




If you’re in the amusement, leisure or entertainment

industries, the professionals at Allied Specialty Insurance

can help keep you safe in today’s business environment.

We’ll carefully analyze your needs, and tailor a program

designed to help you stay on solid financial ground by

providing just the right mix of insurance coverage you

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

as our dedicated partner, Allied will always have a stable

market in which to place your coverage, even in the most

uncertain of economic times. 

Because at Allied, we take your business personally.

We take it personally.

Rick D’Aprile
President

Allied Specialty Insurance
Committed to the Leisure, Entertainment and Amusement Industries.

727.367.6900  • 800.237.3355 • Fax 727.367.1407 • www.alliedspecialty.com • e-mail: info@alliedspecialty.com

Stop by and visit us 
at the IAAPA Show 

at Booth #7243, 
or at the 

IAFE Convention at 
Booths #923, 925 and 927.
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steve schmader
Letter From The President

Part of the IFEA’s role as the profession-
al association for our industry is to serve 
in the role of advocate, working with the 
media, government entities, and others 
interested in or affected by our industry, 
to help them better understand both our 
opportunities and challenges, and to 
provide them with information that will 
present our business and our members in 
both a positive and realistic light. 

Requests for information come from 
a wide variety of media sources, ranging 
from local press in a specifi c market cov-
ering a specifi c event, to national and in-
ternational media such as the Wall Street 
Journal, the New York Times, Forbes Mag-
azine, CNN, Fodor’s Travel Guides, IEG, 
Event Marketer, USA Today, or Chinese 
national television. Government entities 
such as the European Parliament, the 
Australian Minister for Tourism, Sport, 
and Recreation, the Chinese Ministries of 
Culture and Commerce, the U.S. Depart-
ment of Labor, and Canada’s National 
Capital Commission use the IFEA to gain 
insights into our fi eld. Travel organiza-
tions such as TRIPinfo.com, the Southeast 
Tourism Society, the Singapore Tourism 
Board, the American Bus Association, 
U.S. State Departments of Tourism, the 
International Association of Convention 
& Visitors Bureaus and the Travel Industry 
of America look to the IFEA as the indus-
try resource when presenting information 
about festivals and events to their own 
audiences. And schools, institutions of 
higher learning, allied industry associa-
tions and organizations, and even the 
legal profession often look to the IFEA as 
the authority on our fi eld when creating 
curriculum, considering research projects, 
building programming or even prosecut-
ing/defending a case or considering new 
laws and standards that may effect those 
in our industry.

We enjoy this important role and 
always work to provide accurate infor-
mation that presents the most positive 
image of our industry and each of your 
individual events and /or organizations. 
We just completed a general industry 

survey and our 2006 IFEA Compen-
sation & Benefi ts Survey that many 
of you participated in. As we look to 
the future we will be doing regular 
surveys and research that will allow us 
to continue collecting and presenting a 
clear and accurate picture of our common 
industry and the enormous value that it 
provides to both local communities and 
the world as a whole. When and as we do 
so, I encourage and thank you for your 
support in responding to those requests. 
While even a short survey may seem like 
an imposition on your busy schedule, 
the combined results will provide useful 
insights and information that will benefi t 
us all in many direct and indirect ways.

I also encourage you to send us your 
thoughts and ideas for information that 
would be benefi cial to your own special-
ized needs so that we might plan to in-
clude that in future surveys and to contact 
us if you need support for any issues that 
you might be dealing with in your own 
local market. If we don’t have the informa-
tion you need currently, we will work with 
you to fi nd other resources or to create 
new resources as we move forward. 

We just completed an annual up-
date/overview of the Festivals and Events 
fi eld that we do each year for the Travel 
Industry of America. This information 
will appear in their annual “Power of 
Tourism” publication and we appreciate 
the partnership that they have afforded 
us. For those who may not receive that 
publication directly, we share some of 
that information with you below. 

I hope that this issue of “ie” fi nds every-
one entering the last quarter of the 2006 
calendar year with many successes behind 
them and even greater successes ahead.

