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As we close out not just 2005, but our
first 50 years as a professional associa-
tion, we do so with many fond memo-
ries of the past and grand expectations
for the future. Each of us is and has been
fortunate enough to be a part of an
amazing industry. One that allows us
to use all of our visionary skills and
creativity to turn our dreams into
realities; to bond families, communi-
ties and countries together; and to
mark milestones, produce magic and
inspire hope in countless lives that
cross our own. Not that our days
don’t include their fair share (often
more) of challenges, frustrations and
endless hours, but our end results are
something different; something spe-
cial; something that many people will
never be fortunate enough to know
or experience.

And so, as we look to a new year
and a new chapter in our history, I
would like to place one more chal-
lenge in front of you. The challenge,
as we move forward, to be better than
we have ever been before. To use all
that we have learned and experienced
from the past, as we imagine even greater
dreams and realities for the future. To be
the conduit for new ideas and creativity
and never the roadblock to them. To use
our ’spark’ to inspire new flames and re-
ignite old ones in those around us.

The world is changing at a pace that
would have seemed unimaginable 50
years ago. Technology, governments, edu-
cation, religion, economics, communica-

tions, the media, entertainment, health,
natural disasters, and the list continues
to grow. Some days it would be easy to
say, “I’m done. Let somebody else deal
with it.” But that is not in our nature.

As we look to the future, I believe 
that we, as individuals and as an indus-
try, are more needed and more impor-
tant than ever. The changes around us
will never replace the need for people to
come together to celebrate, to learn, to
share, and to build and create communi-
ties. In fact, they are likely to increase
that need. 

By working together in the years
ahead, as a true global industry, with
common visions and dreams, we can
leverage the changes around us to our
advantage, and ultimately to the advan-

tage of all those whom we touch. It
is our challenge to ensure that the
world does not lose touch with
itself, but rather, is drawn closer
together, as a global community.
It is our challenge to help people
find new ways to celebrate our
differences and commonalities, to
enhance opportunities for under-
standing and appreciation, and to
build new bridges that connect us
all together.

The IFEA, our events and our
industry, now carry a responsibili-
ty on our shoulders that we are
just starting to clearly recognize.
One that has always been there,
but that we have come to under-
stand better with time. If we con-
tinue to reach out, to share our
best ideas with our peers, and to
be better at what we do than ever
before, we can help to ensure that

in the midst of the many fast-paced
changes going on all around us, the
world will still be a better place for
future generations.

So as we look to the future, be it next
year or the next fifty years, let’s start
together by resolving to set our visions
high. 

Happy New Year!

steve schmader
Letter from the President
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Angela Prosser

People

How did you get into events?
As a student intern from Clemson University, I volunteered to sell beer

during a Kenny G concert at the Greenville Art Festival. This was my first time
attending a street festival and I loved the experience. Later in the year, I vol-
unteered again to help with a children’s area for another street festival. The
area chair had to resign and left me in charge of planning and coordinating
the entire area. Once again it was a wonderful experience. After graduating, I
got a job with Greenville’s Parks and Recreation Department, which gave me
the opportunity to volunteer/work on their events, as well as numerous other
community events. Eventually the City of Greenville created an Event’s Office
and I got the job as Event Coordinator.

What has been your biggest professional challenge?
One of my biggest daily challenges is keeping up with our ever-changing

industry (technology, equipment, processes, entertainment, liability). As the
special events industry continues to evolve, the effort to stay on the cutting
edge can be difficult. I have found the need for staff to be more specialized,
while continuously learning new methods and systems to keep up with our
fast-paced profession. As the number of events continues to increase, so do
the demands placed on the staff’s time. Many of Greenville’s signature events
have been occurring annually for over 15 years. There is a tendency from
both paid staff and volunteers to pull out the event manual year after year
and just reproduce the event. It continues to be a challenge to keep the reoc-
curring events fresh, but still keep with the integrity of the event. Changing
elements that have been a part of the event for years often cause anxiety
among the staff, volunteers, and sponsors. How many times have I heard,
“we’ve never done it that way before” or “we have always ...” So the challenge
is to be creative, and stay current while respecting tradition.

What do you do to relax? 
I have a small mountain cabin located in the foothills of SC. There is no

TV and it is out of range for cell phone connections. If found, I’m usually sit-
ting on the front porch reading a book, drinking a beverage, or in the river
fly-fishing. If I’m real motivated, I go kayaking on the nearby French Broad or
Green Rivers.

What’s the best advice you’ve ever received? 
My dad’s advice when I started my first job (in his company) was to always

complete every job to the very best of your potential, don’t cut corners, don’t
cheat, don’t lie and you’ll never run out of business.

In ConversationFacts on file
Years in the business:
20

Degree:
BS & MS: Parks, Recreation & Tourism
Management Clemson University

Other Experiences:
• Author: Great Special Events and Activities

(1989). Special Events & Festivals: How to
Plan, Organize and Implement (2002). 

• Adjunct Professor - Clemson University
Parks, Recreation & Tourism Management
Department, teaching Special Event
Management.

• Certified Parks and Recreation
Professional (NRPA)

• Past President: SC Festival & Events
Association, and SC Parks and Recreation
Association.

Family:
Canine Children: Idgie, Buddy & Buffett

Last book read: 
Secret Life of Bees by Sue Monk Kidd

Last business book read: 
Never Eat Alone by: Ferrazzi 

Angela Prosser
Program and Events Administrator
City of Greenville, SC
P. O. Box 2207
Greenville, SC 29602
864-467-6627 
Prossea@greatergreenville.com
www.greatergreenville.com

The City of Greenville offers diverse, quality special events for residents and visitors to
enjoy throughout the year. The Special Events Office permits and facilitates all events
held on public property in a community of 250,000. Over 140 events take place in
Greenville’s popular downtown areas and local parks. From April through September,
there are weekly concerts ranging from folk to jazz. These concerts entertain visitors
three nights a week while larger Downtown celebrations mark the coming of each
new season. With over 400 event days a year, Greenville leads the region in hosting
visitors. The full calendar includes outdoor classic movie series, ethnic festivals, taste
of the town, art festivals, parades and hundreds of leisure and recreation events.

Continued on page 66
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Metris Uptown Art Fair, Minneapolis, MN

Attendance:
350,000

Budget: 
$364,000 Plus Inkind

Annual duration: 
3 days

Number and types of events: 
Art Festival

Number of volunteers: 
400/day

Number of staff: 
1 Full Time; 3-4 Seasonal Interns

When established: 
1963

Major revenue sources by percent: 
Sponsorship 45%
Vendors Fees 35%
Food & Beverage 20%
Parking 2.5%
Merchandise 2.5%

Major expenses by percent:
Operations 43%
Advertising & Marketing 40%
Volunteer Recruitment Coordination 6%
Sponsorship Fulfillment 11% 

Type of governance:
501 (c) 6 business trade organization with a 
15 member Board of Directors

Brief history: With the Metris
Uptown Art Fair entering its 43nd
year, it is an inspiration to consider
how far the event has come. With
what started as a sidewalk sale for
local artists and a vision for commu-
nity growth has developed into a
nationally acclaimed event, drawing
nearly 400,000 art lovers. The Metris
Uptown Art Fair is rated 9th in the
nation by the Art Fair Sourcebook
out of over 700 fairs, and this
accomplishment was no easy feat.
From budget strains to low quality
artwork, the Uptown Art Fair was at
one time in danger of ending the
show. Fortunately, this never hap-
pened, and now the Metris Uptown
Art Fair has developed into an out-
standingly successful show, proving
to be profitable for the artists, local
vendors and community. The
Uptown Association is a communi-
ty-driven organization(501 (c) 6)
that produces the Metris Uptown Art
Fair. Proceeds from the Metris
Uptown Art Fair go right back into
the community; the generated rev-

enue pays for Uptown projects, extra
security officers, sidewalk cleaning,
street lighting, print material for the
Uptown area, and funding for sea-
sonal events, just to name a few.
Metris Companies has been the title
sponsor for 6 years, and their gra-
cious generosity has enabled the Art
Fair to grow to what it is today.
Thanks to the sponsors on all levels,
the Uptown Association has been
able to create events and activities
for visitors to enjoy at the Art Fair. .
An exciting element of the fair this
year is that parking no longer has to
be a concern! The Target Art Hop is
providing free transportation with
Metro Transit buses between the
Metris Uptown Art Fair, Loring Park
Art Festival and Powderhorn Art Fair.
The Uptown Association and its
sponsors are very excited about this
year’s fair, and we anticipate a suc-
cessful show. For more information
about this year’s Metris Uptown Art
Fair, please visit www.uptownmin-
neapolis.com or call 612-823-4581.

Industry Perspectives

Contact Information:
Cindy Fitzpatrick 
Executive Director
Metris Uptown Art Fair
1406 W Lake St. #202
Minneapolis, MN 55116
Phone: 612-823-4581 • Fax: 621-823-3158
Website: www.uptownminneapolis.com
Email: cindy@uptownminneapolis.com
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Industry Perspectives

Attendance:
65,000

Budget:
$235,000

Annual duration:
1 day

Number and types of events: 
1

Number of volunteers:
200

Number of staff:
1 full time, 33 on planning committee, 
280 day of event

When established:
1995

Major revenue sources by percent: 
Community Development Corp. 25%
Rental Fee Revenue from Cell 

Phone Antenna Towers 23%
Sponsorship 21%
Food/Drink Ticket Sales 21%

Major expenses by percent: 
Entertainment/Stage 40% 
(includes fireworks, national act, 
sound, stage, lighting and production)
Food Court 21% 
(includes payment for sales back to vendors)
Kid Zone 10% 
(includes donation to volunteer organization)

Type of governance:
City of Allen

Allen USA, Allen, Texas

Contact Information:
Shannon Craft
Allen USA
305 Century Parkway
Allen, TX 75013
Phone: 214/509-4707
Fax: 214/509-4710
Email: scraft@cityofallen.org
Website: allenparks.org

Brief history: Allen USA was first introduced in June of 1995 and took place
in the intimate surroundings of the amphitheater at Joe Farmer Recreation Center
and Bethany Lakes Park. With an estimated 5,000 people in attendance, patrons
enjoyed a thrilling laser and fireworks show along with musical entertainment pro-
vided by the Allen Civic Chorus and other local talents.

The response from the inaugural event was phenomenal and, due to public
demand, the event grew to include even more vendors and concessionaires over the
next four years. In 1999, Allen USA moved to Allen Station Park and boasted more
than 20,000 attendees from Collin County and surrounding areas. Entertainment
for the event included such recording artists as Vince Vance and the Valiants and
Jerry Jeff Walker.

In 2003, Allen USA found a new home in Celebration Park, a newly-constructed
103-acre park. The site was perfect for such an affair and, while the City celebrated
its 50th birthday with Loverboy and J.T. Taylor from Kool and the Gang, the event
enjoyed a record-breaking crowd of more than 45,000 people. Since then people
from all over North Texas have come to enjoy national acts such as Starship &
Survivor. In 2005 Allen USA celebrated it’s 10th anniversary and another record-
breaking year with Eddie Money, John Waite and Colin Hay from Men at Work,
and 65,000 attendees.

There truly is something for everyone at Allen USA! In addition to KidMania,
attractions include a Kid Zone with more than 20 inflatables, story tellers, face
painters, dance and cheerleading exhibitions, as well as vendors and concession-
aires from all over the regional area.

Interesting facts: Celebration Park, a 103-acre complex complete with 15
soccer fields, two 300-foot baseball fields and a large multi-sport court, was opened
in 2003. Among the park’s unique features are KidMania, one of the largest, handi-
capped accessible, “community built” playgrounds in the State of Texas. The play-
ground measures almost half the length of a football field and features colorful
play stations along a 170-foot rampway, in addition to a large play ground area
with a rubberized surface. If you’re looking for a place to cool off, then KidMania is
the perfect place for you and the little ones.
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If left unchecked, spam can drive you nuts, but what about
the email messages from people you either want to or have to
hear from? Are they doing anything that’s making you swear at
your computer screen every time you “hear” from them? 

