibilities and roles is criti-

cal to the success of the entire staff.
Who is responsible for answer-

ing the phones? Who will take
notes at important meetings? Who
sends out invoices? Who meets
with the police department? Who
writes the copy for event scripts or
marketing brochures? Who orders
coffee for the executive committee?
From the smallest task to the most
important decision-making, the
responsibilities of each individual
in an organization can be outlined
in a job description. Who needs a
job description? Job descriptions
can be developed from the organi-
zational chain; any position, vol-
unteer or staff, on that chart
should have a job description.

A GOOD JOB DESCRIP-
TION IS:

Specific, while retaining
some flexibility

What does the position do? What
are the responsibilities? Action
words like “plans, implements,
works with, prepares” should be
used. The phrase “additional proj-
ects as assigned” covers the need for
flexibility, since not even the most
seasoned professional event plan-
ners can foresee every possible con-
tingency. Flexibility should be
retained for individual work styles,
strengths and weaknesses, as well;
an arbitrary allocation of time for
each responsibility will only limit
the ability of an individual to fulfill
the job requirements.

Concise
A job description should fit on

one page, or two at the most,
including the qualifications neces-
sary for the position.

Relevant
The job description does not need to

describe corporate philosophy, the orga-
nization’s mission statement or anything
esoteric.

Realistic
The description must be grounded in

reality, not a compilation of a wish list of

Who is responsible for
answering the phones?
Who will take notes at
important meetings?

Who sends out invoic-
es? Who meets with

the police department?
Who writes the copy for
event scripts or market-

ing brochures? Who
orders coffee for the

executive committee?
From the smallest task
to the most important
decision-making, the

responsibilities of each
individual in an organi-
zation can be outlined
in a job description.
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projects the event director needs fulfilled.
The expectations inferred from the
description should be able to be met.

Understandable
A description full of legal terms will

only be comprehended by a lawyer.
Esoteric language open to interpretation
can’t be expected to explain the compo-
nents of a job. For instance, the phrase
“synthesize and analyze complex issues”
may sound interesting on a current job
description for a local utility company, but
it really doesn’t explain what the position
does. If a dictionary is required to
read the description, it needs to be
rewritten.

Specific to the organiza-
tion

Boilerplates are fine to start the
framework of a job description, but
modifications for the kind of organ-
ization, the type of projects, the
expectations, etc. must be made.

Reviewed (and 
updated) annual

Job descriptions are not carved
on stone tablets and handed
down from a mountain. As new
circumstances arise and problems
in communication or implemen-
tation are identified, job descrip-
tions should be modified to meet
the needs of the organization.

A good job description
should, above all,
describe the job.

Following is an excerpt from a
Portland Rose Festival committee
handbook, which briefly outlines
the roles of the key volunteers:

The Committee Chairman is the
Rose Festival Association’s director
responsible for planning and coordinating
the Junior Court activities. She or he is the
final authority responsible for the court.

The Committee Vice-Chairman assists
the chairman with projects during the
year while learning about the program
with the assumption she or he becomes
chairman at a later time.

The Chaperon is selected by the com-
mittee chairman. She or he is not a
member of the Rose Festival Association
board of directors. The chaperon and the
chairman are responsible for the court
members as soon as they are together as
a unit. The chaperon is the person to
whom the princesses look for direction
when they are together as a group. All
committee members, including the chair-
man, speak privately with the chaperon

about questions or concerns regarding
the court which are not emergencies.

While it’s sometimes rare to have even
this much description of a volunteer’s
role, these blurbs are clearly not as effec-
tive as they could be. Many important
points are missing, and blanket phrases
like “The chairman… is the final authori-
ty responsible for the court” can some-
times lead to problems, even though it is
stated to try to alleviate them.

An important element of a volunteer
job description is the estimated time com-
mitment of the position, or a range of

time required. If the chaperon of a court,
for instance, can expect to spend ten
hours a week for four weeks a year, 20
hours a week for four weeks a year and 40
hours a week for three weeks a year, this
should be included in the job description.

A volunteer should have the qualifica-
tions listed to hold the position. If the
president is required to have served on
the board no less than five years and
chaired three major committees, this
should be listed. If a chairman needs to
have been on the board of directors for
at least one year and served on a given
committee for two, this should be
spelled out. Again, even as an exercise,
preparing a job description in this way
can help define who should hold an
organization’s key roles.

The above committee blurbs do not
even allude to the paid staff coordina-
tor’s role, which is usually the case with
volunteer descriptions. The staff job
description, however, states “works with
chairmen of respective events to…” If the
staff has more authority than the chair-
man’s description would imply, it should
be made more clear. The description of
the chairman’s position should include
what staff person or persons he/she will
work with, at least.

A good example of a job description is
that of the Portland Rose Festival’s direc-

tor of special events. The description
makes several things very clear: to
whom the director reports, what
positions the director hires and
supervises, the other key staff posi-
tions with whom the director will
work, as well as the need to work
with the volunteer board, executive
committee and committee chairper-
sons. It is specific about projects, but
does not set goals (which is appropri-
ately done in the semi-annual review
process). It lists knowledge, skills and
abilities necessary to do the job.

The Portland Rose Festival has sim-
ilar descriptions for all paid staff;
however, volunteer job descriptions
are skimpy (as seen above) and/or
completely lacking. As in most volun-
teer-based organizations, the role of a
committee chairman or officer often
changes depending on the time avail-
ability, strengths, interests and
resources of a given individual. While
the ’Director’s Handbook of the
Association clearly describes the
responsibilities of a board member
and each individual committee’s mis-
sion and function, specific job
descriptions for the chairs of those
committees or the officers have yet to

be formulated.
Given the kind of commitment most

volunteers and staff offer to their roles in a
special events organization, it’s unlikely
the phrase “that’s not on my job descrip-
tion” will be used very often. Still, it’s a
good idea to have any important responsi-
bilities within an organization spelled out
on someone’s job description. In the long
run, it will make your job a lot easier.

Marilyn Clint, CFEE, is the Executive
Director of the Portland Rose Festival
Charitable Foundation. She can be
reached at marilync@rosefestival.org.
“Job Descriptions” is taken from the
IFEA’s Event Operations, one of many
resources available from the IFEA
Bookstore & Resource Center.

Job descriptions are
not carved on stone
tablets and handed

down from a mountain.
As new circumstances
arise and problems in

communication or
implementation are

identified, job descrip-
tions should be modi-
fied to meet the needs

of the organization.
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by Sue A. Twyford, CFEE

Sponsor Servicing

Once the contract is signed, the real
work begins. It takes time to help
a sponsor maximize their spon-
sorship, but when you take good
care of a sponsor it’s likely they’ll
be back. In reality, sponsor servic-
ing boils down to a few basic
principals: keeping in touch,
making them look good, giving
more than promised, making it
easy and making it fun.
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by Sue Twyford, CFEE



Keep in Touch
When the contract is signed, it can

be tempting to hide it away and keep
selling. Take the time to make a plan
for staying in touch.
• Follow up with a phone call and a

note, thanking the sponsor.
• Meet again to discuss their goals,

concerns and needs and follow up
as needed.

• Put them on the mailing list for
newsletters, flyers and updates.

• Call or fax them when something
big is being released to the media,
so they’ll have the news before it
hits the paper the next morning.

• Stay current with the news and
trends affecting the sponsor’s com-
pany or industry.

Make Them Look Good
There are lots of creative and cost-

effective ways to maximize any spon-
sorship. Take the time to help the
sponsor get the most out of their
investment.
• Provide tickets and hospitality

opportunities that they may use to
entertain clients, develop new busi-
ness, increase sales or reward staff.

• Encourage them to use ad tags to
reinforce their association with your
event (provide camera-ready art
with the event logo and “official
sponsor” type).

• Create cross-promotions with other
sponsors to increase their exposure.

• Investigate aisle displays and point-
of-sale opportunities with area
retailers.

• Create on-site festival excitement
with sampling opportunities, give-
aways, and register-to-win games.

• Outfit select workers or volunteers
in logo attire provided by the spon-
sor.

