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Several weeks have now passed since
the IFEA 50th Anniversary Reunion
Convention in San Antonio, but the
energy continues. From start to finish,
the convention provided a variety of
experiences that reminded me personal-
ly, on many levels, of just how fortu-
nate we all are to be part of such a
special industry. 

I was reminded long before we
arrived and throughout our visit, of
the irreplaceable value, enthusiasm,
and assistance that volunteers play in
our business. From our San Antonio
members who helped us through
many months of preparation, to their
own event volunteers who were there
to assist us on-site in any way possi-
ble; from our speakers and board
members, to the hotel staff members
who offered to assist in areas far out-
side the boundaries of their own
responsibilities. Volunteers add
immeasurably to our events and
capabilities, every day, and we all
benefit because of what they bring to
the table, with no expectation of
return, other than our appreciation.

I was reminded of old friends and
mentors. In the true spirit of a “reunion”,
it was a special treat to once again see
our events and hallways filled with the
faces of those whom we have not seen in
awhile; to trade favorite stories, special
memories, and familiar laughter. And
with special friends close by, it was even
more moving to recall those who could
no longer join us for our celebration, but
who were certainly with us in spirit.
With almost every conversation, I was

reminded of how much these special
friends and mentors had taught me, how
they had been so willing to share their
“secrets” and ideas, and how genuinely
and unselfishly they had hoped that the
information they shared would be used
to further the success of those around
them. We are fortunate to work in an
industry full of such friends, and if we all
continue that tradition of sharing and
support, I will never worry about our
future success, nor our ability to over-
come any challenge.

I was reminded of the universality of
what we do, the lives we are able to
touch, and the role that we can play in
changing the world around us. As I lis-
tened to our Global Panel session on the
final day of the convention, it was not so
much the individual topics that held my
attention, as it was the fact that here, in
this room, we were able to assemble
together so many “influentials”, from
every part of the world – Asia, Europe,

North America, Latin America, Australia
and the Middle East – in a friendly and
positive environment, to discuss an
industry that has brought more people
together, peacefully, than any other
throughout history. I couldn’t help but
imagine the influence that we can all
have on the future, helping to bond peo-
ple, cultures, communities and countries
together, through the celebration of our
differences and commonalities, 

And I was reminded of the power of
vision, as I talked with people such as

Bill Morton, producer of the
Olympic Opening and Closing
Ceremonies in Athens; Jean
McFaddin, former producer of the
Macy*s Thanksgiving Day Parade;
and Joe Goldblatt, who has laid
the foundation for so many pro-
grams that have furthered our
industry over the years. 

In a recent telephone conversa-
tion with Madeline Neupert, IFEA
Chair in 1963 and formerly with
the Barnum Festival in
Connecticut, she recalled to me
how the original founders of the
IFEA gathered together in New
York City and how they talked of
their visions of what this new
organization they were starting
could be, how far it could reach,
the lives it could touch and the
events it could impact. Today, she

said, reading our magazine and
noting with pride how we are touching
every corner of the globe, she was seeing
that vision become a reality. It was nice
to know that she was pleased with the
result, as she said the others would have
been.

I hope that you are reminded everyday,
in many ways, of the special industry
that we share, and I look forward to
working together with you to create new
visions and new realities for tomorrow.

steve schmader
Letter from the President
Gentle Reminders
Sometimes the Most
Important Ones

…if we all 
continue that

tradition of
sharing and

support, I will
never worry

about our future
success, nor
our ability to

overcome any
challenge.
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Karen Scherberger, CFEE

People

How did you get into events?
My parents were very active and involved in a wide range of community

events. As far back as I can remember, as a child I was either blowing up bal-
loons, picking up trash, hanging decorations, building costumes (or wearing
them) and, selling tickets. I grew up thinking this was normal! I was always
involved in event planning in school, later in college, and on into graduate
school. I began my volunteer work for the City of Norfolk in 1976 and began
my professional event planning career in 1982.

What has been your biggest professional challenge?
Maintaining a creative experience and environment for our staff while work-

ing in a constantly changing government and political environment. In my 23
years as Executive Director, we have worked with 4 different Mayors and 3 dif-
ferent City Managers. Challenging yet rewarding.

What do you do to relax? 
I enjoy quiet and simple moments either cooking, gardening or reading, and

uncomplicated traveling. Just about anything that does not include crowds,
lines, phones, computers,....and if it rains, it doesn’t matter!

What’s the best advice you’ve ever received? 
The distance between an “ok” job and a “good job” is often miles apart;

however, the distance between a “good” job and an “excellent” job is often just
small steps apart. The difference is in the details. 

Personal Philosophy
At the end of it all, how do you want to be remembered? As a good person

or a good event planner? It’s important to put our hearts and soul into our
work, but not to the exclusion of what matters most in life – family, friends
and the respect of others.

What memory do you have of another festival or event
that has stayed with you?

My fondest memory is the first time I attended the New Orleans Jazz &
Heritage Festival and was a guest of Dennis Boese and Miller Brewing
Company. It was absolutely pouring rain outside but there were thousands and
thousands of people everywhere you looked, all of them having a great time
and nobody seeming to notice the downpour. We all jumped right into the cel-
ebration and ended up dancing in mud that was up to our ankles. I even lost
my shoes in it, never to be found again! It was one of the most fun and amaz-
ing experiences I’ve ever had.

In ConversationFacts on file
Years in the business:
30

Degree:
BA in English, Masters in Higher Education
Administration

Other Experiences:
• Managing Director for OpSail2000 Virginia
• Adjunct Faculty Member in Event

Management at Old Dominion University 
• Founding Director of Hampton Roads

Festivals & Events Association 
• Board Member of Norfolk Convention 

& Visitors Bureau 
• Board Member of Homeport City Stars 
• Member of America Sail Training Association
• Past IFEA Board Member 
• IFEA President’s Council
• Past VFEA Board Member 

Family:
Married, no children

Last book read: 
The Imagineering Way

Last business book read: 
The Experience Economy

Karen Scherberger, CFEE
Executive Director
Norfolk Festevents, Ltd
120 W. Main Street
Norfolk, VA 23510
757-675-1144 
scherbergerk@festevents.org
www.festeventsva.org

Karen Scherberger, CFEE, is the Executive Director of Norfolk Festevents, Ltd., located
in Norfolk, Virginia, USA. Norfolk Festevents is a private, not-for-profit organization
dedicated to producing premiere concerts, festivals, tall ship visits and special events
for residents and guests of Hampton Roads. Celebrating its 23rd season, Norfolk
Festevents has garnered international acclaim for its outstanding quality program-
ming. Norfolk Festevents is the official event marketing and production agency for
the City of Norfolk.
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Utah Arts Festival, Salt Lake City, Utah
Attendance:
85,000 – 90,000

Budget: 
$1.1 million

Annual duration: 
4 days

Number and types of events: 
13 program areas: Visual Artists Market Place,
Performing Arts (over 200 performances in four days), Literary
& Language Arts, Demonstrating Arts, Interactive
Art, Art for Kids, Street Theater, Film Festival, Fine
Art Exhibition, Music Commissions, Food Arts, Teen
Arts Programs and Arts Recognition Awards.

Number of volunteers: 
1,000

Number of staff: 
4 Full Time; 2 Part Time; 24 Seasonal Program
Coordinators

When established: 
1977

Major revenue sources by percent: 
Admissions & Concessions 55%
Grants/Private Foundations & 
Government Funding 21%
Sponsorship & Contributions 14%
Fees & Misc. Income 7%
Fundraising Events 3%

Major expenses by percent:
Administration 29%
Production 26%
Programs (Performing Arts, Visual Arts, Literary, Kids, etc.) 12%
Advertising/Public Relations/Marketing 13%
On-Site Personnel 9%
Concessions 7%
City Fees 4% 

Type of governance:
501 (c) 3 Not-for-Profit with a 22 member
Board of Directors

Brief history: Founded in 1977
as a multi-disciplined celebration of
the arts (with a budget of $36,000)
with 55 artist booths and 43 per-
formances. The festival has grown to
accommodate 125 visual artists;
over 200 performances on seven
stages; added a fine art exhibition; a
short film festival; commissioning of
orchestral, chamber and jazz music;
demonstrating artists; interactive art
projects for kids and adults; interna-
tional street theatre; a complete self-
contained art yard and toddler zone
for kids; 22 food vendors and a $1.1
million dollar budget.

The festival has had six different
event sites over 30 years and has
become Utah’s largest, most artisti-
cally diverse community arts event.

Other interesting facts:
The Utah Arts Festival has an

annual economic impact of $18.5
million dollars. Over 3700 individu-
als from special needs and low-

income populations attend the festi-
val free of charge each year, as do
over 12,000 children. The festival
partners with 8-12 local non-profit
groups to raise awareness and pro-
vide donations.

The Utah Arts Festival provides a
venue and environment that wel-
comes all – regardless of age, income,
education, arts awareness, lifestyle,
job, religion or wardrobe. After all,
everyone is pretty much the same in
a pair of shorts!

Industry Perspectives

Contact Information:
Robyn Nelson, CFEE
Executive Director
Utah Arts Festival
331 W. Pierport Ave.
Salt Lake City, UT 84101
Phone: 801-322-2428
Fax: 801-363-8681
Website: www.uaf.org
Email: robyn@uaf.org
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Industry Perspectives

Attendance:
325,000 – 390,000

Budget:
$400,000

Annual duration:
Three days

Number and types of events: 
1

Number of volunteers:
6,000

Number of staff:
3 full time; 28 part time

When established:
1976

Major revenue sources by percent: 
Sponsors/Advertising 25%
Food Ticket Sales 25%
Entrance Fees 17%
Government Funding 14%
Casino 10%
Private Foundation 6%
50/50 Ticket Sales 1%
Souvenir Sales 1%

Major expenses by percent: 
Festival 41%
Office & Administration 33%
Publicity & Advertising 26%

Type of governance:
14 member Board of Directors

Edmonton Heritage Festival,
Edmonton, Alberta, Canada

Contact Information:
Jack Little
Edmonton Heritage 
Festival Association
202, 10715-124 Street
Edmonton, Alberta T5M OH2
Canada
Phone: 780-488-3378
Fax: 780-455-9097
Email: jacklittle@heritage-festival.com
Website: www.heritage-festival.com

Brief history: In 1975, eleven ethno-cultural
communities banded together in Edmonton’s
Hawrelak Park for a display of their respective tradi-
tions, cuisine’s, and performances. From these hum-
ble beginnings, a venerable August long-weekend
institution has emerged. The Edmonton Heritage
Festival is now entering its’ 31st anniversary.

The Festival has grown from a one-day, into a
three-day celebration of cultural diversity. In 2005,
fifty-two pavilions representing over seventy differ-
ent cultures were present. Exhibitions spanning the
range from Aboriginal to Welsh, and all points
between were present. The Edmonton Heritage
Festival provides a family-friendly, alcohol-free
event, with each pavilion offering a sample of their
own unique customs.

These non-profit, ethno-cultural organizations
pour their profit revenue from the Heritage Festival
back into the community. Profits are used for post-

secondary scholarships, facility enhancement, building purchases, various commu-
nity events and programs.

Interesting facts: The Edmonton Heritage Festival is the single largest food
drive for Edmonton’s Food Bank. This partnership has blossomed to include food
and monetary donations as well as a “Tickets Please” campaign where unused food
tickets, if donated to the food bank, will be reimbursed their dollar value. In 2005,
over $13,000.00 was raised through the Tickets Please program to benefit
Edmonton’s Food Bank.
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The IFEA’s 50th Anniversary Reunion Convention provided
attendees with a week full of high-energy networking, educa-
tion, fun and memories. So when it came time to choose a
keynote speaker to put just the right finishing touch on such a
special occasion and set us off on a positive note into our sec-
ond fifty years, the IFEA turned to someone with roots in our
industry, an appreciation of the
challenges we face every day,
and a critical understanding 
of the need for all of us to 
continue looking up as we go
through life’s balancing act.
Dan Thurmon was the 
perfect choice. 

Now Dan has written a new
book, Success in Action, that
captures all of the great infor-
mation that he presents in per-
son, and helps to lead us as
readers, toward our highest
potential, using examples from
his own life and talents as a
performer to clearly illustrate
his points. For instance, why is
it that so many people long for
a life of greater fulfillment, yet
stop short of following through
with action? This question and
others like it have driven Dan
Thurmon to pursue a life of
exploration and encourage-
ment in the arena of “action
dynamics”, which he shares
with us throughout his book. 

In Success in Action, Dan asks
and answers vital questions
such as “What drives our
actions?”, “What inhibits
action?”, and “How do we
know what actions we should
take anyway?” Dan delivers a compelling work that guides
readers toward achievement and past obstacles that may have
previously limited their ability to succeed.

In one sense, it can be said that this “self-help” book starts
where others end. Instead of merely informing or inspiring
you, Success in Action leads you to action. It incorporates hun-
dreds of practical suggestions that you can adopt immediately
to create positive life changes.

Success in Action blends Dan’s extensive experience as a pro-
fessional entertainer and entrepreneur with stories from fasci-
nating authors, athletes, and public personalities. The result is a
well-rounded and comprehensive treatment on the subject of
getting things done.

As you read, you will discover how to overcome limiting
beliefs and fears, leverage time to your advantage, artfully
choreograph changes, turn setbacks into positive opportunities,
reframe the concept of risk, and capitalize on your uniqueness.
As a result, you will capture your goals and inspire the people
around you.

The definition of “success” is 
different for everyone, but Dan
encourages readers to pursue a
course toward “complete success,”
one that simultaneously encom-
passes meaningful work, quality
relationships, spiritual growth,
good health, and the pursuit of 
personal interests. A juggling act 
of enormous proportions for any 
of us; but by following Dan’s
action-oriented process, readers 
get the chance to design and live 
a life of greater balance and 
accomplishment.

Throughout the pages of Success
in Action, Dan covers such impor-
tant areas as:
• How to turn misspent energy into

meaningful relationships.
• How to become a person who gets

things done.
• How to find and sustain the com-

mitment to achieve your goals.
• How to regain control of your

accelerated life.
• How to put an end to 

procrastination.
• How to find control and confi-

dence in the midst of change, and
• How to put greater balance into

your life.
Like Dan’s presentation at the

IFEA convention in San Antonio,
readers of his new book will be motivated, entertained, and
come away with action steps that will take you closer to your
goals as you look to the future.

Industry Perspectives

Book Review: 
Success in Action 

by Dan Thurmon

Note: For more information about Success in Action and Dan
Thurmon, go to the Motivation Works web site at www.danthur-
mon.com.

If you have read a business book that you feel your profes-
sional 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.









Harnessing 
the Power of
Relationships
By Bruce L. Erley, APR

Someone recently asked me who my
“best” sponsors were. As a sponsorship
agency we work with numerous event
clients and each of them has literally a
dozen sponsors or more, so this question
wasn’t necessarily as easy as it sounded. 

