








Given today’s market conditions, it’s vital that you have an 

insurance partner you can count on. For those in the 

amusement, leisure and entertainment industries – that 

partner is Allied Specialty Insurance. 

For decades, Allied has demonstrated an unwavering

commitment to going the extra mile for businesses in the

industries we serve by providing for all their insurance

needs at a fair price. And with T.H.E. Insurance Company

as their dedicated partner, Allied Specialty Insurance will

always have a stable market in which to place your 

coverage, even in the most uncertain of economic times. 

Allied Specialty Insurance. You can always expect more

from us.

Expect more.

Mark Jones
Account Executive

Allied Specialty Insurance
Committed to the Leisure, Entertainment and Amusement Industries.
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I had the very real pleasure of 
spending St. Patrick’s Day in Belfast,
Northern Ireland, where the IFEA 
Europe Conference was taking place.
Appropriately, the theme of the confer-
ence was “Festivals and Identities:
People, Places and Programs” and
addressed, from many perspectives, 
the unique power of festivals and 
events to bond together communities
and peoples; to act as “calling cards”, 
creating powerful and memorable 
imaging and branding messages; and 
to create new opportunities to revisit
who we are (as communities) and to 
celebrate who we would like to be. 

Interestingly, the City of Belfast, due 
to “the troubles” (the official term for
the tensions and unrest created by hun-
dreds of years of history), has never held
a St. Patrick’s Day celebration that was
officially sanctioned by the City Council,
until this year. So, instead of finding our-
selves at the center of the well-known
Irish holiday, we found ourselves watch-
ing a new history being founded, and 
the germination of a new identity.

For professionals in our field who
understand the many details and prepara-
tions involved in producing a new event,
it is easy to appreciate the time and efforts
behind the final product, but for Belfast
City Events Manager Gerry Copeland the
challenges go well beyond the norm and
into many layers of political considera-
tions which could be described as a peace-
keeping effort unto itself. 

With the support of the Belfast City
Council and Councillor Patrick Convery,
Gerry was strapped with designing an
event that would bring all of the factions
of Belfast together, for a common cele-
bration; one that would pay tribute to

the elements important to all parties, but
in a way that would not lead to any mis-
interpretation of favoritism either way. A
challenge of large proportion that many
would choose not to attempt at all; but
an opportunity of greater magnitude to
the future of a wonderful city that pic-
tures a day when tourism will look
beyond the fascination of political
murals on building walls, painted curbs
marking turf boundaries and stories of
personal losses that are impossible to
turn away from. 

We heard from representatives of both
sides of the troubles during the confer-
ence; from Sean Paul O’Hare, Director of
Feile an Phobail and from Mark
Thompson, Chairman of the Ulster Scots
Agency. And as I listened, what stood out
to me was what I saw as an underlying
desire by both to tell their stories in a
manner that will ultimately bring every-
one together in some form of mutually
acceptable middle-ground; the under-
standing that the community of Belfast,
home to both sides, is about more than
“the troubles”. But change takes time,
just as the history that created it took
hundreds of years. 

Not surprisingly, much of the media
coverage of the Belfast St. Patrick’s Day
celebration (including a Carnival Parade
and Concert, plus other activities)
focused on its size and simplicity and
those attendees who were still unable to
step beyond the past. What I saw in the
celebration that Gerry Copeland and the
Belfast City Council gave birth to, how-
ever small in its initial year, was the start
of a new era. One that has the potential
to provide the roots of a common identi-
ty for the people of Belfast to celebrate
together. It was inclusive, it was fun and

it was peaceful…not a bad starting point.
On the night of St. Patrick’s Day, we

were invited by the Mayor of Belfast and
the City Council to join them for a
reception and dinner at Belfast Castle,
overlooking the city lights. We were
greeted by a bagpiper and hosted for an
evening of Belfast hospitality that over-
flowed with dancing, music and laughter.
There to enjoy the evening with us were
representatives, languages and cultures
from 5 continents, learning from a
troupe of young performers the nuances
of Irish step-dances, sharing in the
ambiance created by the upbeat, lyrical
music, and partaking of an Irish buffet
that left no one going away hungry.
Toasts to friendship and success were
heard from every corner of the castle and
not once, did I hear anyone ask, “Whose
side are you on”? 

That is the memory that I will take
away of Belfast. And that is the future
that Gerry Copeland and Patrick Convery
and the Belfast City Council are building
for the future. They have chosen festivals
and events as their starting point in lay-
ing that foundation and I can think of
no finer tribute that St. Patrick or our
industry could receive.

IFEA Hall of Fame inductee Colm
Croffy, from Galway, shared with me an
ancient Irish proverb during my visit: “Ni
neort go ehur le eheile”. “There is only
strength through coming together.” 

Cheers.

steve schmader
Letter from the President

A Fitting Tribute
to St. Patrick
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People

Facts on file

Peter C. Smith, CFEE

How did you get into events?
While attending the University of Portland, a friend of mine was an intern for

Global Events Group in Portland, Oregon. She would tell me stories about what
she was doing as an intern and it sounded exciting. I applied for the internship
the following year and got it. I have been hooked ever since. This industry is ever
changing, not the same thing every day. Definitely beats working for a bank.

What has been your biggest professional challenge?
I think the biggest professional challenge has been the acceptance of the

Special Events Industry as a true profession. Many people think we are just
“playing” at events. When I first started, my parents asked when I was going to
get a “real job”. Now they think I have the coolest job around. How many peo-
ple have answered this question regarding their job: “That’s great. What do you
do the rest of the year?” How do you answer that question without going into a
two-day dissertation? The industry has come a long way from that first meeting
50 years ago. Many strides have been made in the past to put more of a profes-
sional face on the industry. The industry is getting there but we have a little ways
to go. When many of us went to college, we could not major in Events. Today, a
number of major colleges and universities have Special Event Management pro-
grams. Many are now developing graduate programs. It will not be long before
we will not be asked what we do the rest of the year, people will understand..

What do you do to relax? 
I am an avid golfer and living in Las Vegas, we get to play year round on

some of the best courses in the country. I also took up scuba diving a couple
years ago. Yes, there is diving in Nevada at Lake Mead. When the weather is
bad and it has been a long week, I am a big fan of the couch on the weekend!

What’s the best advice you’ve ever received? 
Phil Purevich of the Chicago Festival Association once told me several years

ago: “Fact check your mom.” This is especially true in the detailed world of
special events. One little mistake can throw off an entire event. Not only do I
double check my event plans but I have someone from the outside look at
them also to give me a fresh perspective. 

Personal Philosophy
I feel continuing education is very important and paramount in this indus-

try. In 2005 I received my CFEE certification and that was very gratifying
because for me it was a long process. This winter, I started George Washington
University’s Graduate program and will have a Masters in Event Management
in about two years.

In Conversation
Years in the business:
13

Degree:
BA in History, Minor in Business for
University of Portland

Other Experiences:
• Copper Spur Ski Area 1993 – 1995:

Events Manager
• The Parade Company 1995 – 1999:

everything from parade operations to 
balloons to parties to volunteers

• Chicago Festival Association 
1999 – 2002: parade operations 
2003 – 2005 staging volunteer

• San Jose Holiday Parade 2000 – 2005:
TV production

• Past Vice President Illinois Special 
Events Network

• CFEE certification in 2005 

Family:
Single

Last book read: 
The Secret Agent by Francine Matthews

Last business book read: 
Marketing in Travel & Tourism by Victor
Middleton 

Peter C. Smith, CFEE
Special Events Operations
Manager
Cannery Casino & Hotel
2121 E Craig Rd.
N Las Vegas, NV 89030
702-507-5700
psmith@canneryresorts.com
www.cannerycasinos.com

Peter C. Smith, is the Special Events Operations Manager for the Cannery Casino &
Hotel in North Las Vegas, Nevada. Our department is responsible for producing all of
the live entertainment, concerts and festivals for The Cannery. We produce over 200
events a year ranging from concerts with rock legends such as Survivor, Asia & Rare
Earth to 4 festivals (Mad About MOPARS; Blues, Brews & BBQ; Cannerystock – our
own version of Woodstock and Rocktoberfest) to a myriad of other live entertain-
ment. The events we produce bring over 55,000 people to the property each year.
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Industry Perspectives

Contact Information:
Sue McMilian
210 West Trunam Road
Independence, MO 64050 
Phone: 816-252-4745 
Fax: 816-252-4917
Email: info@independencechamber.org 
Website: www.santacaligon.com

Attendance:
225,000-250,000

Budget:
$600,000

Annual duration:
4 days

Number and types of events: 
10 different programs including story telling,
dance, food vendors, art/craft vendors, market
vendors, carnival and free concert series. 

Number of volunteers:
225

Number of staff:
10

When established:
The festival was founded in 1940 and started
running annually in 1973

Major revenue sources by percent: 
Sponsors 12%
Concessions 25%
Misc. and Others 6%
Fees 7%
Vendor Fees 50%

Major expenses by percent: 
Insurance 14%
Entertainers Fees 14%
Equipment Rental 13%
Marketing/Advertising 15%
Security 7%
Consultant/Contract Labor 14% 
Utilities 14%
Misc. and Other 9%

Type of governance:
501 (c) 3 (non-profit)
14 Member Board of Directors

Santa-Cali-Gon Days® Festival,
Independence, MO

Brief history: The first Santa-Cali-Gon Days® Festival was held in 1940. A
second celebration was held after World War II in 1947. The event would not be
held again until 1973. The 1973 festival, called Three Trails Days, was held on
the Historic Independence Square, a site chosen to show off the results of the
Square’s Urban Renewal project. The purpose of the festival was to promote
tourism and community spirit, and to let people see how their tax dollars had
been spent. Sixty-five booth holders paid $50 each to participate in the 1973
festival and about 50,000 people attended that first event. In 1974 the festival
was renamed Santa-Cali-Gon Days®, a name originally penned by Velma
Katschkowsky in a 1940 contest to name the festival after the Santa Fe,
California and Oregon trails that crossed through Missouri. The 1974 festival
was bigger and better than the Three Trails Days, with almost three times as
many booth holders and more festivities dedicated to the city’s pioneer past. The
festival featured a beard and mustache contest, the Miss Independence pageant
and a pioneer costume contest. In 34 years the Santa-Cali-Gon Days® Festival
has evolved into one of Missouri’s premier festivals, drawing more than 225,000
people each year. The festival features a nationally recognized juried arts and
craft show, live country music and a large midway carnival. 
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Industry Perspectives

Contact Information:
Joe Austin
587 West Western
Muskegon, MI 49440 
Phone: 231-722-6520 
Fax: 231-722-6112
Email: info@summercelebration.com 
Website: www.summercelebration.com

Attendance:
550,000

Budget:
$2.8 million

Annual duration:
11 days

Number and types of events: 
25

Number of volunteers:
1,200

Number of staff:
6 full time

When established:
1993

Major revenue sources by percent: 
Concert Admission 50%
Sponsorship 20%
Food & Beverage 17%
Midway 7%
Art Show/Craft Market 6%

Major expenses by percent: 
Entertainment/Production 42%
Administration 16%
Site/Operations 15%
Advertising/Publicity 7%
Beverage Operations 6%
Sponsor Fulfillment 3% 
Fireworks 4%
Gate Operations 4%
Volunteers 3%

Type of governance:
501 (c) 3 (non-profit), with 9 Member Board of
Trustees and a 18 Member Board of Directors
which reports to the Board of Trustees

Muskegon Summer Celebration
Muskegon, MI

Brief history: Founded in 1993 as a 10-day music festival with a $170,000
budget, “The Big Party” now boasts a long-standing tradition of great entertain-
ment. Muskegon Summer Celebration has grown to include 23 National headlin-
ers, 41 regional performers, a nationally recognized fine art show and craft 
market, large community picnic, beach party, children’s entertainment at the
Depot, Expo, fireworks and midway over the 11-day event. Muskegon Lake 
provides an idyllic backdrop for the more than 550,000 people who enjoy the
event each summer. 

While the festival has a small year-round staff, it’s the countless hours put in
by more than 1,500 volunteers who provide the key to each year’s success. This
corps of volunteers has grown from about 300 the first year. New volunteers join
the ranks every year, bringing fresh prospective, ideas and energy to those who
already make the festival part of not only their summer fun, but often several
weeks of their summer vacation! 

The festival’s volunteer Board of Directors continually looks to committees
staffed by fellow volunteers for their input to keep the event fresh and interest-
ing. This has allowed Muskegon Summer Celebration to change with the times
while always keeping in mind the need for something fun for all ages. This
ranges from youngsters who love the popular midway’s kiddie rides to older
adults who always have their calendar marked for the Senior Social. 
The festival’s successful recipe for a well-run, community event has allowed the
organization to take on coordination of other local festivities, including the Irish
Music Festival, Muskegon Film Festival and for the first time in 2006, the
Muskegon Air Fair.
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The World’s Most Powerful Leadership Principle is a follow-up 
to James Hunter’s first book The Servant, A Simple Story About
the True Essence of Leadership. James Hunter is a leadership con-
sultant and is the head of J.D. Hunter Associates, LLC, a leader-
ship and development firm. He speaks publicly all over the
world to large corporations on the topic of Servant Leadership. 

This book is a practical guide for applying the leadership 
style of Servant Leadership to your daily interactions. What is 
a Servant Leader you ask? Hunter defines it as “A person of char-
acter who is skilled in influencing and inspiring others to enthu-
siastically contribute their hearts, minds and other resources
towards goals identified as being for the common good.” To sim-
plify, “To Lead Is To Serve.” As leaders we can serve the people
who work for us with resources, time, guidance or, inspiration.
Servant leadership turns the leadership pyramid upside down.
The serving begins with the CEO, not the front line employee. 

In times of corporate scandals, this philosophy is a breath of
fresh air for leadership development. Fortune Magazine publish-
es a list of the “100 Best Companies to Work For” and more 
than one third are involved in this Servant Leadership move-
ment. Companies on that list include The Container Store,
Synovus Financial, TF Industries and Southwest Airlines (the 
airline that love built). Other organizations practicing Servant

Leadership are Federal Express, Marriott International, Medtronic,
Pella, Herman Miller, Service Master, Nestle, USA and Wal-Mart. 

Hunter is not shy about saying this principle is going to be
hard to apply to your daily life. He says that servant leadership
is a skill that, with enough daily effort, will become second
nature. He challenges you with the question, “Are you ready
and willing to change?”.

One of the takeaways I had with this book was Hunter’s dis-
tinction between management and leadership. “Management is
about the things we do: the planning, the budgeting, the organ-
izing, the problem solving, being in control, maintaining order,
developing strategies, and a host of other things. Management
is what we do. Leadership is who we are.” He says, “Leadership
involves getting people from the neck up. Leadership is influ-
encing people to contribute their hearts, minds, spirits, creativi-
ty and excellence to give their all for their team.” It made me
think of all the maintenance-type responsibilities of planning
events (i.e. sponsorship calls, budget, tent order, port-o-let
order, t-shirt order, etc). Those responsibilities are key tactical
elements, but the real challenge is maintaining strong relation-
ships while in the trenches. It is about making sure the event
team contributes, yet feels appreciated; that volunteer’s hearts
are invested, sponsors are loyal and the vendors are happy. We
are basically in the relationship business. 

Hunter devotes a chapter on having authority with people
rather than having power over people. He brings up the point
that many dictatorial leaders in history have had power, but it 
is short lived. “Power is the ability to force or coerce others to
do your will, even if they would choose not to, because of your
position or your might. A simple paraphrase of Webster’s defini-
tion of power would be “Do it or else!” But he also points out
people in history that have had authority with people such as
Jesus, Mahatma Ghandi, Martin Luther King, Jr., Nelson
Mandela and Mother Theresa. “Authority is the skill of getting
others willingly to do your will because of your personal influ-
ence.” A simple paraphrase of Webster’s definition of authority
would be “I’ll do it for you”. It goes back to his point on getting
people from the neck up. 