Peggy Duncan, author of Conquer Email Overload with Better
Habits, Etiquette, and Outlook Tips and Tricks, has been collecting
these pet peeves from comments she receives in her email over-
load seminars and on her Web site. She says, “These pet peeves
are not only aggravating, but they’re also contributing to email
overload which is a huge problem in the workplace. Studies
show that email overload causes people to work anywhere
from one to two extra hours a day, either at work or when they
get home. Another study showed that it reduces the IQ more
than marijuana because of the constant interruptions that
interfere with the ability to focus. 

Among the worst culprits Duncan has identi-
fied are the following:

1. Sending or responding to all to CYA (cover your butt).
Stop sending to all if all do not have a need to know. You
wanted to make sure you were covered so you’re sending
everyone on a list your answer—whether they needed to
know or not. Or you’re sending a message to everyone
because you’re too lazy to select the appropriate recipients. 

2. People trying to solve complex issues using email. You’re
part of a new committee, then the email messages start,
back and forth, dizzying speed, the more they come, the
more confused you get. Pick up the phone! 

3. Dirty email messages. These are those messages you
receive loaded with those darn carets (>>>), or pages and
pages of email addresses that weren’t protected using a
blind copy feature. Is it too much to ask for the sender to
clean dirty emails before sending it? Would you send a let-
ter out on your company stationery like that? You can get
rid of carets by pasting the message into Word and using
the Find and Replace feature to find a caret and replace all
of them with nothing. You can get rid of all the email
addresses just by deleting. Clean it up, then send it. 

4. Subject lines that don’t match the message. Don’t pull up
an old message, hit Reply, and send me a message that has
nothing to do with the previous one. Suppose you sent an
email message two months ago that said, “The monthly
meeting has been cancelled.” You pulled up that old mes-
sage because the email addresses were already in it. But this
time, you wanted to let everyone know that coffee and
donuts would be served at this month’s meeting. At the
very least, change the subject line! 

5. Last-minute cancellations. Cancelling a meeting at the last
minute and letting me know via email. I show up, “Oh,
didn’t you get my e-mail?” When did you send it? I left my
office two hours ago, and now my whole day is shot. 

6. Procrastinators. People who wait until the last minute to
ask you to do something as if you had nothing else to do.
You know the work was in a pile on their desk, and while
they were digging for something else, they found it, and
sent you an email message, marking it urgent. Then when
the deadline isn’t met, it’s not their fault because they “gave
it to you.” 

Industry Perspectives

Book Review: 

Conquer Email Overload 
with Better Habits, Etiquette, and Outlook Tips and Tricks

by Peggy Duncan





7. People who call you instead of
checking their email. You’ve done
your job, and sent an email message
to people with information they
need. They end up calling you asking
for the info because, “I’m too busy to
check email. Please always call me
with the information or at least call
me to let me know you sent it.” 

8. No response. You send a legitimate
email message to someone who has
requested information. The message
clearly needs a response, but nothing
happens. If you’re too busy to hit
Reply to say “No,” you need to exam-
ine how you’re working. Why did you
make me waste your time and mine? 

9. One-liners. “Thanks,” “Oh, OK.” My
goodness! You sent an email message
to 25 people, and 15 of them sent
you a one-liner. Next time, put “No
Reply Necessary” at the top. 

10. Underlines. Don’t underline any-
thing in a message (or on a Web
page) that’s not a hyperlink. I always
move the mouse toward it thinking
it’ll take me somewhere. 

11. Someone replying to my message
without the previous message
below it or attached to it. I forgot
what I asked them. 

12. Smileys, emoticons. If you wouldn’t
put a smiley face or emoticon on
your business correspondence, you
shouldn’t put it in an email message.

13. Plaxo. Those emails from you asking
me to update my contact informa-
tion. Your best customer is getting 10
of these a day! And, I don’t even
remember who these people are. I
went to the Plaxo Web site and opted
out of receiving any of these annoy-
ing updates. Make sure you opt out
all of your email addresses! 

14. Senseless Autoresponders. How
about the one that says “Thank you
for your email message. I will
respond to you as soon as I can.”
What a complete waste of my time to
open this stupid response. It’s almost
like the letter carrier leaving me a
message in my mailbox saying, “I
picked up your mail today. I’ll bring
you more when I get it.” 

15. Words from grown, business people
using shortcuts such as “4 u”
(instead of “for you”), “Gr8” (for
great) in business-related email. Are
you lazy, or just can’t type or spell? If
you wouldn’t send a company letter
out like that, it shouldn’t be in an
email message. (This is different from
legitimate abbreviations a company
may develop such as NRN for No
Reply Necessary.) 

16. Read receipt. As if you’re checking
up on me to see if I open your mes-
sage. I don’t know why people waste
time doing this because most people
probably have this feature turned off
in their email software. 

17. Too many attachments. You should
get permission before sending some-
one an email message with more
than two attachments. Instead of
sending 5 PDFs, consider combining
them into one document. 

18. Attachment and no body. If you send
an email message about an event and
no explanation in the body, especially
if it’s a large file and would drain my
ink supply if I printed it. If the details





are in the body of the email, I don’t
need the attachment. I don’t need to
see how creative you were with your
flyer. I just need the info. 

19.Abuse of my email address. I regis-
ter for an event, then every week, I’m
getting notices of deals, webinars,
teleseminars, etc. 

20.Recipient names not private. No bcc
and pages of email addresses in the
message. 

21. Passing on hoaxes instead of check-
ing them out first. What would
make you believe that Bill Gates
would send you $5000 just for send-
ing an email message? And did you
know that the Teddy Bear file you so
willingly deleted from your computer
was a legitimate Windows file? Check
it out first at www.sarc.com. 

22.Who are you? People I met briefly
some time ago sending me an email
message without reminding me who
they are.

23.Messages without signature lines.
Your email signature is a great way to

let people know more about you,
especially when your email address is
something like 189bx@xxx.com. 

24.Adding me to your email list. I
just met you, barely remember you,
and I’m already on your distribution
list for your newsletter, thoughts for
the day, and news you think I want
to know. 

25.Bad grammar and punctuation. You
can’t hide behind an administrative
assistant to clean up your act, so go
take some classes and learn how to
write and spell. Some messages are
so bad, it’s like reading a foreign lan-
guage, and it wastes my time trying
to figure out your mess. 

26.Work email abuse. People sending
me non-work-related email from
their job. I don’t want my name and
email address showing up in compa-
ny reports. 

27. Unprofessional email IDs. People
who would send a business email
message using addresses such as cute-
suzy@xxx.com;
beingblessed@xx.com;
hardliquor@xx.com.

About the Author: Peggy
Duncan is an organization, time man-
agement, and Outlook expert who
shares tips and strategies for manag-
ing email overload as part of a popu-
lar seminar series based on her book,
Conquer Email Overload with Better
Habits, Etiquette, and Outlook Tips
and Tricks [PSC Press 2004].

Peggy was formally trained at IBM,
and has helped busy people become
more productive since 1997 as a 
personal productivity expert. Her
clients include media powerhouses,
corporate giants, national associa-
tions, and government agencies. 
Her expertise has been featured in 
O (the Oprah Magazine), Real
Simple, Fitness, Good Housekeep-
ing, Essence, Black Enterprise, and
others. She has authored several
books on organization, time manage-
ment, and technology, and is also a
former radio and TV show co-host.
She’s a lively, energetic guest who
makes learning fun.

Peggy can be contacted at 
770-907-8868 and on the Web 
at www.PeggyDuncan.com.



Want to Reward
Your Best Customers?

Give the Gift that
Keeps on Giving

Help your customers produce the holiday spirit year round.

Give the GIFT of a membership in the
 International Festivals & Events Association,

“The Premiere Association Supporting Festival
& Event Professionals Worldwide”

To purchase a gift membership contact Beth Petersen, Director of
Member Services at beth@ifea.com or 208-433-0950 ext. 1
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Turning the Holidays 
into a Magical 
Special Event
By Chad D. Emerson

Talk to many special event or festival veterans
and you’ll quickly realize that—while the festi-
val industry is certainly a year-round business—
the summer months are traditionally considered
the peak season. From huge July 4th firework
celebrations to vast music festivals and concerts,
the success of the summer season is often a
good barometer for how well the festival and
events industry is doing in a particular year.
However, as the competition for guest atten-
tion—and dollars—seems to get hotter every
summer, some festivals and amusement facili-
ties are beginning to look to other times of the
year for potentially expanding their events. 

This is especially true for the traditional winter
holidays time of year as many facilities and fes-
tivals have begun adding new or increased offer-
ings for this merry ole’ time of the year, with
special events centered around holiday lights
and similar fare. Yet, as this trend seems to grow
each year, there’s one destination location that,
if you were looking to award the title of Special
Events Holiday Headquarters, would certainly
be considered a top nominee. An amusement
facility that is quickly expanding its holiday sea-
son attendance numbers through a growing ros-
ter of themed events and festivals.

2005 INTERNATIONAL EVENTS 25
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Recently, i.e. Magazine journeyed to
the Walt Disney World Resort near
Orlando, Florida, for a behind-the-scenes
look at some of the special events and
festivals that are quickly turning the
Christmas season into another peak sea-
son for the House of Mouse. What we
discovered was a festival and event pro-
gram with an amazingly diverse appeal—
from boisterous character-laden chil-
dren’s events to decidedly more formal
dramatic presentations. While few festi-
vals or amusement facilities can probably
match Disney World in terms of size
and scope, some of the lessons
learned from the Disney World
holiday celebration season can still
provide valuable insights into how
to capitalize on the growing vaca-
tion season around the holidays.
Let’s take a quick look at a few:

A Variety of Festival and
Special Event Strategies

One of the first things that
strikes you about the holiday
events and festivals at Disney
World is their diversity—not just in
content, but also in structure.
Indeed, these events run the gamut
from specially ticketed events, to
events included with regular admis-
sion, all the way to completely free
events obviously designed to pay
for themselves by the increased
interest they create. This approach
ends up offering appealing options
to almost all price ranges that
attendees are looking for. 

For example, each year the lob-
bies in most of the on-property
resort hotels at Disney World magi-
cally change almost overnight (usu-
ally sometime around
Thanksgiving) from their typical self
into an amazing world of dazzling
Christmas trees and life-sized holi-
day scenes—including such over-
the-top offerings as a huge ginger-
bread house and carousel made up
entirely of edible parts and pieces. 

Creating such a massive festival
of holiday scenes surely costs
Disney World more than a lump of
coal. Yet, despite that fact, all of these
holiday scenes are free for Disney World
guests to visit, tour, and take pictures
with. While that might seem like a huge
investment to make without an admis-
sion charge to fall back on, according to
Disney World publicist Dave Herbst,
doing so is well worth it to Disney
because “this is your home away from
home for the holidays. We want Walt
Disney World resorts to have all the gai-
ety and splendor that you could ever
imagine during this special time of year.”

And, notably, the strategy appears to
be paying off when you consider that a
check of Disney World fan websites and
discussion boards reveals entire threads
and articles about guests who either add
days to their vacations to tour these
resorts or, in some cases, even visit
Disney World each year just to see these
resort holiday-themed creations.

While this type of free special event is
certainly a key part of Disney’s overall
holiday festival strategy, it still somewhat
pales in comparison to the larger “head-

liner” aspects of Disney’s special event
line-up for the holidays. Indeed, the
resort holiday happenings might be con-
sidered simply an opening act (albeit a
very impressive one) for the main events
each winter season at Disney World.

The “E-Tickets” of Disney
World’s Holiday Special Event
Celebration

In Disney parlance, the top of the line,
best of the best attractions are often
called “E-Tickets”. At Disney World, this

title is reserved for some of its most
famous and popular attractions such as
Space Mountain, The Twilight Zone
Tower of Terror, and Mission: Space.
While Disney World doesn’t label its spe-
cial events the same way, after examining
the many aspects of their holiday festival,
it’s clear that, at the very least, the ration-
ale behind naming “E-Tickets” holds true
for this segment of its business too.

In particular, the “E-Tickets” of
Disney’s holiday celebration might easily
be grouped into three specific special

events that appear each year at
Disney World--especially for the
holiday season. Interestingly, all
three are structured quite different-
ly, both in content and in pricing
strategy. Clearly, just another
example of Disney World’s holiday
season strategy of offering a variety
of types and price points in terms
of special events. 