Give More Than Promised
Doing more than what was expect-

ed can reap great rewards in busi-
ness, and the sponsorship arena is
no exception. Whether it’s including
the sponsor in an extra ad, or hang-

ing a second banner, the extras are
always appreciated. Document them
in your final sponsor report.

Make It Easy for Them
An effective sponsorship associa-

tion can mean a lot of work for a
sponsor. Take the time to make it
easier on the sponsor with the fol-
lowing:
• Create a written sponsor handbook

with fact sheets, maps, and answers
to commonly asked questions.

• Meet with the sponsor once more
before the event and go over the
handbook. Give clear instructions
on parking, credentials, loading,
equipment and other frequently
overlooked areas.

• During the event, take photographs
of the sponsor’s signs, banners,
booths and displays. Catch the
sponsor’s employees working and
having fun.

• Set up a sponsor service desk at the
event where they can always find a
knowledgeable, caring person to
answer questions and help out.

• After the event, create a comprehen-
sive final report documenting spon-
sorship values. Include photographs,
copies of media affidavits, tear
sheets, press releases and articles;
show where you’ve exceeded the
contract.

Make It Fun
Take good care of the sponsor and

let them know they are appreciated.
Take the time to make sure they have
fun when the work is done.
• Set up an intimate sponsor appreci-

ation function before the event.
• Invite them to press conferences and

introduce them.
• Do a brunch at a local restaurant or

other elegant location for sponsor,
and their spouses.

• Let them be the first to see your new
poster or pin artwork.

• Give them name tags that say
“Sponsor”.

• Make sure their parking space is
convenient.

• Create a sponsor hospitality club,
with preferred seating and compli-
mentary food and drinks.

• Introduce them to your Board
Members often and have the Board
visit with them during the event to
tell them how much they are appre-
ciated.

• Recognize each sponsor with a
unique keepsake of the festival, such
as a framed poster, to hang in their
office or home.

• Write and call after the event to say
thank you.

Sponsor servicing takes time, but if
you keep in touch, make them look
good, give more than promised and
make it easy and fun, sponsors will
get more than their money’s worth
and will, in all likelihood, be back
the next year.
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Editor’s Note: As part of the
IFEA’s 50th Anniversary celebra-
tion in 2005, we are featuring an
article in each issue of “ie” written
by some of the icons who helped
to shape our association and
industry. Sue Twyford, CFEE,
served as the Executive Director
for SunFest of Palm Beach County,
Inc. for eleven years, leading the
$3 million music, art & water event
to national stature in its formative
years. She received numerous per-
sonal awards, including the 1994
Women of Distinction Award and
1992 Up & Comers Award, and
accepted numerous awards on
behalf of SunFest for tourism
development and event excellence.
She founded The Twyford Group, a
festival and event consulting com-
pany. Sue served as a member of
the IFEA Board of Directors and
was inducted (posthumously) into
the IFEA / Miller Brewing Company
Hall of Fame in 2003.
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How well did you stack up this past
year as a leader? Would you say that you
had a good year, a bad year or that you
didn’t give leadership much thought? If
you’re like many people you fall into the
last category. Let’s face it leadership is not
something many of us put on our “to
do” lists everyday. It’s not even some-
thing that many of us would have an
easy time trying to define.

When you hear the word “leadership”
what comes to mind? If you are like
most people you think of a title or posi-
tion, or of sports heroes or world lead-
ers. Leadership may be more recognized
and noticeable with these people but it’s
needed on a much more abundant scale.

Every day, in every event, we have an
opportunity to lead in one of three key
areas. With every task, conversation or
decision we make we have an opportuni-
ty to lead our relationships, our business
(a group) or ourselves. The importance
of leading our own lives and our rela-
tionships more effectively are often over-
looked as components of leadership. Yet
a group leader is doomed to fail if his or
her own life is out of balance and their
relationships are low in trust. 

Those who have staying power as
group leaders understand the interde-
pendence of these three key areas. The
stronger a leader is in each area the more
loyal the followers and the more effective
the results produced. Here are some tips
to help you be a better leader in each of
these areas.

Lead Yourself
We demonstrate good self-leadership

when we pursue our personal goals and
spend time with what we value most.
Our goals and values are the ways we
lead our lives not manage it. 

Think of everything that keeps you
from your goals and values and how
hard it is to make time for them. We all
know it’s difficult and the person who
can do it is the person who is worthy of
being followed. 

Pursuing their goals and values pro-
vides the leader with strong character. If a
leader lacks the character to lead their
own lives then they will also lack the
ability to effectively lead others.

Lead Your Relationships
The first principle of effective leader-

ship at the relationship level is that peo-
ple don’t follow those they don’t trust.
Trust cannot be faked, manipulated or
forced but it can be earned. Establishing
compelling trust in relationships is a fun-
damental skill of effective leadership and
will contribute significantly to a leader’s
success.

The most important skill in building
trust in relationships is listening and
understanding. Think about a person
who truly understands you a great deal
and now think about how much you
trust them. 

People that will take the time to
understand who we are and what makes
us tick are people we tend to trust. When
our cares and concerns are understood
we are more willing to give back.
Listening and understanding does not
mean you agree it just means you care. 

In your next conversation, even if it’s
with your child, let the person you are
talking to know that you truly under-
stand their perspective before you give
yours. You will not only see a dramatic
difference in the way people listen, you
will begin building great relationships.

Lead a Group
From managing group dynamics to

consistently producing measurable
results leading a group can be a complex
and challenging responsibility. Where
most books focus with group leadership
is on a group’s mission, vision, values
and goals, and for good reason. It is in
these basic areas that most groups fail.
Trying to succeed without these compo-
nents is like trying to win a race without
knowing the rules, how far away the fin-
ish line is or in what direction. 

Once these ingredients are in place a
leader needs to make sure the policies,
procedures, structure, people, rewards,
information and decision-making power
are in alignment. 

Correcting misalignments is the number
one job of the leader and often the most
neglected responsibility. When I say mis-
alignments I mean anything in the way of
a customer being completely satisfied. 

If you can take the time to do some-
thing everyday in one of these three
areas, I promise you will experience
quantum differences in the success you
achieve as a leader.

Human Side of Leadership 
by Steve McClatchy

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

Editor’s Note: Steve McClatchy of Aleer
Training and Consulting is one of the
IFEA’s highest rated-speakers. He will be
rejoining us in San Antonio, September
12-16, for our IFEA 50th Anniversary
Reunion Convention with a special three-
part “Leadership Series” of courses cover-
ing Personal Leadership; Interpersonal
Leadership; and Group Leadership.
Normally taught as a two day seminar at
an additional cost (a $1500 value), the
IFEA is offering this special opportunity
over the course of the convention, at no
additional fee, and as part of your regular
convention registration. Attendees may
choose to attend all or part of the
“Leadership Series”.

Copyright © 2005 ALLEER Training & Consulting, All rights reserved. www.ALLEER.com 800-860-1171
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This article focuses on event budgeting
and budget preparation as essential ele-
ments in the success of any event It is my
belief that behind every effective event is
a dynamic and well thought-out budget.
I also feel that any event manager who
does not understand the budgeting
process, and how an event budget can be
used as a management tool, will eventu-
ally face significant problems in his or
her organization.

For most special events, whatever their
size, the budget and the budgetary
process are the foundation of the plan-
ning process. Early in that process, one
of the first items to be discussed is the
cost to stage the event and how to cover
that cost. Essentially, these are budgeting
questions that we all ask everyday,
whether in our professional or personal
lives. But there is more to the budgeting
process, especially if you want to use it as
a management tool, than just getting a
handle on the expenses and the project-
ed revenue for a specific event. Given the
proper tools, event budgeting can
become a very sophisticated manage-
ment tool that you can use on a daily
and weekly basis to ensure that your
event not only succeeds promotionally,
but also financially. 

Development of an Event
Budget

There are several questions to ask before
beginning to develop an event budget.
What level of budgeting do you feel your
event needs? Is it necessary to have indi-
vidual budgets for every specific activity
within your event, or is one general event
budget sufficient? What type of budget
information does your board need regard-
ing the event? These are but a few of the
questions you need to answer before you
venture into a budgeting process.