2007 TRAVEL INDUSTRY 
OF AMERICA UPDATE

Festivals and Special Events
The Festivals and Events Industry 

continues to see unprecedented change 
and growth in the United States as well 
as globally. Extrapolating from new and 

increased survey responses, industry rep-
resentatives estimate that there are now 
probably 4 to 5 million annually reoccur-
ring worldwide events large enough to re-
quire some level of city services support, 
such as police, fi re, parks, trash, street 
closures, etc. Of these, North America 
plays host to nearly half of those. 

With a broad spectrum that includes 
community celebrations, parades, air 
shows, fairs, carnivals, sporting events, 
arts & crafts shows, corporate events, fi lm 
festivals, fi reworks shows, ethnic celebra-
tions, holiday events, historical commem-
orations, hot-air balloon rallies, music 
events and concerts, rodeos, First Nights, 
Farmer’s Markets, water-oriented events, 
food events, car shows, fl ower shows, and 
more, this unique industry is responsible 
for providing the “calling cards”, brand 
images and tourism draws for cities and 
communities across the country and 
around the globe. 

While diffi cult to assess an abso-
lute economic impact for the industry, 
with an average direct event budget of 
$250,000 to $500,000 per event (not 
counting any sponsor expenditures or 
attendee expenditures such as travel, 
lodging or on-site purchases) and an 
estimated average attendance (per event) 
of 100,000 to 500,000 attendees, simple 
mathematics provide a staggering picture 
of the power and outreach of this impor-
tant industry that touches virtually every 
life on the planet, several times over, by 
defi nition of sheer numbers. 

The growth of this industry has resulted 
in the growth of academic training as 
well. According to Temple University, 
there are now over 300 institutions of 

The Important Role of 
Industry Advocate

Continued on page 10
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higher learning offering courses, certifi cates or degrees in 
events education worldwide.

Sponsors have also recognized and refocused on the 
ability of this unique market to reach large numbers of at-
tendees at the high-quality “lifestyle level”, where the now 
heavily diluted advertising market often struggles, spend-
ing an estimated $13.4 billion dollars on festival and event 
sponsorship and marketing in 2006, according to DDB 
Public Relations, with an anticipated growth of 10% per 
year in the years ahead. 

Overall, 59% of festivals and events have reported 
increased attendances since the last TIA report, with 12% 
unchanged and 29% reporting a decrease in attendance, 
with some of those affected by weather or other non-con-
trollable circumstances. Festivals and events in the Gulf 
Region rebounded well after Hurricane Katrina in 2005, 
most notably recognized through the resurgence of Mardi 
Gras and the New Orleans Jazz & Heritage Festival. Even 
while these events were not at 100% of their previous scope, 
support for them certainly exceeded that. As with other 
historical occurrences that have changed our world without 
notice, festivals and events are often the cohesive element 
that bonds communities and people together as they work 
their way through the challenges.

Economic infl uences of the past several years have started 
to loosen a bit, but gas prices, new and/or anticipated travel 
documentation and security requirements, and performance 
of the U.S. dollar against foreign currencies have all had 
their own impact on selected attendees and, probably more 
so, supply chain vendors. The increased event insurance 
costs that impacted the industry following 9/11 have leveled 
off and in some cases subsided a little, but still add to the 
overall bottom-line challenges faced by events. The avail-
ability (or lack thereof) of affordable top-name entertain-
ment currently traveling and the subsequent increased 
pricing by second-tier performers has made for additional 
challenges, especially for those events focused primarily on 
or heavily dependent on that entertainment. 

With regard to audiences, festivals and events seem to 
be facing more competition from a lack of time in people’s 
lives, coupled with a plethora of choices, than with fi nan-
cial/admission concerns. The industry is working to ensure 
that their events are designed to reach the new and chang-
ing demographics of their communities, while holding 
on to the audiences that have built the foundations that 
they were created upon. The changing demands/interests 
of attendees and the immediacy of the technology that is a 
growing part of the world around them has changed how 
events operate, plan, market and evaluate themselves. 

And like most industries, festivals and events have started 
to recognize and embrace the power of globalization, which 
will be evident in the years ahead as seen through expanded 
marketing efforts, entertainment options, service provision 
and professional/creative efforts.

Source: International Festivals & Events Association, www.ifea.com

Continued from page 6

You’ll find wonderful characters we all know and 
love– from favorite cartoons to dinosaurs, from stars to 
the earth to the moon. For over 15 years we’ve been 
providing quality balloons and outstanding customer 

service. Call today for prices and reservations.