Another strong point Hunter makes is on what he calls
“Hugging and Spanking”. This is an area where I think most peo-
ple get uncomfortable…accountability. He makes the point that
we need to give plenty of “at-a boys” but we also need to coach
and hold people accountable. “We discipline (train) because we
care about people, because we want them to be the best they can
be, and because it is our responsibility as the leader”. He empha-
sizes that discipline is an opportunity to teach rather than an
opportunity to punish or humiliate people. 

Book Review of James C. Hunter’s: 

The World’s Most Powerful 
Leadership Principle

Review by Jeanine Battle

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





He then guides the reader through 
the implementation process of Servant
Leadership. For the past 18 months at
Stone Mountain Park, we have been 
in Servant Leadership training using
Hunter’s two books as resources. Stone
Mountain Park is one of the properties
that Herschend Family Entertainment
Corporation manages along with Silver
Dollar City, Dollywood, Ride the Ducks,
Showboat Branson Belle, Celebration
City, White Water and more. Our 
entire company is following the Servant
Leadership principle as a way to develop
our leadership teams. We were fortunate
to have Hunter speak to our team about
The World’s Most Powerful Leadership
Principle. We have implemented the 
360 degree Core Values Assessment. 
This review is completed by not only
your boss (bosses) but to your pears and
direct reports. It gets the entire picture of
your performance as a leader. The review
evaluates you on the following values: 

• Patience (To Show and Behave with
Self Control)

• Kindness (To Give Attention,
Appreciation, Encouragement &
Courtesy)

• Humility (To Be Authentic, Not
Boastful, Arrogant or Puffed Up)

• Respectfulness (To Treat Others Like
They are Important People)

• Selflessness (To Meet Legitimate Needs
of Others)

• Forgiveness (To Give Up Resentment
When Wronged)

• Honesty (To be Free From Deceptive
Behavior)

• Commitment (To Keep Agreements)

• Teamwork/Empowerment (To Facilitate
Teamwork and to coach and empower
co-workers to make good decisions and
take action)

• Improvement (To Constantly Re-
Evaluate what the Right Things to do
are, and the best way to do them)

My next step in the process is to devel-
op a continuous learning plan on how to
“close the gaps between where I am cur-
rently as a leader and where I need to be
as a leader.” 

This book taught me that when it
comes down to it we, as leaders, have the
chance to change people’s lives. Whether
they leave us better than when they met
us is ultimately up to how we lead them.

I would encourage you and your team to
read this book…make sure you get your
CEO to read it since it starts at the top
(or in Servant Leadership terms: the bot-
tom of the organizational pyramid).

If you want to read more about Servant
Leadership:

• Servant Leader by Ken Blanchard

• The Servant Leader: How to Build a
Creative Team, Develop Great Morale, and
Improve Bottom-Line Performance by
James Autry

• Practicing Servant Leadership: Succeeding
Through Trust, Bravery and Forgiveness by
Larry C. Spears & Michelle Lawrence

Jeanine Battle, CFEE, is the Special
Events Manager at Stone Mountain
Park in Stone Mountain, GA. The Park
hosts more than 25 events annually.
Battle also currently serves as the
President of the Georgia Festivals &
Events Association. You can reach
Jeanine at Stone Mountain Park, PO
Box 778, Stone Mountain, GA 30086,
phone: 770-498-5634, 
e-mail: jbattle@stonemountainpark.com





22 INTERNATIONAL EVENTS 2006



The 2006 IFEA/HAAS & Wilkerson
Pinnacle Awards Competition

Are You Up to the Challenge?

It’s award season here at the IFEA and we all
know what that means… time for the 2006
IFEA/Haas & Wilkerson Pinnacle Awards
Competition! With an impressive 60 categories to
enter this year, organizations of all types can enter
– cities, festivals, chambers, universities, parks &
recreation, vendors & suppliers, and everything in
between – there’s a category for all. With five more
categories than last year and expanded criteria and
requirements to follow, entering the competition
is easier than ever!

by Nia Forster
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But perhaps you’ve never entered the
IFEA/Haas & Wilkerson Pinnacle Awards
competition before. With so many cate-
gories and requirements, it can indeed
seem like a challenging task. But don’t
rule yourself out before you’ve even
given it a try. After all, you can’t win if
you don’t enter! As Becki Carlson from
the Placer County Strawberry Festival, 
in Roseville, CA, points out, you should
“never assume that your event is not 
big enough for the competition.” With
four different budget levels separating
each category, events of similar sizes 
and budgets are able to compete 
equally against one another. “It’s not 
the ’big’ that counts, it’s the ’difference’
that does.” 

But as a first time entrant, where do
you even start with your entries? What
categories should you enter? How long
will it take to compile everything? How
do you benefit from entering and/or
winning an award? Well, you already
have the most important component
necessary to enter – a great event! Just
read over the categories, criteria and
requirements listed on the entry form,
put them all together and you’re set . . .
right? Sometimes easier said than done!
So we decided to poll some seasoned
veterans of the IFEA/Haas & Wilkerson
Pinnacle Awards Competition, to see
what advice they may be able to share
with a first time entrant. Here’s what
they had to say:

“Pick something that you know you
are competitive and particularly proud
of,” when picking which categories to
enter, advises Mark Tucker, Greeley
Independence Stampede, Greeley, CO.  

“Think before your event on what
materials and information may be helpful
for your Pinnacle Entries,” says Brian Hill,
Centennial Olympic Park, Atlanta, GA. 

“Preparing the Pinnacle Awards is a
continual process, keep the entries in
mind as each piece of marketing is
designed and created,” informs Serri
Ayers, City of Richardson/Cottonwood
Art Festival, Richardson, TX.

“Keep your entry position papers con-
cise and focused on the specific category
criteria. Maintain files throughout the
year to have easy access to materials
needed to prepare award entries,” advises

Mike Berry, CFEE, Kentucky Derby
Festival, Louisville, KY.

“Start preparing your submissions as
soon as possible. The more time you
have to prepare a quality submission, 
the better your chances of winning,”
shares Nick Wolda, The Woodlands
Town Center Improvement District, 
The Woodlands, TX. 

Always great advice from some of
IFEA’s recognized members - all of
whom know, that the rewards and recog-
nition for your event far outweigh the
challenge of putting the entries together.
Entering into the Pinnacle Awards
Competition is no time to be modest.
This is the time to highlight and share
your successes within your community
and brag about your event! 

Cindy Fitzpatrick from the Uptown
Association, Minneapolis, MN agrees 
as she shared that the Pinnacle Awards
Competition “gives our organization
national and international recognition,
which leads our volunteers and board
members to be proud of the organiza-
tion. It gives them bragging rights.” And
it’s that bragging right that entices many
festivals and events to enter the Pinnacle
Awards Competition each year. “In con-
junction with the festival itself, the
awards that we have won have put 
our festival on the map and recognizes
our event as the best in the area,” states
Becki Carlson, Placer County Strawberry
Festival, Roseville, CA. Not only this, 
but the IFEA/Haas & Wilkerson Pinnacle
Awards Competition provides events
with one of the best bragging rights of
all, the opportunity to say that they are
now an “Internationally Recognized
Award Winning Event.” Bragging doesn’t
get much better than that! 

With all this boasting and bragging
taking place with peers, media and the
public, winning festivals find many dif-
ferent ways to share the news of their
awards, as Serri Ayers from the City of
Richardson/Cottonwood Art Festival,
Richardson, TX reveals. “Pinnacle Award
press releases are sent out to the media,
as well as being published in both the
artist application and the festival
brochure. Gold Grand Pinnacle Awards
are proudly displayed in the Community
Office and other gold, silver and bronze

pinnacle awards are framed and mount-
ed on the office walls.” In addition,
many events have taken advantage of
placing the IFEA/Haas & Wilkerson
Pinnacle Award Winner logo on their
website and other marketing materials,
as well as making use of the official IFEA
press releases, which the IFEA will send
to each winning events’ media list, high-
lighting the awards won and the compe-
tition. A simple and easy way to get rec-
ognized!

On top of all the well-deserved recog-
nition, past award winners have also
maximized the competition to their
advantage, using it to further establish
the financial value and credibility their
event brings to their communities and
sponsors. “The Pinnacle Awards competi-
tion validates with the community and
our sponsors what we do, and how and
why we do it. We always ensure that they
know that they are a huge partner in
allowing us to achieve such high stan-
dards, which in turn reaps benefits like
awards,” explains Becki Carlson, Placer
County Strawberry Festival, Roseville, CA.
Mike Berry, CFEE, Kentucky Derby
Festival, Louisville, KY agrees as he says
that “receiving such prestigious recogni-
tion as a Pinnacle Award has a residual
effect of showing sponsors that their
money is well spent. This makes it easier
to recruit other potential sponsors and,
hopefully, retain current sponsors on a
long-term basis.” 

But whether it’s to receive recognition
from your peers, increased marketing for
your event, financial backing from corpo-
rate sponsors, or to just get a well
deserved pat on the back for all your
hard work, the benefits of entering into
the IFEA/Haas & Wilkerson Pinnacle
Awards Competition far outweigh the
challenge of “where to start with your
entries!” So take a moment to glance at
the 2006 Pinnacle Award Entry Form, lis-
ten to the advice of your peers and get a
head start on your entries for the 2006
awards season today . . . as you could
soon have the opportunity to be present-
ed with an award amongst your peers at
the IFEA/Haas & Wilkerson Pinnacle
Awards Ceremony during the IFEA’s 51st
Annual Convention & Expo in Ottawa,
Ontario, Canada, September 18-22nd.
After all, you’re in the events industry
because you’re up to new challenges! So
go ahead – challenge yourself! Enter the
2006 IFEA/Haas & Wilkerson Pinnacle
Awards Competition today!

QUESTIONS PLEASE CONTACT 
Nia Forster, Awards Program Coordinator 
Phone: 208-433-0950 ext: *814
Email: nia@ifea.com

“Winning in the IFEA/Haas & Wilkerson
Pinnacle Award competition has helped
with securing more volunteers, more spon-
sors and more awareness of our event.”

Tracy Becker, Autumn Leaf Festival, Clarion, PA



QUESTIONS?

DEADLINES

THE CONTEST

GAIN THE RECOGNITION YOUR EVENT
DESERVES...

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

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

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

So gather your items, fill out the entry
form, and send it off to be judged against
the best in the festivals and events
industry. Then get ready to hear your
organization’s name announced at the 51st
Annual IFEA Convention & Expo this
September, in Ontario, Canada!

THE WINNERS

• OFFICIAL ENTRY DEADLINE: 5:00 p.m. (MST), FRIDAY, JUNE 30, 2006
• LATE ENTRY DEADLINE: 5:00 p.m. (MST), FRIDAY, JULY 14, 2006
Late entries will be accepted between July 1 and July 14, 2006 at an additional cost of $5 per entry.

• The 2006 IFEA/Haas & Wilkerson Pinnacle Award winners will be announced
during the 51st Annual IFEA Convention & Expo in Ontario, Canada, September
18-22, 2006.

• Members submitting entries for the Grand Pinnacle category must register at
least one person for the 51st Annual IFEA Convention & Expo in Ottawa, Canada.

• Award plaques that are not picked up at the conference by the winning organization,
will be mailed to the recipient after the conference, at the recipients expense.

• Gold, Silver and Bronze winning entries will be on display during the 51st Annual
IFEA Convention & Expo in Ontario, Canada, September 18-22, 2006.

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

• Must be an IFEA member in good standing to enter.
• Items submitted are NOT able to be returned.
• Entries must be submitted in their original format.

(Duplicates or printing proofs will not be accepted.)
• Entries must have been produced and/or used for the first time between

August 1, 2005 and July 30, 2006.
• A separate entry form must be submitted for each entry (copy as necessary).
• Multiple entries or categories on a single form will not be accepted.
• Judges will not refer to items in other categories, nor will they transfer items

already judged in other categories (the number of entries must equal the number
of categories entered).

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

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

Nia Forster, Awards Program Coordinator
Pinnacle Awards Competition
International Festivals & Events Association
2603 W. Eastover Terrace, Boise, ID 83706, USA
Phone: 208-433-0950 ext: *814

• Contact: Nia Forster at Phone: 208-433-0950 ext: *814 or Email: nia@ifea.com
• For additional information, check the Industry Honors Section at www.ifea.com
• Check out the Industry Honors Section also for Helpful Hints and Pointers!

ELIGIBILITY

SHIP ENTRIES TO:

THE JUDGES



ENTRY

Continued

The Grand Pinnacle is the IFEA’s highest award, reflecting
the best overall event in each budget category.

1 Grand Pinnacle

Criteria: Well organized; professional content; clarity of
message; design and layout: creativity &/or uniqueness;
supporting materials; and measurable results. Does the entry
relay the image of the event? What is the overall impression?

Requirements: Submit entry within a notebook, providing a
1-2 page overview stating the event’s:

• Purpose/mission
• Overall revenue and expense budget
• Attendance
• Staffing numbers and positions
• Volunteer count
• Event dates
• Types of activities included under the festival/event

umbrella
• Founding/incorporation date and management system

(i.e.: 501©3 non-profit staff & volunteer board; city
managed; profit-making partnership, etc.)

Additional Requirements: Please also include within
notebook, supporting materials providing detailed examples
of the event’s:

• History
• Promotional & marketing campaigns
• Marketing materials
• Merchandise programs
• Volunteer program
• Media outreach
• Website
• Descriptions of any special programs

Additional Notes:
• Displays are encouraged but MUST be limited to a

single black 36” by 48” flat display board and must be
accompanied by the other more detailed information
referenced above.

• Oversized displays will be disqualified without refund.
• This entry is separate from all other categories and

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

• Members submitting entries for the Grand Pinnacle
category must register at least one person for the 51st
Annual IFEA Convention & Expo in Ottawa, Canada.

Television

Criteria: Does the entry relay the image of the event? Does it
use creativity and/or uniqueness? What is the overall impression?

Requirements: Submit video entries in standard 1/2” VHS
or DVD format. Label videos and tape entry form to case.
Cue video to starting point. Only one spot per tape.

2 Best Sponsor Solicitation Video (please include detailed
description of measurable sponsorship results)

3 Best TV Promotion (ad spot or PSA)
4 Best Full Length TV Program (local promotion)
5 Best Full Length TV Program (national

promotion/syndication)
6 Best Event Video (for sale)

Radio

Criteria: Does the entry relay the image of the event? Does
it use creativity and/or uniqueness? What is the overall
impression?

Requirements: Submit item 7 on a labeled audio cassette
or compact disc with the entry form taped to the case. Only
one spot per tape/CD.

7 Best Radio Promotion (ad spot or PSA)

Multimedia

Criteria: Clarity of message; design and layout; creativity or
uniqueness; organization; usability and overall appeal.

Requirements: For categories 8 & 9, submit address of
working website. Site will be reviewed online by judges.

8 Best Event Website (submit web address only)
(if website to be judged is no longer active due to
event being over, please save website to a CD in
order to be judged)

9 Best Organizational Website (submit web address only)
10 Best Event/Organization E-Newsletter (send printed

versions)
11 Best Miscellaneous Multimedia

(includes but is not limited to items such as: Screen
Savers, Live Webcasts, Electronic Billboards, etc.)

BROADCAST CATEGORIESTHE GRAND PINNACLE
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Continued

Bound/Multiple Page Entries

Criteria: Clarity of message; design and layout; creativity or
uniqueness; organization; usability and overall appeal.

Requirements: Submit categories 12-18 with the entry form
securely paper clipped to the back.