The next step is to decide on a budget
format. There is no one perfect format;
rather, it depends on what type of infor-
mation you and your organization need to
see to be able to evaluate the financial sta-

tus of the event. I have included one budg-
et format taken from the National Cherry
Festival Budget (see Budget Chart A).

Budget Chart A shows a typical event
budget for a 15K race. The categories of
revenue and expenses are fairly simple, but
they do show the major areas where rev-
enue is created and expenses are incurred.
In developing an event budget, it is critical
to show the major categories of revenue
and expenses; otherwise, the event budget
will not provide any useful information.

The format of this event budget pro-
vides several categories of information.
First, the left column shows the budget
numbers approved for the event. The sec-
ond column identifies the actual revenue
and expenditures that occurred within
this event, and the third column lists the
projected revenue and expenditures for
this event next year. This format allows
decision makers to see what the event
budget was for the previous year, how
well it actually performed, and how the
proposed budget looks against both the
previous year’s and the actual budget.

Clearly, it is necessary to have realistic
revenue and expenditure projections
when developing an event budget. These
projections are not difficult to make
when you have the previous year’s finan-
cial information, however they may be
more difficult when starting a new event.
One central rule in event budgeting is to
be conservative about revenue projections
and somewhat liberal about expenditure
projections. Overall, be realistic. You do
not want to have to explain why your
event was far over budget, nor do you
want to explain why it was dramatically
under budget. If you are not sure how to
develop a new event budget because you
are uncertain about the various revenue
and expense items, contact another simi-
lar (and successful) event and get some
ideas from the event manager. 

Net Income
A second critical area in event budget-

ing deals with net income. So often in

not-for-profit organizations the idea of
net income is considered inappropriate
or unrealistic.

Please understand that profit is the
lifeblood of a not-for-profit organization!

Nowhere in the IRS code describing
501(c ) status does it say that these
organizations are not allowed to have net
income. The difference between a for-
profit corporation and a not-for-profit
corporation is really the purpose of the
net income. In the for-profit environ-
ment, the profit is for the personal bene-
fit of the individual owners or stockhold-
ers, whereas in the not-for-profit envi-
ronment, profit ensures the continued
existence of the organization. Every event
and its budget should be developed
around the basic assumption that the
event should create positive net income
for the organization. If this format is fol-
lowed there will be sufficient resources to
cover overhead expenses, salaries and
benefits, and a fund reserve for unantici-
pated and weather-related expenses.

The appropriate level of net income
will vary from one event to another. It has
been my experience that instead of trying
to decide on a specific net income level
for various events, it is more helpful to
determine a general net income objective
for your organization. That objective
should be, at a minimum, the amount
you feel your event should be contribut-
ing to your fund balance each year to
ensure that you keep up with inflation.
For my organization, that number equates
to 4% of gross income; for example, if I
have a $1.5 million revenue budget, then
my minimum net income objective is
$60,000. With this general net income
objective in mind, I can then go about
developing my various event budgets
knowing that I need to show a minimum
overall net income of $60,000.

There are many computer applications
for developing an event budget. I have
found that the simpler the program, the
easier it is for volunteers to use and
understand, and the more likely you are

Thoughts of budgeting often bring expressions of displeasure
and dismay to the faces of event managers and festival volun-
teer boards. Budgeting always seems to get a bad rap, perhaps
because it is too often perceived from the negative perspective
of restriction and limitation. The consensus seems to be that if it
has to be done, do it with the least possible effort and get on
with running the event. After all, the real fun is in the event itself,
not in the budget preparation, right?
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to have a clear, effective budget.
Programs such as Lotus 123, Quicken, or
other database software will all do the
job. Make sure that you select one that is
interactive with your accounting software
so that you do not have to re-enter data
once you have developed it in the data-
base software. Check with your account-
ant to ensure the file transferability
before you venture too far into the budg-
et development process. 

How to Manage, Monitor and
Use an Event Budget

One of the great benefits of computer-
ized event budgets and accounting pack-
ages is that they can give you immediate
information regarding the finances of any
event. For a long time, the budget process
was not a helpful tool in management
because you could only get critical infor-
mation at the end of the month, quarter,
etc. By the time you obtained the infor-

mation it was often too late to make any
modifications to an event budget. Now
you can access an event budget on a daily
or hourly basis if the need arises. This
capability is especially helpful in monitor-
ing incoming revenue and expenditures.

One area where many not-for-profit
organizations seem to fail is in providing
volunteer event directors with timely and
informative reports on their event budg-
ets. I have made it a practice to give event
directors a monthly budget status report
that provides them with critical budget
information. I supply this report early in
the event year even when no budget
activity is likely to take place. (See
Budget Chart B for an example of a typi-
cal monthly event report.)

The report (in Chart B) format pro-
vides a management tool for use in
deciding what revenue actually occurred
in any particular month. You can then
evaluate that against your proposed

monthly revenue column to determine if
the income you anticipated for the
month actually did get posted. As noted
in the example, the projected income for
April did not occur; with this informa-
tion you can take appropriate action to
correct the discrepancy. The report for-
mat also offers year-to-date information
both in an actual category and in a pro-
posed format. This information can be
very helpful in determining your progress
forward on a yearly basis according to
your budgeting plan. Lastly, the report
provides you with annual budget infor-
mation so that you always know what
your long range objective for any specific
income or expense item might be.

With these types of tools, an event
manager can more easily oversee the
event from a financial standpoint. When
you know where your event stands finan-
cially, you are in a far better position to
make necessary changes to ensure that the
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event performs as planned. In large
organizations where there are literally
hundreds of event budgets, this monitor-
ing function is essential. The format of
the report also becomes critical because it
provides you with the proper information
with which to make informed decisions. 

Post-Event Budget Evaluation
Computerized budget and accounting

packages present a great vehicle for post-
event evaluation. If properly formatted,
the monthly report can tell how well you
did relative to your projected perform-
ance, and provide you with actual YTD
information that you can evaluate
against your approved budget for the
event. You may also use this information

in developing the next year’s event budg-
et. Were there areas where you were dras-
tically off regarding revenue or expendi-
tures? Did you not project accurately
because you thought revenues from vari-
ous sponsorships were going to come in?
Did any mis-projections cause a cash
flow problem? These are the types of
questions that a post-event evaluation
can answer; however, you must first have
the proper budget format, combined
with a monthly reporting format, to suc-
cessfully manage your event from a
budgetary standpoint.

Ultimately, the budgetary process must
be considered a fundamental and cre-
ative part of event planning; indeed, it is
only through a commitment to innova-

tive and accurate budgeting that your
event will enjoy true overall success.

Tom Kern, CFEE is the Executive
Director of National Cherry Festival of
Traverse City, Michigan. The National
Cherry Festival is the ultimate celebra-
tion of cherries. It’s held every year in
July in the “Cherry Capital of the
World”-Traverse City, Michigan. Tom
serves as the current Chairman of the
IFEA Board of Directors. He may be
reached at tom@cherryfestival.org.
“Event Budgeting 101” is taken from
the IFEA’s Event Operations, one of
many resources available from the IFEA
Bookstore & Resource Center.
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Foundation Events
Highlight Convention

In 1993 the International Festivals
and Events Association (IFEA) staged
one of its best conventions ever in the
city of San Antonio.

Twelve years later the association returns
to that city to stage its 50th Anniversary
Reunion Convention, and San Antonio’s
many high profile IFEA members promise
that the convention, and the IFEA
Foundation activities that go along with it,
will once again be top notch.

The IFEA Foundation will hold two
fundraising events as part of the con-
vention, with all monies going to fund
vital IFEA projects and scholarships for
delegates who wouldn’t otherwise
be able to afford to attend.

The IFEA Foundation
Dinner/Auction:

“A Boot-Skootin’, Scat-Kickin’,
Lone Star Showdown (And That
Ain’t No Bull)”

For the last 19 out of 50 years the
IFEA Convention has featured a din-
ner auction, and this year’s will be an
authentic Texas experience.