1801 Diamond St.
San Marcos, CA 92078
Fax: 760-761-4290
info@bigeventsonline.com   

Dr. Seuss properties TM & © Dr. Seuss Enterprises, L.P.  All Rights Reserved. Thomas the Tank Engine 
& Friends © 2002 Gullane (Thomas) Limited.  A HIT Entertainment Company. ©2005 King Features 
Syndicate, Inc./Fleischer Studios, Inc. TM Hearst Holdings, Inc./Fleischer Studios, Inc. ©2006 Big Events, Inc.

760-761-0909

Big Events, Inc.

bigeventsonline.com

Big Events has a Huge 
Inventory of Quality Balloons

Cold-air and helium for parades, half-time 
shows, festivals and grand openings.
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Want to Reward
Your Best Customers?

Give the Gift that
Keeps on Giving

Help your customers produce the holiday spirit year round.

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

“The Premiere Association Supporting Festival
& Event Professionals Worldwide”

To purchase a gift membership contact Beth Petersen, Director of
Member Services at beth@ifea.com or 208-433-0950 ext. 1





14 INTERNATIONAL EVENTS 2006

 Years in the business:
3

Degree:
B.A. - French, Minor in Business
Administration

Other Experiences:
I have volunteered for other non-profi t
organizations. I am a founding member
and currently serve as the Chair of the 
Marketing Crew for Tulsa’s Young
Professionals (TYPros). TYPos is an
organization whose mission is to
attract and retain young professionals
to the Tulsa metro area.

Family:
Married

Last book read: 
My Life in France by Julia Child

Last business book read: 
Creating a Vibrant City Center 
by Cy Paumier

Heather Pingry
Director of Promotions &
Communications
Downtown Tulsa Unlimited
321 S. Boston Ave., Suite 101
Tulsa, OK 74103
918-583-2617
hpingry@tulsadowntown.org
www.tulsadowntown.org

Facts on File

Heather Pingry

People

In Conversation

Heather Pingry is the Director of Promotions & Communications for Down-
town Tulsa Unlimited (DTU) a private, non-profi t membership association 
concerned with the growth and development of downtown Tulsa. Working with 
both the public and private sectors, DTU provides leadership in studying issues 
that affect downtown, offering solutions and implementing programs which 
assure the vitality and growth of the central core.

Dedicated to the fulfi llment of downtown Tulsa’s potential, DTU provides the 
vehicle through which to further economic development, retail, urban design 
and planning, downtown management, civic leadership, festivals and promo-
tions, action and advocacy.

 How did you get into events?
I was blessed with an excellent mentor whose position I eventually fi lled 

after her retirement. I served as the assistant for promotions and communica-
tions for Downtown Tulsa Unlimited for three years before being promoted 
to the position of director. I was very interested in events from the beginning 
and I wanted to learn every aspect involved in planning and producing an 
event. Working for someone who took me under her wing in order to teach 
me the business of events was very rewarding. Immediately after she an-
nounced her retirement, I was offered the job. 

What has been your biggest professional challenge?
My biggest challenge has been working for a non-profi t organization. There 

are defi nitely more benefi ts than negatives associated with working for a non-
profi t. However the biggest obstacle is fi nding enough funding as costs rise 
for promotions and events. Especially for new events that don’t have a proven 
track record. We are fortunate however to have a loyal base of sponsors that 
continue their support year after year. 

What do you do to relax? 
Nothing works better at getting my mind off of things than spending qual-

ity time with family and friends. My husband and I enjoy many hobbies to-
gether including skiing, bicycling and cooking. One of my favorite things is to 
create or recreate recipes and then seeing others take pleasure in my creation.

What’s the best advice you’ve ever received? 
The best words of advise I have ever received were from my father. He told 

me to not judge myself by others accomplishments, but to work hard and 
simply do the best possible job I could do by giving 100%.