Indeed, these headlining events
might be classified into three dis-
tinct admission categories: includ-
ed with regular admission, admis-
sion included with additional pre-
mium pricing option available,
and separately-priced admission
event. Let’s take a look at all three:

Included With Regular
Admission Festival Events

Nearly every holiday season
since 1995, the back lot portion
Disney’s MGM Studios has been
transformed into a Christmas
lights special event called the
Osborne Family Spectacle of
Lights. And, with over one million
lights total, when they call it a
“spectacle”, they really mean it. 

For example, each year, twelve
miles of extension cords and
34,000 feet of rope light are used
to nightly illuminate an entire spe-
cial section of the Studios Park—
including two lighted displays that
themselves use 35,000 and 50,000
lights each. In addition to the
lights, this special event also uses
66 gallons of snow fluid each

evening to enhance the overall feel
of an event that also includes various
Christmas carolers, themed merchandise,
and traditional holiday treats. 

To create this massive holiday special
event, 18 electricians work 14
weeks…just to hang the lights. Lights
that, each year, are replaced with new
ones, no less. According to Herbst,
Disney World proudly considers the
Spectacle of Lights one of its signature
holiday events: “We have guests who
look forward with anticipation each year
to what special new twist we have in

One of the first things

that strikes you about

the holiday events and

festivals at Disney World

is their diversity—not

just in content, but also

in structure. Indeed,

these events run the

gamut from specially

ticketed events, to

events included with

regular admission, all

the way to completely

free events obviously

designed to pay 

for themselves.
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store – whether it’s a different light dis-
play or maybe some special eyeglasses
that create still more magic for the eyes.
There is no question that the Osborne
Family Spectacle of Lights has become a
very special holiday tradition at Disney-
MGM Studios.”

Interestingly, with all this investment,
you might think that the Spectacle of
Lights would require a separately 
ticketed admission. However, as of yet,
that has never been the case. Instead,
admission to this event is included 
with a guest’s regularly paid admis-
sion to the Studios theme park.
Clearly, an example of where
Disney World has concluded that
the additional regular admissions,
and related revenue, generated by
this yearly event are sufficient to
justify including it as part of a regu-
lar admission. This is obviously a
strategy that requires careful plan-
ning and budgeting, but one that
likely generates some serious good-
will among guests when they real-
ize that their regularly paid admis-
sion includes such an incredible
bonus each holiday season.

Admission Included 
with Additional Premium
Pricing Option Available

Dating all the way back to the
early days of the original
Disneyland in Anaheim, California,
one of the classic Disney holiday
special events has been its
Candlelight Processional—a dra-
matic retelling of the Christmas
story by a celebrity narrator who is
accompanied by a mass choir and
50-piece orchestra. This high-emo-
tion production is now performed
several times per night at Disney
World’s Epcot theme park during
the holiday season with guest narra-
tors this year ranging from musician
Stephen Curtis Chapman to talk
show host Phil Donahue to actor
Jim Caviezel, who played Jesus him-
self in Mel Gibson’s recent hit movie,
The Passion of the Christ.

And, while Epcot guests may attend
this event as part of their regular admis-
sion to the park, many savvy guests have
learned that most of the best seats are
generally reserved for those who pur-
chase a special Candlelight Processional
dinner package. This additional premium
pricing option provides the guest with a
reservation at one of Epcot’s various
table service restaurants and a preset
menu from which to choose (package
pricing varies depending on which
restaurant is selected, with top-tier ones
like the French-themed Chefs de France

costing the most). Also included in the
package is special reserved seating to the
performance, a real plus when you con-
sider that many of the performances end
up reaching maximum capacity 
each evening.

This approach to special event plan-
ning can be a win-win for guests and
Disney alike as it provides an opportuni-
ty for all guests to attend as part of their
regular admission, but also provides an
incentive for some guests to purchase the
additional premium price option—pro-

viding them with special features and
Disney with enhanced revenues.
According to Herbst, “For many of our
guests, it makes their visit a very special,
complete evening package – dinner and
a terrific live holiday show.”

Separately Priced 
Admission Event

Another approach that Disney World
takes as part of its holiday festival is the
separately priced admission event. At
Disney World, this occurs in the form of
Mickey’s Very Merry Christmas Party
where, on selected nights each holiday

season, the Magic Kingdom theme park
closes after regular operating hours and
then re-opens for this separately ticketed
event. “The event has been so popular,”
Herbst said, “that there are 14 parties –
more than ever before – this year.”

The “party” itself includes event-exclu-
sive happenings such as a specially-
themed parade, holiday storytelling, live
shows, and a snow effect falling each
evening along Main Street U.S.A. In addi-
tion, it also includes exclusive holiday
merchandise that can only be purchased

during this special event, as well as
the opportunity for guests to ride
select attractions that also re-open
for the event.

Obviously, the fixed costs of
event-specific parades, shows, and
extended attraction hours can be
substantial in terms of labor,
maintenance, and planning—likely
much more so than the other
events that make up Disney
World’s holiday festival. So, to
address this reality, Disney World
has designed Mickey’s Very Merry
Christmas Party as a separately
priced event apart from regular
admission to the Magic Kingdom.
Doing so, allows it to recoup its
investment while also providing
the guests with unique experiences
exclusive to the event, in addition
to providing for limited admission
totals so that the guests can experi-
ence the event at a somewhat less-
packed pace.

Lessons Learned
If your festival or facility is con-

sidering expanding into the holi-
day season (or simply beefing up
your current offerings), Disney
World’s resort-wide holiday festival
provides a helpful glimpse into
several different pricing and plan-
ning options that you might use—
albeit possibly on a somewhat
smaller level. Whatever the case, if
you find these offerings com-

pelling, we highly recommend check-
ing them out yourself. 

We think you’ll find that “research”
has never been so much fun!
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Kaleidoscope is a multicultural, educational, community journey produced annual-
ly by the City of West Palm Beach Community Events Division. Kaleidoscope focuses
on partnering different cultural organizations with schools in order to create an
authentic representation of a specific country or culture in the form of a “village.”
Elementary, middle and high school students work with their partnered cultural
groups for more than four months to create mini “Epcot-like” villages featuring the
countries’ customs, architecture, history, arts, dance, food, etc. The culmination is a
one-day, free celebration, taking place the last Sunday in January, where each village
is displayed and showcased. Additional highlights include three stages of multi-cul-
tural entertainment, an international bazaar of authentic cultural items, ethnic foods
and children’s activities.

Kaleidoscope…a Celebration of Many Cultures, began in 1997 when city leaders
sought to establish a long-lasting event that would celebrate the rich melting pot of
South Florida, the community’s historic focal point. The original concept was simple,
in theory: invite the diverse groups that make up the City and its surrounding areas to
showcase their cultures in a one-day, free family celebration.

City event planners’ first challenge was to identify organized cultural groups that
could participate and appropriately represent their countries of origin. We started with
a small list of groups that participated on the City’s Hispanic Advisory Board, and
researched additional groups through the Library and newspaper articles. We were sur-
prised to find that the largest Finnish population, outside of Finland, lives in our coun-
ty. We also located two cultural groups representing the country of India. All of the
groups were invited to an initial meeting, which resembled the United Nations. After
three meetings with the representatives, it was clear that while they were excited about
the event, they were primarily volunteers with full-time jobs and lacked the time and
manpower to create the villages. 

Recognizing the need for additional partners and that the diversity in our schools
mirrors our community as a whole, the City solicited the School District of Palm
Beach County’s help to develop the Kaleidoscope program. Palm Beach County
school children represent 178 countries of origin, and 124 languages, in addition to
English, are spoken at home. 12% of all students attend English classes for speakers
of other languages. It seemed a perfect match for the City to work with the School
District to honor these differences and educate the entire community on our varied
and wonderful cultures.
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Partnering with the School District of
Palm Beach County was key to the suc-
cessful and meaningful development of
Kaleidoscope. To build a firm base for the
partnership, the City’s mayor met with
the School District’s Superintendent to
discuss the goals and expectations for the

event. Kaleidoscope opened the door to a
new relationship with the School District,
as this was the first occasion for the two
leaders to meet at length. Both agreed
that Kaleidoscope was more than just
another “school-sponsored activity”;
Kaleidoscope had the potential to create

many long lasting effects on our schools
and community in the areas of education,
improved race relations, community pride
and greater self-esteem. The School
District committed an employee in the
Multicultural Education Department who
would coordinate the schools’ participa-
tion, and ensure the educational integrity
of their activities and programs.

City event planners and the School
District Liaison worked together to for-
mulate the roles and responsibilities to
guide the direction of Kaleidoscope. The
School District Liaison would solicit,
coordinate and ensure the educational
requirements of participating schools.
The City would handle all event logistics,
public relations and marketing, and
solicit and coordinate the cultural
groups. Together, the City and School
District developed an Invitation to
Participate which set forth the concept,
rules and requirements for schools and
cultural groups. The Invitation to
Participate is mailed out in September of
each year. In October, the first of five
working meetings between cultural
groups and schools is held in order to
pair the participants. From October until
January, the cultural groups visit the
schools to teach the students about their
traditions, dance, dress, foods, architec-
ture, history, geography, etc. They also
work with the schools to build the vil-
lage which represents their learning expe-
rience for the event. The City and School
District monitor their progress at the
remaining facilitated meetings. The meet-
ings offer the teachers and cultural
groups an opportunity to network, share
experience and become friends. In fact,
the December meeting is highlighted
with a Pot Luck celebration where each
group brings a dish representing their vil-
lage. The meetings are also an opportuni-
ty for past members (teachers and cultur-
al groups) to mentor new participants.

The first Kaleidoscope, held in
December of 1997, featured 11 villages
created by 11 schools working with nine
cultural organizations. Heavy rains
forced the on-site cancellation of the
event. The villages were to have been
judged, with the first place school win-
ning $500. Because of the weather, the
Mayor awarded each school $500. All of
the participants remained excited and
uplifted by the educational and cultural
experience of working together for four
months to create their villages. 

Citywide budget cuts eliminated
Kaleidoscope and several other City
events in 1998. In September of that
same year Kaleidoscope was named the
Best Educational Program by the IFEA
and awarded an IFEA / Haas & Wilkerson
Pinnacle Award in that category. City

Indian Child with Henna Markings, student participant at 2005 Kaleidoscope.Indian Child with Henna Markings, student participant at 2005 Kaleidoscope.Indian Child with Henna Markings, student participant at 2005 Kaleidoscope.



leaders quickly rethought the budget
decision, and the next Kaleidoscope was
held in May of 1999. 11 cultural organi-
zations and 14 schools participated in
the return event.

While in its infancy, event planners
were proactive in offering attractive
incentives for teachers and cultural
groups willing to take on the large scale
effort of building a Kaleidoscope village.
We offered each village $400 for building
materials. An awards pot of $1,750 was
established with financial prizes for both
school and cultural group winners. Gift
certificates were awarded to the individ-
ual teachers and cultural group represen-
tatives from the winning villages, with
the grand prize winners receiving two
free airline tickets each. Teacher and cul-
tural group representatives each received
goodie bags stuffed with freebies from
Palm Beach County attractions. The City
and the School District worked out a
plan whereby the participating teachers
received “points” toward mandatory
annual accreditation.

Kaleidoscope has experienced tremen-
dous growth within the schools, with 29
schools taking part in Kaleidoscope
2005. 34 cultural groups have participat-
ed since the event’s inception, with some

rotating participation from year to year.
After 1999, Kaleidoscope moved to its
permanent scheduled date, on the last
Sunday in January. The 8th Annual
Kaleidoscope, held in January 2005,
included 17 villages, created by 28
schools from across Palm Beach County,
partnered with 18 cultural organizations.
More than 30,000 people enjoyed the
villages, three stages of multicultural
entertainment, food representing more
than 14 countries, 50 International
Bazaar vendors and a world of activities
for the kids.

In September of each year, more than
175 Invitations to Participate are sent to
every public elementary, middle and
high school in Palm Beach County. In
the past we have had more schools
respond to participate than we had space
for villages. An ever-changing pattern of
success, Kaleidoscope has now evolved to
accommodate all applying schools and,
in doing so, further deepened its com-
munity impact. 