Join your friends at the famous
Buckhorn Saloon. The facility and its
adjoining museum have been
enjoyed by hundreds of thousands of
people for more than a century. Albert
Friedrich, an avid hunter and outdoors-
man, decorated his establishment with
his own trophies, complimented with
the pelts, horns and mounts that trap-
pers, hunters, cowboys and cattlemen
would trade for beer or a shot of
whiskey. Over the years, you can only
imagine the collection that he built!

In addition to all of the fun and net-
working, you’ll find amazing values on
a plethora of exciting trips and prize
packages at the annual IFEA auction,
including, among others, a time-share
condo in Hawaii, a trip to Alaska’s
Iditarod, First-Class tickets to anywhere
Delta Airlines flies, and packages from
hundreds of festivals. As IFEA
Foundation Chairman Bruce Erley puts

it, “This is the one place where del-
egates can find great deals, cool
stuff and un-buyable experiences.” 

A Night to Remember: The
San Antonio Experience

For the third straight year the
Foundation will stage a second fundrais-
ing event in conjunction with the con-
vention, and it promises to be an unfor-
gettable San Antonio experience.

Join the leadership of our industry
(and support the IFEA Foundation) for
an exclusive evening of networking and
dining at San Antonio’s iconic locations:

• The Alamo: We will begin the evening
with a private tour of the Alamo, where
many heroes made the ultimate sacri-
fice for freedom.

• The Riverwalk: Then it’s on to the
famous Riverwalk, where we will enjoy
cocktails and appetizers on a private
river barge as we float down the
enchanting Paseo del Rio. The river and
its environs have multiple personalities
– quiet and park-like in some stretches,
brimming with activity in others, but
magical in all.

• Institute of Texas Cultures: We will top
off the evening with dinner and dessert
at the Institute of Texas Cultures, a for-
mer World’s Fair facility that is now
dedicated to enhancing the under-
standing of the history and diverse cul-
tures of Texas.

Most importantly, all funds raised
from these events go toward a great
cause. Many of the keynote and profes-
sional speakers at the IFEA convention

are made possible by support from
the Foundation. In addition, the
IFEA Bookstore and Resource
Center, the CFEE professional certi-
fication program and, of course,
the Foundation scholarship pro-
gram, all benefit by your atten-
dance at the above events.

“Working for a non-profit youth
organization, I would not have nor-
mally been able to attend this con-
ference without the Foundation
scholarship,” said Sandy Miller of
the Wisconsin Youth Company of
Madison. “Thank you so much for

the opportunity – it really made a
big difference for me! I was inspired by
the many ideas that I gathered and the
people that I met who are doing exciting
things in our field. The workshops were
very helpful to me and it was great to
have such a wide variety of offerings
available.”

Tickets for both events can be purchased
on your convention registration form. We
appreciate your support and look forward
to seeing you in San Antonio!

Bruce Skinner, CFEE
Foundation President

Bruce Skinner and Associates
115 E. Railroad, Suite 308

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

E-Mail: bruce@omhf.org

Foundation

San Antonio’s many
high profile IFEA mem-
bers promise that the
convention, and the

IFEA Foundation activi-
ties that go along with
it, will once again be

top notch.
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As I sit here in the throws of the final
days before the 79th Annual National
Cherry Festival, I am reminded about
how many others are doing the exact
same thing that I am doing - planning,
preparing, and putting the final touches
in place for their community celebration.
As I mentioned in the last edition of “ie”,
there really is nothing more important
than the work that we do for our com-
munities each year creating community
celebrations. Please know that there are
thousands of people around the world
that understand and appreciate what you
do each day.

The IFEA Board of Directors met for
its’ summer planning meeting here in
Traverse City on the first weekend
in June. The meeting was very
productive, as the Board took this
opportunity to discuss reinventing
the IFEA, considering the world
and marketplace that we now
operate in. Like any organization,
the IFEA has grown over the years
and some of that growth has been
for the sake of growth itself. The
Board is now looking at the future
of the IFEA from the perspective
of “what do our members need in
today’s marketplace” and “what
will they need in the future” ver-
sus “what do we presently supply
our members and how do we
continue doing that”?

The meeting was a very exciting
process and I was very encouraged
to see the level of participation
and enthusiasm by Board mem-
bers in wrapping their hands
around the concept of reinventing
the IFEA for the next 50 years. We
only began to scratch the surface
at this first meeting, and will con-
tinue to do the follow up work at the fall
Board meeting, which will hopefully cul-
minate in the presentation of a new
strategic plan for the IFEA to the entire
membership sometime in early 2006. I
am confident that this process will pro-

duce a new strategic plan for
IFEA that will lay the ground-
work for where the
Association goes over the next
50 years.

I want to encourage all of you
to attend the 50th Anniversary
IFEA Reunion Convention and
Expo, scheduled for San Antonio,
Texas this September. The Board,
along with the IFEA staff, has put togeth-
er an outstanding line-up of speakers and
sessions that will provide educational
opportunities for Event Directors, boards,
staff, volunteers, municipalities, sponsors
and more. I’ve had the opportunity to
attend every IFEA Conference since 1991,

and I can attest from personal experience
to the value that one receives from these
conventions. To me, as much value can
be derived from the opportunity to talk
and meet with my peers in hallways or
over a beverage during a social event, as

can be gained from the many education-
al speakers and sessions. What the IFEA
Annual Convention is really about is the
opportunity to interact and learn from

others in the industry. There is no
other industry quire like the festivals
and events industry, where people
freely share ideas and programs that
have been successful (and not so
successful) at their own events and
activities. Please don’t miss this
opportunity to have that level of
interaction with your industry peers.
There is nothing quite like it. And as
always, in addition to a great list of
speakers and educational sessions,
there will be some very fun and
exciting social networking opportu-
nities as we celebrate our 50th
anniversary.

Many thanks to all of our IFEA
members in San Antonio and Texas
for hosting the convention and
making us feel so welcome. Again,
thank you for your continued
involvement and participation in
the IFEA. Best of luck for your event
or activities for this year and I look
forward to meeting all of you in San
Antonio in September.

Tom Kern
2005 IFEA Board Chairman

National Cherry Festival
Tel: 231-947-4230

Email: tom@cherryfestival.org

The Future Starts
with Todays
Opportunities

The

Board Table

The Board is now
looking at the future
of the IFEA from the
perspective of “what

do our members
need in today’s mar-
ketplace” and “what
will they need in the
future” versus “what
do we presently sup-
ply our members and
how do we continue

doing that”?
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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

The Alamo
Mission San Antonio de Valero was

built in 1718 by Spanish missionaries
and soon became a central point in the
settlement. Its unfinished church and
grounds eventually became known as
the Alamo. Military occupation of the
Alamo began in the early 1800’s, and
continued until 1836 when Texas won
its independence from Mexico. 

The Alamo made its mark in history
in 1836, the final year of the Texas
Revolution. In February of that year, a
brave band of 189 Texans, including
Davey Crockett and Jim Bowie, stood

their ground and defiantly fought
against 1,800 Mexican soldiers. The
siege, known as the “Battle of the
Alamo,” lasted for 13 days and when it
was over, all defenders of the Alamo
were dead. Word of the courageous
Texans spread throughout the other
Texas strongholds and the famous battle
cry “Remember the Alamo!” was born.

The historic Alamo, located right in
the heart of downtown, and two short
blocks from our host hotel, is now a
shrine and museum hosting visitors
from all over the world. The chapel, one
of the most photographed facades in the
nation, and the Long Barracks, are all
that remain of the original fort.
Recognized as a historic landmark, The
Daughters of the Republic of Texas are
dedicated to preserving the Alamo as a
sacred memorial to the Alamo
Defenders. www.thealamo.org

Don’t miss your opportunity to partic-
ipate in a private tour of the Alamo dur-
ing our Wednesday night IFEA
Foundation fundraiser.

La Villita
La Villita (Spanish for little village)

was San Antonio’s first neighborhood.
Originally a settlement of primitive huts
for the Spanish soldiers stationed at the

BIENVENIDOS (WELCOME)
TO SAN ANTONIO!