12 Best Event Program (interior 3 or less colors)
13 Best Event Program (interior 4 or more colors)
14 Best Newspaper Insert/ Supplement (must be on

newsprint)
15 Best Promotional Brochure (3 or less colors)
16 Best Promotional Brochure (4 or more colors)
17 Best Event/Organization Newsletter (submit three

consecutive issues)
18 Best Miscellaneous Printed Materials (includes direct

mail pieces, cookbooks, annual reports, etc.) (one item
per entry)

Single Page Entries

Criteria: Clarity of message; design and layout; creativity or
uniqueness; and overall appeal.

Requirements: Submit categories 19-20 in a poster mailing
tube. Do not mount on poster board. Submit categories 21-
27 mounted on a single, black display board with a maximum
of 2 inch margins. Only one entry per board.

19 Best Promotional Poster (not for sale)
20 Best Commemorative Poster (for sale)
21 Best Cover Design (submit cover only)
22 Best Single Newspaper Display Ad

(must be on newsprint)
23 Best Single Magazine Display Ad
24 Best Ad Series (submit a maximum of 5)
25 Best Event Photograph (8”x10” size)
26 Best Miscellaneous Printed Materials (includes fliers,

maps, invitations, etc.) (one item per entry)
27 Best Street Banner (submit photo of banner if available)

Sponsorship/Fundraising

Criteria: Well organized; professional content; clarity of
message; creativity; supporting materials & measurable results
and overall appeal.

Requirements: Submit categories 28 - 29 in a notebook
along with a written description of the presentation,
effectiveness and any necessary explanation.

28 Best Solicitation Package
29 Best Sponsor Follow-up Report (Print or Electronic

Format accepted)

Requirements: Submit categories 30-32 in a notebook
including a detailed description of the program, its
purpose/objective; sponsor activation, involvement and
outreach; how goals/objectives were met and overall
effectiveness.

30 Best Single New Sponsorship Program (New
activity/program within Event to recruit a sponsor)

31 Best Overall Sponsorship Program
32 Best Sponsor

Community/Relations

Criteria: Well organized; professional content; clarity of
message; creativity or uniqueness; supporting materials &
measurable results (clippings, photos etc.); and overall appeal.

Requirements: Submit categories 33 - 42 in a notebook with
a detailed description of the program, explaining the
background of the project, its purpose/objective, and its
overall effectiveness. Please include samples/photos of how
the program worked, including printed materials, signage,
promotions and merchandising, and measurable results.

33 Best Environmental Program
34 Best Volunteer Program
35 Best Educational Program
36 Best Event/Program within an Event to Benefit a Charity
37 Best Community Outreach Program (Benefiting the

Community)
38 Best New Fundraising Program (Benefiting the

Festival/Event)
39 Best New Promotion
40 Best New Event (within an existing festival)
41 Best Children’s Programming
42 Best Vendor/Supplier

PRINT CATEGORIES

PROMOTIONAL CATEGORIES

2006 INTERNATIONAL EVENTS 27



Media Relations

For effective media campaigns that generated news coverage,
instead of paid or donated advertising time.

Criteria: Well organized; clarity of message; creativity or
uniqueness; supporting materials; measurable results
(clippings, etc.) and overall appeal.

Requirements: Submit categories 43 - 45 in a notebook with
a typed detailed description; samples of print materials; press
releases; news clippings; photographs and/or video and/or audio
documentation; news coverage; and any measurable results.

43 Best Press/Media Kit
44 Most Creative/Effective News Stunt
45 Best Media Relations Campaign

 (see below requirements)

Requirements: For category 45, provide a detailed description
of the campaign, explaining its purpose/objective; target
audience; types of mediums utilized; measurable results
indicating number of publications/cities/states targeted; what
% of distribution covered news; and overall effectiveness of
the campaign.

Merchandise

Criteria: Creativity; uniqueness; design and layout; usability
and overall appeal.

Requirements: Submit categories 46-50 as is. Please do
not mount merchandise items on poster board – except Best
Pin or Button. See additional requirements for category 51.

46 Best T-shirt Design (no collared shirts)
47 Best Pin or Button (please mount on poster board with

2 inch margins maximum)
48 Best Hat
49 Best Other Merchandise
50 Best Miscellaneous Clothing
51 Best Overall Merchandising Program

(see below requirements)

Requirements: Submit category 51 in a notebook with a
written report explaining merchandising program; goals &
objectives; overall effectiveness; target market; community
support and measurable results indicating number/variety of
items and income/expense. In addition, please provide samples
or photos of all souvenir/novelty items available prior to or
during the event.

For Suppliers or Associations

Criteria: Clarity of message; design and layout; creativity or
uniqueness; organization; usability and overall appeal.

Requirements: Submit categories 52 - 54 on a single, black
display board (margins 2 inches max). Only one entry per
board. Only one item per entry.

52 Best Single Display Ad
53 Best Company Image Pieces

(letterhead, envelopes, logo, etc.)
54 Best Direct Mail Piece or Brochure
55 Best New Product or Service (see below requirements)

Requirements: Submit category 55 in a notebook explaining
new product or service; goals & objectives; overall
effectiveness; target market; and measurable results.

Educational Institutions Offering Event
Management Programs

Criteria: Well organized; professional content; clarity of message;
supporting materials & measurable results; and overall appeal.

Requirements: Please provide student recruiting and
marketing materials for program; complete outline and syllabus
of course(s); testing requirements; tuition costs; time frame;
number of students enrolled; number of staff members and
date program was founded.

56 Best 2 Year Event Management Degree
57 Best 4 Year Event Management Degree
58 Best Event Management Certification Program
59 Best Online Event Management Training Program

Just For Fun Category

60 Best Promotion Publicizing an IFEA/Haas & Wilkerson
Pinnacle Award Win (No Charge to enter this Category)

Criteria: Well organized; professional content; clarity of
message; creativity or uniqueness; supporting materials &
measurable results; and overall appeal.

Requirements: Submit category 60 in a notebook with a
detailed description of promotion; its purpose/objective; and
its overall effectiveness. Please explain what winning an
IFEA/Haas & Wilkerson Pinnacle Award has meant to your
event; how you have used it to your advantage; how it has
enhanced your presence within community and if/how it has
increased leverage/funding/sponsorship for event. Include
measurable results indicating samples/photos of how the
promotion worked; media clippings; signage; and IFEA/Haas
& Wilkerson Pinnacle Winner Logo placement. Also state
years participated in Awards Program and average number
of entries submitted/won each year.

NON-EVENT CATEGORIES
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ENTRY FORM REQUIREMENTS
• Please submit one overall entry form with total payment - listing all entries.
• Please also submit TWO copies of each individual entry form – one to be attached to each individual entry – and one to be submitted with payment

and overall entry form.
• If one organization is entering items for multiple events produced, please submit a separate payment form/overall entry form for each event to allow for

proper credit to be given to that event.
ENTRANT INFORMATION (Tip: Complete this section, then make copies for each entry.)
Organization: _____________________________________________________________________________ Membership #: _______________________

Contact Person: _________________________________________________________________________________________________________________

Name of Event: __________________________________________________________________________________________________________________

Address:________________________________________________________________________________________________________________________

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

Phone: ______________________________________________________ Fax:_____________________________________________________________

E-mail: ______________________________________________________ Website:_________________________________________________________
RELEASE AND USAGE:
By submitting your entry to the IFEA/Haas & Wilkerson Pinnacle Awards, you automatically grant the IFEA the right to use any materials from your entries
for editorial, analytical, promotional or any other purpose without additional compensation. Your entry into the competition is acknowledgement of these terms.
BUDGET INFORMATION:
Organization’s Event Expense Budget: (USD, include all cash outflows). Each entry category is divided into the budget categories below.  Gold, Silver and
Bronze Awards will be given in each budget category unless the number of entries warrents budgets to be combined into over and under $750,000. Please
note new budget categories.

 under $250,000      $250,000 - $749,999      $750,000 - $1.5 million      over $1.5 million
The above section must be completed on all entry forms.
ENTRY INFORMATION    Duplicate as needed.
Category Title (required): _________________________________________________________________ Category Number (required):_____________
To help distinguish between items – please provide a brief Description of Entry:
(i.e.: black T-shirt with fish; or Photo entitled “Fireworks over Capital”)_____________________________________________________________________
The above section must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.
PAYMENT INFORMATION This section must be completed ONCE and payment attached for all entries combined.
Entries must be received with payment by 5:00 p.m. June 30, 2006 (MST) to be eligible.  If you are unable to meet this deadline, late entries will be accepted
between July 1, 2006 and July 14, 2006 at an additional cost of $5 per entry.  Questions?  Contact Nia Forster at nia@ifea.com or 208-433-0950 ext:  *814.

List all category numbers entered (e.g. 1, 2, 2, 3, 5, 7…): _______________________________________________________________________________

Entries Submitted Before June 30, 2006. Entries Submitted Between July 1 and
Please Use Entry Fees Below. July 14, 2006. Please Use Entry Fees Below.

Grand Pinnacle: ..............................................................1 entry x $50 = $___________________ ......................1 entry x $55 $ __________________

Broadcast Entries (categories 2-11): ........................entries x $30 = $___________________ ......................entries x $35 $ __________________

Printed, Promotional and Non-Event Entries: ...........entries x $30 = $___________________ ......................entries x $35 $ __________________

Best Promotion Publicizing an
IFEA/Haas & Wilkerson Award Win: ......................1 entry x FREE = $___________________

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

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

Signature: _______________________________________________________ Print Name:__________________________________________________

Credit Card Number: ______________________________________ Validation# (last 3 digits of code# on back of card):_________ Expiration Date: ________

Credit Card Billing Address: _______________________________________________________________________________________________________

DID YOU REMEMBER TO:
 Include your payment for total entries along with 1 overall entry form listing each category number entered     Include 2 individual entry forms for

each item – one with item, one with payment     Review all rules for entry submission – go to: Industry Honors at www.ifea.com for more info

International Festivals & Events Association • 2603 W. Eastover Terrace • Boise, ID 83706 • phone: 208-433-0950 • fax: 208-433-9812



Known as the associations most prestigious honor,
the IFEA Hall of Fame recognizes those outstanding
individuals who, through their exceptional work and
achievements, have made a significant contribution to
the Festivals and Events Industry. The International
Festivals & Events Association is now accepting nomi-
nations from its members for those individuals who
meet this standard for the 2006 Induction Ceremony.

The Hall of Fame Committee will review all nomina-
tions and select one or more individuals to be hon-
ored in to the IFEA Hall of Fame. The Honoree (s) will
be the guest (s) of the IFEA on an all-expense* paid
trip to the 51st Annual IFEA Convention & Expo, in
Ottawa, Ontario - Canada in September, where they
will be inducted at a luncheon in their honor.

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

Please submit the following information for your nomination:

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

Zip • Phone • Fax • Email
2. If your nominee is selected, will you be willing to help

ensure that they attend the luncheon?

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

Phone • Fax • Email

C. NOMINATION QUESTIONS
• Please answer each of the following questions citing

specific examples. 
• Maximum length of nomination must be no more than,

three pages, single sided, in total.
1. Submit a general overview of your nominee’s career,

including organizations they have worked for, positions
held, titles, awards, etc. 

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

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

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

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

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

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

Nominations should be submitted no later than 5:00 PM (MST) Friday June 9, 2006

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

Nominations are currently being accepted for the
2006 IFEA/Zambelli Fireworks Internationale Volunteer
of the Year Award. The award recognizes those out-
standing event volunteers whose unselfish and dedi-
cated service to a member festival or event has made a
significant difference in their community and mirrors the
commitment to success in our professional ranks.

A panel of impartial judges from within the IFEA
organization will select the Volunteer of the Year winner
from all of the candidates submitted. That individual will
be honored at the 51st Annual IFEA Convention &
Expo in Ottawa, Ontario – Canada in September
2006. As the guest of the IFEA and sponsor Zambelli
Fireworks Internationale, the winner will receive an all
expense* paid trip to the convention to accept their
award. All participants in the program will be promoted
through local and national media releases. Each finalist
will be featured in a future issue of “ie” magazine, and
each semi-finalist will receive a certificate of recogni-
tion and be acknowledged in “ie” magazine.

Volunteer nominations submitted for the 2005 Award
may be carried over into the 2006 competition with the
permission of the nominator. The nominator will have
the option to re-write the nomination if desired.

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

The importance of
volunteers to our 

industry cannot be
overestimated. 

* Includes hotel, airfare and meals only.

Sponsored by
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NOMINATION 
CRITERIA

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

• Be a current volunteer of an
IFEA member organization

• Have provided significant
enthusiasm, organizational
assistance and specific
expertise

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

• Have shown initiative and
leadership in his or her
efforts

• Have a positive attitude

• Have exemplified his or her
dependability

• Have a significant depth of
involvement

• Have made a difference to
the festival or event

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

2006 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

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

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

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

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

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

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

4. Describe your volunteer’s positive attitude.

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

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

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

D. ADDITIONAL REQUIRED INFORMATION:
To create press releases and other marketing items promoting
your Volunteer Nomination and the IFEA/Zambelli Fireworks
Internationale Volunteer of the Year program, we ask you to please
submit the following with your nomination: 

1. A photograph of the volunteer you are nominating 

• The preferred file formats for color photos is in either TIFF or EPS from 
Adobe Photoshop

• All photos must be scanned at approximately 5x7 inches (12.7 cm x 17.78 cm) 
at 300 ppi* (118 ppc**)

• Photos should be saved as a TIFF or EPS in the CMYK mode

• Photos used for web sites (normally scanned at 75 ppi*/30ppc**) cannot be accepted

2. A local media list (up to 15 contacts) in order for IFEA to send Press Releases to
your media

• The preferred media list submission is in an Excel format. 

• Please include: Name; Organization; Address; City; State; Zip; Phone; Fax; Email

E. ENTRY FORMAT:
• Please email your nomination in a Word document along with photo and media list.

• If you do not have access to email, please contact Nia Forster at Phone: 208-433-
0950 ext: *814 to make other arrangements.

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

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

Nominations should be submitted no later
than Friday 5:00 PM (MST) June 9, 2006

* Pixels Per Inch   ** Pixels Per Centimeter
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TEGRITY
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An old-fashioned concept, integrity is one
not often mentioned today. Doing things right
and doing the right things, solely for their own
sake, is certainly a noble value. Yet at first
glance it hardly seems to be a fundamental of
event management. Nothing could be further
from the truth. 

Consider for a moment an unlikely parallel –
planning a special event and constructing a
building. Both require detailed plans created
by a knowledgeable group of leaders. Both
require the use of quality materials and indi-
viduals skilled in particular areas. Both
depend greatly upon many divergent things
coming together in a specific manner. A build-
ing which has been well constructed is said
to have “structural integrity,” the ability to with-
stand the tests of stress, time, and nature.
Most event professionals would be delighted
to say the same about their own creation. 

Unlike a building, the integrity in an event
cannot often be seen or quantified. It is the
invisible level of trust and faith that exists
between the event and its patrons, sponsors,
volunteers, and contractors. An event with a
high level of integrity will come together and
most likely succeed. An event unfocused on
integrity may experience some success but
will eventually have difficulties.

by Paul Jamieson, CFEE
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STRESS TEST 
While events are planned over long

periods of time, usually the vast majority
of things actually happen in a narrow
window. Event organizers cannot possi-
bly supervise every detail and must rely
on countless others to do what they have
promised. The ability of people to deliv-
er on their promises is based in part on
their integrity. 

Conversely, those doing things to help
produce an event must have a belief in
the integrity of the event organization
during those stressful times. They must
know the organizers believe in them, will
admit their own errors, and be above
board in their dealings. Such beliefs will
motivate people to go to great lengths
during situations of both anticipated and
unanticipated stress. 

THE INTEGRITY TWINS - HON-
ESTY AND FAIRNESS 

Integrity is more than anything a
value. A sense of how things should be
done and of how people should be dealt
with. Two traits that are indicators of any

individual’s level of
integrity are honesty and
fairness. 