Organizers paired schools geographical-
ly to work together with one cultural
group on a village, a simple solution to
the problem, with amazing results. Doors
were opened between schools which had
never had relationships. Older students

Haitian boy with ice-cream, student participant at last years event
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mentored younger students. Through
Kaleidoscope field trips, students visited
the schools that they would attend as they
got older. Teachers formed bonds with
their counterparts at their partnered
schools. Kaleidoscope further broadened
its educational scope with the addition of
Palm Beach Atlantic University as a cul-
tural group. Their Bahamian students
formed a cultural organization and
worked with an elementary school to cre-
ate the Bahamas Village. More groups
working together on one village enabled
the schools and cultural groups to spread
out the workload and expand the compo-
nents of the villages.

Prior to Kaleidoscope, the City had
limited organized contact with its diverse
populations. Kaleidoscope required that
the event planners research who com-
prised our community and develop a
plan to communicate and coordinate
with these groups on a regular basis. In
doing so, the City has underscored each
diverse group’s importance and estab-
lished long lasting relationships with
more than 34 cultural organizations,
throughout South Florida. Interestingly,
the City has become something of a local
“expert” on multicultural groups. We
receive numerous calls throughout the
year, from various associations, to share
our list as they attempt multicultural
projects of their own.

Kaleidoscope is an opportunity for the
entire community to embrace and cele-
brate our differences. The event empha-
sizes the point that at the end of the day,
and the end of the Kaleidoscope journey,
we are all unique - yet all one world. A
past Kaleidoscope, the Argentinean vil-
lage had posted signs protesting
Argentina’s current leadership. The vil-
lage coordinators were gently told that
Kaleidoscope is a day to put aside our
political differences, and to celebrate our
cultural differences.

Involvement in Kaleidoscope has
helped fledgling cultural groups form.
The project inspires their members to
participate and organize. Through
Kaleidoscope, the Philippine American
Association of Palm Beach County has
developed skills to apply for government
grants to host their own events.
Kaleidoscope was the first endeavor by
the newly organized Panama Cultural
Group, an association anxious to share
their traditions with all of Palm Beach
County. Three separate Hispanic organi-
zations involved in Kaleidoscope pro-
duced their own Latinfest. Finnish car-
penters brought together to build the
Kaleidoscope village of Finland formed
their own organization as a result of
their positive experience.

Cultural groups have also found a voice

at city hall. Representatives from the par-
ticipating cultural groups have numerous
opportunities throughout the event cycle
to meet and talk with the Mayor, City
Commissioners, and County
Commissioners. They are annually present-
ed in a “Parade of Nations” to the City

Commission and Mayor at a commission
meeting. By opening these doors, the cul-
tural groups have sought appointments
with city dignitaries for assistance with
their own separate goals and projects.

Kaleidoscope meetings have been an
important venue for the annual 16 to 20
cultural group leaders to work together
and develop lasting friendships. Past par-

ticipants quickly take on the role of men-
toring new cultural groups. We have seen
cultural groups interact with each other
outside of the Kaleidoscope experience. It
is not unusual for the Philippine
American Association to invite City rep-
resentatives and other cultural groups to
dances, dinners and performances
throughout the year. Other cultural
organizations, such as the Scottish
American Society, extend invitations and
communicate via monthly newsletters.

Kaleidoscope spans the entire Palm
Beach County geography. Participating
schools reach the furthest point south in
Boca Raton, west to Belle Glade, north to
Jupiter and east to the town of Palm
Beach. Media stories are generated in tar-
geted community papers and newspaper
special sections cover Kaleidoscope activi-
ties taking place in schools in their areas.

Our communities are becoming more
and more diverse. It is thus becoming
imperative that people develop the skills
necessary to coexist in a world whose
boundaries and demographics are con-
stantly changing. This includes the wide
variety of differences between peoples
and cultures. Students and all partici-
pants in Kaleidoscope gain these skills
from the project’s inception, and contin-
ue to build and develop throughout the
year. Additionally, the Mayor, City
Commissioners, County Commissioners
and School Board members all partici-
pate in Kaleidoscope, setting aside politi-
cal agendas as they work together to
unify the entire community. 

Based upon our experience, event
planners interested in initiating an event
similar to Kaleidoscope will benefit from
the following: 

• A diverse population. This will vary
from community to community, but
is sure to exist to some degree just
about everywhere.

• Commitment and support from local
government officials. At the very least,
an event similar to Kaleidoscope will
need government assistance to per-
mit the event on public property, and
to provide any necessary city services.
Due to the tremendous amount of
coordination required over a span
several months, a department or
strong working committee must be
committed to the project. 

• Commitment and support from the
local School District. Every community
has a governing body overseeing the
local school system; it is imperative to
engage the school system in a lead role
to ensure the project’s success. That
support works best when the school
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system designates an employee to act
as a liaison between the schools,
school district and the project.

• Commitment and support from local
cultural organizations. It is an
absolute necessity to locate and
obtain commitments from cultural
organizations in order to educate stu-
dents and the community on their
countries of origin.

• Sponsors. To fund the event and pro-
vide much needed television, radio
and newspaper ads to publicize the
event, a strong sponsor base is
important.

• Event Venue. A physical location,
conducive to setting up the villages,
stages and other event activities.

Before Kaleidoscope, there was no
community-wide effort to embrace all
cultures. The City and the School District
had small-scale, individual programs in
place targeting different ethnic groups. In
celebrating the value and awareness of
diversity, Kaleidoscope has had a trans-
forming impact on the entire community
in its education and acceptance of our
diverse populations. Local City govern-
ment has become a forum to listen and
understand the varied needs of their peo-
ple. The School District has been
strengthened in its relationship with the
City, participating schools, cultural
groups and its multicultural students,
whose self-esteem is buoyed by the grand
scale effort to acknowledge their impor-
tance. All participating schools, teachers
and students have built long lasting rela-
tionships through the event and experi-
ence unique hands-on learning.
Participation by cultural groups has
helped to solidify their own organiza-
tions and has empowered them to seek
assistance on other projects from City,
County and School District dignitaries.
Success for West Palm Beach has meant
transformation, and a change in the over-
all image of Downtown West Palm
Beach, where everyone now knows that
they are invited downtown to live, work
and play.

Mongolian Throat Singer performed at 2005 KaleidoscopeMongolian Throat Singer performed at 2005 Kaleidoscope
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Can you think of any reason your
event wouldn’t want to sell as many tick-
ets as possible? If that’s the case, then
why do so many organizations fail to
properly utilize the on-line option to not
only maximize revenue, but also gain an
additional measure of fiscal security for
their event(s)? The answer is…there is no
ONE reason, but a laundry list that’s a
reflection of the great diversity of organi-
zations that sponsor and/or promote fes-
tivals, fairs and special events. This fact
was brought to light with surprising clar-
ity during our discussions at the recent
IFEA convention in San Antonio. Our
discussions were with full-time salaried
managers, volunteers, and all sizes and
genres of events.

What is certainly a good idea under
normal circumstances becomes almost a
necessity in today’s challenging economy.
Discussions prior to, during and since
the conference indicate an inconsistent
attendance pattern for events of all types,
generally based on a region’s economic
health. Of course, many events book
entertainment and facilities months in
advance, which places an immediate
financial obligation on the organization,

regardless of ticket sales. Obviously, with
the commitment already made, maximiz-
ing ticket sales is simply sound fiscal
management. In addition, initiating tick-
et sales as soon as possible gives the

organization dramatically greater flexibil-
ity to deal with the pace of ticket sales
and to make mid-course corrections to
the promotional plan and pricing to
respond to real-word conditions. 

One more factor favoring advance
ticket sales is weather. Consider that just
the threat of bad weather can signifi-
cantly impact sales; however, if the tick-
ets are already sold, the odds are that
the ticket holder will attend, increasing
concession income. Similarly, if a friend
or relative calls at the last minute sug-
gesting another activity, it’s almost cer-
tain to be rejected if the tickets have
already been purchased and instantly
printed on the purchaser’s own PC
(instant gratification).

What are some of the fundamentals 
of successful advance ticketing programs?
Our San Antonio discussions encom-
passed demand, pricing/packaging, 
distribution/availability, and promotion,
so we’ll take a closer look at these key
elements and how they interact with
each other.

Demand is usually a factor dictated by
popularity and/or capacity. In most cases,
this will affect the entertainment venues
at festivals and fairs. If your tickets are in
high demand, a successful advance ticket
sales program can be based simply on
promoting availability, without any pric-
ing concessions. 

A Look Inside Internet 
Advance Ticket Sales
Technology and Customer Convenience 
Combine to Offer the Potential for 
Higher Net Revenue

By Mel Rainer



Scanner training with “tethered” scanner and laptop server for the
Super Bowl in Jacksonville.
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It’s no secret however that advance tick-
et sales can be dramatically affected by a
combination of pricing and “packaging”. If
discounting individual tickets is not prac-
tical, consider ticket packaging. This can
comprise an almost unlimited combina-
tion of general admission, ride, food, sou-
venir, and entertainment options.
Generally, what is given up on individual
tickets within the package is compensated
for by the increase in the total sale.
Discounts can also be time sensitive, offer-
ing larger discounts for the earliest buyers.
And, of course, in either case the money is
“in the bank,” sometimes long before the
event. How about group specials?
Consider contacting the larger employers
in your market and offering them an
attractive group special. This could be any
combination of individual ticket discounts
or special rates on ticket packages. 

When it comes to distribution/availabil-
ity, it is also possible for an on-line ticket
sales system to support your group sales
efforts, eliminating the time consuming
necessity of delivering “hard” tickets, the
customer collecting payments, and your
having to retrieve unsold tickets and rec-
oncile with the money collected. A mod-
ern on-line system should also be capable
of providing an Intranet “box office” for
corporations who do not wish their offer-
ing to be available on the public Internet.
Also, the ticketing system should be able
to allow your event to identify special club
or group members by requiring their
membership ID before allowing them
access to the site.

To get all of this functionality, you don’t
have to “reinvent the wheel” or develop
your own ticketing system. If interested,
there are outside ticketing services, which
provide a total solution, including the
provision of a custom branded, on-line
“box-office” for multiple websites, with
complete credit card merchant services,
instant “print-at-home” e-tickets for cus-
tomers (eliminating mailing tickets and
will-call), and in this instance, the oppor-
tunity to actually increase revenue by sell-
ing on-ticket advertising and promotional
space. And in the case of some ticket serv-
ice companies, there is little, if any cost to
the event organization, as the ticket buyer
pays the individual “convenience fees” on
the tickets and the ticket service company
provides scanners to validate customer
printed tickets, allowing secure, quick
entry for patrons. 

So now you’ve got this modern, efficient
on-line “box office” in place; how do you
insure that customers know your ticket
window is open? As important as any
other element of a successful advance tick-
eting program is the promotional plan. 

First, make sure that you have the easi-
est URL or Internet address possible. It

Scanner training with “tethered” scanner and laptop server for the
Super Bowl in Jacksonville.



Instant ticket authentication of print-at-home ticket with wireless scanner at the Minnesota Renaissance Festival.

Rapid scanning of 2-D bar-coded box office tickets at the 
Galveston Mardi Gras.
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should be short and/or easily remem-
bered, whether used in print or broad-
cast. If you simply cannot come up with
something that is easy to recall, then
your fallback position is to partner with
local media to have links placed on their
websites. Insure that the website(s) are in
every piece of advertising and promotion
possible, including handbills, posters,
newspapers, PR releases, print ads, out-
door billboards, and radio and TV spots.
On radio, you must repeat the address or
link at least twice, and on TV use both
audio and on screen graphics to rein-
force the message. 

You can also utilize many no-cost pro-
motional avenues, such as promotional
pages and links on the websites of your
sponsors and other public-spirited local
businesses. Engage the local media. Have
a press conference when tickets go on
sale to get coverage in newspapers, radio
and TV (and their websites) Be sure to
stress that tickets are available for sale
and immediate printing on your website
and give the address. 

In today’s challenging marketplace, a
solid advance ticketing program isn’t just
a good idea; it could well spell the differ-
ence between a successful event and one
that struggles to cover its expenses. If
your organization has not already imple-
mented an aggressive advance-ticketing

program utilizing the Internet, now is
certainly the time to consider moving in
that direction. Appoint an action com-
mittee to evaluate the situation, and
remember that time is a factor. The earli-
er that you begin selling tickets on your
website, the better your options and the
opportunity to maximize sales and rev-
enue for your event.