By The IFEA San Antonio Host Committee

This September, the IFEA Family celebrates our 50th anniversary in San Antonio, TX. We want to
introduce you to our beautiful, fun and vibrant city and invite you to join us as we host the IFEA in
celebrating our past and opening our arms to the future. Sit back, relax and enjoy a stroll through
San Antonio to familiarize yourself with our host city this fall.

Currently the eighth largest city in the U.S., San Antonio is a dynamic city rich in many cultures,
history, foods, recreation, and art. A culturally diverse city, San Antonio exudes warmth and friendli-
ness, and beckons visitors to return again and again to enjoy its countless charms and attractions.
With over 300 days of sunshine annually, visitors will find a myriad of activities to keep them busy,
be it strolling the River Walk, reaching back in time to visit the Alamo and the other historic missions,
golfing, shopping, or eating lots and lots of fabulous Mexican food! 

Let’s begin our tour by visiting one of the most famous shrines in the United States…

“Every Texan has two homes, his own and San Antonio.” 
J. Frank Dobie – Historian/Folklorist
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Alamo, it is now a National Register
Historic District. Comprised of cobble-
stone plazas and restored structures, this
beautifully landscaped district has been
transformed into a unique arts and crafts
venue, featuring artisan shops, galleries
and restaurants. The cornerstone for the
Little Church of La Villita was laid in
March, 1879 and is still an active church,
hosting weddings and weekly services
throughout the year. www.lavillita.com.

La Villita is the site for the IFEA’s
Closing Night Niosita Festival/Party on
Friday night. We promise a party to
remember for the next 50 years! 

Arneson Theatre
The famous Arneson Theatre, an out-

door amphitheater featuring spectacular
performances on the River Walk, is locat-
ed at the entrance of La Villita. Unique
in design, the river separates the audi-
ence from the stage. You can catch a per-
formance to suit your own musical taste,
from mariachis and Mexican folkloric
dance, to Spanish and Flamenco dances.
Or if you prefer, you can catch a concert
featuring any of the following musical
genres: Tejano, County & Western, Jazz,
and Rock. Perhaps even an opera. The
setting is intimate and casual, and there
are no bad seats in the house!

River Walk
The Paseo del Rio, better known as the

“River Walk”, is the heart and soul of the
city. Footpaths of cobblestone and flag-
stone line both sides of the San Antonio
River for easy navigation and exploration.
The Payaya Indians, the first inhabitants
of the city, lived along the San Antonio

River and called the river Yanaguana,
meaning “place of refreshing waters.”

The River Walk meanders its way
through the middle of our downtown
business district one level below the
clamor of city streets. Visitors encounter
lush foliage, restaurants, shops, sidewalk
cafes, clubs, and hotels. Some parts of
the river are always booming with excite-
ment; other parts are quiet and perfect
for an easy stroll among the flowers and
trees. One popular way to explore the
three mile River Walk is cruising on a
river barge. It will give you a chance to
relax and unwind, experience the river in
its entirety and learn about its history.
www.thesanantonioriverwalk.com

The Rivercenter Mall, (home to 125
stores and restaurants, including
Dillards, Foleys and Morton’s
Steakhouse), and our host hotel, the
Marriott Rivercenter, are actually right on
the River Walk. Take a few steps, and you
can be shopping, resting or dining on
the river. Now how’s that for convenient!
www.shoprivercenter.com

Don’t miss your opportunity to relax
with cocktails and appetizers on a river
barge during our Wednesday night IFEA
Foundation fundraiser.

Mission Trail
The chain of five missions established

along the San Antonio River in the 18th
century represent one of Spain’s most
successful attempts to extend its New
World supremacy. The missions were
more than just churches on the Spanish
Colonial frontier. They also served as
vocational and educational centers,
enterprises involved in agricultural and
ranching activities as well as regional
trade. The greatest concentration of
Catholic missions in North America,
they formed the foundation for today’s
thriving city of San Antonio. 

The park contains the historically and
architecturally significant structures of
Missions Concepción, San José, San Juan
and Espada. The trail begins at the city’s
most well-known mission, The Alamo.
The visitor center is located next to
Mission San Jose and contains a theater
showing a 20-minute depiction of early
life at the mission, a museum and book
shop. www.nps.gov/saan

Institute of Texan Cultures
The Institute of Texan Cultures, part of

The University of Texas at San Antonio,
is a museum dedicated to enhancing the
understanding of cultural history, sci-
ence, and technology, and their ultimate
influence upon Texans. Originally known
as the Texas Pavilion, the Institute of
Texan Cultures opened during HemisFair
’68, the first officially designated interna-

tional expo in the Southwestern U.S.
Commemorating the 250th anniversary
of the founding of San Antonio, the
Texas Pavilion was well received and
remained open with an expanded
statewide mission. 

Today, the Institute’s 50,000 square feet
include permanent exhibits on 26 ethnic
and cultural groups. Other features on the
exhibit floor are a puppet theater, chuck
wagon, and textile area. Exhibits on topics
relative to the multicultural heritage of
Texas are developed and brought to the
Institute on a continuous basis. www.tex-
ancultures.utsa.edu/public

Don’t miss your opportunity to explore
the Institute of Texan Cultures and feast
on ethnic desserts during our Wednesday
night IFEA Foundation fundraiser.

Buckhorn Saloon & Museum
Discover more than 120 years of histo-

ry… Texas style. 
The Buckhorn Saloon opened it doors

in 1881 when Albert Friedrich opened
Albert’s Buckhorn Saloon. He opened it
with this famous standing offer to all
patrons - “Bring in your deer antlers and
you can trade them for a shot of whiskey
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or a beer.” Thus began the world’s most
unique collection of horns and antlers. 

Throughout the 1880’s, The Buckhorn
Saloon’s collection of horns and trophy
mounts grew as cowboys and hunters
brought in a myriad of animals. Teddy
Roosevelt was a regular near the turn of
the century, as were Will Rogers and the
famous short story writer O. Henry. 

Today, The Buckhorn Saloon boasts
33,000 square feet and two stories of
artifacts from all over Texas, as well as
world-record sized animals from Africa,
Asia and North America. Visitors can also
view a unique horn collection, cowboy
memorabilia and fish from the Seven
Seas. www.buckhornsaloon.com.

Don’t miss your opportunity to
explore The Buckhorn Saloon. Join us
Thursday night as the IFEA Foundation
hosts our annual Foundation Night.
Sample “Border Buttermilk,” network,
bid, have a fantastic evening and check
out the amazing Buckhorn Hall of
Horns! 

Market Square
Market Square, known as “El

Mercado,” is the largest Mexican market-
place outside of Mexico. Featuring an
array of merchandise for all tastes, it is
home to 32 shops, with an additional 80
specialty shops in Farmers Market Plaza.
Don’t be surprised to hear the beautiful
melodies of mariachi bands, or see beau-
tifully costumed Ballet Folkloric dancers
perform while shopping. Be sure to stop
by to bring home authentic Mexican
treasures, including crafts, leather goods,
clothing, blankets and pottery for your
friends and family. Market Square is also
the home to the famous Mexican restau-
rants Mi Tierra and La Margarita.
www.tavernini.com/mercado.

Sunset Station
The National Register St. Paul Square

District offers a unique experience in
downtown San Antonio. This district,
originally settled in the 1700’s as a farm-
ing community supporting Mission San
Antonio de Valero (the Alamo), still
houses Sunset Station. Built in 1902,
Sunset Station was one of the stops for
the famous Sunset Limited, a train that
connected San Francisco with New
Orleans and San Antonio.

Today, you can enter into the renovat-
ed structure at Sunset Depot and admire
the beautiful staircase and stained glass
windows. Enjoy dining at Aldaco’s
Mexican Restaurant or Ruth’s Chris Steak
House or enjoy a leisurely walking tour
admiring the turn of the century architec-
ture. Perhaps you’ll prefer to catch a con-
cert ranging from blues to country to
alternative to rock on the outdoor stage.
www.sunset-station.com
Menger Hotel and Bar

Built in 1859 (23 years after the fall of
the Alamo), this beautiful hotel has
become an important part of San
Antonio’s history. Located in the heart of
downtown, it sits between and adjacent to
both the Alamo and the Rivercenter Mall. 