Honesty is a quality that
is fundamental to relation-
ships between people.
Event organizers must be
honest in their dealings
with others to build trust,
respect, and commitment.
Yet as clear-cut as honesty
is, there is often nothing
else so subject to varying
interpretations. Everyone
dilutes honesty by editing
facts, presupposing what
someone else would like
to hear, or by placing
results ahead of the
process –"the ends justify
the means.” Doing such to
a minimal level is just
being human.
Rationalizing away a con-
tinual or excessive stream
of such behavior is a fun-
damental flaw that will

eventually
undermine
any person and the organi-
zation which they serve. 

Fairness is a quality that
is at the heart of organiza-
tional relationships. Events
should expect a quality
level of service from sup-
pliers and, in turn, should
pay the agreed upon rate.
Contractors that have
delivered promised goods
and services should expect
payment in spite of what-
ever misfortune (i.e. bad
weather) has fallen upon
an event. A group that has
been ill-informed by an
event organization about
the tasks they are to per-
form has a right to
demand –and receive– a
revisiting of their formal
agreement. Fairness is 
the ability to look objec-
tively at a situation and 
to do what should be
done, based solely 
upon the factors that 
are actually involved. 

Honesty and fairness are
not things which an event
organization or event pro-

fessional can measure first in others and
then deal out proportionately. They must
be held in high regard internally first, to
be expected from and received in equal
measure from others. 

WHO NEEDS INTEGRITY,
WE’VE GOT CONTRACTS? 

Contracts are an important part of the
business of festivals and events. Every
event organization undoubtedly has file
drawers filled with them, ranging in size
and scope from simple letters of agree-
ment to documents lengthier than the
Constitution. They represent a formal
foundation for the myriad of business
relationships an event organization must
enter into. Who will do what, when, and
for how much. 

And yet … 
Festivals are in a constant state of

development and change. Many times
the contracts that are written become
outdated before they are ever implement-
ed. Individuals and organizations that
are continually concerned with the word-
ing of contracts face never-ending games
of “look up” or “catch up”. Those whose
focus is upon the spirit of the contract –
what it was the agreement was trying to
create and accomplish – will be far more
functional in an event environment. 

Integrity is the ability to
understand and do
what must be done,

even if it is at the
expense of something
that will attract more
attention. In sports, it

separates the true
team players from

those just interested in
the stat sheet. In event
management, it sepa-

rates the resume
builders from the true

professionals.

Those doing things to
help produce an event
must have a belief in

the integrity of the
event organization 

during those stressful
times. They must know
the organizers believe

in them, will admit
their own errors, 

and be above board 
in their dealings. 
Such beliefs will 

motivate people to 
go to great lengths
during situations of
both anticipated and
unanticipated stress.
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Instead of working on words, work on
keeping your word. Develop the ability
to know intuitively what is expected and
the skills to do it, regardless of whatever
the paperwork might say. 

RESUME BUILDERS 
Everyone that is in the festivals and

events business as a profession, just as
anyone in any professional business, has
a resume – a list of things they have
accomplished and take pride in.
Likewise, events have resumes themselves
and often vie for awards and recognition
based upon their own accomplishments.
All of this is a natural product of taking
pride in your work and poses no risk;
except in situations where the building
of the resume or winning of an award
becomes an end in itself. 

Every person or organization has two
basic categories into which everything
falls. The first is things that need to be
done and is, for most people, an infinite
list of possibilities and projects. The 
second list contains the finite amount 
of resources available (people, time,
money, etc.) to address items on the list.
When building a resume or winning an
award becomes abnormally important,
resources are allocated disproportionate-
ly. Necessary issues go unaddressed and
other less essential tasks are given unnat-
urally high importance. 

Integrity is the ability to understand
and do what must be done, even if 
it is at the expense of some-
thing that will attract
more attention. In sports,
it separates the true team
players from those just
interested in the stat 
sheet. In event manage-
ment, it separates the
resume builders from 
the true professionals. 

THE (SPIN) DOC-
TOR IS IN 

Like any business that 
is in the public eye, events
often spend a great deal 
of time considering how
things will look. How
the media will look at
this, how a sponsor will
react to that, and how 
the board will consider
things become a series 
of interconnected and
endless thoughts. 

Considering image is fine when done
in proper proportion but, like building a
resume, can reach dangerous extremes.
The most notable example of such
extremes seem to be in politics, where
emphasis on the image of candidates
often seems to overshadow their sub-
stance. Where the sound-bites are more
important than the solid content of a
speech. Where the politics of a position
taken are more important than the mer-
its of the issue. 

As the example of politics also tells us,
taking actions considered primarily on
image alone is a never-ending process.
Image consciousness is a “black hole”
that can consume all the effort and ener-
gy that anyone or any organization can
give. The reason is simple - an image is
the picture someone else has of you and
involves far more variables than can ever
be shaped or controlled. 

Presenting things in their best possible
light is important, but should never out-
weigh doing the right things in the best
possible way. 

WHO KNOWS? WHO CARES?! 
A close cousin of the spin doctor is the

publicist, the person for whom no good
deed should be left unheralded.
Although not to the point of doing
things solely for the sake of image, the
publicist will use every opportunity to
congratulate themselves and their organi-
zation for a job well done. On the sur-

face, such behavior does not seem to
have any relationship with integrity, yet
consider these three points. 

First, the line between enjoying the
benefits of good publicity and beginning
to focus solely on creating it (image
building) is razor thin. Image building
by its very nature often ignores integrity. 

Second, people inherently distrust
those who promote themselves too
much. The car dealer whose commercials
constantly mention honest and fair deals
is usually thought to have neither. The
event that repeatedly showcases its own
good works will find an audience contin-
ually less inclined to listen. 

Third, integrity is not about external
rewards. It is about doing things right
simply because that it is what should be
done. The internal rewards of doing
something right and not talking about it,
often far outlast and outweigh the bene-
fits of a news conference. 

PERSONAL STANDARDS 
In a sense, integrity is a set of 

personal standards that present lines 
that will not be crossed. The stronger 
the sense of integrity the more definitive
the line. Those who see everything in
shades of grey usually have a view of
integrity more open to interpretation 
and rationalization. 

Everyone’s standards are on display
everyday. Nothing is more visible for
those inclined to look. Those whose
integrity seems doubtful have probably
provided others with ample reason to
harbor those doubts. 

Finally, while the standards that define
integrity are personal, they are perhaps
not as individualized as that would sug-
gest. While everyone will bend the rules to
varying degrees, honesty is still honesty,
prejudice is still prejudice, and fairness is
still fairness. Going past the well-known,
if unspoken, standards on issues such as
these is not a personal interpretation of
integrity. It is the lack of integrity at all. 

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.

Image consciousness
is a “black hole” that
can consume all the
effort and energy that
anyone or any organi-
zation can give. The
reason is simple - an
image is the picture

someone else has of
you and involves far
more variables than

can ever be shaped or
controlled.



by “K” Alferio, CFEE
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On just about any project we undertake, there is
some sage piece of advice that says: Start at the
beginning, Crawl before you walk…Walk before
you run…Plan ahead…Start with the A B C s…or
in the case of public relations, the R B C s.Media relations sounds like a glamorous job filled
with lights, interviews, cameras, microphones and
brilliant quotes. Those are great ends for which to
strive, but the means will always justify the ends.
Good media relations and publicity do not happen
without the groundwork. Much of public relations
is planning and a combination of Research,
Branding and Communications Plans (R B Cs)
must lay the groundwork for all efforts to success-
fully promote a product. So, let’s take a look at
some of the basic elements that get results.
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Research 
Ah… research… the grunt-work of

public relations. Media lists, photo and
video files, trend analysis, impact studies,
clip libraries - all are important compo-
nents of knowing your event, but tedious
work. Any good public relations program
is based on having a true and useable
system of files, figures and facts that can
be shared with the media to back up and
lend credibility to our sincere appeal to
be considered a worthy news story. 

First and foremost, we need an audi-
ence for all our media efforts. The media
list is a daunting challenge. Depending 
on the message, the audience
changes. Because of the many
ways to send out information the
media list is more than names
and addresses. Putting all the
necessary information together is
a mountain of work and keeping
it current is no molehill. Thank
goodness for the computer, web-
sites and email! 

Databases of media informa-
tion allow flexibility in the use
of the lists. Make sure to consid-
er a variety of fields of informa-
tion that can make the lists
much more useful. In compiling
lists and entering data, you need
basic information on each
reporter, assignment
editor/director, producer, news
director, etc. For each entry you
need the basics…

Name 
Title 
News Organization 
Address 
Phone 
Cell Phone 
Fax Number 
E-Mail Address 

Also, enter information that will help
you in determining to whom certain
releases and information should be tar-
geted. There will be times where infor-
mation is appropriate only for local or
national media, or for certain types of
reporters. By setting up fields in the
media database, it is easy to sort and tar-
get appropriate releases. Some of the
fields to consider are: 

REACH 
(National, Regional, Local Media)

TYPE 
(Television, Radio, Newspaper, Magazine,
Internet) 

AUDIENCE 
(Trade, Consumer, Corporate, Association) 

INTEREST
(Entertainment, business, feature, travel,
sports, environment, educational, 
public affairs) 

DEADLINES 
There are several tools available that

give researchers a jump-start on creating
the media list. A number of providers
sell “updated” media lists in a variety of
forms. While many companies do a good
job keeping the information up to date,
frequently the names and information
change faster than the provider can edit
lists. Putting the best list together

involves getting on the phone and the
Internet to find the information and to
keep it updated. Schedule a time for list
maintenance every quarter to update
names and information. It is also helpful
when all staff members take an active
role in public relations by being cog-
nizant of the who, what, when and
where of news outlets. Make and report
mental notes of news reports and
reporters that can be of use in the public
relations campaigns of the organization. 

Once you establish to whom you
should send information, it is necessary
to have organized systems of information
available. If a picture is worth a thousand
words under normal circumstances, it is
surely worth ten thousand to the media.
The easier it is for the media to access
and use visual images, the better the

chance of coverage. Video, photos and
art files must be readily accessible and
up-to-date. 

Stock video footage is a must… and
the pressure to provide broadcast quality
is imperative. In many instances, stations
that shoot their own footage can be con-
vinced to provide the event with a tape.
But to insure that you have what you
need, do it yourself. Hire a photographer
to shoot your event. There are many
companies that offer such services.
However, consider approaching a local
television station to enlist the services of
a news photographer. In some cases, the

station might provide a camerap-
erson as a community outreach.
But even if you must pay the pho-
tographer (most of them work as
freelancers in addition to their
steady job), a news photographer
is experienced in capturing the
footage that fits the news.
Personally, I have had much better
and more exciting footage provid-
ed from television news photogra-
phers than from any other source. 

No matter who is shooting the
event, be very specific about the
shots you need. Include such ele-
ments as sponsor activities and
signage, stages, demonstrations,
performances, behind-the-scenes
preparations, etc. When shooting
video (and sometimes still pho-
tography) of entertainers, it is nec-
essary to arrange with performers
to have the official event photogra-
pher authorized to shoot portions
of the performance. You might be
required to sign a form or simply
give your word that any footage
will not be used in advertising, or
sold in any form. Its only use must
be publicity. Most performers will
agree to this and will restrict how
many minutes (or seconds) of any

one song that can be shot. 
Another consideration in photograph-

ing an event is the public’s consent to be
photographed. Since the purpose of this
photography is promotion as opposed to
advertising, it is not essential to get a
models release for permission to use
images of a person in a photograph.
However, it is wise to err on the side of
caution. On the outside chance that
someone at your event is not supposed
to be there or is accompanied by an
inappropriate person, it is a good idea to
insure the event against any liability. The
easiest way to cover potential problems is
to place a sign at entrances to the event
that states something to the effect of: 

Please note that XYZ Festival is photo-
graphing this event for use in promotions
and publicity. By entering these gates, you

Stock video footage 
is a must… and the 
pressure to provide
broadcast quality is
imperative. In many
instances, stations 

that shoot their own
footage can be con-
vinced to provide the

event with a tape. 
But to insure that you
have what you need, 
do it yourself. Hire a 

photographer to 
shoot your event.
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recognize that you may appear in photogra-
phy and give your consent for the event to
use your image in any photograph or video
used for event promotions, advertising and/
or marketing efforts.

Once you have the video needed, it is
necessary to compile a short tape with an
assortment of footage. Do not edit out
the natural sound. Stories about your
event are much more effective when you
can hear the sounds from the stage, the
sizzle of chicken on the grill and the
oohs and aahs of the crowds. The sound
can be used or voiced over, but that deci-
sion should be made by the producer.
Since events do not come under
the heading of breaking news, it
is not a priority for assigning
photographers. However, video
is a big determining factor in
whether or not to cover the
event. A news story about an
event is not effective with talk-
ing heads. Events need to be
experienced. Video is the closest
thing to being there. Sending
out videotapes is especially
effective in convincing a small
news outlet, or a regional sta-
tion to cover the event even
though it is not feasible to send
out a photographer. Video is the
next best thing to being there.

Still photography is also vital
in promoting your event. Photos
are needed to send to newspa-
pers and magazines along with
releases and media kits. They are
a great asset to advertising and
collateral production. As with
video production, it is best to
bring in the professionals to do
the job. Contracting with profes-
sional photographers has its
idiosyncrasies. With most
providers, when you buy some-
thing, you own the product.
This is not always the case with profes-
sional photographers. In many cases, you
might contract with a photographer, pay
rates for the time and then end up not
owning the photography. If you are not
careful and intentional in negotiating the
contract, you will end up without exclu-
sive rights to the photos, and may only
have a limited number of uses without
paying additional fees. In selling their
services, many professional photogra-
phers use the job to build their own
stock photography that is, in turn, sold
to advertising agencies, publications and
other clients. While you may be paying
for their time, you need to insure that
you are also paying for the product. Here
is a worst case scenario. You hire a pho-
tographer to shoot your event. After the
event you have a selection of slides

and/or prints that you can use up to
three times, or only in unpaid promo-
tions. If you want to use additional
shots, or use shots numerous times or
include them in a magazine ad, you
must pay an additional fee. 

To make the most of your photography
deals, negotiate a day rate that involves
the photographer handing over the film
canisters or digital files at the conclusion
of the assignment. You are responsible
for processing, and own all rights to all
photos. Since the assignment only bene-
fits the client (that’s you), and the pho-
tographer has nothing to sell to others,

the cost for such an arrangement is likely
to be higher than desired. Utilize ele-
ments of the situation to negotiate a bet-
ter rate. Authorize the photographer to
use certain photographs as stock. Agree to
include a photo credit with the photogra-
pher’s name each time you use the photo
in promotions, publicity and advertising.
In some cases the photographer is more
than willing to allow you full ownership,
but it is essential that it be spelled out in
a contract to avoid surprises. Know what
your needs are and work out a contract
providing not only the desired shots, but
also the ability to use them freely in a
variety of applications.

There are times when you need to pro-
vide logos and artwork to the media for
use in stories. It is important to have
access to style sheets, disks and files

including details of how to properly use
and reproduce any and all artwork.
Quantities of logo sheets that are camera
ready should be kept on file at all times.
In addition to the actual artwork, infor-
mation including typefaces, PMS colors
and accepted placements of elements
should be listed directly on the sheet. To
increase the chances of sponsor identifi-
cation being included, you should also
have logo sheets and files for each event
sponsor. In addition to having this tool
for promotional use, it is important to
have it for use on all collateral, newslet-
ters and advertising you are producing. 

Once materials are produced,
there is the matter of storing and
managing their distribution. This
can be a logistical nightmare…
especially in the face of cramped
office and storage space. In the
case of both video and photogra-
phy, originals reign. It is impera-
tive that you protect first genera-
tion materials. A master tape, from
which all tapes are produced, and
original slides, from which dupli-
cates (dupes) or prints are
processed, are essential to main-
tain the quality of materials. Have
plenty of second-generation
(copies of masters) tapes ready to
send out to television stations.
Most stations currently use Beta
tapes, although many are going to
digital, but also be ready to send
out 3/4 inch and VHS versions
when requested. 