Mel Rainer is the VP of Marketing for
Extremetix, the Houston based developer
of the industry leading ClicknPrint Tickets
solution that features a custom branded
Internet box office, print-at-home ticket
delivery, QuikTix at the gate/venue hard
tickets, and a Call Center providing both
sales and technical support. He can be
reached at: mariner@extremetix.com.

Instant ticket authentication of print-at-home ticket with wireless scanner at the Minnesota Renaissance Festival.

Rapid scanning of 2-D bar-coded box office tickets at the 
Galveston Mardi Gras.



By Bridget Sherrill,
 CFEE



Merchandising your festival or event is multifaceted and can provide many oppor-
tunities. Increasing the awareness and visibility of your event, while adding to the
bottom line, are major benefits of merchandising. One of the most effective ways to
merchandise your festival is through an official product line. It is extremely impor-
tant that you start by copyrighting, trademarking or service-marking your name and
logo. This is important as your program becomes successful and protects you in the
future. You will find that the more successful your festival becomes the more vulnera-
ble you become with the competition.

A variety of products can be offered as merchandise, ranging from posters to wear-
ables to glassware to pins, etc. Start small to find out what works best for your event.
Consult with other festivals and events that are already managing successful pro-
grams and learn from their successes.

Successful merchandising programs don’t always have to be done in-house. There
are many companies that will provide this service for you and pay you a percentage
of the sales. If you are dealing with an outside agency, it is very important to have a
contract in place before the process begins. Make sure the contract is written so that
you have the final say on issues while allowing flexibility as plans for your overall fes-
tival develop. Contracts can be multi-year or year-to-year. Decide up front what will
work best for you. Perhaps the best deal is a one-year contract with renewal options.
But, keep in mind that longevity in contracts allows the opportunity for growth
potential, as well as providing the licensee and festival time to develop a better work-
ing relationship.

Webster defines “merchandising”
this way: “sales promotion as a

comprehensive function including
market research, development of

new products, coordination of
manufacture and marketing, and
effective advertising and selling.”

Editor’s Note: As part of the IFEA’s 50th Anniversary celebration in 2005, we are featur-
ing an article in each issue of “ie” written by some of the icons who have helped to shape
our association and our industry. Bridget Sherrill, CFEE, is the Vice President of
Merchandising for the Kentucky Derby Festival in Louisville, Kentucky. She was inducted
into the IFEA/Miller Brewing Company Hall of Fame in 2004. Sherrill has worked for KDF
for more than 32 years and has been instrumental in the success of the Festival’s Pegasus
Pin Program, Official Poster Series and their award-winning Merchandising Program.
Bridget can be reached at 502-584-6383, or bsherrill@kdf.org. Successful Event
Merchandising is taken from IFEA’s Marketing Your Event available through the IFEA
Bookstore and Resource Center. www.ifea.com.
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How you market your merchandise is
key to the success. If you choose to have
an official licensee design your merchan-
dising program, be sure to include “mar-
keting” as one of the contract items.
Provide them with your database, but
work with them on how the product will
be marketed. Having a retail tie-in can
provide greater access to your products as
well as provide additional advertising. It
can also benefit your sponsors by allow-
ing discounted purchases through a
retailer. You will want to have multiple
locations, which allow for broadened
sales opportunities. It will also
allow targeted merchandising.

Internet access to your merchan-
dise is very important. It will pro-
vide local, national and interna-
tional access to your products.
There are many companies who
provide Web site designing. The
more appealing and exciting the
site, the increased potential for 
visits. Purchasing on-line may or
may not be the best for you.
Should you choose to offer on-line
purchasing, it is imperative that
your site be secure and thoroughly
tested and debugged. Regardless,
providing information on where
and how to purchase your mer-
chandise is essential. If you choose
to have an official licensee, include
this facet of marketing in your 
contract. If doing the program 
in-house, take into consideration
product fulfillment and staffing 
to facilitate the process.

Marketing tie-ins with the media
can be very beneficial and provide
additional, free advertising. Many
radio stations will agree to mer-
chandise trades in exchange for
advertising. For example, if you
trade merchandise for 30-second
radio spots, you may get the spots
plus the valued added promotion
should they use the merchandise
for on-air promotional giveaways.
The free advertising can be used to
promote participating retail outlets or
your own marketing efforts.

The design you choose for your mer-
chandise is critical to the overall success
of the program. When selecting a design,
keep in mind product applications. A
particular design may look great as a
poster but will not work as a T-shirt or is
impossible to translate as a pin or on
glassware. You may decide to have a
“total” look for your merchandise or
select various icons that represent your
festival. Sometimes, the simpler the
design the more effective the image.
Either process can work. The decision
depends on your goals and objectives.

Items to consider:
Goals and Objectives: “A stitch in time

saves nine.” It is important to establish
up front what your goals and objectives
are in developing a merchandising pro-
gram. It will give a sense of purpose 
and direction.

In-house Operations vs. Outsourcing: If
you decide to do your merchandising
program in-house make sure your house
is “big enough.” While storing a few T-
shirts, pins and posters doesn’t sound
like it will require much space think the

whole fulfillment process through fully
before making a final decision.

Equitable Time Line: “Time is money.”
Be sure to allow enough lead-time to
design, produce and distribute your
products to maximize sales. Nothing
could be worse than to introduce a 
program and not have the product 
to deliver.

Design Resources: Just because the
president of your festival has a son who
excels in art class doesn’t mean you
should risk patronizing him. Most local
communities have graphic art associa-
tions or consider the possibility of using

the creative resources of a local advertis-
ing agency. Just having good art won’t get
the job done. Many processes are needed
to produce the various products you
decide to offer. One very important fac-
tor to consider when selecting art is own-
ership rights. You need to retain all rights
and usage of the art. This can be covered
in a contract with the artist.

Product Development: Widgets aren’t
very popular these days. Know your audi-
ence as well as what’s hot and what has
the greatest potential to sell when select-

ing the products you want to offer.
Traditionally, T-shirts, sweatshirts,
caps and pins are always popular.
However, fads can work in your
favor also. What about those
“Beanies” or “yo-yos.”

Vendor Selection: Don’t be
“penny wise and pound-foolish.”
If a vendor cannot deliver the
product in a timely matter and 
to your specifications the cost 
of the product is irrelevant. Do
your homework with the vendors
you select to produce your 
merchandise.

Inventory: While the IFEA
Association Store can benefit 
from your leftover inventory, it
won’t help your festival’s bottom
line. The primary inventory consid-
erations are controls, product
warehousing, distribution, restock-
ing and after-market prospects.
Dating merchandise is fine, but
keep in mind it is better to run 
out of merchandise and create 
the need as opposed to ending 
up with a whole warehouse of
dated merchandise.

Marketing Strategy: “Sell it 
while the market’s hot.” A ware-
house full of great merchandise 
is of no value to anyone. How 
you strategize to sell your products
is critical. Use all resources avail-
able, including retail, wholesale,
direct marketing, Internet, media
promotions and festival/sponsor

cross promotions. Maximize your
selling opportunities.

Accounting Controls: Someone has to
mind the store. “Take care of the pennies
and the dollars will take care of them-
selves.” Make sure accounting procedures
are in place with your program.
Remember, more than likely you will be
dealing with a lot of cash in a short peri-
od of time. Cover your bases.

When it’s all said and done, successful
merchandising of your festival can mean
“BIG $$$$”. It will also increase the
awareness and exposure of your event.
Your customers will be paying to become
“walking billboards” for your festival.

When it’s all said
and done, suc-

cessful merchan-
dising of your 

festival can mean
“BIG $$$$”. It 

will also increase
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your event. Your
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be paying to

become “walking
billboards” for
your festival.
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Quality is a common goal for virtually everyone providing any type of event. So
common in fact that it is often almost taken for granted. Everyone wants it, yet few
people have a conscious comprehensive plan for infusing every aspect of their organi-
zation with it.

A short review of current advertising illustrates clearly how important quality is to
consumers today. A short discussion with almost any group of people will reinforce
that concept. People are increasingly apt to watch their money, and perhaps more
importantly their time, quite closely. The decisions they make about how to spend
that time and money are measured by the perceived quality of the return.

Creating a quality festival is more than setting up a checklist of things to accom-
plish. It involves establishing a philosophy, a sense of purpose that permeates every-
thing about an event and the people involved with it. Finding such an all-encompass-
ing spirit is uncommon. Instilling it in an organization is a tremendous challenge.

CREATING A QUALITY IMAGE
For many, insuring that the public perceives their event to be of great quality is of

paramount importance. Resources are expended to have just the right ads, perfect
graphics, and the proper spin on public relations efforts. The reasoning is that percep-
tion creates reality, and yet, have you ever gone somewhere or purchased something
because of the perception you had only to be disappointed?

Image vs. reality is actually at the heart of this issue. Resources expended on creat-
ing a quality image are sometimes well spent, but far more often do not produce the

When you can do the common
things of life in an uncommon 
way, you will command the 
attention of the world.
- George Washington Carver



expected return. Effort spent in creating
actual, tangible quality that festival
patrons can see and sense will pay far
more benefits. Being something of quali-
ty will create the desired image and not
promote the potential for unmet expecta-
tions along the way.

Defining What Quality Is
Determining that quality is important is

relatively simple. Defining what that actu-
ally means is far more complex. The best
place for any festival organization to start
this process is to agree upon how they
themselves will define the issue. An effec-
tive method is to have everyone in the
event’s leadership group write down his or
her own definition individually. After
comparing the viewpoints (the differences
may be startling) establish a consensus
that everyone can relate to. That complet-
ed, you are halfway through the process of
establishing a definition for quality. 

Halfway?
The next crucial component is to deter-

mine the definition of quality for the pri-
mary target market of your event. For
most organizations this is the festival
patron. This step is critical because you
can only meet the quality expectations of
your audience if you know with certainty
what those expectations are. This can be
done through the use of professionally
managed surveys and focus groups. It
should never be done solely in an organi-
zations board meetings or staff meetings.

Details, Details
One of the most common technical

methods for ensuring quality is attention
to detail. A special event of any scope is a
myriad of things and people, all needing
to come together in a specific sequence.
Having the ability to focus on all the
details and make sure that things are
done correctly is undoubtedly a way to
promote quality. When pursuing perfec-
tion in details, it is important to remem-
ber however, that quality, like an event
itself, is a sum of the parts and needs to
be viewed from a distance to have the
proper perspective.

Less is More
A paradox to be sure, but one that is

applicable to quality in two important
ways. First, because most events only
occur for a few days each year there is a
tendency to try to do everything and to
do it perfectly. “Everything” being every
idea that has ever occurred to your
organization, and –“perfectly” being
flawless. The finite resources and infinite
creativity of most-all festival organiza-
tions ensure that flawless execution of
every brainstorm is just not possible.
Limiting the number of quality oriented
initiatives each year to an amount that is

guaranteed to be successful will have a
greater long-term effect than trying to do
everything at once.

Second, beware of overly detailed
plans or processes for improving quality.
Like any plan that will be executed in the
crucible and confusion of an event, the
less complicated it is, the more likely the
chance of success.

Quality Attracts Quality
Quality events attract quality patrons.

Purchasing only quality supplies attracts
quality suppliers. Insisting on the best
contractors eliminates inferior providers.
Quality sponsors attract more of 
the same. Quality leaders attract 
quality teams.

An Integral Process
Promoting quality in anything and

especially in the ever-changing environ-
ment of a festival organization is a never-
ending process. It requires constant
attention and commitment. The best way
to ensure this is to make quality a part of
your organization’s operating philoso-
phy, part of its nature in dealing with
everything. The desire for quality must
be the responsibility of everyone, not for
instance, a special “Quality Control”
committee. Making quality the province
of a specialized group will instead pro-
mote shortcuts away from the desired
result by the group as a whole.

Quality’s Greatest 
Obstacle - Speed

Actually it may be more apt to say that
the world today is the greatest foe of cre-
ating excellence. The “have it done yes-
terday” and “do more with less” culture
seems to be growing daily, making every-
one feel like they are aboard a runaway
train heading downhill towards the next
deadline. Invariably, one of the first sacri-
fices is quality. Just being able to cross
things off the “to do” list, becomes as
important as doing them well.