Should I say it is the ones from which
I make the largest commissions? Perhaps
the “best” are those that do multiple
events with CSG. Or the companies 
that really “get” sponsorship and event
marketing are always great to work with.
But as I really thought about the ques-
tion, it became clear to me that my
“best” sponsors are those in which 
our relationship has evolved from a
sponsorship to a partnership.

Webster defines a “sponsor” as “one
who takes the responsibility for some
other person or thing,” while a “partner”
is “an associate or colleague…one who
plays on the same team as another.” Isn’t
that what we are really looking for? A
partner who is engaged with us and our
event, someone who enjoys the experi-
ence and who is experiencing success
through us?

I hate “drive-by sponsorships.” We all
have them. They are the companies that
metaphorically slow down the car enough
to throw a check and a logo out the win-
dow as they pass by. They never really get
involved and have little time or interest in
making their sponsorship, or the event, a
success. If you think about it, they are
also the most likely not to renew.

Sponsors that evolve into partners ben-
efit us in so many ways. They are far
more stable, symbiotic, and much more
fun and enjoyable. They share your
vision and immerse themselves in your
event as you do with their brand. I
also find that I grow both profes-
sionally and personally from
these relationships. In the long
run they also increase the like-
lihood of success in achiev-
ing our mutual goals.

Finding a sponsor is
much easier than finding
a partner. Securing a
sponsor is a combina-
tion of having a good
property, a well

articulated and appropriately valued
package of rights and benefits, and some
reasonably good persuasive skills.

Partners are all about developing rela-
tionships. I have found that there are five
“T’s” to evolving a sponsor into a part-
ner: Time, Testing, Tribulation, True Blue,
and Trust. Think about your marriage or
other important relationships that you
value. They didn’t happen overnight.



Further, they went through periods of
difficulty and testing. Loyalty and faith 
in one another eventually were the 
fruits. I find that is the case with many 
of my sponsors. 

Time: Partnerships don’t develop over
night. They take time to evolve. From the
time I first make contact with a potential
partner, until they sign a contract, is
often six months or more. Some of my
best sponsors took well over a year to
develop. If they feel you are rushing
them into a relationship, they will usual-
ly push back. Be patient.

Testing: Any relationship is dynamic
and evolving. It includes trying things
and seeing what works and what doesn’t.
It involves making corrections and then
trying again. We are in a constant state of
innovation and evaluation with our best
sponsors. It is what keeps their sponsor-
ship fresh and relevant.

Tribulation: As the old saying goes,
“What doesn’t kill you, makes you
stronger!” While I hate for things to go
wrong with any sponsorship, I simply do
not control all the circumstances. So the
question is, how will you respond to
problems with your sponsors? Our
approach is to quickly “own” the problem
and develop solutions or “make-goods”.
Our sponsors know that we aren’t perfect

in planning and execution, but that we
will do whatever we can to correct the sit-
uation to the best of our abilities.

True Blue: You need to be loyal and
dedicated to your sponsor and their
brand. Always provide first refusal in
renewal years. Diligently enforce category
exclusivity and police your event against
ambush by a competitor. Use their prod-
ucts and services to the best of your abili-
ty. Don’t serve Coke at a volunteer train-
ing session if Pepsi is your sponsor. The
equity built in any sponsorship goes
both ways. Value it!

Trust: Probably the most important ele-
ment of a partnership is trust. In every-
thing you do, you must demonstrate
integrity, honesty and consistency. At CSG,
we consider our reputation our most
important asset over all others. It is some-
thing you cannot buy back when lost.
Your best partnership will be the ones
where your sponsors never question your
intentions or motivations. They trust you
even when something goes wrong. A rela-
tionship built on trust will also buy you
some grace when you need it.

But you’ll never reach that point of
trust and loyalty if you don’t work on
your relationships with your sponsors. I
believe that there are some key elements
to harnessing the power of relationships.
You could simply follow the “golden
rule” of treating others as you want to be

treated, but that is too simplistic. 
I have to actively practice and

exhibit what I call “relation-
ships builders.” Those are

demonstrations of character and commu-
nication that encourage growing relation-
ships with sponsors. Here is my list, but
you may have others.
• Integrity
• Interest in their business and objectives
• Personal interest in them and their 

business
• Familiar/Friendly
• Candor/Straight Shooting
• Owning up to mistakes
• Solutions-oriented
• Advocacy
• Service, above and beyond
• Humor
• Availability
• Appreciation
• Generosity
• Loyalty
• Mutual Success

CSG has been blessed to have a great
reputation for those qualities. We find
that a number of our partners will give
special consideration to the events we
represent because they know we keep
their best interests at heart and will con-
duct ourselves in a manner on which
they can count. I can think of no better
measure of success.

Bruce L. Erley, APR, is President of
Creative Strategies Group (CSG), a full-serv-
ice sponsorship and event marketing agency
based in Denver, Colorado, which he found-
ed in 1995. He is the 2005 Chairman of the
IFEA Foundation Board of Directors and a
member of the IFEA Board of Directors. Erley
is a frequent and highly rated speaker on the
topic of sponsorship.





Passion is an intense and seem-
ingly uncontrollable emotion that

carries people beyond normal
boundaries. Does it have any place

in the business of producing
events, or for that matter in any

type of (legal) business? The
answer is a resounding “yes.”
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In a world with an ever-increasing
number of events, technically acceptable
festivals are not rare. That world of ever
increasing events has also produced a
growing number of competent event pro-
fessionals. Passion, the inner desire to
excel, is the common characteristic that
separates the acceptable and competent
from the truly outstanding.

DESIRE, THE ATTITUDE 
OF PASSION

The attitude that most characterizes
passion is desire—the intense will to
achieve whatever goal is being sought. 
In athletics, desire is often credited for
being the split second difference
between winners and losers, espe-
cially in situations where the attrib-
utes of the contestants seem identi-
cal. In events, desire is the mental
edge that allows a professional to
“go that extra mile” in times of
emergency, stress and uncertainty. 
It promotes individual creativity 
and openness to new ideas.

Desire is an intensely personal
emotion and one that cannot be 
easily created from scratch. The seeds
of it exist in most people, however,
and those seeds must be carefully
cultivated in order to grow. The more
the desire of an individual grows, the
more it reaches out into the entire
organization, infusing it with an
energy that nothing else can match.

Conversely, there must be 
constant awareness that desire is a
relatively simple growth to termi-
nate. Organizations do it daily with
rules, policies, and phrases such as
“we never did it that way before.”
The lack of desire cannot be com-
pensated for with extra effort, with 
any technical skill, or with any motiva-
tional technique.

Encouraging passion allows the garden
of desire to grow. Discouraging passion
paves the garden over.

GROWING THE GARDEN
While passion is mostly internally driv-

en, effective event leaders know that nur-
turing it has enormous benefits for the
organization. Encouraging passion in
people is very similar to motivation, but
does have one essential difference.
Motivation focuses on getting people to
do what must be done, to the best of their
abilities. Passion will take people beyond
the limits that they thought they had.

Much like motivation, encouraging
passion begins first with the individual.
People whose aim is not primarily direct-
ed at the event itself may have a passion
that is complimentary to the event, and
encouraging it can benefit the organiza-

tion. The key in these situations is to
understand the passions of such people
and to honestly assess them. A sponsor
with a passion to use your event to pro-
mote their product might be a tremen-
dous asset, even if their interest in the
overall event is minimal. A local politi-
cian whose passion is reelection may
want to use their event involvement to
further their own ambitions. Such an
arrangement will most likely produce
more liabilities than assets for an event.

For those whose aim is the event itself,
encouraging passion is at the same time
both more and less complex. More,
because individual passions can often

become overpowering and conflicting.
Less, because ultimately they understand
(hopefully) that the greatest good is the
success of the event itself. To encourage
the passions of these people, the leader
may consider some of the following ideas.

First, understand people’s passions.
Listen and learn about what makes 
them excited.

Second, to the degree it is possible,
shape individual passions to benefit the
overall vision of the event.

Third, group people with similar 
individual passions together. The encour-
agement they will provide each other 
is immeasurable.

Fourth, constantly look ahead and tem-
per passions before they ever develop the
problem of excessiveness.

Fifth, do not get carried away with the
fourth idea. The best benefits of passion
will occur when people get right to the
edge. Stopping them too soon can be more
disastrous than not stopping them at all.

THE FIRES OF PASSION
While the “fires of passion” is open 

to a wide variety of interpretations, it
truly is an apt metaphor. Passion is
about fire, about the burning desire to
succeed. Like fire, the intensity of an
individuals passion can be measured 
by “taking its temperature.”

Below a certain point of intensity pas-
sion is merely a dream. It is the distant
goal that an organization hopes for, but
never really believes it can achieve. It is
the unspoken plans that a person longs
to implement, but has never acted upon.
Getting to the point of making these
dreams a reality requires that the flames

of passion go beyond the point of
being just mere sparks. The passion,
the desire to succeed, must graduate
beyond that stage to the point
where the intensity of the fire causes
action. People who are below that
certain level are those who figure to
make things happen “the next time.”
Those whose passion for achieve-
ment has surpassed that level make
things happen now.

Temperature is also an apt parallel
for another interesting factor of pas-
sion. How the “boiling point” is
reached is for the most part inconse-
quential—once it is reached the
results are the same. For some peo-
ple their passion is constant and
unseen, like smoldering ashes, yet
has the necessary temperature for
success. In others, passion grows like
the temperature in an oven, gradual-
ly rising to the desired point. Still
others wear their passion more out-
wardly, seeming to give off lighten-
ing bolts that energize themselves
and those around them. Either way,

or anything in between, will serve to
accomplish those unspoken plans and
distant goals.

BRINGING THINGS TOGETHER
People are made up of many different

elements that, to everyone’s constant
frustration, seldom work together. We all
have days when our intentions seem per-
fect, yet our bodies refuse to carry out the
plan. Or just the opposite.

While the perfect synchronization of
mind, body, and spirit is elusive, the feel-
ing of doing so is just the opposite.
Everyone knows the euphoria of times
and days when everything seems to click.
You have just the right answer for every
question, make the perfect choices, use
the exactly proportioned amount of ener-
gy, and continually lift the spirits of those
around you. More often than not, the
thing that is binding together the separate
elements of mind, body, and spirit, and
making such times possible, is passion.

It is essential to
remember that 

the festival busi-
ness is, at its

essence, an art
and not a science.

It combines the
use of learned

techniques, with
the talent and
skills of those
applying them.
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The passion for a specific goal, or the
type of passion that creates in people the
drive to excel in their overall profession,
causes individuals to lose their focus on
the constant tug of war between internal
elements. In much the same way that a per-
son can be too close to a problem to see a
solution, it is often that narrow focus on
the elements that is the actual source of the
disparity. A passion for something greater
causes the internal debates to subside and
one’s mind, body, and spirit to work
together to accomplish that greater goal.

“PASSION HAS NO PLACE IN
A BUSINESS ENVIRONMENT...”

...is a phrase most people have heard
more than once. Things must be kept on
a professional level. Showing too much
excitement is just not proper. You must
remain somewhat detached in order to
see things clearly. To quote the words 
of a famous fictional character
devoid of any redeeming passion,
“Bah, humbug.”

It is true that passion, like anything
else, can be taken to inappropriate
extremes. Becoming too focused on a
particular aspect of an event can
cause other areas to fall below accept-
able levels. Believing in an idea
beyond any measurable level of sani-
ty is poor judgement. A fire of pas-
sion burning too brightly will eventu-
ally consume itself. But these are the
hazards of the excesses of passion,
not the downfall of passion itself.
Without passion, the seemingly
impossible will always be impossible.

Finally, it is essential to remember
that the festival business is, at its essence,
an art and not a science. It combines the
use of learned techniques, with the talent
and skills of those applying them. (If it
were a science, the same formula would
produce the same results, every time.) A
work of art, without passion, may be tech-
nically perfect, but will lack the soul that
ultimately makes it a masterpiece.

CONFUSING ENTHUSIASM
AND PASSION

Many event organizations have people
that are enthusiastic about the event.
They wear their event pins proudly every
day of the year. Their collection of event
T-shirts is a prized part of their wardrobe.
They are the first to raise their hands
when volunteers are needed for any type
of project. Are such displays of loyalty
and enthusiasm passion? Not necessarily.

Enthusiasm is essentially a reaction to
some type of outside stimulus. Fans are
enthusiastic about their teams. Board
members can be enthusiastic about a
new idea. But these reactions, wonderful
and beneficial as they may be, really do
not create anything beyond a positive

atmosphere. Passion, on the other hand,
is action. It is the desire and hunger to
move and to do things. Passion can
cause enthusiasm, but rarely will the
equation work in reverse.

Both passion and enthusiasm have
their place in any event organization.
Mistaking one for the other carries the
risk of unfulfilled dreams. 

LOGIC AND PASSION
Logic and passion are words that are

usually thought of as oxymoronic. They
are opposite ends of the spectrum in many
respects, but that does not mean that
either should be used exclusively. Both
have their place in any event organization.

The application of logic is a daily,
almost hourly, occurrence for every event
professional. Problems must be solved
quickly in an objective manner. Priorities
must be set, decisions made, and negoti-

ations conducted, often almost sim
ultaneously, all backed by calculated 
reasoning. Logic provides a way to 
make decisions that are both thorough
and understandable.

Passion, on the other hand, often
totally disregards logic. Passion is about
the belief that something can be done
and the faith that you can do it, even
when all logical estimations say other-
wise. People who are passionate find
ways to accomplish things that they 
cannot often explain themselves, much
less apply any logic to.

Logic is for developing site plans, 
policies, cash management plans and the
like. Passion is for dreams and creativity.
Learning to embrace both, each in their
proper time and to the proper degree,
will provide far more benefits than
thinking of them as mutually exclusive.

BE ADVISED - IT’S CONTAGIOUS
At its best, passion is a highly commu-

nicable affliction. A person with a passion
cannot help but talk about it, wear it like
a badge of honor, or somehow communi-
cate it in the things they do. That passion

(if not too individualized) will reach out
into the group and energize others, creat-
ing an amazing synergy. An organization
with a passion infects those who enter it
almost immediately. Those who share
that passion will create an instant bond
with the group and most often make
immediate contributions.

While passion is contagious, it must
also be noted that it cannot be forced.
No formal meeting or mission statement
can create it. No person who declines to
share it can be forced to. It grows only
when those who are passionate about
something, have something to be pas-
sionate about, and cannot help but
invite others to share.

LOVING WHAT YOU DO
Anyone taking an informal, or for that

matter, a formal survey asking the ques-
tion, “Do you love what you do for a liv-

ing?”, would no doubt be treated to a
variety of replies. Many would be neg-
ative, incredulous, or simply shocked
by the question. It is a depressing fact
that many people consider their jobs a
bore and their careers simply a means
to an end. Loving what they do, or
finding a way to do what they love, is
simply something that does not seem
to be an option.

Loving what you do—really taking
delight and satisfaction from it—is
truly the heart of passion. Making
things better just for their own sake,
tackling impossible projects, and see-
ing the things that others miss, will 
all seem like second nature to some-
one who is passionate about their

work. Looking inside any successful
event will uncover a core of people with
that passion.