The Menger guest list includes Theodore
Roosevelt, Babe Ruth, Mae West, Robert E.
Lee, Ulysses S. Grant and Sarah Bernhardt.
The original two-story building can still be
admired, although the hotel has grown in
size. It is legend that Teddy Roosevelt
recruited many of his Roughriders right at
the Menger Hotel Bar!

The Menger Hotel is believed to be
haunted by the souls of many. The hotel
has at least 32 different spirits competing

for sightings. To get the ghostly scoop,
speak to long-time employee Ernesto
Malacara, the Menger’s PR Director. 

For example, Sallie White, a maid at
the hotel, was murdered by her husband
with her burial paid for by the Menger.
Sallie has been seen walking in the hotel
corridors at night for many years. She is
clad in an old, long gray skirt with a ban-
dana around her forehead and is usually
carrying towels, which she never delivers.

Captain Richard King, founder of King
Ranch, appears now and then entering
his room, the King Suite. He has been
seen by many guests and employees of
the hotel over the years. King does not
use the suite door; instead, he enters
directly through the wall. It turns out
there was a door in that exact location
where Captain King entered his suite
when he was alive.
www.mengerhotel.com

IFEA Member Event
Planning to extend your stay in San

Antonio after the convention? San
Antonio’s 21st annual Jazz’SAlive, pro-
duced by the San Antonio Parks
Foundation, and one of our San Antonio
IFEA members, takes place September 18
& 19 in Travis Park. 

This year’s event features top jazz artists
such as Warren Hill and Jeff Golub of
Guitars and Saxes, Jazz at Lincoln Center’s
Afro Latin Jazz Orchestra with Arturo
O’Farrill, Imani and Joe Lovano.
Admission to Jazz’SAlive is free. Hours are
from noon - 11pm on Saturday; noon -
10pm on Sunday. Children’s activities take
place both days from 1pm to 5pm.
www.saparksfoundation.org/jazzsalive.htm
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IFEA Update

Paul Serff, President/CEO of the Texas Travel Industry Association,
perfectly sums up San Antonio:
“San Antonio is the ”soul in the heart of Texas”. The city itself is the
attraction because it is a friendly potpourri of cultures, fun and history.
It is a constant celebration of life. You can’t visit San Antonio and not
come back home feeling refreshed and having found a second home
town. It is a river of pearls in central Texas.”

On behalf of the IFEA San Antonio Host Committee, Bienvenidos to
San Antonio! We look forward to sharing our city with you and are hon-
ored to host the IFEA’s 50th anniversary.
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Fax Bill Fast-Tracked
Through House,
Ready for Signature

To the relief of the association and business
communities, the House of Representatives
has passed legislation maintaining the “estab-
lished business relationship” exception that
allows associations, organizations and compa-
nies to send unsolicited faxes to their mem-
bers and clients. Following similar action by
the Senate, the bill (S. 714) is now ready for
the president’s signature. President Bush was
expected to sign the bill into law before Friday,
July 1.

The “Junk Fax Prevention Act” proved nec-
essary due to new rules developed by the
Federal Communications Commission (FCC)
in 2003 that would have prohibited commer-
cial faxes sent without a recipient’s written
consent. 

Congress had expedited the bill for signa-
ture because the FCC’s new rules were due to
take effect July 1. In a late-breaking develop-
ment, the FCC granted an additional six-
month stay, which was requested by the ASAE
(American Society of Association Executives)
and The Fax Ban Coalition in April, postpon-
ing the effective date to January 9, 2006. 

In addition to restoring the “established
business relationship” language, the fax bill
requires that all unsolicited commercial faxes
include an opt-out provision on the first page of
the fax, providing a cost-free, 24-hour means for
the recipient to request to be removed from the
fax distribution list; requires that fax numbers
be obtained either directly from the recipient or
from a public source to which the recipient gave
the number for publication (i.e., a Web site,
advertisement or directory); and “grandfathers”
in fax numbers in the possession of the sender
at the time of enactment. 

“This legislation ends more than two years
of work by hundreds of associations and busi-
nesses seeking to protect they and their mem-
bers ability to communicate information to
customers and clients without impediment,”
said ASAE President and CEO John H. Graham
IV, CAE. “While the FCC has granted the
request made by the ASAE and The Fax Ban
Coalition for a six-month stay, we are tremen-
dously thankful that Congress made clear its
opinion of the FCC’s proposed new rules, thus
making the stay unnecessary. This bill is good
for business and, with the opt-out require-
ment, it also protects consumer interests.”

“With both the House and Senate passing
this bill, we look forward to President Bush
signing the legislation,” said ASAE Senior Vice
President of Public Policy Jim Clark. “From
there, fax communications can continue to be
part of a marketing strategy for our members,
industry partners and others. Finally, we thank
all of our members for their strong voices.
Without their grassroots efforts in supporting
this legislation, it would not have happened.”

Recommendations
from the Home Team!

Our San Antonio IFEA members, as well as our TFEA mem-
bers, want you to have an unforgettable time in their town.
Here are some favorite restaurants and activities to help you
get the most out of your visit…

• Kay Wolf, Dixie Flag: Mi Tierra, Aldaco’s, Paesano’s (at
the Quarry) Restaurants.

• Nita Harvey, Poteet Strawberry Festival: Rasario’s
Restaurant and the San Antonio Zoo.

• Vicki Lewis, Buccaneer Commission: Tomatillo’s
Restaurant and the River Walk.

• Laura Miller, Portland Chamber of Commerce:
Paesano’s Restaurant and shopping at North Star Mall (20
minutes north of downtown).

• Paul Serff, Texas Travel Industry Association:
Boudro’s and Casa Rio Restaurants.

• Steve Rosenauer, Fiesta Oyster Bake: Shilo’s they
make their own root beer!

• Don Moye, SAZA Commission: Aldaco’s and
Reggiano’s Restaurants; visiting SeaWorld and the Institute
of Texan Cultures.

• Tammi Clanton, Texas State Arts & Crafts Fair: Mi
Tierra Restaurant, Market Square and the River Walk.

• Richard Pollack, Rainbow Entertainment: Mi Tierra,
Boudro’s and La Margarita Restaurants.

• Shelley Franklin, City of Garland: Acenar Restaurant
(Shelley says GREAT margaritas and smoked salmon
nachos), the San Antonio Zoo, Market Square and riding
the trolley around downtown.

• Barry Murry, Texas Farm Bureau Insurance: Mi Tierra
Restaurant, SeaWorld, Fiesta Texas and the River Walk.

• Pete Van De Putte, Dixie Flag: La Paloma, Shilo’s,
Paesano’s Restaurants, Menger Hotel Bar.

• Mike Baxter, Trader’s Village: Little Rhein Steakhouse,
El Mercado and La Villita.

• Marian Edwards, Texas Parks & Wildlife Dept: River
Walk and the Alamo.

• Mindy Rabinowitz, Harrah’s Entertainment, Inc:
Aldaco’s, Mi Tierra Restaurants.

• Ernie Gammage, Texas Parks & Wildlife Dept:
Rosario’s Restaurant.

• Tom Shipp, Kaliff Insurance: Biga on the Banks Restaurant.
• Aurora Jordan, San Antonio Parks & Rec: Mi Tierra,

Pico de Gallo and La Margarita Restaurants.
• Julie Baker, MasterCard AlamoBowl: Acenar, Boudro’s,

Rosario’s and China Latina Restaurants.

We hope these favorite picks help you Eat, Drink and Be
Merry!

See you in September!



The new IFEA “Template Files” section
at www.ifea.com is one of the most valu-
able and helpful IFEA member resources
available to you, all at no charge. There
is no need to start from scratch when
you can check out examples of other
events’ vendor contracts, pet policies,
sponsorship proposals, crisis manage-
ment plans, parade applications, volun-
teer handbooks and much, much more,
to give you a head start. 