Personal Philosophy
Do the best job you can, while treating others as you would expect to be 

treated. I strongly believe that a person should be involved and can make a 
difference. I believe in making my community a better place. I feel that action 
must be taken in order to achieve greatness. 
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 Attendance:
10,000

Budget:
$25,000

Annual duration:
1 day

Number and type of events:
1 Parade

Number of volunteers: 
50

Number of staff: 
2

When established: 
1936

Major revenue sources by percent: 
Sponsorship ................................................. 100%

Major expenses by percent: 
Balloons, Floats, etc. .....................................56%
Security ............................................................18%
Poster - Artwork Printing ................................ 9%
Misc. ................................................................... 6%
Toilets ................................................................. 4%
Space Rental .................................................... 2%
Radios ................................................................ 2%
Trophies ............................................................. 1%
Photography...................................................... 1%
Golf Carts .......................................................... 1%

Type of governance: 
6 Member Board of Directors

Contact information:
Heather Pingry
Downtown Tulsa Unlimited
321 S. Boston Ave., Suite 101
Tulsa, OK 74103
Phone: 918-583-2617
Fax: 918-587-7721
Email: hpingry@tulsadowntown,org
Website: www.tulsadowntown.org

PSO Christmas Parade of 
Lights, Tulsa, Oklahoma

Industry Perspective 

Brief History: The Tulsa Christmas Parade is celebrating it’s 71st year. The 
parade became the PSO (Public Service Company of Oklahoma) Christmas Pa-
rade of Lights in 1990. The parade is produced by Downtown Tulsa Unlimited, 
with the help of KTUL News Channel 8 and the Tulsa Jaycees. The parade has 
been fortunate to have exceptional celebrity grand marshals in the past includ-
ing Olympic Medalist Shannon Miller, 1996 Miss America Shauntel Smith, and 
NASA astronaut John Herrington.

Other Interesting Details: The night time parade is one of the largest 
attended parades in the State of Oklahoma with over 10,000 on-street viewers 
and over 100,000 television viewers. Our parade features beautifully designed 
fl oats, both professionally made and those made by volunteers. The PSO 
Christmas Parade of Lights also features several giant helium balloons, similar 
to those found in the Macy*s Thanksgiving Day Parade.

THE DYNAMIC TICKETING SOLUTION



ADVANCE SALES EVENT

• No Up Front Costs... Nothing To Buy
• Secure Bar-Coded Tickets
• Up & Running In Days... Not Weeks!

800-370-2364
info@extremetix.com • www.clicknprint.com

Choose The Sales Options Your Event Needs

1 2 3 4

THE DYNAMIC TICKETING SOLUTIONTHE DYNAMIC TICKETING SOLUTION

Internet
• Visitors Print Their 

Own Tickets

• No Printing Costs

• No Mailing Costs

• No Will Call

• Visitor 
Demographics

Phone Orders
• Your Phone No. or 

Ours
(877-77-Click)

• Our Staff or Yours

• Deliver via fax,
e-mail or US Mail

• No Will Call

Easy Outlets
• Any Shop with 

Internet  PC & 
Printer

• Multi-Outlet 
Sponsorship   
Opportunities

• No special staffing

• No “Reconciling”

At the Gate
• Quick Sale  

Process

• Rapid Training

• Easy Accounting

• Reports 24/7

• SelfTix (Kiosks)
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 Attendance:
4,500

Budget:
$60,000

Annual duration:
3 Days

Number and type of events:
1 Race

Number of volunteers: 
150

Number of staff: 
150

When established: 
2005

Major revenue sources by percent: 
Entry fees .........................................................90%
Sponsorship ....................................................10%

Major expenses by percent: 
Advertising ......................................................30%
Equipment rental ............................................20%
Food/shirts for volunteers ............................10%
Printing .............................................................10%
Food for participants .....................................10%
Commemoratives ...........................................10%
Shipping/postage ..........................................10%

Type of governance: 
501(c)3
13 Member Board of Directors

Contact information:
Kirk Lohse
Texarkana College/Bulldog 100
Mini NASCAR Race
2500 N. Robinson Rd.
Texarkana, TX 75599
Phone: 903-832-5565
Fax: 903-832-5030
Email: klohse@texarkanacollege.edu
Website: www.bulldog100.org

Texarkana College/Bulldog 
100 Mini NASCAR Race

Industry Perspective 

Brief History: The BullDog 100 was conceived in 2003, when Texarkana 
College and the Texarkana College Foundation established the Rising Star Schol-
arship Program-a revolutionary scholarship fund that pays full tuition and fees 
for two years to incoming freshmen students from anywhere in the world. 