LOVING WHAT YOU DO, PART II
One final note about passion—quality

means more than quantity. Loving what
you do does not mean you have to live it
24 hours per day. Loving what you do
does not mean that nothing else is as
important. A workaholic is usually not
passionate—they are often, actually,
compensating for a lack of passion.

Paul Jamieson, CFEE is the Executive
Director of SunFest of Palm Beach
County, Inc. He is a member of the IFEA
Board of Directors and is the 2007 Chair-
Elect. He also serves as the Chair of the
IFEA Academy of Event Education. He can
be reached at pjamieson@sunfest.com.
“The Power of Passion” is taken from the
IFEA’s Fundamental Focus, one of many
resources available from the IFEA
Bookstore & Resource Center. For more
information go to www.ifea.com.

Passion is the
desire and hunger
to move and to do

things. Passion
can cause enthu-
siasm, but rarely
will the equation
work in reverse.





In the past 26 years I’ve
designed and produced over
6000 events ranging from festi-
vals, to corporate events and
official welcomes for heads of
state. From this broad experi-
ence it has become clear to me
that once an event is underway,
it’s the talent that drives the
event. You can have all the
operations in perfect order. You
can have the most beautiful
décor or site design. You can
have sponsors that are the envy
of every other event in town.

But if your programming is off
the mark for your audience,
your venue and your mission
statement, your event will not
achieve the level of success
most of us seek.
Many circumstances influence

talent choices. Although every
event has its unique considera-
tions, four factors always
impact talent selection. These
are the purpose of the event, its
audience profile, the venue or
site where the talent is to be
presented, and the budget.
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Let’s look at these factors 
individually: 
Purpose of the Event – The most suc-
cessful events reflect their purpose in
every area of event design. The purpose is
stated in an event’s mission statement, in
the case of a nonprofit event or festival.
For example, many festivals are formed to
provide a specific cultural experience for a
defined audience and location. For corpo-
rate events, a company’s goals in present-
ing the event define its purpose, such as
the roll out of a new product or service.

Site or Venue – An event’s site will sig-
nificantly impact the talent it can sup-
port in a cost-effective manner. If your
site was originally designed for perform-
ances, much of the technical support
required to present talent may be in
place. If, however, you are using a highly
non-traditional setting, the case with
many festivals, much of the technical
support must be brought in. Since this
can include staging, video screens, sound
systems, trussing and lighting, along with
the technicians required to set up and
operate the equipment, it will obviously
add to the cost.

Even traditional venues can lack tech-
nical support that is necessary to mount
specific shows. For example, in Denver,
the Buell Theater was built with the capa-
bility of presenting Phantom of the
Opera with the famous chandelier rigged
high above the audience. Other theaters
that were built earlier did not always
have the same capability. 

It’s therefore wise to use a systematic
approach to evaluating a site’s ability to
support the specific talent you are con-
sidering. Create a checklist that includes
all the details from electrical access to
dressing rooms. An event production
firm or audio/visual company can assist
with this process if a checklist is not cur-
rently in place.

Audience Profile – The third factor to
look at before you begin choosing talent
is your audience. The event’s purpose
should give a good indication of your
event’s target audience. 

There are many demographic services
available for identifying the preferences
and tastes of market segments by age, gen-
der, income, etc. This information can be
very useful, and there are a lot of resources
accessible on the Internet. However,
demographic profiles can still stop short,
because when we program we want to
reach a very specific audience in a given
locale—in other words, YOUR audience.
Different areas of the country have decid-
edly different tastes, even when we are
looking at highly similar demographics. 

Two tools that are valuable in dealing
with audience identification are exit sur-

veys from past events and focus groups
composed of key people in the commu-
nity. Focus groups are especially useful
for first time events. Since new events
don’t have the benefit of exit surveys,
polling key people can provide an infor-
mal means for predicting future success.

There are other informal methods of
research that can give insight into local
preferences. For example, look at local
ticket sales from a variety of events.
Which artists sell out when they perform
in your area? Is there any trend? For
example, here in Colorado, Béla Fleck, the
banjoist, frequently sells out in certain
sized venues. Much of his music is an
interesting fusion of bluegrass and jazz.
In addition to his popularity, many local
groups have developed that fuse bluegrass
with other musical styles. This suggests
that featuring an act, local or otherwise
that plays bluegrass fusion would proba-
bly work well in the same locale.

Pollstar is a source for information on
what national artists gross at specific ven-
ues across the country. You can also watch
the local news and comb the entertain-
ment sections of regional periodicals. 

Another good source of information is
your local CD store. There are remark-
able regional differences in artists’ popu-
larity even among national acts. For
example, Urban music, like The Black
Eyed Peas, sells very well in a lot of mar-
kets, but does best in East Coast cities.
Ask your local CD stores how well a
given artist sells in your market.

Other indications of local audience
tastes is whether or not your community
has a unique entertainment style that has
defined it, such as Chicago-style blues or
Boulder Slamgrass. Identifying unique
performance styles that are popular in
your area will provide some great ideas
for programming. By creatively packag-
ing home grown art forms you can pro-
vide a new and different spin on some-
thing that’s already a hit in your town.

Budget – The fourth thing to consider,
BEFORE you begin choosing the perfect
talent, is the budget. I’m sure we all wish
we had twice the budget we do for our
programming. However, having less than
we’d like to spend on talent doesn’t
mean we should automatically pursue
the cheapest options. I believe that the
old adage, “less is more”, applies to tal-
ent choices as well. It’s better to have one
or two good acts, than half a dozen
mediocre ones. A good strategy for get-
ting the most out of local talent, and
your budget, is to hire musicians and
other performers that are versatile. Many
musicians play in more than one band,
and if you provide them with multiple
bookings at the same event you can
lower your hourly rate.

Setting Goals for Your Event’s
Programming

The final thing you want to do before
choosing the perfect talent is to set goals
for your event’s programming. Obviously
talent should entertain. But what else
does your event need it to do? Are you
planning to book an act to increase
attendance? Are you trying to satisfy a
difficult market segment, like pre-teens?
Is the talent there to help increase sales?
Are you building a new interactive com-
ponent? Write a list of all the things
you’d like the talent to accomplish, and
then hone it down to the top three. Keep
these goals in mind when you begin
making talent choices.

Booking Local Performers
So how DO we choose the perfect tal-

ent? First we have to identify the options.
Here are suggestions for finding qualified
local and regional entertainers:

Talent Agencies – Find and work with
a reputable talent agency. Call colleagues,
and ask for a referral. Ask specific ques-
tions, such as the name of the agent they
like working with, how they do business,
reliability, creativity, etc. An agency takes
a commission for services, and this
comes from the artist’s fee. You only pay
for these services if you use them. A real-
ly good talent agency provides valuable
artist screening services that will save you
time and money. 

Artist Registries – Many cities have
special events departments, and they
keep listings of artists in a variety of cate-
gories. Most states have arts councils that
do the same thing, and some areas have
private foundations or nonprofit organi-
zations that identify artists. Check with
your state arts council for referrals.

Advertise – Place a Call for Performers
in you local newspaper. Direct interested
performers to send a promotional kit
composed of a photograph, CD, DVD or
video (depending upon the type of act),
any reviews and news coverage, and a
song list or repertory description. Most
professional performers also have a web
site for additional information. First
review the materials you receive. Narrow
your list, and then go see them in a live
performance in a setting similar to the
one at your event. If the group is appro-
priate for your programming goals, next
interview its members to make sure they
have an attitude and direction that is con-
sistent with your event and its mission.

Referrals – Ask performers you have
already qualified, and whose work you
like, for referrals. Be sure you qualify new
acts as discussed above. 
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Other Events – Ask for referrals from
other event directors. Usually events in 
a given market are not programming at
the same time. 

Universities – If your local college or
university has a theater or music depart-
ment, contact them for referrals.

Booking National Acts
The key to booking national acts is in

part contacts, but it’s also WHAT you know.
Knowing the price range of an act BEFORE
you call the agency is the ammunition that
will get you the best deal. Find out what
agency represents the act through Billboard
Magazine, Pollstar or online services. Then
ask your colleagues if they have worked
with that agency. If so, check if they work
with an agent they really liked, and ask for
that agent when you call the agency; but
before you pick up that phone, be sure to
do your homework. Here are the most
important things to know:

How popular is the act (or the style
of act) in your location? – Has the 
act been presented in your town in the
past? If so, how did they do? Did they 
sell out? What was the size of the venue?
Was the specific tour well reviewed and
well received? Find out ticket grosses in 
as many similar markets as you can. 
See how the act did in venues the same
size as yours. Make sure the reports are
recent. Pollstar has some of this informa-
tion, and they will do research for an
additional fee.

Then go back to your trusty CD store
managers. Ask how the act’s CDs are selling
locally. Find out if the act has a local fan
club. Is it active? How many members?

Call the entertainment editor of your local
press and find out what he/she knows about
the act. Sometimes reviewers have personal
experience from interviews and can give you
an idea of the artist’s personality.

What is the “real” price? – Every
national booking agency will attach a
rider to the contract that spells out the
technical and hospitality requirements for
booking the act. The cost of providing
technical and other services needs to be
evaluated in determining the actual cost
of presenting the act. Before discussing
the artist’s fee, call the representing
agency. Confirm availability for your date,
and then ask the agency to email the
group’s technical rider. Then ask your
local A/V company to give you an esti-
mate of the costs.

What is the fee range of the act? –
Try the Internet and research services like
those offered by Pollstar. Once you have a
good idea of what you believe the act
should cost, including the requirements

on the technical rider, THEN call the
agent you were referred to. You are now
ready to find out the asking price.

Keep in mind that it’s the agent’s job to
do the best he/she can for the act. The
agent is working for the artist. That’s their
job. Your job is to get the best fair price
you can for your client or event. If the
price the agent quotes is within the price
range your research indicates the act is get-
ting, then lucky you! Regardless, say you’ll
consider the act and call back. Then sit
down with pencil and paper and figure out
how many tickets you would need to sell
and at what price to break even at the
worst case—which is the agent’s asking
price combined with the technical costs
and your marketing costs. If the numbers
look good, you are ready to make an offer. 

We recommend that you consult with a
legal counsel that has familiarity with enter-
tainment contracts before making an offer.

Alternatives to “Big Names”
Sometimes creativity trumps fame! By

identifying and presenting really good

regional artists, packaging and marketing
them with creativity, you can spend less
and have more. Especially for an estab-
lished event with a big following, your
audience has learned to trust that your
event is going to deliver a certain level of
quality. This is a great reason to have an
annual theme for your event. If you have
an imaginative theme, and all the event’s
elements support it, including the talent,
you are going to create a much more
interesting experience for your audience.

Skye Griffith, CFEE, is the president
and owner of Skyline Talent & Events,
Inc., based in Denver, Colorado. The
company has produced some 6000
events since it’s founding in 1979. Skye
consults in the areas of event program-
ming, taking an event to the next level,
and producing an annual talent show-
case. She can be reached at skye@sky-
lineusa.com or 303-595-8747.

TRENDS-AT-A-GLANCE

Source: IFEA webpoll.

Which Element Impacts
Your Attendance to the

Largest Degree

HEADLINE
ENTERTAINMENT

52%

FIREWORKS

17%

PARADES

16%

CHILDREN’S
ACTIVITIES

15%
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Editor’s Note: As part of the IFEA’s 50th Anniversary celebration in 2005, we are 
featuring an article in each issue of “ie” written by some of the icons who have
helped to shape our association and our industry. Bill Lofthouse is the founder 
and CEO of Phoenix Decorating Company, Inc., based in Pasadena, California. 
He served as IFEA’s Chairman of the Board in 1996 and was inducted into the
IFEA/Miller Brewing Company Hall of Fame in 1998. In 2005, Lofthouse 
celebrated his 50th year of involvement with the Pasadena Tournament of Roses
Parade by riding on one of his own floats for the first time. He can be reached 
at bill.lofthouse@phoenixdecoratingco.com.

Throughout history, floats have been an
intriguing part of parades and pageantry,
limited only by the resources and imagina-
tions of the people who constructed them.
Large or small, towed by tractors, trucks,
cars, horses, self-propelled, or even car-
ried, floats can be made from just about
any materials available, the budget being
the only limiting factor.

By Bill Lofthouse
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The Pasadena Tournament of Roses
Parade floats are under construction all
year for a January 1 Parade. Artists begin
creating concepts and ideas for floats
over a year before that parade will roll
down the route. Building these struc-
tures, which are primarily built of steel
with some wood and foam on chassis,
begins as soon as a concept is sold to a
sponsor, usually starting in March. The
month of December is spent actually
decorating the floats. Getting an early
start and planning your float project
carefully can help cut your costs.

Budgets generally dictate the size 
and scope of floats. A guideline to keep
in mind when developing a float is, 
“It’s not the amount of your budget 
that counts, but the concept you come
up with to fit within your budget.” 
The float budget will vary depending 
on the event. Many events and festivals
across the country and around the 
world have individual float budgets 
ranging anywhere from $15,000 to
$350,000. Insurance is another financial
consideration. Proof of coverage may 
be required by the event; it’s not some-
thing to overlook.

Self-built floats can be constructed for
very low out of-pocket expenses, but that
depends on your ability to convince and
commit volunteers to help build and/or
donate the materials. There are suppliers
of materials that can be used for decorat-
ing and some have directions on “How-
to” available. Borrow a friend’s flatbed
truck and use homemade inexpensive
decoration materials. Trailers (like a low-

boy which is designed to carry cars,
trucks and even small tractors) can be
rented from many places. Think of your
high school and college homecoming
floats. With a lot of imagination any-
thing can be accomplished with a mini-
mum of cost. 

Another option is contracting with a
float company that specializes in ready-
made units. These can be rented for a
much lower cost than custom-built
floats. Props and materials can be
changed and altered to economically cus-
tomize these units to suit your needs.
Basic lettering and custom sign work can
be included. Rental fees may range from
$500 to $3,000.

A custom-built float will be the more
expensive path. What makes for higher
costs? There are many considerations to
be worked out, such as design, size, ani-
mation and the way it will move along
the parade route. A giant sculpture, fifty
feet tall, that must be raised and lowered
to accommodate traffic lights, bridges,
wires, etc., will cost much more than one
that is thirteen feet tall and able to
maneuver the parade route with ease.

A self-propelled, custom chassis can be
an expensive undertaking. Weight adds
up quickly, which in turn increases the
budget requirements. There have been
instances of chassis carrying as much as
thirty tons. In constructing a covered,
self-propelled float, you must recognize
that operating a vehicle that large at
parade speed (usually 2.5 - 3 miles per
hour) for two to three hours can cause
overheating of the engine. To maintain a
slow speed, a reduction gearbox can be
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installed into the drive train. The over-
heating problem can be resolved by
installing a large radiator with a double
fan system front and rear.