With advanced technology, sta-
tions have moved into the digital
world. As digital needs have
become prevalent, we must pro-
vide digital tapes, and to eventual-
ly move to shooting with digital
video cameras. Previews of avail-
able video tapes can be burned
into CDs and put up on websites

for the media to view when planning
their stories. 

Still photography is currently more
adaptable to computer technology.
Photographs can be downloaded by the
media directly from your websites. This
does not replace the need to have a slide
library and dupes ready to send out to
print publications. Many media kits
include a color sheet of slides and prints
that can be ordered from the event.
Whenever a slide or print is sent to the
media, make sure to attach pertinent
information regarding each shot. If a
photo credit is necessary, state the
requirement specifically. Write a brief cut
line describing each photo. Write the
information directly on the back of a
print or on the mount of a slide; or
number each shot and include a num-

From the class-rooms 
of Journalism 101,

reporters are taught to
look for the all-important
“W”s of journalism - who,
what, when, where, why.

Most of our standard
media fodder covers the
first four. But it is the fifth

factor - The Why - that
takes our events from

community event calen-
dar listings to news sto-
ries. But we must make
an effort to define and

support the why. 
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bered sheet with the copy pertaining 
to each shot. 

My grandmother always told me that
“Something is not worth doing unless 
it is worth doing well.” So it goes with
providing video and photography. 
It is essential that we offer quality.
Professionally produced products 
are the keys to success. 

Producing the necessary audio visual
materials needed are not the only research
or background needs that come into play
in organizing a public relations program.
It is also impressive to have as much 
associated information as possible. 

In mounting a public rela-
tions campaign, it is essential to
step back from the project and
ask ourselves honestly if we
would cover the event if it were
our job to report the news. What
would we choose to report to 
a discerning audience with the
ability to change the channel 
or put down the paper and 
log onto MSNBC for the 
news? From the class-rooms 
of Journalism 101, reporters 
are taught to look for the all-
important “W”s of journalism -
who, what, when, where, why.
Most of our standard media 
fodder covers the first four. But
it is the fifth factor - The Why -
that takes our events from 
community event calendar list-
ings to news stories. But we
must make an effort to define
and support the why. 

Ask yourself why your event
exists. Why your programming
is going in certain directions.
Why it deserves to be classified
as news. To do this effectively, it
is important to look at the soci-
etal trends emerging in the
world and the local community. 

What trends might be important in
event programming? In Denver,
Colorado, the environment was a major
issue, and the Cherry Creek Arts Festival
has made headlines for its superb recy-
cling program. Is your event doing some-
thing constructive in environmental pro-
tection? Consider not only recycling, but
also carpooling, water conservation and
other “green” programming ideas. 

Turning to other trends, people are liv-
ing longer as the baby boomers are
aging. News focusing on the needs and
activities of senior citizens is becoming
more and more prevalent. What provi-
sions and activities has your program-
ming made to interest and accommodate
this population segment? 

Our society is becoming more health
conscious; is looking for culturally
diverse experiences… how are the issues

changing and affecting your community?
Address those needs and make the news. 

Media outlets have a variety of
reporters covering different areas of inter-
est. Most of them do not have a primary
reason to cover your event. However, by
putting the properly focused research
together stories can germinate in many
fields. Look at the impact your event has
on the community in a variety of terms: 

What is the economic impact? How
many tax dollars are generated?
(Remember to consider taxes on retail,
gasoline, food, admissions, etc.) What 
is the tourism impact? Confer with the

local Chamber of Commerce or
Convention and Visitors Bureau to deter-
mine the average dollars spent daily by
tourists in the community. Survey hotels
to estimate the number of hotel room
nights used by event participants by
comparing numbers on surrounding
weekends. Determine an estimate of
spending by out-of-town visitors.
Tabulate the number of jobs with their
dollar value that are directly (event
employees) and indirectly (contractors,
suppliers, vendors) supported by the
event. When all this information is com-
piled, it becomes a prime business story.

Feature reporters are inundated with
press release after press release and phone
call after phone call to cover events every
day. Standing out in a pile of releases is
difficult at best. Due to the sheer number
of possibilities for stories, we might not

get as much individual attention as we
desire from traditional reporters. 

But imagine the novelty of an educa-
tional reporter getting a release detailing
the educational possibilities at an event;
the chance to cover education outside of
the classroom is a novel story. Food edi-
tors and critics are always covering the
latest restaurants, but what about a story
on some outlandish food at an event? 

Look at all news fields. Provide story
leads and background information to
support your request for coverage. Look
at your event from the eyes of education,
health, food, safety, service, business,

entertainment, sports, culture,
diversity, environment and specific
community hot-buttons. With a
little help, the media can find rea-
sons to cover your event from any
number of angles. 

Media coverage is the yardstick
for P.R. success. Yet it only pro-
vides a fleeting moment of glory.
All the efforts and pleas of public
relations campaigns are answered
in a few paragraphs or 30 seconds
to a minute in a broadcast. If not
captured, the results evaporate in
no time.

The job of any publicist must
include capturing these results 
for use in future promotions,
sponsorship programs and
archival preservation. 

Most local coverage can be cap-
tured if staff, volunteers, board
members, friends and family are
encouraged to constantly be on the
lookout for newspaper and maga-
zine stories and are conditioned to
cut them out right away. They can
also listen for coverage on televi-
sion and radio news making note
of the time, date and station on
which any mention occurred. 

Journalists themselves are often
helpful in the quest to keep up with cov-
erage. At the onset of interviews, ask
when the story is likely to run. This gives
you the opportunity to frame comments
in a proper time setting and also alerts
you to when to be on the lookout for
coverage. Ask reporters to send you a clip
of any story that runs. Give him/her a
business card, self-addressed envelope
and a blank tape to record electronic sto-
ries. Mounting a grass roots effort to cap-
ture coverage is one way to get a fair
number of mentions, however, if possi-
ble, consider taking the search to a high-
er level and retain a monitoring service.

Clipping or monitoring services search
the news for you, but should not replace
the grass roots efforts described above.
Companies fall into three general cate-
gories and should be chosen depending
on your specific needs. 

Look at all news fields.
Provide story leads and
background information
to support your request
for coverage. Look at

your event from the eyes
of education, health,
food, safety, service,

business, entertainment,
sports, culture, diversity,

environment and specific
community hot-buttons.

With a little help, the
media can find reasons
to cover your event from
any number of angles. 
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National print clipping services, the
oldest segment of the industry, searches
the nations print media in search of the
key words and phrases supplied by their
clients. The two largest companies are
Luce and Burrell’s. 

Regional and state clipping services are
ideal for events that are not expecting to
see coverage outside specific geographical
areas. Concentrating on a smaller mar-
ket, the regional services might be more
adept at finding articles in some of the
more obscure publications. Check local
directories for names of companies serv-
ing your particular area. 

Broadcast service is the seg-
ment of the monitoring industry
that is changing the most rapid-
ly. In the past, broadcast meant
a few television and radio sta-
tions in a market. With the com-
ing of cable, the field has
expanded dramatically, and
when the Internet is thrown into
the mix, the electronic monitor-
ing needs are changing dynam-
ics daily. However, companies
are responding to needs and
offering to monitor a variety of
outlets.

While monitoring services can
be negotiated to meet your spe-
cific needs, it is wise to use a few
tips in setting up a service. Keep
the following in mind: 

• Talk with representatives from
several companies and ask for a
written proposal that includes
rates. 

• Make sure that you provide the
event name, keywords, prod-
ucts, people (i.e. spokesper-
sons, board members), and
phrases that you want moni-
tored. 

• Also provide similar names and places
that do not apply. For instance if there is
a festival with a very similar name or the
same name in a different location, let
the service know that you do not intend
to pay for clips applying to these similar
subjects. 

• Provide a media list of specific publica-
tions and media outlets that you want
added to the read list. Trade journals,
industry newsletters, affinity publica-
tions, association magazines, cable tele-
vision stations - all these should be
included. 

• Consider whether or not you want inter-
national service. If your event is actively
highlighting another country, you might
want to add major international media

from that locale for a certain time peri-
od. When using clip services, you get
what you pay for or vice versa. In addi-
tion to a retainer, you can expect to pay
for each clip. Make it clear that you will
only pay for what you order. Go
through each batch of stories sent and
cull out any that do not apply.
Document the errors and have the com-
pany issue the appropriate credit. 

If it seems cost and labor intensive to
retain a clip service, check with advertis-
ing or public relations firms with whom
you work. Chances are they already sub-

scribe to monitoring services and for a
fee (or pro bono) might consider adding
you to their search list. 

Collecting, creating, organizing, updat-
ing and preserving data is an overwhelm-
ing job. But it is a vital first step in estab-
lishing a true public relations campaign.
Without the “R” (research) in the “R B C
s”, branding and communications plans
are superficial and shaky - a place you
never want to be with the media. 

Branding 
The second phase of the “R B C s,”

involves taking all the information from
identifiable trends, impact studies, visitor
surveys and public perceptions and form-
ing an identity to shape and guide the
event. Had Shakespeare been in our
industry, his advice would have likely
been - “Event, know thyself.” 

Everything we produce, everything we
say, everything we do should support
what we stand for - our mission. While
mission statements are a part of every
facet of event production and manage-
ment, they play such a key role in suc-
cessful public relations that the subject
bears mentioning. 

A mission statement is a simply word-
ed credo by which all efforts of an event
are founded. It is a guide post for all
efforts, and should be clearly understood
and articulated on all levels of communi-
cation. One of the best examples of an
effective mission statement comes from

the corporate world. Gateway - a
leading name in computers - is in
my estimation, one of the best
companies in the world. Its dedi-
cation to carrying out its mission
statement has earned Gateway a
strong position in the marketplace.
The mission of Gateway is
“Humanizing the digital revolu-
tion.” While other manufacturers
are concentrating on simply mak-
ing quality products, Gateway has
taken its brand image one step fur-
ther. Making the best possible
computers is an industry standard,
but adding the human element to
the mix connects its customers
with technology.

Gateway is fun. Their signature
cow box logo has become an icon.
When you call the service center,
the automated voice sounds like
someone you want to be friends
with rather than a computerized
recording frustrating you with
choice after choice of buttons 
to push. 

Touring the production plant, 
I was privileged to see employees
enjoying their surroundings. 
(How can you help but have fun
in a huge production facility with

cow spots everywhere!) The entire time 
a computer is on the assembly line, it 
is attached to an order form with the
individual’s name that will be receiving
the computer. Products being made 
by people, for people - that is humaniz-
ing technology.

Listen to Gateway commercials. They
are all about the people who make and
use Gateway. Visit a Country Store – it’s
like being in a computer wonderland
where you are encouraged to play with
the machines and visit with friendly staff
in khakis and denim who are ready to
answer all your questions.

Gateway has taken a non-human
world and humanized it through its
employees, advertising, public relations
and service. As events we need to take a
page from Gateway and develop a com-
mitment to a mission. 

Everything we pro-
duce, everything we

say, everything we do
should support what

we stand for - our mis-
sion. While mission

statements are a part
of every facet of event
production and man-
agement, they play

such a key role in suc-
cessful public rela-

tions that the subject
bears mentioning.
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Whether your event is designed to edu-
cate, entertain, develop appreciation or
promote cultural understanding, every-
thing you do should be shaped in one
way or another to support your mission.
If you have a clear understanding of
goals, so will the media, and in turn, 
the public. 

Creating a strong brand image sets
expectations in consumers’ minds. Brand
images set a company apart and above 
its crowd of competitors. Think about it.
Are you more likely to order a soda or a
Coke… make a copy or a Xerox… use a
tissue or a Kleenex. When the media and
the public think of an arts festival, a race,
a parade, (insert your event category
here) do they think of your event? 

While certain focal points might
change from year to year, develop an
equity in your brand. Create a look, logo
and slogan for your event that can
become synonymous with the event. The
Nike Swoosh and “Just Do It”… New
York’s Big Apple and I (Heart) New
York… Pasadena’s Rose… Mardi Gras’
mask… What symbol and/or words are
identified as your event. Once the brand
is identified, include references on every
piece of collateral, news release, letter
and memo that goes out from the event
office. Properly executed branding initia-
tives go beyond name and graphics. It
must be at work in every level of the
organization from advertising and mar-
keting programs to customer service and
operations. Put it on merchandise. Allow
community groups, city marketing
efforts, restaurants, hotels and attractions
to include it in appropriate circum-
stances. (Note: Strictly control all use of
slogan for quality and appropriateness.
Maintain the integrity of the mark by
having written procedures and standards
for use along with permission require-
ments for each use.) 

Public relations efforts can provide 
the vehicle that drives brand equity.
Remember that everything an event says
and does AND what it does not say and
do sends a message. When your brand
message is not consistent, its perception
becomes defused and fuzzy. Everyone
connected to the organization has the
potential to touch the customer and rein-
force the brand identity. From reception-
ists to ticket-takers and custodians, every-
one sends out a message related to brand
image. Each brand message sent and
received can have one of three effects. 
It can: 

• Strengthen relationships by adding
value to existing brand image. 

• Change negative relationships by creat-
ing new value to brand image. 

• Weaken relationships by reducing
existing brand value. 

Being aware of the potential of indi-
vidual messages reinforces the urgent
need to communicate values to all 
levels of the organization. Each person
connected with an event needs to be
aware of the important role he/she 
plays in the success and longevity 
of the event. Creating a sense of impor-
tance in each person leads to strong
branding initiatives. 

Plan the Work and Work 
the Plan 

Knowing who you are and where you
are going as an organization is vital. But
how you get there is the third element of
process. No one plans a major trip with-
out considering the options for reaching
their destination. Whether we fly, drive,
walk or sail is determined before setting
out. Knowing where you are going is of
little use without directions. Would you
consider driving cross-country without a
map? If so, you might reach your desti-
nation and you might not, but chances
are it would not be the most expeditious
route. Public relations plans work the
same way. We can fly by the seat of our
pants… but it is not the most effective
way to communicate. 

With all of the deadline and details of
planning the event itself, it is tempting to
allow the public relations plan to take
care of itself. Confidence in feeling that
we have the instincts to react to different
situations lends false hope and sets
events up for diminishing returns on P.R.
investments. Stop to consider, that mar-
keting-based public relations, has the
power to penetrate the consumer psyche
and reach key stakeholders and decision-
makers through indirect and effective
channels. Public relations goes a step
beyond advertising efforts with its power
to build trust with audiences - a valuable
commodity in marketing programs.
Editorial coverage attained through
media relations expands upon advertis-
ing information, lending credible third-
party endorsements. This coverage adds a
“halo effect” - a heightened believability
making audiences more receptive to the
overall message.

Prioritize a plan. The best way to con-
ceptualize a public relations plan is to
get away from the office and its many
interruptions. Take a staff retreat.
Brainstorm with the group getting a col-

lective look at issues, goals, obstacles,
opportunities and situations. 

Elements of the public relations 
plan involve: 

• Gathering market data 

• Setting objectives 

• Identifying audiences 

• Creating messages 

• Developing a time line

• Conducting a SWOT (Strengths,
Weaknesses, Opportunities, Threats)
Analysis 

• Developing an action plan 

• Evaluating your findings 

Before embarking on any project, 
it is essential to evaluate the market 
environment. Gather data. What other
events exist in the community? What 
are the primary leisure activities in the
area? When is the peak tourist season?
How does the community at large
respond to events? How are similar
events in other parts of country doing?
Ask and answer the questions that 
might in any way relate to what you 
are trying to accomplish. 