Explore and utilize the information
from any of the above, along with the

many additional categories you’ll find in
the “Template Files” section, and submit
your own items to share, too. If you find
something helpful, we encourage you to
take it, add your own modifications to fit
your own event, and then share it back
with us so that the ideas can continue to
change and grow. Printing is permissible,
but all files are in a pdf format and
watermarked, as they are intended for
use as a reference piece ONLY and to
help protect the ownership of those who
created them.

Purchase your IFEA 50th Anniversary
Collectors Lapel Pin and help grow
IFEA’s educational programs. Not only
do these attractive pins, created and pro-
vided by Milestone Products, support a
good cause, they make fun and inexpen-
sive collectible gifts that can be passed
along to staff members, board members,
volunteers and other key people on your

team that may be attending the conven-
tion with you. Pins can be pre-ordered
on your IFEA Convention Registration

Form for a cost of just $10 per pin, or
purchased on-site at the convention.
Purchase of a pin also places your name
into a drawing for one free 2nd delegate
registration (when a first is purchased) to
the 51st Annual IFEA Convention &
Expo, scheduled for September 19-23,
2006 in Ottawa, Ontario, Canada. Don’t
miss out. Quantities are limited.

Admit One
Products

1/3 H Page
4 Color

New Files Uploaded to IFEA Template Section

One of the most valuable and easy to
use benefits of an IFEA membership is
the opportunity to incorporate the IFEA
name and logo into your organization’s
website, stationery, brochures, press
releases and other materials, as a sign of
your commitment to quality and profes-
sionalism in the festivals and events
industry. It is a tool that helps to link
IFEA festivals, events, and their suppliers,

world-wide; makes a statement to spon-
sors, media, and other key supporters;
and puts your organization in the com-
pany of such recognizable events as the
Pasadena Tournament of Roses, Kentucky

Derby Festival, Fiesta Bowl, Macy*s
Thanksgiving Day Parade, Walt Disney
World, National Football League (NFL),
Indianapolis 500 Festival, and many
more. Start telling others about your
involvement today! Request a copy of the
logo from Beth Petersen, IFEA Director
of Member Services, at (208) 433-0950
ext. *816 or beth@ifea.com, or contact
your local IFEA Regional Director.

IFEA Logo Adds Value and Credibility

The Power of the Pin – Purchase an IFEA
50th Anniversary Collectors Lapel Pin 
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UPCOMING 
IFEA EVENTS

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.

IFEA Europe Behind-the-Scenes
Seminar at Fira De Teatre Del 
Al Carrer
September 6-10, 2005
Tarrega, Spain
for additional details go to 
www.ifeaeurope.com or email
tarrega@ifeaeurope.com

ISEN Northern Workshop
November 9, 2005
Giovanni’s
Rockford, IL
Contact Cyndie Hall (815) 987-5546 or
cyndie.hall@ci.rockford.il.us
for more information.

IFEA Behind-the-Scenes Seminar 
at the Festival of Trees and the
Children’s Healthcare of Atlanta
Christmas Parade
December 2-3, 2005
Georgia World Congress Center, Exhibit
Hall A and Omni Hotel at the CNN Center
Atlanta, GA
Contact IFEA Regional Director 
Carolyn Morris at (770) 592-7180 or 
carolyn@ifea.com for more information.
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A street as a theater. Passersby as pub-
lic. Coincidence as director. These are the
elements that make Street Theater one of
the most exciting genres in the world of
culture. When I was in London a few
years ago, attending an important expo, I
presented myself as the manager and
producer of Street Theater. In response, I
got surprised looks: “A manager for
something like that? Don’t the actors just
stand there with a hat?”

Only a few colleagues, from classical
music backgrounds, knew that Street-
Theater represents a wide range of spec-
tacles, including big productions with
40-60 participants, impressive fire-specta-
cles, parades of gigantic puppets, shows
that take place on several stages, driving
stages and permanently changing sets.
Some Street-Theater groups travel with
numerous trucks and have to put a lot of
effort and time into decorations and sets,
while others present one-man-shows
with minimum technical complexity.
Street-Theater productions are ideal for
festivals. Small shows can be easily
spread all over the festival grounds and
the big shows are good for spectacular
attractions and press coverage. 

There are a plethora of street-theater
groups in virtually every country. For
example in Poland, where street theater

has a very important role in the cultural
life. Over the past few years the German
scene has developed significantly, and
with exceptional groups like Titanick or
Pan Optikum, Germany now ranks
among the best in Europe. Pan Optikum
will be carrying out an immense produc-
tion for the Soccer World Cup that will
take place in multiple cities.

Especially active in the production of
special street-theatre performers is
Southern Europe, and more than any
other country, Spain. I have traveled
around Spain for more than 20 years
now and successfully worked with many
outstanding artists like Artritras and
Camaleo from Barcelona.

The 25-year-old group Artristras
belongs to the most recognized, interna-
tionally renown and powerfully expres-
sive Street-Theater arena of Catalonia.
Atristras seem to be coming directly from
our imagination and fantasy. The
Catalonian group offers visionary-
objects-theater, full of poetically magical
power and strong, impressive picture lan-
guage that has excited people around the
world for a quarter of a century. 

Originally, Artristras gathered their
inspiration from the traditional culture
of “Mediterranéo,” and created masks,
big heads, giants and monsters from the

mythology of the Mediterranean region.
As the leader of the strong experimental
movement of European, as well as
Catalonian theater, Artristras repeatedly
busy themselves with aesthetic rational-
ism. Their combination of colors,
Mediterranean vitality, and modern aes-
thetics, gives the production of Artristras
a very unique style. And it is precisely for
that style that the group is international-
ly treasured.

Now, after 25 years of success, the
group is creating their new piece,
“Pandora”, a production for the interna-
tional theater festival “Fira de Tarrega”,
in the Spanish town that shares the same
name. The festival celebrates its 25th
birthday in 2005, together with Artristras
and other renowned artists, and IFEA
Europe will be there. (The world pre-
miere takes place on the 13th and 14th
of September, 2005. During the same
weekend, IFEA Europe will hold a one-
day-conference on Street Art in the
framework of La Fira and a “Behind the
Scenes” seminar, where on the 11th of
September the author will present a
round table session on the topic of street
theater.)

“Pandora” represents a mystical world
with giant dancing skeletons, flamenco
dancers that air themselves with over-

EUROPEAN STREET THEATER – 
AN ADVENTURE IN THE MAKING

By Annette Meisl
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sized fans, text fragments from Garcia
Lorca, fascinating masks and figures, as
well as the accompanying Spanish music.

The director of the group, Quique
Alcántara, was born in Madrid in 1955
and studied different theater disciplines
there. In 1975, he was invited by the
renowned street-theater group Les
Comediants to Barcelona, where he spe-
cialized in masks, object manipulation
and body language. Together with Gloria
Font and Carlos Guardis he founded the
theater group Artristras and became their
director.

The second impressive personality of
the group, Lola Coll, was born in
Granollers in 1956, and studied stage
decoration, costumes and space and
form composition. As a member of the
group she took over the aesthetic design
for all of the productions (stage decora-
tion, costumes and overall concept),
which give the group its special character.

As I got to know the Artristras, exactly
20 years ago, I was inspired by the range
of ideas and impressive know-how of
this genre’s export to other countries,
where street- theater was not yet well
known. The first experiment brought us
to Togo, West Africa where we engaged a
group of African drummers, dancers and
stilt-acrobats. The group Amlima present-
ed our first co-production, “Aguto”, a
street parade on stilts. Firing traditional
rhythms, fascinating dances, and acrobat-
ics on the 3.5-meter high stilts, made up
an incredible picture of the West-African
world. Ancient myths and voodoo ritu-
als, that are still practiced today in the
African villages, gave the show a special
spice. For the sake of research we cele-
brated in Togo villages the day of the
ancestors, took part in funerals, faced
innumerable street blocks, suffered the
mosquito bites and listened entire nights
to the drum concerts of our African
friends. The piece went onto the interna-
tional scene for six years, traveling to and

exciting the public in Brazil, Germany,
France and Spain, as well as numerous
other countries.