In the Tournament of Roses Parade, a
float can require several people to oper-
ate it. For the most part, the driver can-
not see enough to steer, so an observer is
included. This person may be lying down
on his/her side somewhere at the front
of the unit or sitting 10 feet off the sur-
face of the unit. The engine operator and
the person steering must have separate
brake systems and cut-off switches. Some
floats have as many as eight (8) people
operating the float. For safety, all of these
people must have a fire extinguisher,
emergency horn and a blower to bring
fresh air in from the outside. They also
have to wear special hard-wired headsets
that allow them to communicate with
one another.

Animation, a favored touch for specta-
tors, is hydraulically driven on a number
of floats, especially the large heavy move-
ments. The Tournament of Roses Parade
has rules and regulations regarding the
use of animation equipment, which
increases the overall budget. Each float 
is required to have one engine that pro-
pels the unit down the parade route and
a separate engine to operate the anima-
tion system. They also require a back-up
system for the animation equipment,
usually a battery-powered unit or genera-
tor for a 110-volt system. Of course, 
you could also use what we call people
power to move the different objects on
the float. This can be accomplished by
adding bicycle gears to pedal, turning 
a crank, or even moving a simple lever
up and down.

Float riders can also make a difference
in the cost of the float. It really depends
on the number of riders and what they
are doing on the float. When the number
of riders exceeds 10 or 12, it becomes a
lot more work. I have had as many as 75
riders on one unit. Assuming an average
weight of 150 pounds per person, this
means that float had to be constructed to
carry an extra 5 to 6 tons. If these are per-
formers that move around (for instance,
dancing) you have to compensate for the
weight shifting around on the unit. The
Tournament of Roses Parade rules also
requires an evacuation plan that would
get everyone off the float in 60 seconds.
Again, more planning and work.

Music or sound will require an on-
board sound system, from a cassette
player on up to a digital computerized
chip system. This may be as simple as a
12-volt battery unit or as complex as a
stadium sound system requiring 25,000
volts of generator power to produce
40,000 watts of sound.

Another form of float, for a water
parade, is a barge. It can be self-pro-
pelled, towed or just drift with the cur-
rent. It can be handled in much the same
way as a street unit. Note that I said
barge, not boat. Some water parades fea-
ture only decorated boats. In my opin-
ion, these are not floats, just decorated
boats. I know some will disagree, but it’s
the same as an automobile going down
the street with flower garlands, strings of
lights or some other form of decoration.
Novelty units, such as stagecoaches, wag-
ons, airplanes (on wheels), ship models

(on wheels), trolleys, etc. are sometimes,
mistakenly, referred to as floats. That’s
not to say these elements could not be
used on a float. If the boat, automobile
or whatever is completely covered and
not visible to viewers as its original form,
in my opinion, it is a float.

Floats have become a very important
signature of some events or parades in
which they are featured. What comes to
mind are the Mardi Gras floats that are
large and colorful with mostly bright
fiberglass finishes and large numbers of
masked riders tossing “throws” to the

Continued on page 67
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Editor’s Note: Following the annual IFEA/Haas &

Wilkerson Pinnacle Awards each year, we always

get lots of questions about what makes a win-

ning entry. Sometimes the difference between a

’Gold’ and a ’Silver’ or a ’Bronze’ entry can be

very small. In this article, Nancy Chapman of

Milestone Products explains very effectively how

something very small can make a big difference

when given the proper attention.

By Nancy Chapman, CFEE
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Pins. Souvenir pins, Lapel pins,
Collectible pins. A pin by any name can
be a one-inch billboard. Properly pre-
pared and deftly deployed, pins are some
of the most powerful marketing tools
available to festival organizers and partic-
ipating vendors.

Which brings us to the question of
why festival pins are so often not proper-
ly prepared and deftly deployed. When
something so little could do so much,
why do so many do so little?

The answer is lack of proper planning.
Festival directors, who will plan a 50-

foot billboard with the care usually
reserved for a mission to Mars, often think
of pins with all the forethought of an after-
thought. Yet these miniature billboards
can be the focal point of a marketing cam-
paign that helps create enthusiasm, visibil-
ity, and publicity for your event.

With that in mind., let’s take a look at
how you should go about building a
one-inch billboard.

Construct a Foundation
When I ask people what they think

they should do first in building their
one-inch billboard, they’ll usually say
“pick a design,” or “choose a color.”
Actually, those are nearly the last things
you’ll do. Forget about them for now.

First things first.
Building a one-inch billboard begins

with constructing a marketing and mer-
chandising plan. Much like the founda-
tion of a house, everything else will
stand on this plan. Properly built, it will
support a large (and successful) structure.
Poor or sloppy construction will put
everything that rises above it in jeopardy.

To begin constructing your plan, you’ll
need to decide what your pin’s purpose
is. But you can’t figure out the pin’s pur-
pose until you know the who, what,
where, when, why, and how of marketing
your festival, product, or service.

WHO is your market? Adults?
Children? Companies? Other organiza-
tions? Don’t forget to consider age ranges,
demographics and ethnic ties or affilia-
tions. This question has the possibility of
multiple answers, so don’t try to reduce it
to one response if two or more appear.
Maybe you have multiple audiences requir-
ing a multi-point marketing effort. And
different billboards for each audience.

Taking time to really understand who
your audience is may well be the single
most important part of building a one-
inch billboard. If all you know about
your audience is that it’s “everybody who
comes to our festival,” you’ve got work to
do. What do they like? What do they
buy? What don’t they buy? Your prior
vendors have a lot of very important

information about your audience.
So does your audience. Ask them.

You’ll be surprised how willing most will
be to tell you all sorts of things about
themselves, why they’ve spent the time
(and money) to come to your festival,
and whether or not they would return.
All of that information becomes building
blocks for next year’s marketing plan,
and thus next year’s pin production.

WHAT is the point of the pin? Is it
complementing something else in the
marketing plan, or is it a stand-alone
effort? Is it part of an ongoing series? Is it
a giveaway to everyone, a bonus with
higher-priced tickets, or festival items sold
as a unit? Is it being cross-promoted with
other items, either the festival’s or that of
individual vendors or sponsors? Is it
being used to identify staff, or is it intend-
ed to have off-site promotional value for a
multi-day or multi-week event?

WHERE will the pin be sold or dis-
tributed? Is it going to be available at
souvenir booths throughout the festival,
or given away with the program, or sold
before or after the festival via mail?

WHEN will the pin be created 
and manufactured? More on this in 
a moment.

WHY will people want the pin? Is it
going to be special in some way, or will
one or more of several pins be rare or
hard to get? Will it signify special partici-
pation levels, or donation to a cause?

HOW is the pin going to help build
interest and enthusiasm for the fes-
tival, increase attendance, or stimulate
sales of related or interacting merchan-
dise, memberships, etc? Will it be cross-
promoted with other merchandise?

Your pin planning may well extend
beyond the festival or event itself to
include post-event marketing. This is
vital for many groups who depend on
membership to sustain them. You may
want to consider complementary pins, a
series, pins for signing up for higher
membership levels, and other implemen-
tations that use the festival or event as a
jumping off point.

Part of a pin’s purpose can be capturing
a name and address. I’m often surprised
how few festivals ask their visitors for the
information needed to reach them again
in the future. Pins can be your point of
entry for inviting people to register. Once
they’ve done that, in exchange for a pin,
you have a list of people who can be
reached with highly targeted— and highly
profitable—marketing efforts throughout
the year. And, perhaps more important,
these people are your most profitable
attendees the next year because you spend
the least getting them back. You now
know exactly who they are. Inviting them
back becomes a lot less expensive than

getting them there the first time. Make
sense? Put it in your plan, and give your
pin a purpose.

Pins — properly prepared and deftly
deployed can have the explosive power of
a small nuclear weapon. They can readily
become a powerful engine that generates
word-of-mouth, brings repeat visitors,
builds esprit de corps, and makes your
festival a must-see, must-do event.

Think Outside the (Pin) Box
As part of your marketing plan, take a

moment and think differently.
The easy and obvious thing is putting

a pin on a card or in a box and selling it.
That may, in fact, be precisely the right
strategy for your festival.

Then again ... give yourself 10 minutes
to think unconventionally. While search-
ing in the outer reaches of your mental
fields, you just might discover something
of immense value.

This is the game of “What if?” It costs
absolutely nothing to think about some
possibilities.

What if the pins were numbered, and
you posted winning numbers every hour
that meant big prizes and entry in a draw-
ing for a grand prize—people had to be
present and claim their prize within an
hour? What would it mean to your festi-
val, in dollars and cents, if every visitor
stayed an extra hour or two, on average?

What if the pre-event publicity said
there was a free pin with each paid
admission AND one of the pins given
out during the festival would be solid
gold and worth $1,000?

What if each pin had a miniature elec-
tronic chip embedded, and one chip on
one pin opened the door to a new car
that was on display? Better yet, what if
you approached a variety of sponsors
and each offered a major prize at their
premises for one week after the festival
to the lucky holder of the pin with the
correct chip? Sponsors gain traffic, you
gain sponsors.

What if you offered a different pin for
each hour the festival was open, and
challenged people to “Get them all!” It
could become a sort of X Games compe-
tition of the kind that particularly
appeals to young adults.

What if sponsors were approached and
asked to sponsor a pin that would be
given to everyone attending, rather than
sponsoring the event as a whole?
Sponsors often commit much more readi-
ly to something tangible and persistent
than they do to the vague promise of hav-
ing their name on a program or a sign.

The possibilities are endless, and excit-
ing. Which is precisely the point. Pins
can be used in a wide variety of ways to
create and perpetuate an air of excite-
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ment that is crucial to the success of a
festival. Generating the all-important,
but difficult-to-get, “buzz” that makes a
festival a must-do event is made easier
when you put pins to work as part of a
carefully constructed and executed mar-
keting plan.

Thinking outside the (pin) box is Step
2 in building a one inch billboard.

Pick the Packaging
How do you display and distribute a

one-inch billboard?
Part of building your billboard is pick-

ing the packaging. Whether you put the
pin in a plastic bag, put it on a printed
card, encase it in a velvet box, wrap it in
gold leaf, or perch it atop a
bowl of cherries is an
important decision that will
depend on marketing goals,
budget, creativity, and the
pin’s purpose.

The solutions range from
mundane to masterful. Your
one-inch billboard can
often be made larger and
more effective through its
packaging. Putting the pin
on a card enables you to
tell the pin’s story —per-
haps the significance of the
design, or the importance
and history of this particu-
lar festival, or even details
on how the pin was made.
A card or box permits you
to include information on
membership, other festival
merchandise, etc.

In effect, the packaging
multiplies the pin’s size, vis-
ibility, and marketing mus-
cle. The more elaborate the package, the
more likely people are to value the con-
tents. There is a threshold level below
which the package gets disposed of
immediately. Above that threshold the
package gets retained and thus has an
opportunity to deliver your marketing
message not just immediately, but for a
sustained period. That’s why a slight
additional investment in packaging often
goes a long way in terms of marketing.

Hone the Message
In Hollywood, one of the tests of

whether a film idea is ready to present 
to a potential producer is whether its
champion can sum it up in one sentence
and make it seem exciting. Your job 
is tougher.

You have one inch. Onto that inch
goes a splash of color and a perhaps a
dash of words that must say what you
want, and do it in a way that ignites your
target audience.

By comparison, a full sentence is an
unbelievable luxury. You’ve got to get it
said on a one-inch billboard.

Think about it. Then think about it
some more. Eliminate the verbose, the
complicated. Cheer on the simple and
elegant. This is definitely a situation
where a (very) little bit goes a long, long
way. Hone. Pare. Condense. Crystallize.
What, exactly, is your message? First get
that clear, then work with the pin design-
er on how to say it.

Small by Design
So far, we’ve been building the one-

inch billboard’s foundation. Now it’s
time to build the billboard itself. 

The first concrete step toward getting
your pin into production is designing it,
and I can think of no place where profes-
sional assistance is more urgently needed.

There is a very good chance that you
have an aunt, uncle, cousin, brother,
friend, colleague, lawyer, legislator, or
spouse who thinks he/she can design a
pin. Their qualifications usually consist of
being able to draw, though even that abil-
ity is sometimes dramatically overstated.

Don’t let it happen to you, your festi-
val, or your pin. There are few areas of
design as specialized or demanding as
that of the one-inch billboard. Working
in miniature requires not only the ability
to draw, but also the experience and
knowledge of how things scale down,
what works (and what doesn’t) at 
small sizes, how colors act (and act up)
when put on a micro-canvas, and the
capabilities and limits of each of the 
several types of processes used to 
manufacture pins.

Just as the United States Postal Service
has a corps of designers who devote their
entire lives to creating elegant, effective
postage stamp designs, top tier pin 
producers have professional designers
whose talent, knowledge and experience
is invaluable.

Find a specialist who has the talent to
give you foolproof designs that work
visually and in terms of production.
Having found such competent advice,
take it. Pin designers are not just artists;
they’re communications and marketing
experts. Tell them the message you want
to deliver. Let them guide you in the best
way to build your billboard.

The art of designing a pin involves the
ability to isolate, abstract, and
simplify. You may be surprised
how good an outsider is at see-
ing the key element that cap-
tures the spirit of your event
and says it all in a tiny image.

The designer needs to know
many things, which is one of
the reasons you prepare a
marketing plan first. The psy-
chology of a pin for a 10-year-
old at a school festival is far
different than that of a pin for
a teenager at a rock concert.
Having done your marketing
plan, you won’t be caught by
surprise when the designer
asks who, what, where, when,
why and how.

Design combines shape,
color, texture and art into an
organic whole. Well done, it
provokes in the viewer a
response. That’s part of the
power of a pin.

The Time Lion
We call the production timeline the

“time lion” because it eats so many 
projects alive.

Time is either your friend or your
enemy. It all depends on when you 
get started.

Some people seem to need the adrena-
line rush that comes with starting pin
production on precisely the last day on
which it is theoretically possible to get
the pin made and delivered. They appar-
ently savor the excitement of not know-
ing until the last instant whether a key
element of their marketing program will
arrive or not.

Under normal circumstances, it takes
six to eight weeks to design and manufac-
ture a pin. Of course, circumstances are
rarely normal. Six to eight weeks is how
long it takes a supplier to do their part of
the job. It does not include the weeks it
might take a committee of people to
argue about which of three designs sub-

You have one inch. Onto that

inch goes a splash of color

and a perhaps a dash of

words that must say what you

want, and do it in a way that

ignites your target audience.
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mitted is the best, or the weeks it takes to
get a purchase order issued, or the weeks
it takes a legal department to bless the
project and use of a corporate logo.

All the while, the time lion lies in wait.
To avoid unnecessarily feeding the

lion, start early. No, earlier than that.
Really early. One of the many benefits of
beginning early is that you give the
designer time to let your project percolate
and produce something inspired. This is
the creative process. It is, unfortunately,
not predictable except to the extent that
we can say with some degree of certainty
that it rarely responds to “Hurry up and
think of something great right now.”