Being asked to do more with less is
probably not going to change anytime
soon. Organizations and individuals
waiting for external salvation - less pres-
sure, more resources, etc. - are apt to be
waiting in vain. The key to lessening the
impact is inside the organizations and
individuals themselves and requires criti-
cal self-evaluation.

Reviewing what you do and how you
do it should be a constant process. There
are always things that could be done in a
more effective manner. Every person and
organization has sacred cows that have
more negative than positive benefits.
Everyone does things that are inconse-
quential to the organization’s overall
goal and purpose. Matching every new
need for speed initiative with a timesav-

ing change in existing procedures and
activities is almost always possible.

Quality and Technology
Quite often today, quality is thought to

be synonymous with technology. To be
the best you have to be up-to-date (if that
is even possible) with the latest innova-
tion. Make no mistake, technology is
important. Event organizations not keep-
ing pace with it will be hard pressed to
function in today’s business environment.
Events not fully aware of how technology
has made audiences more sophisticated
run the risk of losing their patronage.
Events that believe technology equals
quality however, have made a mistake as
critical as ignoring it all together.

More than anything else, festivals and
events are about people. In this increasing
hectic and de-personalized society many
celebrations planned by event profession-
als represent one of the few times that
large groups of people in a community
come together to interact in a positive set-
ting. Quality initiatives that involve and
embrace the human element of an event
capitalize on this concept and yield great
dividends. Quality improvement plans
based upon technology often ignore this
component and the gains may not seem
worth the effort and expense.

Quality Costs Money
No doubt doing things the best way is

often financially implausible. Limited
budgets, resources and time have forced
all producers of festivals and events to do
things that were of less quality than
desired. While understanding that such
things will always be unfortunate neces-
sities, consider them with this important
caveat: lack of quality costs money, too.

Inferior production in any of the con-
ventional event areas - operations, spon-
sorship, public relations and program-
ming - will cost patrons, sponsors, and
positive public reaction. The question is
only how much it cost and if it was
worth the initial savings. Quite often
when such things are looked at objective-
ly, the answer is something everyone
already knows intuitively: It is better
(and often cheaper in the long run) to
do things right the first time.
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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 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. “Quality” 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.







Come back to reality for awhile and take a quick swim in the “average person gene
pool”. Yes, we are all special individuals with unique qualities and talents with a great
purpose here on earth. But, it is no secret that some of us were built for certain things
that others were not. Just look at the talented musicians, artists, entertainers and athletes
that we work with in our own industry. There are many artists that were not meant to be
athletes and many athletes that were not meant to be artists. These same individuals
appear to be on the exact life-track their skills were designed to be.

When you take it a step further and look at some of the best of the best, this point
becomes perfectly clear. In the Wall Street Journal Article, “The Lactic Acid Test” from
July 22, 2005, Sam Walker describes some of the scientific differences and genetic
advantages that make up some of the best of the best, “super-human” athletes. I have
selected three athletes from the article to highlight, Andy Roddick, Mia Hamm and
Lance Armstrong.

By Ted Baroody
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In describing tennis great Andy Roddick,
Mr. Walker writes, “Owner of the fastest
recorded tennis serve (155 mph), owes
much of his power to the unusual flexibili-
ty of his ribs and spine. Mr. Roddick’s abil-
ity to arch his back increases the effective
external rotation of his arm 130 degrees,
44% better than the average tennis pro.”

Special physical abilities are also found
in former soccer star Mia Hamm. “She pro-
duced less than one liter of sweat an hour,
25% to 50% less than normal,” states
Walker. Thus, Hamm got less fatigued and
did not get as dehydrated as quickly as the
average person.

One of the more fascinating stories is
found with the world-famous cyclist Lance
Armstrong. Walker noted, “Scientists know
that his heart is at least 20% larger than a
normal person’s, he produces one-third less
lactic acid than do other top cyclists and
delivers oxygen to his legs at a rate higher
than all but 100 of his fellow earthlings.”

So what about us? Though we all came
to the industry for extremely different rea-
sons, we do come together as event produc-
ers. Though some of us focus on visual arts
or cultural events, while others are focused
on sports or live music – we are all united
by the passion of pleasing our publics.
Though some of us say “soda” when others
say “pop”, we find ourselves connected by
our core values and similar motivators.

When I have asked our colleagues in 
the industry, “Why do you do it?” or “
How have you lasted so long?”, I would
usually get the humble and comical reply,
“I have a screw loose”. As we look to find
new and better employees for our organi-
zations, we find ourselves now looking to
see if the potential or new employee has
that same predisposition. 

All that said, I am more confident than
ever that this loose screw is actually a great
quality. And while I do not have a scientific
study to support my theory, I believe that
event producers are built quite differently
from others. We are programmed in special
fashion. Created with a unique gene only
found in certain individuals. Event produc-
ers do, in fact, have a special gene! 

This gene is hard to find in the average
person. It is the “gene of balance”. This
gene allows for the following personality
traits and skills to become a normal, every
day function. You find this gene in people
that are not great at one thing, but very
good at many. It is found within the indi-
vidual that is great at being well rounded.
Here are some of the traits and skills that
come with this “gene of balance”:

• Event producers are both street smart
and book smart. They are both left-
brain and right-brain thinkers.

• Event producers take as much pride in
their personal events as their profes-

sional events, such as their own wed-
dings, yet take nothing personally.

• Event producers actually enjoy tough
times and are not afraid of crisis. It is the
event producer’s naturally ability to make
bad times better and good times great!

• Event producers are humble people
with positive attitudes and great resolve.
Rigorous, not ruthless. They are hungry
for knowledge and enjoy studying theo-
ry, but only get their fill through the
actions of producing the event. 

• Event producers are individuals who
have a taste for the finer things in life,
yet leftover pizza will do.

• Event producers are confident in a
business suit, enjoy the thrill of speak-
ing before a group, yet are happy cov-
ered in dirt from a hard day’s work
while being hidden behind the scenes. 

• Event producers can lead the team or
follow the leader. At all levels, the
event producer is striving to be an
expert in their position and can fill in
for their co-workers when called on.

• Event producers have the ability to
relate and to communicate to a wide-
range of people.

• Event producers understand the power
of passion.

These are traits and skills that cannot be
taught. It is a part of one’s biological make
up. I know it is a little over-stated and a
cliché of sorts, but event producers under-
stand that some of the best solutions and
best ideas come from our challenges. 

In an effort to make the point that obsta-
cles are opportunities, Charles F. “Boss”
Kettering, an inventor at General Motors said
to his colleagues, “Don’t bring me anything
but trouble … good news weakens me.”
Mr. Kettering was probably in the
event marketing business prior to his
career in the automotive industry. 

There was a time when it was
said that to succeed in life you
must be great at one thing and not
good at many. Now this “gene of
balance” and well roundedness is
what many companies, in most indus-
tries, search for in their employees. It is
why event producers can succeed in and
work with many other industries. Good
accountants and engineers must not just be
good with numbers; they must also be
good communicators. Even in today’s
world of modern medicine we expect our
doctors to be knowledgeable in all the sci-
ences and yet also be caring, understanding
communicators.

The worlds of business and entertain-
ment are now one and the consumer is in
control of it all. The consumer can accept
or reject information in a click. People are
brands, brands are people and the con-
sumer dictates the future of what we eat,
what we watch and how we shop. Events
provide the most successful and efficient
method to reach these consumers and
touch their passions. Our industry’s future
success will be determined by the event
producer’s ability to maximize their “gene
of balance”. Those that succeed will be
both strong enough to remain focused on
protecting tradition, and smart enough to
remain flexible as they meet the needs of
our diverse, ever-changing communities.

So next time you feel human from meet-
ing-fatigue, or your feet just don’t seem to
want to work anymore at the end of an
event, I encourage you to take pride in
your true super powers. You may not be
able to see the future, or fly, or even jump
over buildings in a single bound, because
your extraordinary skills come in a differ-
ent form! And while It is more than likely
you are not in a professional sports record
book or a music hall of fame, I would be
willing to bet a yellow event tee shirt that
if Lance Armstrong had to produce the
Tour de France, he may not make it
through the planning stages.

Ted Baroody is Director of
Development for Norfolk Festevents,
Ltd. Ted can be reached at 120 West
Main Street, Norfolk, Virginia 23510, by
phone at 757-441-2345 x 3006, or
emailed at baroodyt@festevents.org.
www.festeventsva.org
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50 Years of IFEA 
Recognition and celebration 
of the IFEA’s 50th Anniversary
was the focal point of 2005, 
as we looked back on the past
and imagined the future.

The IFEA 50th Anniversary Reunion
Convention & Expo in San Antonio, Texas,
from September 12th-16th, served as the
centerpiece of this special yearlong celebra-
tion. Over 720 friends, old and new, from
every corner of the globe, joined us as we
toasted our original founders and the
vision that they set into motion fifty years
ago. The convention included a mix of edu-
cational sessions featuring industry icons
like Bill Morton, Chairman of Jack Morton
Worldwide, producers of the Olympic
Opening & Closing Ceremonies; Jean
McFaddin, former producer of the Macy*s
Thanksgiving Day Parade; Joe Goldblatt
from Temple University; and corporate rep-
resentatives from Disney, GMR Marketing,
Southwest Airlines, Sentosa Resort, Alleer
Training and Consulting and many more.
Attendees also enjoyed opportunities for
professional networking with the top cre-
ative leaders in our field; affinity sessions
to share common ground challenges and
solutions; a Global Panel session to predict
where our industry is headed in the next
fifty years; social functions - from formal
dinners and reception parties, to river barge

tours, auctions and a high-energy closing
night Mexican Niosita; our Expo
Tradeshow, full of creative new ideas and
our largest contingent of new vendors and
suppliers ever; all book-ended by a power-
ful opening show and memorable keynote
presentations by Drum Café and
speaker/performer Dan Thurmon, who
taught us all how to successfully juggle our
many priorities, by constantly looking up.

We also found time to recognize the 2005
winners of the IFEA/Haas & Wilkerson
Pinnacle Awards and the IFEA/Zambelli
Fireworks Internationale Volunteer of the
Year Award (Lisa Collins from Memphis in
May) and to induct our three newest mem-
bers into the IFEA/Miller Brewing Company
Hall of Fame – Congratulations to Ira Rosen
with Entertainment on Location; Sylvia
Allen, CFEE, of Allen Consulting, and Joe
Vera, III, CFEE, with Borderfest. 

A special edition of “ie: the business of
international events”, will cap off the year
and serve as a keepsake for members of our
history from 1956-2005, a period when
both the foundation and the launching pad
for the IFEA was built.
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Regional Programs
IFEA’s Regional Directors con-
tinued to provide a full menu
of educational programming
opportunities for U.S. mem-
bers in 2005, as well as serving
as our communications hub
and direct link to members,
both current and new. 

Region 1: 
Tom Kwiatek,
CFEE, Director

2005 was an active
year in Region 1, with
the centerpiece of
activities being our

annual regional conference that was held in
Philadelphia. Utilizing venues that includ-
ed the Franklin Institute, Philadelphia Zoo,
Independence Seaport Museum, Historic
Reading Terminal Farmer’s Market and the
National Liberty Museum, the conference
provided something for everyone. As a spe-
cial opportunity, the Pennsylvania
Horticultural Society – an IFEA member –
welcomed attendees to
a “Behind-the-Scenes”
visit and tour of the
Philadelphia Flower
Show, the largest flower
show in the United
States. Plans are already
under way for the 2006
IFEA Region 1 confer-
ence to be held in
Dublin, Ohio on

February 25-28, which will feature speakers
from the Kentucky Derby Festival, the
(Indy) 500 Festival, the National Cherry
Festival, and the Parade Company in
Detroit, among others.

The year also saw a variety of program-
ming opportunities produced by the
Illinois Special Events Network (an IFEA
Affiliate Partner) throughout their state;
seminars on sponsorship in Indiana (in
partnership with the Elkhart County CVB)
and special event planning in New Jersey
(in partnership with the Camden, New
Jersey Mayor’s Office); strategy sessions
with IFEA members and the Iowa State
Department of Tourism; and new Affiliate
Partnership agreements with the Minnesota
Festivals & Events Alliance and the
Wisconsin Festivals & Events Association. 