Set event objectives. What do you expect
to accomplish. Set objectives regarding
programming, new activities, attendance,
revenues, expenses, advertising, media
coverage, sponsorship, etc. Know what
you expect to accomplish so that market-
ing and public relations efforts can be tar-
geted to reaching goals and objectives. 

Know your audience. Chances are, you
will identify a number of audiences and
will need to target specific messages to
reach different groups.

Set your sites on as many audiences as
are feasible. The media is obviously a
prime target of the public relations plan,
and within the media are the various
areas of reporting. 

But there are other ways to take your
message directly to governmental leaders.
Civic groups, cultural groups, affinity
markets, business associations and others
can have much clout in the market, and
when they talk, people - including the
media - take notice.

What important messages does your
event have concerning business, educa-
tion, the environment, human interest,
art, food, civic involvement, etc? With
messages designed to have impact in the
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corporate community, you use facts 
and figures. But when trying to make
favorable impressions on volunteer
groups, you appeal more to emotions
like community pride, selfless acts, 
support and commitment. 

Identifying audiences and creating
messages go hand-in-hand. As part of its
public relations campaign, the Virginia
Waterfront International Arts Festival
identified a high level corporate audience
to receive a message regarding corporate
ticket packaging. After identifying the
audience and inviting two hundred busi-
ness leaders to a breakfast with the
mayor, they presented the message via
the mayor’s presentation. As a result,
hundreds of decision makers heard the
message loud and clear. And when that
many business leaders congregate in 
one room - you guessed it - the media
turned out in droves. The message went
from the breakfast to living rooms and
offices via the evening news and the 
next mornings paper. 

“Good intentions pave the road to…”
well, a place where none of us care to
spend much time. Nothing is worse than
getting to a point in event planning and
realizing that there were so many things
that could have been done to reach cer-
tain goals… “if only we had thought…”
Do not allow good ideas to pass you by.
Put them in the plan and plot them on a
continuum. Create a time line that
includes key event announcements, mile-
stones and activities. Look at the most
appropriate times to release certain infor-
mation. Just as the media plans its fea-
ture stories and news series, outline the
best times to publicize areas of event
production. Consider deadlines from dif-
ferent media outlets to insure you are
releasing information in a timely man-
ner. Set your own deadlines for complet-
ing media kits, brochures, fact sheets, cri-
sis plans, training and follow-up. 

While scheduling, also understand 
that the plan must allow for detours
along the way. Make sure that if circum-
stances throw you a curve, you are able
to swerve without getting totally off
course. The public relations plan must 
be fluid and responsive to the unexpect-
ed. Once created, include a reality 
check into weekly staff meetings. Check
progress on areas of event planning and
production as each has an important 
role in the P.R. plans time line. For
instance, if a release to announce head-
line entertainment is scheduled for two
weeks out and contracts are not final-
ized, there is a discrepancy to resolve. In
this regard, a detailed public relations

plan can serve as an effective tool for
overall event production. 

Opportunities abound for events to
communicate heritage, influence percep-
tions, educate and edify. But the poten-
tial lies in working out solid plans and
following through by working the plan
in a dedicated manner. 

Events are positive. They add to the
community’s quality of life. People enjoy
events. These statements are generally
true. However, if we are not prepared to
answer the critics along with the fans, we
can quickly be caught in a tight spot. A
critical part of any public relations plan
needs to include a SWOT assessment. 

A SWOT analysis is a critical tool in
creating a resourceful public relations
plan geared toward enhancing brand
development. The first two steps in the
process involve looking at internal issues.
Both strengths and weakness exist within
the event organization itself. 

Make a list of strengths and weakness-
es by looking at everything from internal
operations, budgets, funding, spending,
performance, customer satisfaction, ven-
dors, board actions and anything within
the control of the event itself. At this
point do not concern yourself with ele-
ments you cannot control in some form
or fashion. The list should consider any-
thing for which the organization can be
applauded or booed. 

Next, enumerate the external opportu-
nities and threats. Social and economic
conditions, weather, safety, special inter-
est groups, neighborhood relations, leg-
islative issues and sponsor activities are a
few of the many outside factors with the
potential to affect events. Opportunities
in different areas can lend attractiveness
to the brand image. Threats, on the other
hand, hold the power to reduce brand
value. Perhaps your event has a positive
economic impact on the community at
large, but is harming sales at neighbor-
hood businesses. You have just identified
an opportunity and a threat under the
same heading. We can do little to influ-
ence threats and opportunities, but we
can do a lot to minimize the negative
and accentuate the positive effects. 

Once the SWOT assessment is 
complete, it is time to prioritize. Take
findings and evaluate them based on 
the following:

• Realistic damages resulting from not
addressing threats and weaknesses
(worst case scenarios).

• Realistic benefits of leveraging strengths
and opportunities (best case scenarios).

• Costs of addressing/leveraging each
damage and benefit.

• Time constraints (how much time is
available to address needs).

Evaluating the findings logically leads
planning efforts down a strategic com-
munications path, allowing events to
make the most of positive influences
while minimizing, or at least being better
prepared for, the negative effects result-
ing from weaknesses and threats.
Capitalizing on strengths and opportuni-
ties can increase the chances of positive
media coverage. And while many of the
negative effects of possible threats and
weaknesses may never rear their ugly
heads, it is better to be over prepared
than to depend on staff reactions to situ-
ations that can and do occur in the midst
of event stress and fatigue. 

Once all other aspects of the public
relations plan have been established, 
the hard work begins. Putting the plan
into action. Assign tasks. Make certain
that each and every staff member, board
member, committee chair and volunteer
coordinator knows that their work is
directly related to an overall plan and 
its timely completion. Trying to execute 
a public relations program without the
necessary pieces being in place is like
baking a cake without flour. Would 
you put the cake in the oven before
going to the store for all the ingredients?
I am not an experienced baker, but I 
have to assume that adding the flour
after the cake is baked would not have
optimum results. 

After the event, evaluation of the 
entire operation is surely a given. When
looking back at operations, also include
the time to thoroughly review the success
of the public relations plan. Work on 
this plan never really stops. Even though
the event ends, the questions continue.
The media is sometimes more eager to
cover how the event did in retrospect
than it was to cover the activities as 
they were happening. 

“K” Alferio, CFEE, is Executive Director
of CITYCELEBRATIONS, Richmond , VA.
She is also a 2004 IFEA Hall of Fame
Inductee and a former Chair of the IFEA
Board of Directors. She can be reached
at (804) 788-6466, or at K@citycelebra-
tions.org. CITYCELEBRATIONS website
is www.citycelebrations.org. Start with
the RBC’s of Media Relations is taken
from the IFEA publication the Good the
Blah and the Ugly, available from the
IFEA Bookstore & Resource Center.
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The Care and Feeding 
of Long Term Sponsors:

8 Key Ingredients to Keep Them
Coming Back for Seconds

by Gail Lowney Alofsin

“Make new friends, but keep the old, one is silver and
the other is gold.” This expression, a motto of the Girl
Scouts of America aligns perfectly with the sponsorship
industry. Best practices in sponsorship success include
procuring new clients while going out of your way to
ensure existing clients stay. The latter part is of funda-
mental importance in the realm of sponsorship.

Although  the “Acquisition” – the front end of the sales
cycle is a crucial component to success, Customer
Retention (the back end of the sales process), is the key to
the long term growth and profitability of your program.
Retention and renewal (being one in the same) – repre-
sent profitability.  Statistically, it costs six times more to
win a new customer than to retain an existing one.
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Additionally, the advantages to
renewals are endless; there is an estab-
lished relationship based on trust and
past experience, and both parties are
familiar with each others employees,
products and expectations. These factors
both decrease costs while increasing
profit- a win-win situation.

Newport Harbor Corporation is a hos-
pitality focused company headquartered
in Newport, Rhode Island. I have had the
privilege of working in every aspect of
event development, production, opera-
tions, sales and marketing for close to two
decades. May through October, our team
designs and executes four festivals
(Schweppes Great Chowder Cook-Off,
Newport Waterfront Irish Festival,
AquafinA Taste of Rhode Island,
International Oktoberfest!), an eight day
concert series (The Snapple Sunset Music
Festival), the Newport International Boat
Show (the third largest in-water boat show
in the country) and over 100 smaller
events. November through March, our
team builds, markets and manages the
Sovereign Bank Family Skating Center. We
manage a sponsorship budget exceeding
$2.5 million (cash and in-kind), a signifi-
cant amount given our small market!

Newport is not a corporation’s first
choice for the location of a new product
launch or national marketing mobile
tour. We must therefore be proactive in
our sales efforts by approaching our
clients, creating a relationship, and invit-
ing them to our venue. This is the most
effective way to help prospective clients
understand the benefits of a “small”
market. First hand experience of our
events demonstrates the immense value
of event marketing in our waterfront city.
Once we create a mutually beneficial
program, we invite them back to grow
with our programs. And with a 95%
retention rate…they do come back! A
few of our long-term sponsors include
Cadbury Schweppes, AquafinA, Pepsi,
Snapple, Sovereign Bank, Mercedes,
Southwest Airlines and Heineken. 

Why do they come back? 

Relationships, Relationships,
Relationships

A sale makes the cash register ring
once; with a relationship, it rings again
and again. The first key to retention is
developing a strong relationship with
your partner. 

It is imperative that both parties
understand a partnership is mutually
beneficial. It should not be one sided, in
which one party is just handing over
money. Each party must understand and
buy into the value provided by this part-
nership. 

This relationship will not happen
overnight. It evolves overtime and is
strengthened through trust, respect, and
following through on your word.

Hold the Pickles (Special
Orders don’t upset us)

Customizing a program is a funda-
mental ingredient to retention. There
must be a clear relevance of why a spon-
sor should get involved with your event.
Listen to their goals and corporate objec-
tives and excavate what is important to
them. Do your research; find out who
their customer is, their demographics
and how they reach them. 

By aligning objectives with your 
event, you create a customized program
that creates value for both parties. 
Your client may not see value in tickets,
yet feel there are unparalleled benefits 
to signage. Perhaps they do not care
about signage, but feel sampling is of
great importance. Know your client 
and tailor to their needs. They will be
impressed! This will create trust and 
foster a growing relationship.

Corporate objectives change annually.
Stay current. RECAP Meetings. Annually
customize the program based on their

current objectives. This is a key step in
the renewal process.

It’s All in the Execution
Execution of the program is what will

be remembered. You must follow through
on your word and ensure what you prom-
ised gets done. If you do not perform, you
will have little chance of getting the
renewal next time. One of our long term
relationships is with Cadbury Schweppes.
We have been working with this company
as title sponsor of one of our signature
events, The Annual Schweppes Great
Chowder Cook-Off which in its 25th year
is the original and longest running chow-
der festival in the world. Rich
Schuttenhelm, VP of National Accounts
for Cadbury Schweppes Americas
Beverages recently stated at the 2006 IEG
Conference in Chicago that “the best
issue is the issue I never see.” 

Execution is what will be measured.
One way to ensure “operational follow
through” is to create sponsorship out-
lines that can be distributed to all parties
involved – from marketing to operations.
Because so many of us share the respon-
sibilities of sales, marketing, event man-
agement and operations, these work
sheets will serve as reminders of what
needs to be done. 

Worksheets should expand to event
execution binders. Writing it down and
sharing information should ensure that
the details of the contract are fulfilled in
a timely and professional manner.

Our sponsorship has increased 5700% since 1988. Simply stated, our
goal is to keep the events a value for the sponsor, the vendor and the
consumer. We also understand that working with our partners should
be fun – after all, we are selling an unparalleled experience - safe,
exciting, evolving and fun.
How do we do it? Our recipe for success is
comprised of the following ingredients:

• Increase the number of sponsors

• Increase the number of times the
sponsor returns

• Increase the average value of each
sponsorship

• Increase the effectiveness of each
event/program – externally and internally
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Darling, Red is the New Black -
(Staying Current)

There is so much information to keep
up with. One of the best ways to research
a company is via the internet – every-
thing you need to know (and more) is
right there. Explore the company web-
page, press releases, and SEC filings. Stay
current, knowledge is power!

With a variety of contact management
programs available, it is a matter of using
one that works for you. Once you collect
the information, you will want to store it
in the notes section of the software –
new products, corporate challenges and
goals, new employees. Create robust pro-
files so that in addition to knowing your
client, you also know their competition,
their objectives and the names of their
spouses, children and employees. 

Recap Reports (Proof of
Performance on Your Promises)

A recap report is evidence that you did
what you said you were going to do. It
can be as simple as a detailed thank you
note with photos to a comprehensive
report designed with SponsorshipPro+
software (www.SponsorshipPRO.com). It
offers proof that you executed the details
of the contract. A good recap report cre-
ates trust and grows the relationship. The
next year, when you ask for the renewal,
they will have a “proof of performance”
reminder that you fulfilled your end of
the contract, and will not be hesitant to
sign again.

Recap reports should always include
photos as they serve as a visual reminder
of an event enjoyed by clients, employ-
ees, family and friends. Include backstage
photos with performers, photos of golf
foursomes, photos with your event mas-
cot or of your property. 

Reach Out and Touch
Someone! (Communication
Throughout the Year!)

We have all had the experience with
sales people who visit with us once a
year – a few weeks or months prior to
the sales cycle. This is a practice that has
worked for years. That said, why not set
yourself apart. A few ideas for keeping 
in touch:

• Invite sponsors to other events that you
produce or an event independent from
yours. Spend time with them and avoid
discussing business.

• Add sponsors to your press release list to
keep them up to date with your events
and company. 

• Send Thanksgiving, Sympathy, Wedding,
Baby, St. Patrick’s Day, and New 
Year’s cards.

• Send thank you notes (especially with
your invoices!).

• Send and email photos immediately
after an event.

Relevance (Making a Profit
while Making a Difference)

Relevance means different things for
different people and this applies to
events. Our partnerships include non-
profit organizations tied to each event.
This also ties them to the sponsors of 
the event. We have worked with the
Kiwanis Club Children’s Miracle
Network, Alzheimer’s Association,
American Diabetes Association and 
Hugs and Halos. More than $250,000 
is raised annually for non-profits at 
our events. This has a lasting impact 
with our sponsors.

YOU are Your Company!
In the end, with all events equal, spon-

sors “buy” from people that they like.
Brand yourself with integrity, credibility,
positive personality traits (charm, persist-
ence, ease), and likability. Build credibili-
ty into everything that you do. Position
yourself as a “solutionist,” and you will
be viewed as a trusted advisor and a
friend. Never forget that YOU are your
company and your clients will “come
back for more.”

Gail Lowney Alofsin is the Director
of Corporate Partnerships for 
Newport Harbor Corporation,
Newport, Rhode Island.  From 1988-
2004, Alofsin served as the Director
of Sales, Marketing and PR for the
Newport Yachting Center, a division of
Newport Harbor Corporation. In this
position, she worked with over 1500
events – developing, marketing and
selling new events for the center inclu-
sive of the ESPN Extreme Games.

In her current position, Alofsin and
her team of three focus on sponsor-
ship procural and execution for
Newport Harbor Corporation in addi-
tion to assisting with event marketing
and operations.  

Since 1999, Gail has served as an
Adjunct Professor at the University of
Rhode Island in three departments -
Journalism, Public Relations and
Communications. She also teaches
professional development at Johnson
and Wales University. She leads semi-
nars throughout the United States
focused on sales and marketing, time
management, negotiation, work/life
balance and project management.

Gail can be reached at gail@new-
portharbor.com or on her Nextel wire-
less at 401-640-4418.

Reality Check: RENEWALS
Make it happen – Make it easy.
Why not make it fun?