In fact, there is no part 
of the process that can 
really be said to improve
with haste. The likelihood 
of mistakes increases as 
pre-production steps are
rushed, and the risk of com-
promising quality increases
as the time available to com-
plete the job decreases.

Another way to avoid feed-
ing the lion is to put one per-
son in clear charge of making
pin decisions. This is a cre-
ative process, which means
that in a room of six people,
you will get at least eight
opinions on any aspect of the
pin design. Creativity by
committee is rarely success-
ful. Let as many people as
you want have input, but put
one strong individual in
charge of listening to every-
one and then making final
decisions from which there is
no appeal. It’s your best shot
at getting the most creative work, and
getting it without intervention of the
time lion.

To get the best job for your investment
of time, effort, and money, plan ahead,
be decisive, and beware the time lion.

“Properly Prepared”
I said at the outset that “Properly pre-

pared and deftly deployed, pins are one
of the most powerful marketing tools
available to festival organizers…” What
does “properly prepared” mean?

It means selecting the right vendor, the
company to which you will entrust design
and production of this most important
part of your merchandising plan. All you
want is a company that is creative, capa-
ble, dependable, experienced, friendly,
accessible, and price competitive.

Believe it or not, such companies exist.
You just have to find them. Here are a
few questions you can ask vendors to
help sort wheat from chaff:

• How long have you been in business?
(Years is good, decades is better.)

• Do you have in-house design staff?
(You want a company that has design-
ers who do exclusively this kind of
design work.)

• For what other festivals and events have
you created pins? (You’ll get an imme-
diate read on whether the company is
used to dealing with major players who
know good from bad, or has been con-
fined to the minor leagues.)

• Do you offer more than one pin pro-
duction process? (There are several,
varying in sophistication and cost.
Some are more appropriate to particu-
lar designs than others, and you

shouldn’t be forced to accept one
process just because that’s all your ven-
dor can do.)

• Can you produce very large quantities?
(This provides some measure of the
company’s manufacturing arrange-
ments. Virtually all pin production is
in China, and some companies have
long-standing and secure arrangements
with a particular factory whose quality
they know and trust. Others have less
regular and consistent arrangements
that can lead to swings in quality.)

• Will you provide pre-production sam-
ples? (You should be able to see a pre-
production example of your pin in fin-
ished form. If a company can’t provide
that, it may not have a strong enough
relationship with the factory to justify
your investment of time and money.)

• Can you deliver pins packaged to my
specifications? (A capable vendor can
arrange for virtually any type of pack-
aging, imprinted or not, with full

assembly. You probably have some-
thing else to do the night before your
event than putting 10,000 pins on
cards or in plastic bags.)

“Deftly Deployed”
They’re here. Your one-inch billboards

have arrived.
Now what?
This is the culmination of your build-

ing project. You’ve done the marketing
and merchandising planning, the think-
ing, the message honing, and the design-
ing. You’ve found the ideal vendor.
You’ve built a one-inch billboard.

Now your real marketing and mer-
chandising work begins.

Put your billboards to work
in every way and every
venue possible. Give them
to sponsors to give to others.
The power of leverage is
great. Put it to work for you.
Enlist the marketing capabil-
ities of partners, vendors,
and sponsors to multiply
your exposure and do it by
making your one-inch bill-
board a centerpiece of the
campaign. Use it as the sym-
bol of your event.

Sell the pins by mail. 
Sell them with T-shirts.
Sell them with sandwiches.
Feature them in pre-event
space ads and direct market-
ing materials.

Have them available at
every merchandising booth
on site.

This is the fine art of deft
deployment. It means using
every opportunity and

exploring every option to get your one
inch billboards on display and have them
working on your behalf. Go back and
read your marketing plan. What did you
say you were going to do? Do it now!

Keep It Moving
Like any billboard, your one-inch bill-

board’s biggest enemy is familiarity. The
first few times we see something unique,
it’s eye catching, alerting, and appealing.
Bit by bit, we become sated. Familiarity
first breeds content, then contempt. Have
you ever left something by the door so
you’d remember to take it with you in
the morning, then walked right by it as
you left for work or school? It happened
because you’d already walked by the
item several times, so it was no longer
unique. You saw it without seeing.

Pins need to be constantly refreshed in
order to keep working effectively.
Variations on a strong design are fine,
but change is necessary. You are not 

Continued on page 65
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making final decisions from

which there is no appeal.
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To reach your objectives and exert a
positive influence over others, you’ll
need a game plan for reaching agree-
ment. Here are some strategies to help
you achieve your objectives and create
win-win deals:

Strategy No. 1: 
BE PREPARED

The key to success in any negotiating
situation is preparation. As the saying
goes, “Knowledge is Power.” The more
you know about the circumstances sur-
rounding the situation, the more power-
ful you will feel and the more you will
be able to direct the outcome.

First, define the needs of the other
party. Ask yourself, “What do I know
about them?” This is particularly impor-
tant because many salespeople assume
that the buyer has all the power. The
salesperson often feels powerless to con-
trol the outcome. By establishing how
much the buyer needs what the salesper-
son has to offer, you shift the balance of
power. The degree to which the feeling of
power and control will be transferred to
the salesperson depends to a large extent
on knowledge.

It is a simple truth of negotiations that
the control of the negotiation lays with
the party that is perceived to need the deal

the least. So take as much time as circum-
stances permit to evaluate the situation.
There is no substitute for knowledge. 

Strategy No. 2: 
NEGOTIATE WITH TOP-LEVEL
DECISION-MAKERS

While this may seem obvious, there is
more to this strategy than meets the eye.
Always establish the decision-making
hierarchy ahead of time. If you don’t
know who the decision maker is, aim
high. This strategy will achieve three very
important objectives:
1. The higher you reach in the decision-

making process, the better you can

With the right strategies we all can shape successful deals, whether
we are buying, selling, solving customers’ problems, managing
conflict, or just dealing with difficult people.
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assess the needs of the other party. For
example, if you target the president of
a company to negotiate with and you
get to deal with him or her, your
power base will be stronger because
the need to strive for an agreement has
been demonstrated at the highest level
within the organization.

2. By aiming high you are more likely to
be dealing with someone who can dis-
cuss options beyond simply “yes” and
“no”; someone who can shape up a
deal and not just respond to the situa-
tion as it appears at face value. This is
an important tactic, because if you
negotiate at a lower level where only
“yes” or “no” decisions can be made,
you run the risk that if the answer is not
“yes” it will have to be “no”; not ideal
circumstances for a win-win outcome.

3. By dealing with the highest level of
decision-maker you will avoid many of
the common barriers to business deci-
sions. Policy, budgets, systems and
higher authority are often used as
excuses to defer decisions and some-
times as negotiating ploys to secure
concessions. If your negotiating partner
is the ultimate decision-maker, chances
are these barriers will not exist.

Strategy No. 3: 
GET THE AGENDA

Never open a negotiation with a
demand or an offer. Always make sure
you ask questions at the outset of the
negotiation - questions to clarify the
facts, gather information and establish
needs. This is what I call getting the
agenda. If you don’t take this initial step
in the negotiation you run the real risk
of agreeing to a deal without ever know-
ing if it was the best deal, or a fair deal,
for both parties. Never, ever, deal without
an agenda.

Strategy No. 4: 
TRADE CONCESSIONS -
DON’T GIVE THEM

Whenever you are required to give a
concession in order to clinch the deal,
always create a “quid pro quo,” some-
thing for something. Not only does this
strategy establish the fairness of the deal,
thereby creating a win-win outcome, it
also helps you maintain professional
integrity. People have very little respect
for you if you simply crumble under
pressure. Don’t give away the store.
Remember, if you just give, they will just
take. Always seek a trade.

Strategy No. 5: 
PLAY IT COOL

Understand the other party’s emotion-
al commitment. However, make sure you
always have control of your own emo-
tions during a negotiation. Never lose
your temper or show excitement unless
you know the other party well enough to
be sure that he or she will not manipu-
late your vulnerable emotional state.
Always avoid emotional seepage. As they
say in poker games, “Play your cards
close to the vest.”

Strategy NO. 6: 
WALK AWAY FROM 
BAD DEALS

All good negotiators understand the
importance of maintaining an objective
perspective about the outcome of any
deal. A good negotiator won’t even sit
down to negotiate unless he or she is
already prepared to get up and walk
away. Never fall in love with the idea of
doing deals. If you do, you will lose sight
of your real objectives and work to satis-
fy the false goal of a deal at any price.

This six-part strategy requires that you
evaluate your options to a successfully
negotiated agreement. You will enter the
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negotiation feeling more powerful and in
control—and more likely to secure a fair
and equitable deal.

NEGOTIATION TIPS TO
CLOSE MORE SALES

• Know your own needs and wants.
What do you want from the negotia-
tion and why do you want it?
Brainstorm, make a list and prioritize
it. You may not get everything you
want, so make sure that you know
what’s most important. What is at
stake? What is your time frame? What
are your emotional needs?

• Know the other person’s needs, wants and
goals. Ask questions of the person or
other people so you can find out 
some of their needs and goals. Put
yourself in the other people’s shoes
and think the negotiation through
from their point of view. What’s in it
for them? What’s their bottom line?
How soon do they have to make a
decision? Try to imagine what their
first offer might be, or how they might
be, or how they might react to your
offer. What do you think they’ll object

to, and what offer do you think they’ll
accept? How will it make them look if
they accept your offer? How do they
need to feel after the negotiation? Do
they need to appear fair? Look good
with the company?

• Decide who should negotiate. Just
because you have an interest in a situa-
tion, you may not be the appropriate
one to negotiate. Perhaps you need
more expertise. Maybe you’re too emo-
tionally involved. Will you be outnum-
bered in the negotiation? If so, maybe
you’d be more comfortable if you
brought along a colleague.

• Determine the best time and place. Most
standard books recommend negotiating
on your turf, but that’s not always best,
particularly if you don’t want to intimi-
date the other side. If that’s the case,
their turf or neutral turf might be the
best choice. Don’t feel you must accept
the physical situation. For example, if
you go to someone’s office and he or
she is sitting in a huge chair behind a
huge desk, and you are expected to sit
on a much lower seat, you may feel at a
psychological disadvantage. Suggest

moving to a conference table or coffee
table if it’s available.

• Develop a step-by-step strategy. Have a plan
A and plans B, C and D. Your first strate-
gy might not work with certain people.
Negotiation can be very creative. Don’t
bank on your original idea being the
one they’ll respond to. Remain as flexi-
ble as you possibly can throughout the
negotiation process. Be prepared to shift
gears to counter any changes in
approach by the other side.

• And, finally, always negotiate in fairness so
you have a win/win situation.

Sylvia Allen, CFEE, is the president of
Allen Consulting. A member of the IFEA
President’s Council, Allen was inducted
into the IFEA/Miller Brewing Company
Hall of Fame in 2005. She is the author
of “How to be Successful at
Sponsorship Sales”, available through
the IFEA Bookstore and Resource
Center. She can be reached at
sylvia@allenconsulting.com.
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IFEA Update

In the aftermath of Hurricanes Katrina and Rita, as with
other recent worldwide disasters that include the tsunami in
Indonesia and the earthquake in Pakistan and the surround-
ing region, our heartfelt sympathies go out to our members
and all those dealing with unimaginable new challenges. 
We cannot pretend to understand all that they are now 
dealing with, nor do we assume that they have been able 
to fully assess the impact on their families, businesses, com-
munities and countries, themselves. What we have offered
and continue to offer is our support as they work their way
through things.

We have assured them that the IFEA and their professional
peers are by their side and asked them to turn to us in the
weeks and months ahead. We have promised to help them

reach out to our members and industry for support in 
areas such as professional manpower, support, services 
and supplies; communications to their professional peers;
and personal support needs, as possible. We cannot guess
what needs they may have, but are confident that all of our
members will help us to respond in any way possible as we
are requested. 

The impact of these disasters has caused us to begin to
address just what our industry’s role is / should be in the
future, as the world is faced with these inevitable tragedies
that are out of our control. As an industry that has access to
resources and expertise that build and dismantle large opera-
tional units every day; who coordinate large volunteer bases;
and who are used to dealing with areas such as traffic, securi-

IFEA Begins to Address 
Industry’s Role in Future 
Disaster Relief Efforts
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IFEA’s Certified Festival and Events
Executive (CFEE) program was created
in 1983 to provide an opportunity for
professionals to continue their industry
education and receive recognition for
doing so. The program underwent a
significant update in 2003 and each
year the association’s Academy of Event
Education strives to make improve-
ments in all aspects of the certification
process. The Academy, made up exclu-
sively of individuals who have earned
their CFEE Certification, also works on
ways to promote the program and pro-
vide further opportunities for CFEE’s to
network with each other.

Based upon work completed in the
past year, the Academy is pleased to let
both current and prospective graduates
know “What’s New with CFEE”:

Core Curriculum Established –
For the first time, a formal written cur-
riculum has been established for each
of the six core areas of CFEE education
(operations/risk management, sponsor-
ship, non-sponsorship revenue, human
resources, administration/management,
marketing/media relations). The cur-
riculum includes objectives, key
instructional elements, and detailed
learning outcomes. The creation of
these guides ensures that each person
enrolled in the program will receive a
quality and comparable experience.

Instructor Applications –
Historically, many of the CFEE classes,
including the core curriculum group
established in 2003, had been present-
ed by a narrow group of individuals.
While this created continuity among
the content presented, it also limited
the availability of the programs. This
past year the Academy developed an
instructor application system with the
intention of creating a roster of quali-
fied speakers. It is planned to have the
instructor application process available
on the Internet early next year. 

Recertification Requirement
Option – Current CFEE’s working
towards their recertification now have
an option to the required three
Advanced Professionals Courses. The
submission – and publication - of an
article in “ie” magazine may now be
substituted for one of the courses.

Professional Profile Opportunity –
The “Professional Profile” featured in
each issue of “ie” magazine will now
exclusively feature those who have
obtained their CFEE designation.

Convention Attendance
Requirements – Those working
towards their certification or recertifica-
tion, whose schedule of events pre-
cludes their attendance at the annual
conference, now have two options.
They may attend any IFEA regional

ty, transportation, and more, the ques-
tion arises: what can we bring to the
table and how?

During the IFEA’s 50th Anniversary
Reunion Convention in San Antonio in
September, we convened a roundtable
discussion on this topic, moderated by
Bruce Erley, APR, of Creative Strategies
Group and Ira Rosen, CFEE, of
Entertainment on Location, who have
agreed to co-chair a new committee to
further address this important topic. 

Participants in this initial discussion
(including Laurie Toups, formerly with
French Quarter Festivals in New Orleans,
who had evacuated temporarily to San
Antonio) agreed and emphasized that
festivals and events play a vital role in
the restoration of the spirit, hope and
“normalcy” of a community recovering
from such traumatic experiences. They
further agreed that it is appropriate 
for the IFEA to commit to providing
support through our access to industry
resources, to help aid in recovery
processes, and to encourage our individ-
ual members to do the same.