The Region One office was able to assist
members throughout the year with a variety
of questions and issues, ranging from insur-
ance and children’s entertainment, to spon-
sorship, fireworks and volunteer programs.
We look forward to continuing to hear from,
talk with and assist all of our members and
professional peers throughout the region.
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Region 2: 
Carolyn Morris,
Director 

Regional Director
Carolyn Morris
made it her per-
sonal goal to com-

municate with every current IFEA member
in Region 2, either by phone or email, to
update them on benefits available to
them, upcoming events, and to find out
how we might better serve them. Many cur-
rent, new and potential members, from 8
states, attended the Southeast Regional
Festivals & Events Conference in February in
beautiful Jekyll Island. Produced by the
Georgia Festivals & Events Association (an
IFEA Affiliate Partner), the conference fea-
tures the popular Kaleidoscope Awards that
received over 100 entries this year. The 2006
conference is planned for Chattanooga,
Tennessee for February 6-8.

Other regional events and activities includ-
ed Special Event Forums in Orlando, Florida
(featuring keynote speaker Hillary Bressler
from .Com Marketing) and Tifton, Georgia
(for event professionals in Northern
Florida/Southern Georgia); strategic partner-
ships with the Georgia Downtown
Conference, designed specifically to reach
Main Street programs, CVB’s, Chambers of
Commerce, and Development Authorities;
and a special holiday “Behind-the-Scenes”
program geared to Festival of Trees events
and parade planners, which drew attendees
from across the country to Atlanta.

Programs for 2006 are already being
planned for Nashville, North/South Carolina,
and Central Florida, along with efforts to

reach out to parks
and recreation pro-
grams, state tourism
departments, and other valu-
able partner resources. Region 2 will be the
host for the IFEA’s 52nd Annual Convention
& Expo in September of 2007 in Atlanta.

Region 3: 
Penny Reeh,
Director

Region 3 got lots of
attention in 2005 as
they hosted the
IFEA’s 50th

Anniversary Reunion Convention & Expo
in San Antonio. The hospitality and partici-
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pation of everyone in the region, especially
the Texas Festivals & Events Association -
TFEA (an IFEA Affiliate partner), made this
special celebration one that will be remem-
bered for the next 50 years. But that was
just the icing on the cake!

Region 3 also hosted the TFEA annual
conference in Grapevine, Texas, drawing
attendees and speakers from throughout
the region and across the country.
Additionally, the TFEA and IFEA teamed up
with the Texas Department of Agriculture to
do an 8-community seminar tour of rural
Texas, as part of the “Texas, Yes!” program.
They also partnered together with Texas
A&M University to provide advanced pro-
fessional and certification credit courses.

Because Region 3 was one of the hardest
hit by Hurricanes Katrina and Rita, Regional
Director Penny Reeh spent a lot of time and
efforts attempting to communicate with and
reiterate the IFEA’s pledge of support to
those members affected by these disasters.
Fortunately, everyone came out safe, but
with very large challenges ahead of them.

Region 4: 
Nia Forster,
Director 

Region 4 members
have been very busy in
2005, making great
use of the IFEA’s

Affiliate Connection web newsletter to post
stories and news releases, and compiling 115
winning entries in this years IFEA/Haas &
Wilkerson Pinnacle Award competition,
including a gold, silver and bronze Grand
Pinnacle award. Programming throughout

the region included local networking gather-
ings in Idaho; a truly memorable “Behind-
the-Scenes” seminar for art event enthusiasts
hosted by the Sausalito Art Festival in
California, with attendees from across the
country; a week-long, four-island seminar
series presented by the Hawaii Tourism
Authority in partnership with the IFEA and
Hawaii Festivals & Events Association (an
IFEA Affiliate Partner); and a successful con-
ference in Phoenix, Arizona at the Sheraton
Wild Horse Pass Resort & Casino, produced
in partnership with the Arizona Parks &
Recreation Association and the Arizona
Festivals & Events Alliance (an IFEA Affiliate
Partner), that included their first all-day
CFEE certification course on Human
Relations, taught by Eric Martin, Esq., CFEE,
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Senior Vice President of Bands of America,
former IFEA Chair, and IFEA/Miller Brewing
Company Hall of Fame Inductee. 

Planning meetings and conversations for
2006 include a plethora of new program-
ming opportunities and partnership possi-
bilities in Arizona, Utah, Oregon,
Washington, Alaska, Hawaii and Colorado.

All IFEA members who would like to sug-
gest and participate in programming for
their area are encouraged to contact their
Regional Directors.

International Outreach
IFEA’s global network continued
to expand in 2005, as we
worked to unite our industry
together, worldwide. This
expanded network was high-
lighted during a Global Panel
session at our 50th Anniversary
Reunion Convention & Expo in
San Antonio, where representa-
tives from around the world dis-
cussed the next fifty years of our
industry. Some highlights from
our Global Regions included:

IFEA Europe
IFEA Europe moved their offices to

Sheffield, in the United Kingdom, in 2005,
further enhancing their partnership with
Sheffield Hallam University. With a strong
and active board in place, and financial
support from the European Union, they are
well positioned to support our European
members as they look to the future. Their

annual conference in Amsterdam, The
Netherlands in March, was just the first of
several educational opportunities, includ-
ing conferences and Behind-the-Scenes
events in Spain, Estonia, England and
Ireland. IFEA Europe will hold their 15th
annual conference, “Festivals and Identities:
People, Places and Programmes”, from
March 15-17, 2006 in Belfast, Ireland, cul-
minating on St. Patrick’s Day.

IFEA Asia
IFEA Asia took a giant step in 2005, with

the addition of the new IFEA China. An
IFEA international delegation made our
first visit to China in January to participate
in the 1st Annual China Festivals & Events
International Forum. Over 400 attendees,
from 26 provinces, joined government offi-
cials, media and sponsors for this exciting
new opportunity in Beijing. The delegation
also traveled to Xian as part of their visit.
New IFEA China President, Nuan Zhang
and Mr. Danyang Shen, of the Ministry of
Commerce for the People’s Republic of
China, joined us in San Antonio for our
50th Anniversary Reunion Convention, and
returned home to prepare for a visit by
another IFEA international delegation in
November as part of the 2nd Annual China
Festivals & Events International Forum. The
second delegation visited with professional
peers, officials for the 2008 Olympic
Games, media representatives, and govern-
ment officials in Beijing, Shanghai and
other regional locations. Planning meetings
for a newly proposed “IFEA Festivals &
Events World Forum”, to be held in China
in late 2006, were also on the agenda.
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In Singapore, IFEA Singapore/Asia
President Jimmy Wong presided over the
5th Annual PowerSponsorship conference
in September, that included numerous
international experts. The conference has
quickly grown to be a highly anticipated
event in Singapore. IFEA Singapore was
well represented at the IFEA’s 50th
Anniversary Reunion Convention by IFEA
sponsor-members Sentosa Resort and the
Singapore Tourism Board. 

IFEA Asia anticipates increased interest
and outreach in the coming year(s), includ-
ing participation from India, Japan, Korea,
Thailand and many others.

IFEA Australia
IFEA Australia has been going through a

number of transformations during 2005. In
2006, we anticipate formalizing a new part-
nership agreement with Festivals & Events
Australia (formerly the New South Wales
Festivals & Events Association) that will
expand both our membership and program-
ming capabilities “down under”. IFEA Hall
of Fame inductee, Barry Wilkins, who has
been the IFEA’s chief Australian liaison for
many years, will oversee an IFEA Australian
Advisory Council to help us maximize the
opportunities available to us. Festivals &
Events Australia held their annual confer-
ence in Brisbane in October of 2005.

IFEA Canada
With the IFEA 51st Annual Convention &

Expo scheduled for September 19th-23rd in
Ottawa, Ontario, the IFEA will focus a bright
spotlight on Canada in 2006. In 2005, the
IFEA worked closely with the National

Capital Commission and former IFEA Chair
Therese St. Onge to begin the planning
process for that event. A major goal of the
convention in 2006 is to establish a national
Canadian framework for the IFEA to grow
from in the years ahead and to welcome the
multitude of spectacular and creative events
that make up the Canadian festivals and
events industry to the IFEA. 2006 promises
to be “A Capital Experience” for everyone!
Together with the United States, Canada
provides the foundation for IFEA North
America at the global table.

IFEA Middle East
In April, the IFEA co-sponsored Festivale

2005, a new conference aimed at reaching the
many festival and event professionals in the
Gulf Region. The conference was held in
Dubai, United Arab Emirates. As a result of
that opportunity and the contacts that it pro-
vided, we have now formalized the new IFEA
Middle East. New IFEA Middle East President,
Jackie Wartanian, with CSM Center Stage
Management and the Dubai Desert Rock Fest,
was able to attend the IFEA’s 50th Anniversary
Reunion Convention in San Antonio. Jackie is
already busy planning new activities for this
exciting region. Partnering with popular IFEA
speaker and trainer Bill O’Toole, from
Australia, and educational provider IIR
Middle East, we are also offering our first
CFEE certification credits in this new region.

IFEA Latin America
Latin America is filled with creative, excit-

ing and colorful events, and in 2005 we
found the door to welcome them in.
Daniel Baldacci, President of the Brazilian



Festivals & Events Association, actually
found us by attending the IFEA 50th
Anniversary Reunion Convention in San
Antonio, where he met with many of our
international peers and participated in our
Global Panel session. As a result, we are
now in the process of formalizing the new
IFEA Latin America, with many exciting
visions and possibilities for the future.

Association Alliance 
2005 marked the first full year
of our new Association Alliance. 

The IFEA, along with the IAAM
(International Association of Assembly
Managers), IAAPA (International Association
of Theme Parks and Attractions), IAFE
(International Association of Fairs and
Expositions), and the OABA (Outdoor
Amusement Business Association) formed a
partnership alliance in October of 2004 that
has already proven to be invaluable from a
strategic planning and support standpoint.
As we look to the future, the alliance will
benefit all organizational members through
increased opportunities for and access to
programming, benefits, advocacy, network-
ing, research, and much more.
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26%
Membership Dues

8%
Advertising &
Promotion

3%
Member Services

30%
Conventions/Seminars & Education

18%
Sponsorship

8%
Grants

4%
Awards Programs

3%
Other Income

2005 Income

7%
Net Income

8%
General &
Adminstrative

15%
Publications

13%
Member Services

26%
Regional Support

31%
Event Production

& Promotion

2005 Expenses

Net Income

2004
$ 21,000

2005
$ 107,000

19-Year
IFEA Average

$ 32,500

Fiscal Success 
While we still have to wrap up
the 2005 fiscal year, which ends
on December 31st, our 50th
Anniversary has been a good
one for us financially as well. 

With a successful convention and other
regional programming, the addition of a
number of new sponsors and advertisers,
and two great IFEA Foundation events in
San Antonio, we are projecting to end
FY2005 with a net profit six figures into the
black, making it the most successful year in
the history of the IFEA, and a 500%
increase over FY2004, which realized a net
profit of $21,140. Comparatively, as an
association, our 19-year average net profit
is $32,500.

Since 2001 the IFEA has been focused on
correcting a balance sheet deficit further
impacted by the attacks of 9/11 and a post-
poned convention, while continuing to
deal with the ongoing challenges of the
changing economy around us. With the
success anticipated for FY2005, we will be
that much closer to totally eliminating that
deficit, perhaps as early as 2006. As with
many of our members, as the economic cli-
mate continues to improve around us, we
anticipate benefiting from that effect across
our industry and others.

The most current audited financial state-
ments for the IFEA are always available by
contacting the IFEA office.
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Board Transitions

Each year the IFEA Board of
Directors goes through a transi-
tion of officers and members
whose terms are expiring. The
time, energy and dedication that
this volunteer group of individu-
als gives to the IFEA and the con-
tinued success of our industry is
uncalculatable.

As we close out the year, we would like to
say a special “Thank-You” to 2005 IFEA
Board Chair Tom Kern, CFEE, of the National
Cherry Festival and to Immediate Past Chair,
Mike Berry, CFEE, of the Kentucky Derby
Festival. Tom will serve another year as our
Immediate Past Chair, while Mike will rotate
off of the Board at the end of his term. 