Such a radically new and different scholarship approach, deserved a radically 
new and different fund raiser. Adding to the challenge was a mandate from the 
President’s offi ce that he didn’t want another golf tournament, Las Vegas night, 
or any variations on the theme of the other fund raisers being held in our area. 
He wanted something new and completely different. 

As I mulled ideas over in my head, it occurred to me while grocery shop-
ping one day that virtually every item on the shelf was an “offi cial” product 
of NASCAR. 

That’s when the idea came to me, to hold a race with NASCAR styled go-karts. 
We worked on the idea for about 18 months and held our fi rst race in June, 2005. 

Other Interesting Details: The Bulldog 100 has proven so popular 
that it has sold out in each of its fi rst two years. With an incredible 80 cars 
scheduled to compete in the 2007 race, the event is poised to reach $100,000 
in proceeds for our scholarship fund in just its third year of existence. 

In 2006, we were honored to have representatives from MANCO Power 
Sports, (the go-karts’ manufacturer) in Texarkana to see our event fi rst hand. 
They were extremely impressed with what they saw and not only do we have 
the largest event of its type in the country, MANCO is designing a special new 
kart, to help us grow and develop our event! 

Adding the fun and excitement of NASCAR styled racing to helping working 
class families pay for college is a winning combination for Texarkana College 
that is taking the checkered fl ag going away! 
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The Value of 
IFEA ASSOCIATION PARTNER



Partnerships
IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider
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Q What a privilege to bring to you, 
my professional colleagues, one of 
the ‘best of the best’ in our profes-

sion, Peter Legge, :MA, CSP, CPAE Speaker 
Hall of Fame, to share his awesome ex-
perience as an international ambassador, 
entrepreneur, publisher, speaker, author 
and member of NSA and CAPS. 

Share with us a brief summary of your 
tenure as a professional speaker and the 
specifi c international platform presence 
you have enjoyed. 

A My career as a professional speaker 
is now in its 20th year. While the 
majority of my speaking is in 

Canada and the United States of America, 
I have had the privilege of speaking in the 
United Kingdom, Austria, Israel, Korea, 
Hong Kong, Bangkok, Mexico, New Zea-
land and Australia. 

I was hired by Canadian organizations 
for the Asian countries and, therefore, 
any cultural tips that I have might not be 
applicable to these presentations. 

Q Wow-impressive, Peter! Now, 
what makes those presentations 
really work? What are the keys, the 

non-negotiables that we can creatively ap-
ply to our opportunities internationally? 

A My own experience is that I truly 
believe I have personally benefi ted 
from the travel to these rather 

exotic locations, perhaps even more so 
than my audiences have. To be able to see 
the sights and experience the culture of 

different lands is without question rich 
and rewarding in itself. 

If an international opportunity arises, it 
is in the best interest of the speaker to ac-
cept that engagement, simply because of 
what the speaker will learn and broaden 
his or her horizon. There really are no 
negatives to this kind of experience. 

Q So much practical refl ection and 
advice, Peter. What about the 
‘never/nevers’ of international 

platform presentations?
 

A You must be extremely cautious 
when using humor and any North 
American colloquialism, as it 

seldom crosses borders with the same 
impact. If you haven’t checked out your 
humor stories with one or two locals 
and get their approval, it is best to avoid 
humor altogether. 

Q Are there any specifi c cultural tips 
that would cap off the sensitivity 
factor that is so very important 

when traveling and speaking? 

A In the spring of 2004, when I was 
speaking in New Zealand and 
Australia on leadership, motiva-

tion and success, I was not aware of the 
expression “Tall Poppy Syndrome.” I had 
not presented my success stories with 
humility and sensitivity. People in that 
part of the world generally get chopped 
down and are seldom praised for their 
successes, and they call it the “Tall Poppy 

Syndrome.” In Australia, I learned very 
quickly that while they like the American 
way of life, they do not like to be com-
pared to Americans. 

Q Very practically, can you offer 
any ideas on customization
internationally? 

A Certainly research to the specifi c 
customs that various countries 
subscribe is essential. It can be as 

simple as knowing to put out two hands 
when offering your business cards to 
someone from Japan. My experience has 
been that your wardrobe should be very 
smart, yet conservative. When you use 
your North American stories, attempt to 
draw comparisons to similar companies 
in that country. This can be expressed 
with phrases such as, “My experience has 
shown me …“ 

Q Great information Peter! Is there 
an example, an experience or an 
‘I will never forget’ presentation 

that you would like to share? 