Position yourself as
The Expert. The Solutionist.
The “Go to”/”Make it Happen
Gal/Guy”

Perception is reality.
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Editor’s Note: For three decades Vince Vance & the Valiants have been a fixture at festivals, fairs and corporate
events; His easily recognizable and signature hair-style rising above the literally thousands of celebrations that he
has brought so much energy to, including the IFEA’s 50th Anniversary Convention & Expo in San Antonio, Texas.
Vince started in New Orleans, right on Bourbon Street, and watched in disbelief as Hurricane Katrina took aim
on Louisiana in 2005, destroying his home and the city that he loves. But it couldn’t destroy his spirit and he has
proudly continued to carry the flag for the people of New Orleans.  In February, Vince Vance was where you would
expect him to be, performing as a Grand Marshall and spirit leader in the parades of Mardi Gras. IFEA asked Vince
to share with our readers his own unique insights into this year’s very special celebration of Mardi Gras.

Another Mardi Gras has come and gone.

Perhaps the most important one of all…

at least from my perspective, from the

point of view of an active member of the

Entertainment Industry and the Event Planning

and Festival Community. Hopefully much of the

conversation about whether New Orleans should

have or shouldn’t have has been put to rest.

A

by Vince Vance
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It should have happened and, I
believe, had to happen. As one that wit-
nessed it firsthand, I know it was a suc-
cessful Mardi Gras. It was successful, not
only for the city and the planners, but
also, and most importantly, for the peo-
ple of New Orleans and the world, too. 

Some may say that it was just a festi-
val. To me, someone from New Orleans,
it was so much more. To the people who
care about the City that Care Forgot, it was
the kind touch that said “Everything’s
gonna be alright.” To the event planner,
it meant that New Orleans was once
again, or soon to be, a viable, depend-
able destination.

This year, Mardi Gras happened
because it needed to… for the people…
for the city of New Orleans… and for 
the people who are showmen. If there 
is any relevance to our lives, the lives 
of those of us who put on the shows, 
it’s that these special occasions that we
help mark bring significance and mean-
ing to our time on earth. As a man who
has spent his entire life entertaining, I

believe, even with all of the flaws that 
we can’t control, that ultimately the
show MUST go on.

When I look in my heart of hearts,
that’s what I live for… bringing a smile…
that special moment to an audience. 
The best part about the Festival Business
is that audience, the people. They are
there to celebrate. We are just the fac
ilitators. Joe Jeff Goldblatt alludes to 
that in his best-selling event industry
book, The Art and Science of Celebration.
It seems to me that taking away that 
celebration leaves us all less and more
importantly, it leaves our audiences
wanting what we were supposed to 
provide. When we don’t deliver we fail. 
I think that at the heart of it, that was
what was going on in New Orleans 
during this year’s Mardi Gras that many
outside the city, from cultures and com-
munities less accustomed to celebration,
couldn’t understand. Celebration to
those from New Orleans is what we 
live our life for.

Even this scaled-down version of
Mardi Gras was still one of the largest
festivals in the country. And I was 
proud to be a part of it! 

I sound so biased and you have every
reason to believe I am biased. Dom
Carlone, Captain of the long-standing
Bards of Bohemia, chose me to be the
Grand Marshall and the star of their
Bohemian Bash. At the behest of Captain
Brandon Mary and Acting Captain Jack
Jacob, my band was the late night
partiers’ treat for the Knights of Babylon.
My Valiants, Valiantettes and I played for
5 hours straight. It’s good to be Vince
Vance at Mardi Gras!

The best was singing my way through
the streets of New Orleans in Harry
Connick Jr.’s parade. My lovely singing
starlet, Amber Lee Duke (AKA Velicity
Valiantette), and I didn’t stop singing the
whole time as we rode the very first float
of the Krewe of Orpheus to the screams
of the masses. “Hey, Vince, throw me
some beads. Long ones!” We sang some
of our own Mardi Gras hits like “I Know
What it Means to Miss New Orleans,”
“Mardi Gras Time” and “Second Line
Shake” and some old favorites, too, like
“Mardi Gras Mambo” and “When the
Saints Go Marchin’ In.” We sang extra
loud because the float right behind us
was Steven Segal. Imagine!

It Happened.
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At one point,
about halfway through,
the parade stopped at Gallier
Hall, New Orleans’ old city hall. Amber
was singing “Mardi Gras Time.” When
our float was right in front of the packed
stands, I saluted the revelers. Then I intro-
duced New Orleans First Responders to
the dignitaries… each were actual mem-
bers from the Police, Fire, National Guard
and Department of Wildlife and
Fisheries. These were the heroes of
Katrina… the men and women who put
their own lives at risk during emergencies
in Louisiana. It was, indeed, an honor!

Their presence was there at the com-
mand of the Captain of Orpheus, Sonny
Borey. He wanted to remind the many 
of what we so often take for granted. 

This year’s Mardi Gras was not a cake-
walk by any standards. In the back of
your mind were the ever present voices 
of the naysayers. Whenever you are put-
ting on even a small event you have to
have the presence of mind to keep forg-
ing forward, and it was a hard fought 
battle by the people of New Orleans and
the maskers who pay for it all: from the
beads to the bangles, from the floats to
flambeauxs. Leave no doubt, this was a
city putting on a show for the world. 

The naysayers had a point: the City 
wasn’t perfectly ready for an event of this
magnitude. I spoke to one policeman who
couldn’t write a traffic report from being
so exhausted. I know firsthand about
someone who waited six and a half hours
for the police at a fender bender. For all
my excitement about the Mardi Gras that
was, there was still crime that is always a
part, but according to WDSU, a local New
Orleans television station, the crime was
down significantly (http://www.wdsu.
com/mardigras/index.html).

Notwithstanding the sacrifices and
strain on the fractured infra-structure, 
fortunately, fate was on the side of the
can-doers. Because of the smaller crowds,
it was a kinder, gentler Mardi Gras, but
more importantly, it was a successful
Mardi Gras.

As a member of the event planning
community and one whose family is
native to New Orleans, I remember that
first day coming back to New Orleans
after the storm. Amid the destruction 
and devastation, I rode towards my 85
year-old mother’s home in the Garden

District. Katrina had weeded out the 
dark green canopy of live oaks that lined
down St. Charles Avenue. On most nor-
mal days little light makes its way
through the thick branches and myriad 
of leaves of those ancient trees. Yet on
that day, because of nature’s power, 
much of the weaker limbs of the trees
had been torn away and a ragged lace of
sun rays seemed, to me, to be blessing
the city after the ravages of the storm. 

With my New Orleans Diocese
Catholic guilt, I wish my thoughts could
have been more sympathetic. So many,
including myself, had lost so much. My
home and entire neighborhood was total-
ly washed away. However, at that
moment I felt great. And why not? I was
home… in the Crescent City; the City
that Care Forgot; Nawlins, the city that
gave birth to the largest festival in North
America… Mardi Gras!

Amber, my better half, jokingly
claimed that I was in denial. I didn’t feel
like I was denying anything. I knew right
then and there that all of this is life: the
loss and recovery, the ebb and the flow.

Like a New Orleans Jazz Funeral, in the
beginning we are sad. We bemoan the
loss of life. Oh, so slowly, we play the
dirge “Just a Closer Walk with Thee.”
However, after the funeral we pick up the
beat to that same spiritual and celebrate
the life that was lived. To an entertainer
and event planner like myself, I knew
New Orleans is such a singular place for
an event. If New York is the Big Apple,
than New Orleans is the Big Easy. If what
happens in Las Vegas stays in Las Vegas
then what happens in New Orleans stays
with you forever. I have known so many
people that come to New Orleans for
Mardi Gras and never go home.

In the words of my dear friend, Blaine
Kern, a man commemorated in song as
’Mr. Mardi Gras’, “There ain’t nuthin’ like
it.” And he’s right. Come down and find
out for yourself. We’ll be here.

For more information about booking
Vince Vance & the Valiants for your fes-
tival or event, please contact Don
Gardner at 770/445-2342 or dongard-
ner13@hotmail.com. To contact Vince
Vance, email to v.vance@mschi.com.
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Looking Forward to
Another Record-
Setting Convention

The International Festivals and Events
Association Foundation exists to benefit
the educational endeavors of IFEA, and
it did so in record fashion last year.

The Foundation recently committed
to grant $113,000 to support many areas
of IFEA (see attached chart) – an
increase of 65.3 percent over the previ-
ous year, and a 137.2 percent over its
grant to IFEA just three years ago.

That increase was due to very suc-
cessful fundraising efforts, most
notably in conjunction with the
IFEA Convention in San Antonio
last year. Because of the support of
many IFEA members in San
Antonio and Texas – Pete Van de
Putte and Kay Wolf of Dixie Flag
Co., Derrick Fox and Julie Baker of
the Alamo Bowl, Chuck Blische and
Mary West Traylor of Fiesta San
Antonio, JoAnn Andera of the Texas
Folklife Festival, Steve Rosenauer of
Fiesta Oyster Bake, Joe Vera of
Hidalgo’s Borderfest and many oth-
ers – the Foundation was able to
stage some of its best events ever.

Those events included a memo-
rable San Antonio “Experience”
Night that featured visits to the
Alamo, a river barge journey through
the famous San Antonio Riverwalk
area, and a dessert reception at the
Institute of Texan Cultures; and the
annual IFEA Foundation Night Party
& Auction that was held at the historic
Buckhorn Saloon.

The Foundation looks forward to set-
ting new records at this year’s annual
convention in Canada’s beautiful capital
city, Ottawa.

The “Ottawa Capital
Experience Night”

The “Ottawa Capital Experience Night”
will be held in Canada’s spectacular capi-
tal city on Wednesday, September 20th.

Longtime member and former IFEA
Chair Therese St. Onge, along with the
National Capital Commission, has been
able to help us develop three events to
highlight this special evening that would
be impossible for the normal public to
attend. As our Immediate Past Chair
Bruce Erley would say, they are “un-
buyable” experiences:

The Canadian Senate – The
event will kick off in the Canadian
Parliament, where we will be hosted by
the Usher of the Black Rod, Lieutenant-
Commander Terrance Christopher, and
have the opportunity to sit in the actual
seats of Canadian Senators.

The Governor General’s
Residence – From there attendees 
will visit the official residence of the
Governor General, the Queen’s appoint-
ed representative to Canada. 

Royal Canadian Mounted
Police “Musical Ride” – Famous

around the world, this amazing dis-
play of horsemanship is not to be
missed, and on September 20th
IFEA guests will be treated to a pri-
vate showing on their home train-
ing grounds. 

This special evening is limited to
only 200 people, so be sure to pur-
chase your tickets early and don’ t
miss the “Ottawa Capital
Experience Night”.

IFEA Foundation 
Auction Night

Several of you have also donated
items to the Foundation Night
Auction, which is our biggest
fundraiser of the year. We are cur-
rently seeking trips, merchandise
and other special items/packages
from your festivals/events or else-
where, so please let us know as
soon as possible if you are able to
donate or secure an item.

This popular annual event, which
has been held every year since

1987, will be held in the amazing
Canadian Museum of Civilization dur-
ing this year’s convention. Watch for
more on that in the next issue of “ie”.

Bruce Skinner, CFEE
IFEA Foundation President

Bruce Skinner and Associates
115 E. Railroad, Suite 308

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

E-Mail: bruce@omhf.org

Foundation

Because of the support 
of many IFEA members in
San Antonio and Texas –

Pete Van de Putte and Kay
Wolf of Dixie Flag Co., 

Derrick Fox and Julie Baker
of the Alamo Bowl, Chuck

Blische and Mary West
Traylor of Fiesta San Antonio,

JoAnn Andera of the Texas
Folklife Festival, Steve

Rosenauer of Fiesta Oyster
Bake, Joe Vera of Hidalgo’s

Borderfest and many 
others – the Foundation 
was able to stage some 
of its best events ever.



Foundation Donation History
2002 2003 2004 2005

Speakers $12,141 $15,000 $15,000 $17,500

CFEE/Adv. Prof. $10,000   $10,000   $10,000     $7,000

Library Resources $10,000   $13,500   $13,500     $7,000

IE $10,000   $10,000   $12,000     $8,400

New Professionals $2,500 $2,500

Regional Edu./Programing $4,900 $12,355 $17,500

Translation Services 1,750

Technology Education 40,850

Total $44,641 $53,400 $65,355 $110,000

Scholarships $3,000     $3,000     $3,000       $3,000

Grand Totals $47,641 $56,400 $68,355 $113,000
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2006 IFEA Board

BRUCE ERLEY, APR
Creative Strategies Group
Broomfield, CO
berley@csg-sponsorship.com

MITCH DORGER
Pasadena Tournament
of Roses
Pasadena, CA
mdorger@rosemail.org

TOM BISIGNANO
Walt Disney World
Orlando, FL
tom.f.bisignano@disney.com

TRACY BECKER, CFEE
Autumn Leaf Festival
Clarion, PA
tracy@clarionpa.com

DENNIS W. BASH
U.S. Bank
Portland, OR
dennis.bash@usbank.com

SECRETARY
ROBYN NELSON, CFEE
Utah Arts Festival
Salt Lake City, UT
robyn@uaf.org

CHAIRMAN
DERRICK FOX
MasterCard Alamo Bowl
San Antonio, TX
derrickf@alamobowl.com

IMMEDIATE PAST
CHAIR
THOMAS KERN, CFEE
Traverse City, MI
tomjkern@yahoo.com

CHAIR-ELECT
PAUL JAMIESON, CFEE
SunFest of Palm Beach
County, Inc.
West Palm Beach, FL
pjamieson@sunfest.com

WRIGHT TILLEY, CFEE
Macon Georgia’s
International Cherry
Blossom Festival
Macon, GA
wtilley@cherryblossom.com

HENRY “PETE” VAN
DE PUTTE JR., CFEE
Dixie Flag
San Antonio, TX
petevdp@aol.com

SAM LEMHENEY, CFEE
The Pennsylvania
Horticultural Society
Philadelphia, PA
slemheney@pennhort.org

JANET KERSEY, CFEE
Daytona Beach Area CVB
Daytona Beach, FL
jkersey@daytonabeachcvb.org

JOHAN MOERMAN
Rotterdam Festivals
Rotterdam,
The Netherlands
johan@rotterdamfestivals.nl

JOE VERA III, CFEE
BoarderFest Association
Hidalgo, TX
hidjoevera@aol.com

STEVEN WOOD
SCHMADER, CFEE
IFEA World
Boise, ID
schmader@ifea.com

JIMMY WONG
Singex Exhibitions Pte Ltd
Singapore
jimmyw@singex.com.sg
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IFEA Update

ark your calendars now for the 51st Annual IFEA
Convention & Expo, presented by Festival Media
Corporation, September 18th-22nd, in beautiful
Ottawa, Ontario, Canada. The convention, 

produced in association with the National Capital
Commission (NCC), promises “A Capital
Experience” for everyone. Combining the spectacu-
lar setting and opportunities offered by Canada’s
national capital, together with scores of keynote
and breakout sessions; social activities; the
much anticipated IFEA/ Haas & Wilkerson
Pinnacle Awards; the IFEA Hall of Fame
Luncheon, featuring the Zambelli Fireworks
Internationale Volunteer of the Year Award
and recognition of our newest IFEA Hall 
of Fame inductees; optional CFEE
Certification, Advanced Professional 
and New Professional courses; and 
the always popular IFEA Foundation
events; the convention kicks off the
IFEA’s second fifty years in grand
fashion. From sound and light
shows on Parliament Hill to the
colorful traditions of the Royal
Canadian Mounted Police, the
51st Annual IFEA Convention
& Expo will be an experience
you don’t want to miss!
Watch for more detailed
information coming soon
and check for regular
updates at
www.ifea.com.