In a broader discussion of how IFEA
and its members can help support those
in areas of need, several suggestions were
placed on the table that will be reviewed
by the IFEA with the help of its new com-
mittee, to determine best responses/direc-
tion as we look to the future. The IFEA
has also initiated similar discussions with
our Association Alliance partners to fur-
ther increase our mutual outreach and
support capabilities. 

For those with further suggestions to
contribute to this topic, please forward
your thoughts to the attention of IFEA
President & CEO, Steve Schmader, at
Schmader@ifea.com

What’s New 
with CFEE ?

IFEA’s CFEE program is sponsored by K&K Insurance
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seminar instead or may fulfill this requirement in a time
span beyond the required three years prior to certification.

Speaking and Writing Requirements – In the past,
the certification process’s writing and speaking requirements
could only be filled via IFEA seminars or publications. Now
other sources will be accepted, provided that they are related
to the industry and pre-approved. The established provi-
sions regarding actual publication of a written piece and
minimum speaker evaluation scores for a speech still apply.

Capstone Portfolio Clarified – One of the require-
ments added to the program in 2003 was the Capstone
Portfolio. As now defined, this requirement now means the
following: Prospective graduates must provide two case stud-
ies in any of the core curriculum areas. The case studies must
show how the individual recognized and solved a significant
problem or met a significant challenge. Support materials
and an actual presentation are encouraged, but there is no
specified format.

Records Updated – With the program itself undergoing
revisions and a changeover in the association’s administra-
tion during the last five years, the records of a number of
program participants were incomplete. Julie Parke of the
IFEA staff spent a great deal of time this past year updating
these files and they are now as complete as the information
available allows. 

In addition to these items, the following represent future
plans by the Academy as we move forward into 2006: 

CFEE “Credit” from other Educational Programs – Over
the next year, the Academy will be reviewing other educa-
tional event industry programs and certifications to estab-
lish areas in which curriculum overlaps. Once the match to
CFEE curriculum is confirmed, the Academy will then deter-
mine how much CFEE ’credit’ can be granted in various situ-
ations. Credit will only be provided for quality programs
equating to the core curriculum areas.

Marketing Plan – Efforts are already underway to create
and implement a marketing plan for the CFEE program. The
concept is to make program information more concise and
accessible, as well as to communicate to potential enrollees
the value of obtaining their certification. Revamped pages
on the IFEA web site, which will include items such as cur-
riculum guides and capstone portfolio examples, are an
integral part of the plan

Mentor/Advisor Program – As part of the Academy’s
CFEE “Alumni” efforts, in 2006 emphasis will be placed on
creating a mentor/advisor group for those currently enrolled
in the program. This is something that enrollees have asked
for and the goal is to have a mentor/advisor for each indi-
vidual active in the program. All current CFEE’s will be
asked to join in this very important project.

Increased Opportunities – The establishment of for-
mal curriculum and a process for instructors to be vetted
and approved is designed to increase the amount of times
throughout the year when the core classes will be offered.
Several options are currently being considered and the
expanded opportunities will be a part of the redesigned web
pages on the IFEA site.

For further information on the CFEE program contact
Julie Parke at the IFEA office (jparke@ifea.com) or any of
the following members of the Academy of Event Education:
Paul Jamieson, CFEE, Chair pjamieson@sunfest.com
Jay Downie, CFEE, Curriculum Committee jdownie@s1mc.com
Sam Lemheney, CFEE, Alumni Committee
slemheney@pennhort.org
Mary Pinak, CFEE, Marketing Committee mpinak@wpb.org

UPCOMING IFEA EVENTS
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.

2nd Annual Southeast Regional Festivals 
& Events Conference
February 6-8, 2006
Chattanooga, TN
Contact IFEA Regional Director
Carolyn Morris at (770) 592-7180 or
Carolyn@ifea.com for more information

8th Annual Illinois Special Events Network
(ISEN) State Convention 
and 13th Annual Chicago Southland 
Festivals and Events Workshop
February 8-9, 2006
Tinley Park, IL
Contact Cyndie Hall at (815) 987-5546 or
Cyndie.hall@ci.rockford.il.us 
for more information 

2nd Annual Northeast Regional Festivals 
& Events Conference
February 26-28, 2006
Columbus, OH
Contact IFEA Regional Director 
Tom Kwiatek at (610) 972-1530 or
tkwiatek@ifea.com for more information

IFEA Update

Organizers vow to
Stage Mardi Gras

According to Associated Press
reports, Mardi Gras organizers have

promised to roll out New Orleans's signa-
ture celebration in February despite the wide-

spread destruction caused by Hurricane Katrina.
Tourism officials, float builders and parade hosts
appeared before the New Orleans's City Council to
insist the annual pre-Lent celebration - part family

party, part Bacchanalian blowout - return this winter.
Mardi Gras organizers said about 25 groups are planning to

stage their parades, about a half-dozen fewer than normal. Besides
that, they offered no specifics on scaling back the celebration that
culminates on Fat Tuesday, which falls on February 28th next year.

City Council members have suggested the city ease rules on
private funding for next year's Mardi Gras, which could pave the
way for corporate sponsorships and possibly draw millions of
dollars. Mardi Gras generates as much as $1 billion (U.S. dol-
lars) in economic activity and the celebrations draw an estimat-
ed 1 million people each year.



©NCC/CCN

After a very successful 50th Anniversary convention in San Antonio
in September, many people asked us how we could top that experience.
And while the Texas hospitality that we received will stay with us for a
long, long time, we are already planning for the IFEA’s 51st Annual
Convention & Expo, as we kick off our second fifty years in style.

Mark your calendars now for September 19-23, 2006 and plan to
join your professional peers from around the world in the spectacular
city of Ottawa, Ontario, Canada. With the help and assistance of for-
mer IFEA Chair, Therese St. Onge and the National Capital
Commission (NCC), we promise that the convention will offer atten-
dees “A Capital Experience”.

For those who met our Canadian friends in San Antonio and had
the opportunity to sample their famous “beaver tails”, you already
know the type of warm welcome you will receive. With the conven-
tion headquartered in the Westin Hotel Ottawa, located along the
famous Rideau Canal, just a short walk from the beautiful stone
spires of Parliament, Union Station and the Chateau Laurier hotel,
Canada will welcome the world of festivals and events to their
nations capital in grand style. 

So start planning and budgeting now to bring staff, board mem-
bers, volunteers, sponsors and more to the IFEA’s 51st Annual
Convention & Expo, September 19-23, 2006, in Ottawa, Ontario,
Canada. Watch for more information in the weeks and months
ahead, and we’ll look forward to seeing you there!

Canada Ready to
Welcome 51st Annual

IFEA Convention

©NCC/CCN
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1. “GOT MILK?” 
California Milk Processor Board,
1993

2. “DON’T LEAVE HOME 
WITHOUT IT.”
American Express Company, 1975

3. “JUST DO IT.”
Nike, 1988

4. “WHERE’S THE BEEF?”
Wendy’s 1984

5. “YOU’RE IN GOOD HANDS
WITH ALLSTATE”
Allstate Insurance, 1956

6. “THINK DIFFERENT.”
Apple Computer, 1998

7. “WE TRY HARDER.”
Avis, 1962

8. “TASTES GREAT, 
LESS FILLING.”
Miller Lite, 1974

9. “MELTS IN YOUR MOUTH,
NOT IN YOUR HANDS.”
M&M Candies, 1954

10. “TAKES A LICKING AND
KEEPS ON TICKING.”
Timex, 1956

Valuable Volunteers
You always knew that the volunteers 

that support your event were valuable, but
now, thanks to an annual study by the
Independent Sector in Washington, D.C., 
we know that their value (in 2004) was
$17.55 an hour. That estimate is up from
$17.19 an hour in 2003. 

The hourly value of volunteer time is
based on the average hourly wage for all
nonmanagement, nonagricultural workers
as determined by the Bureau of Labor
Statistics, with a 12% increase to estimate
for fringe benefits.

The Independent Sector estimates that in
2004 the total value of hours volunteered in
the United States was equivalent to about
$272 billion of contributed service, assum-
ing the total number of volunteer hours
held constant from previous years.

Writing on the Wall
Writing skills continue to be

among the most valuable you can
possess. As evidence, according to
the National Commission On
Writing in New York:
• More than two-thirds of pro-

fessional state employees
have some responsibility
for writing

• 60% of clerical workers
have writing responsi-
bilities

• 75% of corporation
executives said they
take writing skills into account when
making hiring decisions

• More than 80% of executives said poor-
ly written applications counted against
potential employees

The Power of Branding
Looking for a memorable new branding tagline? The best ones seem few and

far between. The following are the Top 10 Most Influential Taglines as ranked by
advertising, marketing and branding professionals and compiled by TaglineGuru:

IFEA Update



2005 INTERNATIONAL EVENTS 51

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

TRENDS-AT-A-GLANCE

AGE 55-64

90%

AGE 65-74

80%

AGE 75 AND OLDER

60%

Nearly 80% of individuals 55 and older
spend time working, volunteering for
an organization, taking care of family
members, or helping people outside of
their households. According to the
Urban Institute in Washington, D. C.,

Percentage of People by Age
that Participate in One or More

Productive Activities.

Older, Wiser and
More Involved
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Lisa Collins
Nominated by Memphis in May 
International Festival Memphis,
Tennessee

Lisa Collins, like the many volunteers she
represents here today in spirit, has been
extremely dedicated and enthusiastic in her
support for the Memphis in May
International Festival in Memphis,
Tennessee. She is completing her final term
as chairman of their Hospitality Committee,
a leadership role that follows more than ten
years of faithful service as a Memphis in
May volunteer. 

Lisa is one of Memphis in May’s Best
Ambassadors. Her organizational skills and
extensive pre-planning ensure that things
run smoothly in an environment that is
often hectic and always high energy. 

As chair of the Hospitality Committee,
Lisa is responsible for running over 20 back-
stage dressing room trailers and three back-
stage catering tents spread out between four
separate stages. And that is just for one of
four events! Since taking over as Chair, Lisa
has been instrumental in the revitalization
of her committee and personally trains each
of her volunteers, making sure they under-

stand their roles and what is expected of
them, and gracefully leading her team
through significant changes. 

Lisa also is able to see beyond the 
boundaries of her own committee and
looks for ways in which she and her volun-
teers can help serve other committees and
the Festival overall. In past years, Lisa’s com-
mittee only participated in one of our four
festivals. As Lisa took on a larger leadership
role, she began to see the bigger picture and
recognized an important need for expand-
ing the Hospitality Committee to support
all events. 

Creating an environment that balances
hard work with ample fun is also something
Lisa does with expertise. Her committee
operates from daybreak to well after mid-
night on event days. Add in multiple days of
set-up and load-out and you have one very
busy schedule for people who are not get-
ting paid. Only someone that lives it and
leads by example, like Lisa, can inspire this
kind of loyalty and dedication.

Lisa continually shows her support to
Memphis in May by being conscientious of
the bottom line and staying under budget.
She oversees a spending budget of more
than $20,000.00, and even through two
years of extensive budget cuts, has shown
ingenuity and worked miracles in seeking
out numerous donations and discounts
from vendors. 

Working Memphis in May is also a family
project for Lisa, whose husband and grown
daughter both put in endless hours in sup-
port of Lisa and the Festival. In fact, she also
met her husband while working as a volun-
teer for the Festival. Lisa is even grooming

the next generation of volunteers. Too
young to be an official Memphis in May
volunteer, Lisa’s grandson eagerly worked by
his grandmother’s side in preparation for
the events. Lisa’s commitment and dedica-
tion extends well beyond the time and
effort she gives to the Festival. Upon their
own initiative, Lisa and her husband take
personal, un-paid vacation time from work
in order to volunteer. This type of personal
sacrifice shows just how big a heart she has
for the festival and her community.

The IFEA and Zambelli Fireworks Internationale are pleased to announce Lisa
Collins of Memphis in May, in Memphis, Tennessee, as the recipient of the 2005
IFEA/Zambelli Fireworks Internationale Volunteer of the Year Award. 

As this year’s winner, Collins was the guest of IFEA and Zambelli Fireworks at
the IFEA’s 50th Anniversary Reunion Convention & Expo, presented by Kolor
View, September 12-16 in San Antonio, Texas. She was recognized and pre-
sented with her award during the IFEA/Miller Brewing Company Hall of Fame
Awards Luncheon on Wednesday, September 14th, 2005.

Past Volunteer of the 
Year Awards Winners

2004 Ray Griffin, Cityfolk,
Dayton, OH

2003 Tad Frazier,
Updowntowners,
Lincoln, NE

2002 John Altadonna,
Autumn Leaf
Festival, Clarion, PA

2001 John Johnson,
Sunfest, Palm
Beach County, FL



Brent Allen
Nominated by: George West
Storyfest Association, Inc.
George West, TX

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

Eric Brooks
Nominated by: Pelham 
Wildlife Festival
Camilla, GA

Carolyn Forster
Nominated by: Foothills Fall Festival
Maryville, TN

Carolyn Hutchens
Nominated by: Downtown Tempe
Community
Tempe, AZ

Kent Johnson
Nominated by: SHOWS ETC.
Boise, ID

Larry Kriegshauser
Nominated by: Seaside Chamber 
of Commerce
Seaside, OR

Mark Mora
Nominated by: Buccaneer
Commission, Inc.
Corpus Christi, TX

Dennis Roberts
Nominated by: Grapevine CVB
Grapevine, TX

Lilton Sonnier
Nominated by: Texas Rice Festival
Winnie, TX

Richard Spencer
Nominated by: Kentucky 
Derby Festival
Louisville, KY

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

Xavier Villescas
Nominated by: Borderfest
Hidalgo, TX

Margit Worsham
Nominated by: Gatlinburg 
Special Events
Gatlinburg, TN

NOT PICTURED:

Jeanne Barton
Nominated by: City of West
Richland
West Richland, WA

Ella Lynn Dudek
Nominated by: United Health
Services
Toledo, OH 

hile there can only be one person named as the 2005 “IFEA/Zambelli Fireworks International Volunteer
of the Year”, we would like to take a moment to recognize all of the many deserving individuals who were
nominated this year. Each one stands out in their own special way, making it a very difficult decision for
the committee to make. The spirit and dedication they have shown has helped to strengthen and shape

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

W
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Joe Vera, III, CFEE
Joe Vera grew

up in the special
events industry.
His dad was a
dance/concert pro-
moter and hosted
a radio talk show
every Sunday for
some 30 years.

From a 29 hour New Years Eve Dance
Marathon to onion clipping contests, to
The Harry James and Glenn Miller
orchestras, to weekly Tejano music
dances, he promoted them all... Joe says
“I learned from the best.” Dad always
wanted me to make a career out of the
special events industry and I guess I
have, if only once a year. 

In 1980, when Joe came to Hidalgo,
he never dreamed that this community,
the Hidalgo Chamber and Borderfest,
would become his life’s work. Twenty-
five years later he says that it has been a
life that dreams are made of. He
believes that the Lord has blessed him
by giving him a great community to
work in, full of outstanding citizens,
leaders and volunteers that are support-
ive, committed, and share his passion.