Inspired by the production of “Aguto,”
with the group Amlima, Gem Türkantos
(my husband and the Turkish part of our
agency), offered to create a similar proj-
ect with the artists in Turkey. Up to this
point we had visited numerous festivals
all around the world and had never seen
any Turkish street theater. It was sad to
see that such a rich, multidimensional,
and so historically interesting culture was
so under-represented. The response from
various festival directors was very positive
- they could very well imagine such a
production and were not only ready to
buy such a production, but to provide
the advance to mount it, so that we
could go into it with existing contracts. 

In order to research this new produc-
tion, we visited numerous museums,
libraries, music clubs, mosques, markets
and cemeteries. The themes began to
develop: shamanism, shadow theater, the
story of Istanbul, Turkish folk music,
myths and fairy tails, the Topkapi Palace,

the world of harems, old coffee-shops of
Istanbul and so on. During our inter-
views we spoke 6 languages at the same
time: Turkish, Spanish, German, English,
Catalan and French. The forgotten village
Sandima was the rehearsal place for the
group, or to be exact, a half-fallen apart
village school. The name of the village
and the moon (in Turkish “ay”) gave a
name to the new piece, “Sandimay”,
which can be translated as “I thought it
was the moon”. The preparations took 9
months. We found and worked with
young people from all areas of the arts,
including dancers, actors, designers, etc.
The world premiere took place in Brühl,
Germany. The piece was a great success
and was performed more than 70 times,
including at the biggest theater festival in
Bogota, Colombia. 

A few weeks ago I visited China. Their
incredible five-thousand year old culture
of emperors, unmatched acrobats,
dancers in beautiful costumes, the
breath-taking art of Shaolin monks, and
the kung-fu masters, all combined to
inspire me to a new production. In my
imagination I saw a big street-theater
piece in co-operation with Artristas. The
classical Chinese presentations and
visionary art performance, combined
with the energy of the Spanish actors,
would result in a fantastic show that will
be performed all over the world.

Street-theatre is certainly and always
an adventure in the making. Interested
festivals that would like to explore coop-
erative projects using street-theatre, are
invited to contact the author.

Annette Meisl is the Director of LA
GALA – International Cultural Projects
Cologne, Germany. She may be
reached at info@lagala.de or 
Venloe Str. 213 • 50823 Cologne,
Germany.
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AIRLINE
SOUTHWEST AIRLINES – The Official Airline of the
IFEA. Offering fast, friendly and affordable service to 59
cities in 31 states in the U.S. Book your next flight at
www.southwest.com.

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.

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

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, stick-
ers, and ponchos, as well as popular specialty items. We
pride ourselves 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
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@stiltwalker.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@oaktree-systems.com; Website: www.oaktree-sys-
tems.com.

FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE: MFG.
CO. INC. – “THE FIRST FAMILY OF FIREWORKS!”
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America’s leading manufacturer and premier exhibitor of
domestic and international firework displays. Spectacular
custom-designed indoor and outdoor productions, elec-
tronically 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
BIG EVENTS – Gigantic inflatables for all size events, from
our large inventory of high quality, state-of-the-art heli-
um/cold air inflatables or custom built. Features licensed
characters, including “The Cat in The Hat.” Dependable
service, experienced parade teams, performance you can
count on. Contacts: Charlie Trimble or Greg Sadler;
Phone: 760-761-0909; Fax 760-761-4290; Email:
trim82020@aol.com; Website: www.bigeventsonline.com.

DYNAMIC DISPLAYS – Designs, manufacturers, rents –
costumes, props, floats, helium balloons and activities in the
inflatable medium. Offers a complete and flexible service
package, internationally. 37 years of parade/event experience.

Address: 5450 W. Jefferson Ave., Detroit, MI 48209 OR 937
Felix Ave., Windsor, Ontario, N9C 3L2; Phone: 519-254-9563;
Fax: 519-258-0767; Email: zzeq90a@prodigy.com; Website:
www.fabulousinflatabels.com.

INSURANCE
ALLIED SPECIALTY INSURANCE, INC. – As America’s
leader in specialty insurance needs, Allied will customize
coverage for your fair, festival, or special event – and pro-
vide prompt, efficient claims service and processing 24
hours a day. Contact: Rick D’Aprile, President; Address:
10451 Gulf Blvd., Treasure Island, FL 33706; Phone: 800-
237-3355; Fax: 727-367-1407; Website: www.alliedspe-
cialty.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 46804; Phone: 800-554-
4636; Fax: 260-459-5800; Email: Dale_Johnson@kand-
kinsurance.com; Website: www.kandkinsurance.com.

PHOTOGRAPHY
NEIL ENTERPRISES, INC. – Special event instant
imaging systems and related photo novelty and photo pro-
motional products. Contact: Stephen Winer; Address:
450 E. Banker Ct., Vernon Hills, IL 60061; Phone: 847-
549-7627; Fax: 847-549-0349; Email: info@neilenterpris-
es.com; Website: www.neilenterprises.com.

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

MAXWELL MEDALS & AWARDS – Your complete 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
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the amusement park, fair, festival, and carnival markets.
Unmatched in frequency, distribution, and depth of editori-
al coverage, Amusement Business is the industrys #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.

PUBLISHING/INTERNET
TRIP MEDIA GROUP – TRIPmedia group is a multi-
media information company in Atlanta. It produces one
publication, two websites, three newsletters, and regional
road maps serving travel professionals and the public. Its
widely recognized database drives the print and online
media, constantly updated by travel destinations who sub-
mit their information updates online. Contact: Jason
Pelham; Address: 3103 Medlock Bridge Rd., Norcross, GA
30071; Phone: 877-861-0220, ext. 231; Fax: 770-825-
0880; Email: Jason@tripmediagroup.com; Website:
www.tripmediagroup.com.

RESTROOMS
PORTABLE SANITATION ASSOCIATION INTERNATION-
AL – Trade association representing U.S. and international
companies who rent, sell, and manufacture portable sanita-
tion 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 spon-
sorship. Publisher of IEG: Sponsorship Report, Directory of
Sponsorship Marketing, Legal Guide to Sponsorship.
Producer: Event Marketing Seminar Series. Analysis: IEG
Consulting. Contact: Lesa Ukman; Address: 640 N. LaSalle,
Ste. 600, Chicago, IL, 60610; Phone: 312-944-1727; Fax:
312-944-1897; Email: lukman@sponsorship.com; Website:
www.sponsorship.com. 

SPONSORSHIP PRO + – eBranded Solutions, makers
of SponsorshipPro+, the new affordable and easy to use
software tool designed especially for the post-event 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 tick-
ets/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@admi-
toneproducts.com; Website: www.admitoneproducts.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.clicknprinttickets.com.

NATIONAL TICKET COMPANY – Visit us at
www.nationalticket.com where online ordering is made
easy. We offer a large selection of stick designs and
bright colored Tyvek ® wristbands including holographic
wristbands, roll & raffle tickets, redemption tickets, cash
ticket boxes, plus an online monthly special that will that
save you money for any festival or event. All products can
be custom printed. Phone: 800-829-0829; Fax: 800-829-
0888; Email: ticket@nationalticket.com; 

PRECISION DYNAMICS CORP. (PDC) – Visa Band ®
wristbands for any event and every budget! No one offers
a better selection of materials, styles, colors, and features
than Visa Band. Custom print your message 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 1/2 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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we can bestow, as he was inducted into the IFEA /
Miller Brewing Company Hall of Fame. At servic-
es held in Gilroy, Dick was remembered as “gen-
tle and caring”. For those of us who were fortu-
nate enough to call him a friend, he was that and
so much more. Dick was the example that we
would all like to strive for. He was always willing
to share ideas, or provide words of encourage-
ment. He taught us all the power of our events to
unite our communities and to bond people
together. He taught us to see opportunities and
possibilities. He inspired us to be the very best at
what we do. 

Hopefully someday, with IFEA as the conduit,
what Dick Nicholls knew and practiced for so
many years in Gilroy will bring together the com-
munity of Belfast and others around the world.
He will be missed by many, but what he gave us
all will go on to touch many more.
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