51st Annual IFEA Convention & Expo 
Promises “A Capital Experience”

M
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Haas & Wilkerson Insurance contin-
ues their long-term partnership as an
“IFEA Association Partner”, the orga-
nization’s highest level of support, in
2006. The company also is the title
sponsor of the very popular “IFEA /
Haas & Wilkerson Pinnacle Awards”
(see entry information in this issue of
“ie”). Haas & Wilkerson Insurance is a
leading provider of insurance prod-
ucts for festivals and events of all
types and sizes. According to IFEA
President & CEO Steve Schmader,
CFEE, “Over the years, Haas &

Wilkerson has not only provided
insurance to our members and indus-
try, but has also helped to take all of
us to the next level by sharing their
knowledge and expertise through
seminars, articles, and one-on-one
networking. They have encouraged us
all to strive for the pinnacle in our
business.” The much-anticipated 2006
“IFEA / Haas & Wilkerson Pinnacle
Awards” will be presented on
Wednesday, September 20th, during
the 51st Annual IFEA Convention &
Expo in Ottawa, Ontario, Canada.

Haas & Wilkerson
Insurance continues IFEA
Association Partner Role

After many months and years of
searching for an affordable and credible
economic evaluation tool for members
and the industry, the IFEA is pleased to
announce a partnership with the Centre
for Hospitality and Tourism Research at
Victoria University in Australia. The IFEA
will co-brand the new, user-friendly soft-
ware program, under the name
“ENCORE”. Developed by the
University’s Sustainable Tourism CRC,
the “Festival and Event Economic
Evaluation Kit” will be available begin-
ning in late May through the IFEA web
site at www.ifea.com. The program
comes complete with software, user’s
manual, and volunteer training informa-
tion (in both hardcopy or downloadable
versions) that will allow individual festi-
vals and events to conduct and cus-
tomize their own economic evaluation
surveys, enter data and print out the end
reports in multiple formats (including
color), all on their own. The one-time
retail cost to IFEA members (including
updates and discounts on new future ver-
sions) will be $240 US dollars. Cost to
non-members, through the IFEA, will be
$300 US dollars. University of Victoria
developers will work with IFEA interna-

tional affiliates to provide the program
in multiple languages. 

According to Professor Leo Jago, PhD,
Deputy CEO and Director of Research for
the University’s Sustainable Tourism
CRC, “’ENCORE’ was specifically devel-
oped to help festivals and events of all
sizes, worldwide, to conduct a credible
and cost-effective economic evaluation
that can be used to benchmark and
improve their events. In creating the
program we included input from
both government sources and
practitioners, ensuring that the
final program met the needs
of both. By partnering with
the IFEA we now have a triad
of academia, government
and industry backing for the
program that will provide
the credibility that is impor-
tant to everyone.” 

“Economic impact/evalua-
tion programs have typically
required outside research assis-
tance and budget costs in the
thousands, if not tens of thou-
sands, of dollars. While valuable and
important, that is not in a realistic price
range for many festivals and events, espe-

cially on a regular basis. “ENCORE”
offers a simple, user-friendly option that
can be conducted, tabulated and com-
pleted quickly by any size festival or
event and then used as not only an exter-
nal validator, but an internal planning
tool as well,” said IFEA President & CEO
Steve Schmader, CFEE. “We are very
pleased to co-brand the “ENCORE” pro-
gram along with the University of
Victoria STCRC. It is one more way that
the IFEA can support both our members
and our industry.”

IFEA to Offer New “ENCORE”
Economic Evaluation
Software Program

IFEA Begins Allied
Partnership with
International Jazz Festival
Organization (IJFO)

International
Jazz Festival
Organization
(IJFO)
Chairman 

Fritz Thom, headquartered in Vienna,
Austria, met with IFEA President & CEO
Steve Schmader, CFEE, in Belfast, Northern
Ireland, to discuss an allied partnership
between the two organizations. IJFO is 
an umbrella organization that represents 
14 leading jazz festivals in 12 countries,
including Jazz Fest Wien/Vienna; the
Monterey Jazz Festival, Festival
International del Jazz de Montreal; and 
the North Sea Jazz Festival, among other
well-known and respected jazz events,
worldwide. The two organizations agreed 
to begin an alliance that could benefit both
current and new members of both associa-
tions. Discussions included the possible
addition of a Jazz Festival Affinity Group
through IFEA and other opportunities.



Festival Media 
Corporation 

Festival Media
Corporation 
to Partner 
with IFEA

IFEA President & CEO Steve
Schmader, CFEE, announced that
Festival Media Corporation will join 
the IFEA team as the organization’s
“Official Sponsorship Automation
Service Provider”. Festival Media
Corporation, whose sponsorship 
products include Festivals.com,
BackStage@Festivals.com, and
SponsorFest, will become an “IFEA
Association Partner” (the organization’s
highest level of support), Presenting
Sponsor of the IFEA’s Annual
Convention & Expo, and the organiza-
tion’s first global sponsor, with future
plans to expand their support to IFEA’s
global affiliates, along with the intro-
duction of their products and services
in those areas. In 2006 they will lend
their support to the first “IFEA Festivals
& Events World Forum” in Shanghai,
China and to a series of sponsorship
training programs throughout China.

“Festival Media Corporation has
been supportive of the IFEA for many
years,” said Schmader. “We share many
of the same visions for our industry,
worldwide, and are very pleased with
the opportunity to work more closely
together.” According to Festival Media

Festivals & Events
Australia Joins IFEA

Global Network
IFEA is pleased to welcome

Festivals & Events Australia (FEA) to
the IFEA global network. With the
retirement of IFEA Australia founder
and Hall of Fame inductee, Barry
Wilkins, OAM, the association began
conversations with FEA (formerly the
New South Wales Festivals & Events
Association) to build a new partner-
ship that will now add the moniker
of IFEA Australia to the FEA and 300-
400 new Australian members to the
IFEA member network. 

“Our partnership with the FEA will
allow us to provide an active menu of
programs and support to all members
in Australia and to expand the valuable
connections between our members

’downunder’ and around the world,”
said IFEA President & CEO Steve
Schmader, CFEE. FEA Chairman Luke
Robinson, Faculty Head of Events &
Business Skills for APM Training
Institute, commented that “FEA is
pleased to join the IFEA global net-
work. The access to shared ideas, cre-
ativity and best practices with our peers
around the world is a powerful benefit
that we are pleased to provide.”

The IFEA wishes to express our sin-
cere thanks to Barry Wilkins, for all
of his many efforts on behalf of the
IFEA over the past ten years. We look
forward to continued opportunities
to share Barry’s friendship and pro-
fessional insights in the years ahead.

Festivals & Events
Australia Joins IFEA

Global Network

11 minutes
average time spent
on a project before
the first distraction

25 minutes
average time it takes
to return to a project

once distracted

2.1 hours
average time wasted

each day by distractions
to the average worker

28 billion hours
time wasted by

distractions in a year for
all American workers

$588 billion
dollars lost to American
business each year by

distractions

TRENDS-AT-A-GLANCE

DISTRACTION
NUMBERS

Corporation Chairman & CEO Charles
Brown, “Festival Media Corporation is very
excited about the direction and progress that
IFEA is making in the unification of our
industry, worldwide, and we look forward 
to playing a role in the success of the associ-
ation and its members.”

More information will be coming in the
weeks and months ahead regarding the
availability of Festival Media Corporation’s
no-risk automated sponsorship programs
for IFEA members.



The final details are being negotiated
for the first-ever “IFEA Festivals & Events
World Forum”, to be tentatively held in
mid-November of 2006 in the spectacu-
lar city of Shanghai, China. Hosted by
the IFEA, IFEA China, the Shanghai
International Arts Festival and the Beijing
Festival & Event Culture Development
Center, the IFEA World Forum represents
the beginning of a new era for the IFEA
and the festivals and events industry, and
the beginning of an ongoing and open
dialogue by all those who help bring cel-
ebration to the world. 

The “IFEA Festivals & Events World
Forum” will operate in a format different
from existing conferences and seminars
already produced by the IFEA and others.
It will not be primarily designed as a

“how-to” training event, but rather as an
ongoing participative opportunity for a
professional exchange of ideas, discus-
sions, explorations and networking that
will provide new direction, vision,
alliances, answers, programs, resources
and creativity, that will benefit our entire
industry. The “IFEA World Forum” will
bring together global leaders from
throughout this special industry (IFEA
and others) to hold an ongoing dialogue
and working sessions on the issues,
trends, topics and visions that draw us
all closer together on a multitude of lev-
els. The end result of each “IFEA World
Forum” will be a statement of industry
goals to be pursued until the next forum. 

The “IFEA World Forum” will be held
during the internationally acclaimed
Shanghai International Arts Festival, allow-
ing participants to enjoy a Behind-the-
Scenes view of that event. In addition to
the main forum and working sessions, the
“IFEA World Forum” will tentatively
include an International Exposition for
Chinese Festivals & Events; discussions
with city mayors from throughout China
and globally on the power of partnerships
with festivals and events; opportunities to
meet and network with Chinese govern-
ment leaders; opportunities to network
with IFEA global partners; a special IFEA
China Festival Night and Award Ceremony
(televised nationally throughout China);
and optional programs for extended China
touring following the event. 

More detailed information regarding
the “IFEA Festivals & Events World
Forum” will be sent out as soon as
details are finalized and available.

“IFEA Festivals & Events World
Forum” planned for Shanghai,
China in November

UPCOMING IFEA EVENTS

Festivale Dubai 2006
April 23-26, 2006
Dubai, United Arab Emirates
Visit www.festivale-online.com 
for more information.

IFEA Arizona Festivals
Conference
In Cooperation with the Arizona
Governor’s Conference on
Tourism 
July 10-12, 2006
Tucson, Arizona U.S.A.
Contact Karen Churchard at 
kchurchard@cox.net for more 
information.

Texas Festivals and Events
Annual Convention & Trade Show
July 20-23, 2006
San Antonio, Texas U.S.A.
Contact TFEA Executive Director 
Penny Reeh at (830) 997-0741 or 
pennyreeh@ktc.com for more 
information.
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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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Marketplace
AIRLINE
SOUTHWEST AIRLINES – The Official Airline of the
IFEA. Offering fast, friendly, and affordable service to 59
cities in 31 states in the U.S. Book your next flight at
www.southwest.com.

APPAREL
EMKAY DESIGNS - Custom Printed T-shirts & Apparel
for any size event. From 36pcs-36,000pcs. Printed &
Shipped in 10 Days or Less! No Risk Concert & Event
Merchandising. Free Catalog. Contact: Matt Kebart;
Address: 46 Commerce Dr., Farmindale, NY 11735; Phone:
800-343-6529; Fax: 631-777-3168; Website:
www.emkaydesigns.com.

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

AUDIO/VISUAL 
EQUIPMENT
INFOCUS SYTEMS, INC. – The world leader in 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, stick-
ers, and ponchos, as well as popular specialty items. We
pride ourselves on great customer service and friendly
pricing. Phone: 800-213-5274; Fax: 260-436-6739;
Website: www.firstflash.com.

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

EVENT SUPPORT SERVICES
EVENTCORP - EventCorp is a leading provider of both
moving and stationary events. Core competencies
include food service, shower service, logistics/operational
leadership and skilled labor. Contact: Steve Parton;
Address: 15830 Foltz Industrial Parkway, Strongsville, OH
44149; Phone: 440-878-7656; Fax: 440-878-7635; Email:
sparton@eventcorp.com; Website: www.eventcorp.com. 

NATIONAL EVENT SERVICES – National Event
Services is dedicated to providing quality products and
services for your special events, concerts, fairs, sporting
events, festivals, and more! Contact: Nicole Ellis;
Address: 15319 Chatsworth Street, Mission Hills, CA,
91345; Phone: 818-221-6132; Fax: 818-221-6193; Email:
nellis@rentnational.com; Website:
www.rentnational.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, elec-
tronically choreographed to music and lasers. Contact:
Marcy Zambelli; Phone: 800-245-0397; Fax: 724-658-
8318; Email: zambelli@zambellifireworks.com; Website:
www.zambellifireworks.com.

INFLATABLES
ATTENTION GETTERS - Colorful and zany inflatable
costumes and props available for rent. Designers and
fabricators of inflatable props, custom shapes, costumed

mascots, miniature inflatables, and Totally Tubular ®
balloons. Contact: Tracey Kennedy; Address: 1385 N.
Johnson, #101, El Cajon, CA 92020; Phone: 619-441-
8901; Fax: 619-441-8902; Email: tgetters@pacbell.net;
Website: www.attention-getters.com.

BIG EVENTS - Gigantic inflatables for all size events,
from our large inventory of high quality, state-of-the-art
helium/cold air inflatables or custom built. Features
licensed characters, including “The Cat in The Hat.”
Dependable service, experienced parade teams, perform-
ance you can count on. Contacts: Charlie Trimble or
Greg Sadler; Phone: 760-761-0909; Fax 760-761-4290;
Email: trim82020@aol.com; Website: www.bigeventson-
line.com.

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

INSURANCE
ALLIED SPECIALTY INSURANCE, INC. – As
America’s leader in specialty insurance needs, Allied will
customize coverage for your fair, festival, or special event
– and provide prompt, efficient claims service and pro-
cessing 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: 800-554-
4636; Fax: 260-459-5800; Email: Dale_Johnson@kand-
kinsurance.com; Website: www.kandkinsurance.com.
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PERFORMING ARTIST
“ROCK ON” ICE PRODUCTIONS - Where Rock-N-Roll
meets Ice Sculpting! Welcome to the Rock on Ice
Experience. Contact: Greg Butauski, Owner/Sculpter;
Address: 713 Harmon Plaza, Columbus, OH 43223; Phone:
614-449-8770; Fax: 614-449-1599; Email:
elegantice@aol.com; Website: www.rockonice.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.

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

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: Mark
Browning; Address: 3103 Medlock Bridge Rd., Norcross,
GA 30071; Phone: 770-825-0220 ext. 221, ext. 231; Fax:
770-825-0880; Email: Mark@tripmediagroup.com;
Website: www.tripmediagroup.com.

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

SPONSORSHIP
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
software tool designed especially for the post-event fulfill-
ment reporting process. Contact: Tom Stipes; Address:
1954 Airport Rd., Ste. 207, Atlanta, GA 30341; Phone: 678-
720-0700; Fax: 678-720-0704; Email: sales@sponsorship-
pro.com; Website: www.sponsorshippro.com.

TICKETING/WRISTBANDS
ADMIT ONE PRODUCTS - Order stock and custom tick-
ets/wristbands online, see proofs instantly, receive your tick-
ets 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@admitoneprod-
ucts.com; Website: www.admitoneproducts.com.

CLICKNPRINT TICKETS BY EXTREMETIX -
ClicknPrint Tickets ™ is the portable, turnkey, eticketing
solution for festivals, featuring up no-front cost, quick set-
up; instant “print-your-own” ticket delivery, secure bar
codes, and live customer service. Address: 13111
Northwest Freeway #520, Houston, TX 77040; Phone:
800-370-2364; Fax: 832-251-0877; Website: www.clickn-
print.com.



Do You Anticipate that,
Economically, 2006 will be: 
Better than 2005.................................................54%
Same as 2005 .....................................................16%
Tougher than 2005............................................24%
Most Challenging Year Ever ...........................6%

Source: IFEA On-Line Survey

TRENDS-AT-A-GLANCE

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

PRICE CHOPPER WRISTBANDS - We Chop A Slice Off Every Price! Guaranteed to
beat your present price for Tyvek and Vinyl Wristbands. The widest range of stock
designs and colors in both 1/2 and 1 inch widths, with over 200 choices of stock
bands for same day shipment. Fastest custom printing. Address: 6958 Venture Circle,
Orlando, FL 32807-5370; Phone: 888-695-6220; Fax: 470-679-3383; Email:
info@pchopper.com; Website: www.pchopper.com
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Parting Shot

Like Water Drum and Dance group perform for children in the Children’s Activity Tent in the
Midway area during the Muskegon Summer Celebration 2005 in Muskegon, Michigan.
Like Water Drum and Dance group perform for children in the Children’s Activity Tent in the
Midway area during the Muskegon Summer Celebration 2005 in Muskegon, Michigan. P
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