In 1980, Hidalgo was a small interna-
tional crossing with a population of
2,200 residents on the US-Mexico Border.
Joe’s vision was to develop a sense of
community, of pride and to give people a
reason to stop in Hidalgo. The city had a
small community event called Fiesta
Fronteriza (Border Fiesta) that was strug-
gling and drew about 300-400 people.
Through organization, hard work and
dedication it has been transformed into
“Borderfest”, now the largest and oldest
heritage and music festival in South
Texas. The festival has over 1,000 volun-
teers and an attendance of over 55,000.

Borderfest has been the catalyst for
many successes in Hidalgo such as the

Miller Brewing Company 
Hall of Fame Welcomes 
New Inductees

This years inductees will join the ranks of 39 others inducted into the
IFEA/Miller Brewing Company Hall of Fame over the past 13 years.
Each is recognized as an outstanding individual who, through
exceptional work and achievements, has made a significant contri-
bution to the festivals and events industry.

Sylvia Allen, CFEE
Sylvia Allen

made her entrance
into the special
events industry
more than 26
years ago, as the
founder and
President of what
is today one of the

country’s top marketing organizations in
the field of sports and special events –
New Jersey based Allen Consulting. Allen
Consulting is a sponsorship and market-
ing organization based in Holmdel, New
Jersey, that provides public relations,
event marketing/management services,
and sponsorship sales for a variety of
community-based clients. Prior to that,
Allen held communications positions
with Fortune 500 companies, including
McGraw-Hill and AT&T. 

Allen has written and delivered over
500 seminars on marketing and sponsor-
ship throughout the world, including The
Asia Forum in Singapore and the
Women’s Forum in Okinawa, Japan, as
well as countless seminars in the United
States and Canada. Her presentation
skills and knowledge base have made her
a regular favorite at IFEA conventions
and seminars. Beyond speaking, Allen is
an accomplished author and contributing
writer of several published industry
works including “How To Be Successful
at Sponsorship Sales” and, her most
recent, “A How To Guide To Sales Success
– For Women Only.” She has published
hundreds of articles on sponsorship and
marketing for major publications such as
MAIN STREET NEWS, RADIO AND
RECORDS, RADIO INK and SPORTS
TRAVEL as well as for IFEA. 

In addition to her work at Allen
Consulting, Sylvia also enjoys the role of
teacher, and is in her 20th year as an
Adjunct Associate Professor of Marketing

Ira Rosen
Ira Rosen’s

career started as a
college freshman
when he was
asked to attend a
meeting to discuss
what concerts
would take place
at school that

semester. From that moment on, Ira
knew that he wanted to produce events.

After receiving his Bachelor’s degree,
Ira began working towards a Master’s
degree and was hired as the Assistant
Director of Student Activities for
Fairleigh Dickinson University. A few
years after that, he moved on to two
other schools where he moved up the
ladder to a Director’s position.

In 1982, he was hired by Radio City
Music Hall Productions as the Director
of Purchasing and Associate Producer of
Special Events. In that role, he partici-
pated in the production of all of their
events around the world including the
1988 Super Bowl Half Time Show and
the annual Christmas Spectacular.

In 1989, he formed Entertainment On
Location, Inc. The company specializes in
the production of a broad range of spe-
cial events, and in providing consulting
services to festival and event clients. Since
the company was formed, they have pro-
duced events for a large number of presti-
gious clients including the National
Senior Games Association, the National
Hockey League, the City of Philadelphia,
and the AAU Junior Olympic Games.
Additionally, Ira has done consulting
work for clients around the world includ-
ing the Puerto Rico Tourism Company,
the Government of Bermuda, the Hawaii
Tourism Authority and the Virgin Islands
Carnival Committee.

Ira has spoken and written extensively
on many industry topics including

Continued on page 66Continued on page 66Continued on page 66
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CODE OF PROFESSIONAL RESPONSIBILITY PREAMBLE

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

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

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

THE INDUSTRY’S ROLE IN SOCIETY

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

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

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

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

d. member compliance with professional standards and ethical conduct.

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

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

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

BUSINESS STANDARDS AND PRACTICES

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

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

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

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

Bertrand Russell, British Philosopher
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As the fair and festival season
reaches its peak, IEG SR proj-
ects sponsorship spending

on annual events, ranging
from small community celebra-

tions to large state fairs, will total $446
million this year.

That is an increase of 6.4 percent over
last year’s $419 million. The year-over
increase is more than twice the three per-
cent growth rate from 2003 to 2004.

Fair and festival organizers report two
key trends for 2005. For one, marketers
are increasingly using event sponsorship
as a platform to engage both employees
and customers. Farmer’s Group, Inc., for
example, is using its first-time tie to the
Los Angeles County Fair to offer free
admission to employees, while the Kroger
Co.; Meijer, Inc.; Time Warner Cable and
other companies are offering employees
and customers free and/or reduced admis-
sion to the Ohio State Fair.

Promoters also report more interest
from non-traditional sponsorship cate-
gories, such as associations, trade groups
and government organizations. The Ohio

State Fair recently signed $20,000-to-
$50,000-per-year deals with the Solid
Waste Authority of Central Ohio, the
Ohio Veterinary Medical Association and
the Ohio Tobacco Use, Prevention and
Control Foundation.

In addition, fairs, festivals and similar
annual events continue to benefit from
corporate America’s growing interest in
one-to-one marketing platforms, includ-
ing mobile marketing and experiential
marketing campaigns. That has especially
played out with summer events, a period
when most consumers are engaged in
out-of-home activities and are difficult to
reach through traditional media.

Fairs, festivals and community celebra-
tions also are benefiting from increased
interest from the supermarket, quick service
restaurant, financial services and cable TV
categories, report property representatives.

For more information on festival and
fair marketing, including a One-on-One
interview with Event Marketing Strategies
president Jeff Milgrom, check out the Fair
and Festival Marketing section in the exclu-
sive Subscribers Only area on IEGSR.com.

The site contains additional informa-
tion including recent deals, relevant IEG
SR stories and a directory of fair and fes-
tival marketing firms.

Sponsorship of Fairs and Festivals to Total $446 Million in 2005

Festival and Fair
Sponsorship

Spending

*projected www.iegsr.com

2004 2005

$4
19

 m
illi

on

$4
46

 m
illi

on
*

IEG Insights



Budget: Under $250,000
Gold: City of Richardson - Cottonwood Art Festival – Richardson, TX

Silver: Swiss Bear Downtown Development Corporation - 
MumFest ’04 – New Bern, NC

Bronze: East Town Association - Jazz in the Park – Milwaukee, WI

Budget: $250,000 - $499,999
Gold: Borderfest Association - Borderfest 2005 – Hidalgo, TX

Silver: Grand Avenue Business Association - Grand Old Day – St. Paul, MN
Bronze: Issaquah Chamber of Commerce - 

The Issaquah Salmon Days Festival – Issaquah, WA

Budget: $500,000 - $1.5 Million
Gold: Cherry Creek Arts Festival – Denver, CO 
Silver: Utah Arts Festival – Salt Lake City, UT 

Bronze-Tie: Celebrate Fairfax, Inc. - Celebrate Fairfax! – Fairfax, VA
Bronze-Tie: Downtown Fort Worth Initiatives, Inc. - MAIN ST. Fort Worth Arts

Festival – Fort Worth, TX

Budget: Over $1.5 Million
Gold: Kentucky Derby Festival – Louisville, KY 

Silver: Memphis in May International Festival, Inc. - 
World Championship Barbecue Cooking Contest – Memphis, TN

Bronze-Tie: Milwaukee World Festival, Inc. – Summerfest – Milwaukee, WI
Bronze-Tie: The Sixth Nanning International Folk Song Arts Festival, Nanning, China

Budget: Under $250,000
Gold: City of Richardson - Cottonwood Art Festival – Richardson, TX

Silver: Swiss Bear Downtown Development Corporation - 
MumFest ’04 – New Bern, NC

Bronze: East Town Association - Jazz in the Park – Milwaukee, WI

Budget: $250,000 - $499,999
Gold: Borderfest Association - Borderfest 2005 – Hidalgo, TX

Silver: Grand Avenue Business Association - Grand Old Day – St. Paul, MN
Bronze: Issaquah Chamber of Commerce - 

The Issaquah Salmon Days Festival – Issaquah, WA

Budget: $500,000 - $1.5 Million
Gold: Cherry Creek Arts Festival – Denver, CO 
Silver: Utah Arts Festival – Salt Lake City, UT 

Bronze-Tie: Celebrate Fairfax, Inc. - Celebrate Fairfax! – Fairfax, VA
Bronze-Tie: Downtown Fort Worth Initiatives, Inc. - MAIN ST. Fort Worth Arts

Festival – Fort Worth, TX

Budget: Over $1.5 Million
Gold: Kentucky Derby Festival – Louisville, KY 

Silver: Memphis in May International Festival, Inc. - 
World Championship Barbecue Cooking Contest – Memphis, TN

Bronze-Tie: Milwaukee World Festival, Inc. – Summerfest – Milwaukee, WI
Bronze-Tie: The Sixth Nanning International Folk Song Arts Festival, Nanning, China

For the entire list of 2005 Pinnacle recipients, visit the Industry Honors section at www.ifea.com.

Proud to insure excellence in the festivals and events industry.

MARK YOUR CALENDARS FOR THE 
2006 IFEA/HAAS & WILKERSON PINNACLE AWARD ENTRY DEADLINE

June 30, 2006 (With Late Entry Fee Deadline: July 14, 2006)
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There is no one better than our members to help us grow the
IFEA. And growing the association is like giving a gift to yourself
that everyone can enjoy! You understand the value of your IFEA
membership and the resources, network and benefits available
to you. As we celebrate our 50th Anniversary, we are asking you
to share that knowledge and value with your friends in the industry.
Think about your peers, suppliers, sponsors, media, municipalities,
CVB’s and more, and encourage them to join you as a member
of the IFEA. Tell them about the exciting “Bottom-Line-Benefits”
IFEA has to offer and that can save them money and increase
their success. To refresh your own memory visit
www.ifea.com/about/memberbenifits.asp.

More members mean a stronger organization, which increases
our combined access to a professional network of knowledge,

experience, ideas, support and creativity. In addition to increasing
the collective strength of the IFEA, you can also bolster your own
“bottom line” by helping us to recruit new members! IFEA’s
“Member Get A Member” program allows you to earn IFEA dollars
at a rate of one-third the membership dues collected for every
three members you recruit. It’s a great way to have the IFEA pay
for your membership, pick up the tab for your IFEA Convention
& Expo registration, purchase advertising, and more. Learn more
at www.ifea.com/pdf/MGAM_flyer.pdf. As you identify potential
new members, simply supply us with their contact information
and we will do the work.

Thank you for helping us to grow the IFEA as we celebrate 50
years as “The Premiere Association Supporting Festival & Event
Professionals Worldwide.”

Don’t Send Gifts, Just Send Members!

SEND YOUR REFERRALS TO:
Beth Petersen, Dir. of Member Services • Phone: (208) 433-0950 Ex. *1 • Fax: (208) 433-9812 • Email: beth@ifea.com
Or Contact your Regional Director, www.ifea.com/regions/
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ne of the many highlights of the
IFEA 50th Anniversary Reunion
Convention was the presence of 

our many international attendees, 
representing the world of festivals and
events, literally. On the final day of the
convention, key representatives from
around the globe gathered for a Global
Panel session, to consider the future
and what challenges, opportunities 
and possibilities our industry might 
face in the next 50 years. 

The session, “Sustaining the Success
of Festivals & Events: A Global Look 
at the Next 50 Years”, was moderated 
by 2007 IFEA Chair-Elect and Chair 
of the IFEA Academy of Event
Education, Paul Jamieson, CFEE, 
of SunFest of Palm Beach County 
in Florida. Panelists included:

North America:
Tom Kern, CFEE, National Cherry
Festival, USA (2005 IFEA World 
Board Chair)
Tom Bisignano, Walt Disney World, 
USA (IFEA World Board)
Dr. Joe Goldblatt, CSEP, Temple
University, USA
Gilles A. LaLonde, National Capital
Commission, Canada

South America:
Daniel Baldacci, Brazilian Festivals 
& Events Association, Brazil (IFEA 
Latin America)

Europe:
Jeroen Mourik, Jeroen Mourik Events
and Festivals, Spain (IFEA Europe Chair)
Colm Croffy, Association of Irish
Festivals & Events, Ireland (IFEA 
Europe Board)

Asia:
Nuan Zhang, Beijing Festival & Event
Culture Development Center, China
(IFEA China President; IFEA Asia)
Ko Eng Wee, Sentosa Resort, Singapore
(IFEA Singapore Board)

Australia:
Bill O’Toole, Event Project Management
System Pty Ltd, Australia 
(IFEA Presidents Council)

Middle East:
Jaqueline Wartanian, Dubai Desert 
Rock Fest, United Arab Emirates 
(IFEA Middle East President)

Following a general discussion 
of issues and trends by the panelists,
session attendees also participated by
adding their insights and asking new
questions. The IFEA plans to hold simi-
lar panel sessions at future conventions.
The complete panel session from the
50th Anniversary Reunion Convention
was video taped and is available on
DVD from the IFEA Bookstore and
Resource Center. For more information
contact Nia Forster at nia@ifea.com.

Global Panel Considers 
Next 50 Years

IFEA World
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In January of 2005 an IFEA interna-
tional delegation made our first official
visit to China, marking the start of our
new IFEA China Chapter and the begin-
ning of many exciting new opportunities
for the festivals and events industry. At
the end of November, a second IFEA del-
egation will return to China to continue
building on the important foundation
that we have begun.

Traveling on Saturday, November 25th
and returning on Wednesday, December
7th, delegation members will join IFEA
President & CEO Steve Schmader, in

attendance at the “2nd China Convention
and Exhibition Forum” and the “2nd
China Festivals & Events International
Forum” in Beijing from November 28th-
30th. The conventions are co-sponsored
by the Ministry of Commerce of the PRC,
the Beijing Municipal Government, and
the Economic Daily (newspaper) and are
co-organized by IFEA China and the
Beijing Festival and Event Culture
Development Center. The conventions
will be attended by and include speakers
from the Ministry of Commerce of the
PRC, Officials of the International Trade

Administration, the U.S. Department 
of Commerce, the Federal Ministry of
Economics and Labor for Germany, 
and the Boao Forum for Asia, among
many other experts and professionals
from throughout the festivals and 
events industry.