At the same time, we would like to con-
gratulate 2006 IFEA Chair Derrick Fox of
the MasterCard Alamo Bowl, 2007 Chair-
Elect Paul Jamieson, CFEE, of SunFest of
Palm Beach County, and 2006 Board
Secretary Robyn Nelson, CFEE, of the Utah
Arts Festival. We would also like to welcome
new Board member Joe Vera, III, CFEE, of
the Borderfest Association in Hidalgo, Texas.

The full 2006 IFEA Board of 
Directors will be as follows:
Officers:
Chair:
Derrick Fox, MasterCard Alamo Bowl

Chair-Elect:
Paul Jamieson, CFEE, Sunfest of Palm Beach County

Secretary:
Robyn Nelson, CFEE, Utah Arts Festival

Immediate Past Chair:
Tom Kern, CFEE, National Cherry Festival

Serving Third Year, Second Term:
Paul Jamieson, CFEE, SunFest of Palm Beach County

Pete Van De Putte, CFEE, Dixie Flag

Dennis Bash, U.S. Bank

Robyn Nelson, CFEE, Utah Arts Festival

Nancy Hedges Wendler, CFEE, Consultant

Serving Second Year, Second Term:
None

Serving First Year, Second Term:
Johan Moerman, Rotterdam Festvals

Sam Lemheney, CFEE, Pennsylvania Horticultural
Society

Janet Kersey, CFEE, Daytona Beach Area Convention
& Visitors Bureau

Serving Third Year, First Term:
Mitch Dorger, Pasadena Tournament of Roses 

Bruce Erley, APR, Creative Strategies Group

Wright Tilley, CFEE, Macon GA’s International Cherry
Blossom Festival

Serving Second Year, First Term:
Tom Bisignano, Walt Disney World

Tracy Becker, CFEE, Clarion Autumn Leaf Festival

Jimmy Wong, Singex Exhibitions Pte Ltd

Serving First Year, First Term:
Joe Vera, III, CFEE, Borderfest Association

Michael E. Berry, CFEE
2004 Chair

Thomas Kern, CFEE
2005 Chair

Michael E. Berry, CFEE
2004 Chair

Thomas Kern, CFEE
2005 Chair
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Foundation Report 
As I write this

final “ie” letter of
my tenure as the
Chairman of the
IFEA Foundation, 
I want to thank all
of you who have
supported our
efforts and activities

over the past year. As you know, the IFEA
Foundation’s mission and principal role 
is to generate the resources to support 
the activities of the IFEA. It is our heartfelt
desire to help to fund programs that 
directly impact and contribute to your 
IFEA experience.

This past year has been our best ever. The
50th Anniversary Conference in San
Antonio provided the ideal setting for our
annual fundraising activities. Your support
of our “50 for 50” donation program, as
well as your attendance and active bidding
at the “Night to Remember” Alamo experi-
ence and Foundation Night at the
Buckhorn Saloon helped set new records
for the Foundation. 

In total, we raised $154,000 from our
Foundation events, an astounding 28%
increase over last year’s record-setting lev-
els. From those revenues, less some offset-
ting expenses and a small reserve, we antici-
pate that the IFEA Foundation will make a
grant of $115,000 to the IFEA. Where will
these funds be spent? 
• Convention Speaker Support: Helping

to fund convention headliners and new
top-level speakers for breakout sessions.

• CFEE / Advanced Professionals / New
Professionals Funding: Continued
upgrades to the new CFEE and other pro-
fessional education programs, including
new curriculum and guidelines for the
CFEE program and an expansion of
IFEA’s ability to offer courses and credits
to new corners of the globe. 

• Library Resources: The Foundation is
helping to expand the IFEA’s title list,
already the largest catalog of resources in
our industry, including building a larger
selection of international titles to serve
that important and growing segment of
event professionals.

• Further improvements to “ie: the busi-
ness of international events”: Support 
for advancements in writing and design
capabilities.

• Regional Educational Programming:
The Foundation is helping to provide
top-quality speakers and programs at a
more regionalized and affordable level
for our members and prospective mem-
bers. 

• Translation Services: Funding for transla-
tion services as IFEA continues to invite
our international members and guests to
IFEA events and programs.

• Computers – Hardware and Software:
The Foundation is supporting IFEA in its
goal to update its ability to communicate,
manage information, and provide a whole
new menu of educational and professional
resources to our members, worldwide,
through technology. Foundation funds will
help in the purchase of a new computer
system and the programs / capabilities that
will take IFEA into the future.
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Let me close by thanking the Foundation
Board with whom I have served this past
year. Without all of your efforts and enthu-
siasm, we would have never had the
tremendous year that we did! Janet Kersey,
with the Daytona Beach Area CVB, will be
stepping into the position of Foundation
Chair for 2006 and I am looking forward
to supporting her and the IFEA Foundation
in all of their future efforts.

With thanks and appreciation,

Bruce L. Erley
2005 IFEA Foundation Chairman

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

IFEA STAFF

Steven Wood
Schmader, CFEE
President & CEO
schmader@ifea.com 

Kaye Campbell, CFEE
Senior Vice President
kaye@ifea.com 

Beth Petersen
Director of Member
Services
beth@ifea.com 

Tom Frazee
Director of Convention
Production
tom@ifea.com

Shauna Spencer
Director of
Advertising and Expo
shauna@ifea.com 

Irene Castillo
Director of Finance &
Human Resources
irene@ifea.com 

Craig Sarton
Creative &
Publications Director
craig@ifea.com 

Julie Parke
Director of
Operations
jparke@ifea.com 

Dayn Slaathaug
Information
Technology Director
webmaster@ifea.com 

Tom Kwiatek - Region 1
Regional Director
tkwiatek@ifea.com

Carolyn Morris - Region 2
Regional Director
carolyn@ifea.com 

Penny C. Reeh - Region 3
Regional Director
penny@ifea.com

Nia Forster - Region 4
Regional Director
nia@ifea.com
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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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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.emkay-
designs.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 innova-
tive, easy-to-use data/video projection products for events
of any size. Address: 27700B SW Parkway Ave., Wilsonville,
OR, 97070; Phone: 503-685-8728; Fax: 503-682-8925;
Website: www.infocus.com.

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

FIRST FLASH! LINE - Specializing in custom printed
promotional materials. Our product line includes EventTape
(roll banners), hemmed banners, bags, stickers, and pon-
chos, as well as popular specialty items. We pride our-
selves on great customer service and friendly pricing.
Phone: 800-213-5274; Fax: 260-436-6739; Website:
www.firstflash.com.

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

ENTERTAINMENT/TALENT
CAPITOL INTERNATIONAL PRODUCTIONS - Talent
Buyers, Any Name Attraction from Any Agency…Also the
finest in endangered animal attractions, thrill shows, chil-
dren’s entertainment, educational and interactive exhibits.
Contact: David Musselman; Address: 47829 Tomahawk,
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 management industry. FestiveWare ™ is our fifth
generation festival management solution. Contact: Kim
Bryant; Address: 694 Front Street, Lovingston, VA 22949;
Phone: 434-264-6700; Fax: 434-263-6713; Email:
info@oaktree-systems.com; Website: www.oaktree-sys-
tems.com.

FIREWORKS
ZAMBELLI FIREWORKS INTERNATIONALE: MFG.
CO. INC. - "THE FIRST FAMILY OF FIREWORKS!"
America’s leading manufacturer and premier exhibitor of
domestic and international firework displays. Spectacular
custom-designed indoor and outdoor productions, electron-
ically 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:
Melissa Cole; Address: 1310 E. Kingsley, Ste. D,
Springfield, MO 65804; Phone: 417-887-6299; Fax: 417-
887-1822; Email: mcole@kolorview.com; Website:
www.kolorview.com.

INFLATABLES
ATTENTION GETTERS DESIGN - Colorful and unique
inflatable costumes and props for rent or purchase.
Designers and fabricators of inflatable props, costumed
mascots, miniature inflatables, event signs, and banners. 
Contact: Tracey Kennedy; Address; 1385 N. Johnson
Ave., #101, El Cajon, CA 92020; Phone: 619-441-8901;
Fax: 619-441-8902; E-mail: tgetters@pacbell.net; 
Web: www.attention-getters.com.

BIG EVENTS - Gigantic inflatables for all size events,
from our large inventory of high quality, state-of-the-art
helium/cold air inflatables or custom built. Features
licensed characters, including "The Cat in The Hat."
Dependable service, experienced parade teams, perform-
ance you can count on. Contacts: Charlie Trimble or
Greg Sadler; Phone: 760-761-0909; Fax 760-761-4290;

Email: ctrim82020@aol.com; Website: www.bigeventson-
line.com.

DYNAMIC DISPLAYS - Designs, manufacturers, rents -
costumes, props, floats, helium balloons and activities in the
inflatable medium. Offers a complete and flexible service
package, internationally. 37 years of parade/event experi-
ence. Address: 5450 W. Jefferson Ave., Detroit, MI 48209 OR
937 Felix Ave., Windsor, Ontario, N9C 3L2; Phone: 519-254-
9563; Fax: 519-258-0767; Email: zzeq90a@prodigy.com;
Website: www.fabulousinflatabels.com.

INSURANCE
ALLIED SPECIALTY INSURANCE, INC. - As America’s
leader in specialty insurance needs, Allied will customize cov-
erage 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 spe-
cialty insurance coverages including parade, fireworks,
umbrella, volunteer accident, and Directors and Officers
Liability. Contact: Dale Johnson, CFEE; Address: 1712
Magnavox Way, Fort Wayne, IN 46804; Phone: 866-554-
4636; Fax: 260-459-5800; Email: Dale_Johnson@kand-
kinsurance.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
solutions, 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 sup-
plier of medals, trophies, and awards since 1978. When it
comes to custom designed lapel pins, plaques, or medals,
or design team is the best in the industry. Reward your
sponsors, volunteers, royalty, or staff with the very best in
award and recognition products. Contact: Jon Scott;
Address: 1296 Business Park Dr., Traverse City, MI 49686;
Phone: 800-331-1383; Fax: 231-941-2102; Email:
Maxwell@maxmedals.com; Website:
www.maxmedals.com.
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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.

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

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

SPONSORSHIP
FESTIVAL MEDIA CORPORATION - Introducing
SponsorFest ™. Get a FREE Festivals.com listing and be
eligible for national sponsorship. Pay only when we suc-
ceed. 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.festmedia.com.

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

SPONSORSHIP PRO + - eBranded Solutions, makers of
SponsorshipPro+, the new affordable and easy to use 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.sponsorship-
pro.com.

TICKETING/WRISTBANDS
ADMIT ONE PRODUCTS - Order stock and custom tick-
ets/wristbands online, see proofs instantly, receive your
tickets in 2-5 days. Start selling E-tickets online today
through your own website! Contact: Michael O’Keefe;
Address: 1451 Edinger Ave., Ste. D, Tustin, CA 92780;
Phone: 866-236-4817; Fax: 949-756-8642; Email:
mike@admitoneproducts.com; Website: www.admitone-
products.com.

CLICKNPRINT TICKETS BY EXTREMETIX - ClicknPrint
Tickets ™ is the portable, turnkey, eticketing solution for
festivals, featuring up no-front cost, quick set-up; instant
"print-your-own" ticket delivery, secure bar codes, and live
customer service. Address: 13111 Northwest Freeway #520,
Houston, TX 77040; Phone: 800-370-2364; Fax: 832-251-
0877; Website: www.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 & raf-
fle tickets, redemption tickets, cash ticket boxes, plus an
online monthly special that will that save you money for
any festival or event. All products can be custom printed.
Phone: 800-829-0829; Fax: 800-829-0888; Email: tick-
et@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 1/2 and 1 inch widths, with over
200 choices of stock bands for same day shipment. Fastest
custom printing. Address: 6958 Venture Circle, Orlando, FL
32807-5370; Phone: 888-695-6220; Fax: 470-679-3383;
Email: info@pchopper.com; Website: www.pchopper.com

UPCOMING IFEA EVENTS

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



Personal Philosophy
Continuously look for opportunities to learn (skills,

knowledge, methods). Don’t be afraid to question the
answers. There is no job that is too big- just break it
down into small tasks, then add them together.

Finally - don’t ever do or say anything that you do not
want printed on the front page of the local paper.

Continued from page 12

Angela Prosser
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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
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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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Parting Shot
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