During their visit, the IFEA interna-
tional delegation will have many oppor-
tunities to meet and visit with profes-
sional peers, government and corporate
leaders from throughout China and
around the world, in a variety of social
and professional settings. Following the
conventions, the delegation will tour the
many cultural highlights of Beijing
(including the Great Wall of China, the
Forbidden City, the Summer Palace and
more), and will travel to and tour the
cities and regions surrounding Shanghai
(the economic center of China) and
Hangzhou (a historic seashore and festi-
val city once praised as “the most mag-
nificent city in the world” by Marco
Polo), with opportunities to meet with
festival and event peers in each region.
The delegation will return to Beijing
before departing on December 7th 

The IFEA thanks our IFEA China part-
ners, especially Nuan Zhang and the staff
of the Beijing Festival and Event Culture
Development Center, for all of their help
in arranging this special opportunity.

IFEA China President Nuan Zhang presents a special gift to the IFEA in recognition of our 50th anniversary. 

Despite the tensions that are a com-
mon highlight on newscasts around the
world, festivals, events and cultural cele-
bration still flourish in the Middle East
among the people who live there,
reminding us all of the unique power of
our industry to bring people together,
peacefully, to celebrate the differences
that make us all special. 

In support of those who strive to ensure
the continued success and role of celebra-
tions and in hopes that some day festivals
and events will be the lead news story, the
IFEA is pleased to announce the forma-
tion of IFEA Middle East. Headquartered
in Dubai, United Arab Emirates, IFEA

Middle East will serve festival and event
professionals throughout the Gulf Region. 

Jackie Wartanian, Managing Director for
CSM Center Stage Management and the
Dubai Desert Rock Fest, will serve as the
first President of the new IFEA Middle East.
She can be reached at jackie@csmenter-
tains.com. Jackie served as part of the IFEA
global panel at the IFEA 50th Anniversary
Reunion Convention in San Antonio.

Among the first IFEA initiatives in the
Gulf Region will be partnership agree-
ments to allow for IFEA professional cer-
tification credits to be earned as part of
educational programming being provided
by IIR (Institute for International
Research) Middle East and taught by reg-
ular IFEA presenter Bill O’Toole of
Australia. Earlier this year, IFEA co-spon-
sored the Festivale 2005 conference, coor-
dinated by IIR in Dubai.

IFEA Latin America 

IFEA Latin America is very close to
becoming a reality. Following meetings
during the IFEA 50th Anniversary
Reunion Convention in San
Antonio between Daniel
Baldacci (danielbaldac-
ci@yahoo.com.br),
with the Brazilian
Festivals & Events
Association and IFEA
World President &
CEO Steve Schmader,
agreements are in the
works to formalize
the new IFEA Latin
America. 

“This is a very exciting
opportunity for the IFEA,”
said Schmader. “We have not
had the level of connections in
Latin America, up to this point, that
would allow us to build our member
base and programming in that part of
the world. With Daniel Baldacci’s help
and energy, we look forward to expand-
ing into this new region and further
building a global network that will ben-
efit our members and our industry.
There are many great events and carni-
vals throughout Latin America, full of
creative ideas that we can all learn from.

IFEA Middle East
Opens New Gulf

Region Opportunities

IFEA Delegation to Visit China

IFEA China President Nuan Zhang presents a special gift to the IFEA in recognition of our 50th anniversary. 
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Marketplace
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.

APPAREL
EMKAY DESIGNS - Custom Printed T-shirts & Apparel for
any size event. From 36pcs-36,000pcs. Printed & Shipped in
10 Days or Less! No Risk Concert & Event Merchandising. Free
Catalog. Contact: Matt Kebart; Address: 46 Commerce Dr.,
Farmindale, NY 11735; Phone: 800-343-6529; Fax: 631-777-
3168; Website: www.emkaydesigns.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 SYTEMS, INC. – The world leader in innovative,
easy-to-use data/video projection products for events of any
size. Address: 27700B SW Parkway Ave., Wilsonville, OR,
97070; Phone: 503-685-8728; Fax: 503-682-8925; Website:
www.infocus.com.

BANNERS/FLAGS
DIXIE FLAG – Producers of all types of flags, banners, deco-
rations, 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 promo-
tional materials. Our product line includes EventTape (roll ban-
ners), hemmed banners, bags, stickers, and ponchos, as well
as popular specialty items. We pride ourselves on great cus-
tomer service and friendly pricing. Phone: 800-213-5274; Fax:
260-436-6739; Website: www.firstflash.com.

BEVERAGES
MILLER BREWING COMPANY – America’s quality brewer
since 1855, principle brands include: Miller Lite, Miller Genuine

Draft, Miller Genuine Draft Light, Miller High Life, Miller High
Life Light, Icehouse, Fosters, and also Sharp’s non-alcohol
brew. Serve America’s Best at your next Fest! Contact your
local Miller distributor, or call Miller’s Fair & Festival Marketing
Department at 414-931-3441.

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

FESTIVAL MANAGEMENT
SYSTEMS
OAK TREE SYSTEMS, INC. – Since 1984, Oak Tree Systems
has provided advanced software solutions for the festival man-
agement industry. FestiveWare ™ is our fifth generation festi-
val management solution. Contact: Kim Bryant; Address: 694
Front Street, Lovingston, VA 22949; Phone: 434-264-6700;
Fax: 434-263-6713; Email: info@oaktree-systems.com;
Website: www.oaktree-systems.com.
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FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE: MFG. CO.
INC. – “THE FIRST FAMILY OF FIREWORKS!” America’s lead-
ing manufacturer and premier exhibitor of domestic and inter-
national firework displays. Spectacular custom-designed indoor
and outdoor productions, electronically choreographed to music
and lasers. Contact: Marcy Zambelli; Phone: 800-245-0397;
Fax: 724-658-8318; Email: zambelli@zambellifireworks.com;
Website: www.zambellifireworks.com.

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

INFLATABLES
ATTENTION GETTERS – Colorful and zany inflatable cos-
tumes and props available for rent. Designers and fabricators of
inflatable props, custom shapes, costumed mascots, miniature
inflatables, and Totally Tubular ® balloons. Contact: Tracey
Kennedy; Address: 1385 N. Johnson, #101, El Cajon, CA
92020; Phone: 619-441-8901; Fax: 619-441-8902; Email: tget-
ters@pacbell.net; Website: www.attention-getters.com.

BIG EVENTS – Gigantic inflatables for all size events, from
our large inventory of high quality, state-of-the-art helium/cold
air inflatables or custom built. Features licensed characters,
including “The Cat in The Hat.” Dependable service, experi-
enced 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 – cos-
tumes, props, floats, helium balloons and activities in the inflat-
able 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.fabu-
lousinflatabels.com.

INSURANCE
ALLIED SPECIALTY INSURANCE, INC. – As America’s
leader in specialty insurance needs, Allied will customize cover-
age for your fair, festival, or special event – and provide
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.alliedspecialty.com.

HAAS & WILKERSON INSURANCE – With more than fifty
years experience in the entertainment industry, Haas &
Wilkerson provides insurance programs designed to meet the
specific needs of your event. Clients throughout the U.S.
include festivals, fairs, parades, carnivals, and more. Contact:
Michael Rea, CFEE; Address: P.O. Box 2946, Shawnee
Mission, KS 66201-1346; Phone: 800-821-7703; Fax: 913-676-
9293; Email: mrea@hwins.com; Website: www.hwins.com.

K&K INSURANCE GROUP, INC. – Serving more than
250,000 events, offering liability, property, and other specialty
insurance coverages including parade, fireworks, umbrella, vol-
unteer 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@kandkinsurance.com; Website:
www.kandkinsurance.com.

LARGE-FORMAT PRINTING
COLORED INK – Colored Ink brings high-end branding to
event environments with a portfolio of large-format digital solu-
tions, including vehicle graphics, full image canopies, banners,
flags, and more. Contact: Mike Plant; Address: 2180 Chablis,
#111, Escondido, CA 92077; Phone: 760-1010; Fax: 760-454-
3258; Email: mike@coloredink.com; website: coloredink.com.

PINS/EMBLEMS
MAXWELL MEDALS & AWARDS – Your complete supplier
of medals, trophies, and awards since 1978. When it comes to
custom designed lapel pins, plaques, or medals, or design team
is the best in the industry. Reward your sponsors, volunteers,
royalty, or staff with the very best in award and recognition
products. Contact: Jon Scott; Address: 1296 Business Park
Dr., Traverse City, MI 49686; Phone: 800-331-1383; Fax: 231-
941-2102; Email: Maxwell@maxmedals.com; Website:
www.maxmedals.com.

PUBLICATIONS
AMUSEMENT BUSINESS – The leading publication for the
amusement industry and the only publication serving the
amusement park, fair, festival, and carnival markets.
Unmatched in frequency, distribution, and depth of editorial
coverage, Amusement Business is the industry’s #1 choice for
advertisers and subscribers. Address: 49 Music Square West,
Nashville, TN, 37023; Phone: 615-231-4250; Fax: 615-327-1575;
Website: www.amusementbusiness.com 

How to Build a One-Inch Billboard
Continued from page 39

saving money if your merchandising effectiveness is
reduced by an overworked pin design. Keep it moving.
Constantly build new one-inch billboards, so your pre-
sentations are fresh, compelling, and profitable.

There is no other square inch of promotional space
that will do as much for your festival or event as a well
built pin. Plan, design, produce and deploy. Keep those
steps in mind and you’re on your way to building a 
one-inch billboard that will have a lasting impact on
your event.

Nancy Chapman, CFEE, is the President of
Milestone Products in Monrovia, California. She can
be reached at nancy@milestoneproducts.com. “How
to Build a One-Inch Billboard” is taken from the
IFEA’s “Marketing Your Event”, one of many resources
available from the IFEA Bookstore & Resource
Center. For more information go to www.ifea.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 serv-
ing travel professionals and the public. Its widely recognized
database drives the print and online media, constantly updat-
ed by travel destinations who submit their information
updates online. Contact: Jason Pelham; Address: 3103
Medlock Bridge Rd., Norcross, GA 30071; Phone: 877-861-
0220, ext. 231; Fax: 770-825-0880; Email: Jason@tripmedia-
group.com; Website: www.tripmediagroup.com.

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

SPONSORSHIP
FESTIVAL MEDIA CORPORATION – Introducing
SponsorFest ™. Get a FREE Festivals.com listing and be eligi-
ble for national sponsorship. Pay only when we succeed.
Contact: Jim Shanklin; Address: 900 4th Ave., Ste. 3350,
Seattle, WA 98164; Phone: 206-381-5200; Fax: 206-621-
9339; Email: jshanklin@festivals.com; Website: www.fest-
media.com.

IEG – Leading provider of information/expertise on sponsor-
ship. 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.sponsor-
ship.com. 

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

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

CLICKNPRINT TICKETS BY EXTREMETIX - ClicknPrint
Tickets ™ is the portable, turnkey, eticketing solution for fes-

tivals, 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.nation-
alticket.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 tick-
ets, 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; 

PRICE CHOPPER WRISTBANDS – We Chop A Slice Off
Every Price! Guaranteed to beat your present price for Tyvek
and Vinyl Wristbands. The widest range of stock designs and
colors in both 3/4 and 1 inch widths, with over 200 choices
of stock bands for same day shipment. Fastest custom print-
ing. 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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Miller Brewing Company Hall of Fame Welcomes New Inductees
Continued from page 54

Worlds Largest Killer Bee, the Festival of Lights, Ramon Ayala Christmas Posada,
the Hidalgo Pump House Discovery and Heritage Center, The Dodge Arena,
The All America City Designation, The World Birding Center and the Hidalgo
Hike and Bike Trail.

Joe’s passion for education and giving back to others is evident in all that he
does. He states that he owes his success to the ability to fine tune and further
his special event skills through programs and benefits offered by IFEA and
other professional organizations. It is his belief that there is no other or better
educational opportunity for the special events industry in the world, than the
IFEA. He takes what he learns, gleans from everyone and shares it back twofold.
He walks the walk and talks the talk by making sure that educational opportu-
nities are available for everyone that wants to take advantage of them. 

Joe believes that festivals are a celebration of our lives and our community.
He lives by the following and hopes that others will to: don’t be afraid to
dream; don’t ever believe you are too small to do anything; and don’t ever quit
learning -- nothing new in, nothing new out.

and Program Advisor for New York University’s Management Institute. In 2006,
she will also be launching a Sports, Entertainment and Events Marketing
Program at Rutgers University. 

Allen has held a variety of board positions both locally and nationally and is
a proud co-founder of Women in Sports and Events (WISE). In 2003, after visit-
ing Africa, she formed her own non-profit (501C3) organization called Sylvia’s
Children to help impoverished children in Uganda, Africa. She currently sits on
the IFEA President’s Council and is a member of the IFEA Foundation
Leadership Alliance.

Sylvia is married, has two beautiful children – Michele and Tony Costa –
lives in a house built in 1760, and drives a red convertible.

tourism and the festival industry, corporate sponsorship, and the operational
management of special events. He has been a highly rated speaker at conven-
tions for the International Festivals and Events Association, First Night
International, the Pennsylvania Park and Recreation Society and the National
Association for Campus Activities. He also currently serves on the planning
committee for the New Jersey Governor’s Tourism Conference, is a member of
the Board of Directors of the Garden State Film Festival, and was recently
appointed to the adjunct faculty of Temple University’s School of Tourism and
Hospitality Studies.

Sylvia Allen, CFEE

Ira Rosen

Joe Vera, III, CFEE
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crowds along the route. They are planned
and constructed to carry people, so they
can toss their throws. The throws, long a
tradition, consist of beads, cups, hats,
coins and other materials. The Macy*s
Thanksgiving Day Parade floats are also
mostly constructed around float riders
that entertain the crowd with musical
song and dance. Some parades in Europe
build enormous floats that are very tall,
long, and wide, out of mostly wood and
paper mache. They use wires, ropes, pul-
leys, and poles to pull and push the ani-
mation to spectacular highs and move-
ment with dozens of individuals under
the float.

Decoration of floats can consist of
flowers, fruit, dried materials, foil, petal
paper, tissue, cardboard, paint, glitter and
people. There are many parades around
the world that use flowers and other floral
materials for decorating. A parade in
Menton, France uses lemons and oranges
to cover the sculptured shapes of all the

floats. There is only one floral parade
where every square inch of the float must
be covered with flowers or vegetation of
some kind, dried or fresh: the Pasadena
Tournament of Roses Parade. Some of
these floats end up being giant machinery
with flowers glued on.

Floats can be as tall as you can build
them, as long as you can still guide
them, as wide as the route can accom-
modate and as animated as your creativi-
ty can afford. The only limitations are
your imagination and budget.

Mostly, floats are a creative statement,
surreal, larger than life, and most of all,
fun to watch. There’s nothing like the
smiles on the faces of a crowd as a
parade float passes by.

Floats: The Magic Behind the Magic
Continued from page 35

“Floats: The Magic behind the
Magic” is taken from the IFEA’s
Official Guide to Parades, one of many
resources available from the IFEA
Bookstore and Resource Center. For
more information go to www.ifea.com.
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Parting Shot

This lovely dancer from the Nicaraguan Pavilion is one of the thousands of entertainers 
at the Edmonton Heritage Festival.
This lovely dancer from the Nicaraguan Pavilion is one of the thousands of entertainers 
at the Edmonton Heritage Festival.