A Speaking in Wales at the beginning 
of my career, I had decided to use 
stories on kids (to illustrate various 

points). I hadn’t checked the name of 
the town I was in and at the break I was 

Interview With 

Peter Legge, MA, CSP, CPAE 
Speaker Hall of Fame 

Submitted By Naomi Rhode, CSP, CPAE Speaker Hall of Fame and president-elect, International Federation of Professional Speakers

Continued on page 64

As published in: Professional Speakers Magazine, June 2005
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Budget: Under $250,000 
Gold - City of San Jose - San Jose Holiday Parade - San Jose – CA - U.S.A.

Silver - Pigeon Forge Offi ce of Special Events - Springtime Dolly Parton Parade - 
Pigeon Forge – TN - U.S.A.

Bronze - Decatur Arts Alliance, Inc - Decatur Arts Festival – Decatur – GA - U.S.A.
 

Budget: $250,000 - $749,999 
Gold - Borderfest Association - Borderfest 2006 “A Salute to Carnaval” 

Proudly Presented by Kraft – Hidalgo – TX - U.S.A.
Silver - Irish Festivals Inc. - Milwaukee Irish Fest – Milwaukee – WI - U.S.A.

Bronze - Uwe Bergmann Agentur - Opern Film Festival – Hamburg – Germany
 

Budget: $750,000 - $1.5 Million 
Gold - Sentosa Resort - Sentosa Flowers 2006 – Sentosa - Singapore

Silver - National Capital Commission - Sound & Light Show on Parliament Hill 
– Ottawa – ON - Canada

Bronze - Downtown Events Group - Des Moines Arts Festival - Des Moines - IA - U.S.A.
 

Budget: Over $1.5 million
Gold - Greeley Independence Stampede - Greeley Stampede – Greeley – CO - U.S.A.

Silver - Kentucky Derby Festival – Louisville – KY - U.S.A.
Bronze - Memphis in May International Festival, Inc. - Memphis in May – 

Memphis – TN - U.S.A.
 

View the complete list of 2006 IFEA/Haas & Wilkerson Pinnacle Award Winners on the IFEA Website.
 

MARK YOUR CALENDARS FOR THE 2007 IFEA/HAAS & WILKERSON 
PINNACLE AWARDS ENTRY DEADLINE

Friday, June 29th, 2007 
(With Late Entry Fee Deadline: Friday, July 20th, 2007)

Proud to insure excellence in the festivals & events industry
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Do the acronyms “OTOH”, “IMHO”, “FWIW”, “OIC” 
or “ROFL” mean anything to you?

In the world of text messaging and e-mail, they mean 
a lot. “On the other hand”, “In my humble opinion”, 
“For what it’s worth”, “Oh, I see” and “Rolling 
on the fl oor laughing” to be exact. These are 
just 5 of the top 25 abbreviations used by 
today’s teenagers and young adults.

This is the world of Generation Y. They 
are all about fast checkout, self-check-
out, quick and convenient shopping, 
dining and entertainment. Everything in 
their life has been created just for them 
including their own language in which 
they e-mail, text message, instant mes-
sage and even speak.

That said, it might be time to change 
our perceptions and our approach to 
teens and twenty-somethings. We may 
not be as far apart as we think. Though 
they do not know 8 track tapes, record 
albums and rotary phones – none of us 

could live without ATM’s, cell phones, the 
internet, quick-service restaurants, 24-hour 

shopping & airline reservations, $4.00 cof-
fees or even bottled water.

Teens & 20’s
by Ted Baroody
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A young audience can be diffi cult 
to know how to reach, plan for and 

attract to our events. But, they are worth 
acknowledging… Microsoft.com Small 

Business reported, “They average $100 a 
week in disposable income, spending a stun-
ning $150 billion a year. And they infl uence 

another $50 billion in family purchases, bumping 
the total to $200 billion”. These numbers sure 
have the attention of many websites, clothing 
companies, hygiene products and of course the 
food & beverage industry which should interest 
us all for the sponsorship potential.

I describe this audience as fast, edgy, hip and 
informed. They are cause related, family-ori-
ented and they are interactive. This sounds like 
a perfect fi t for one of our target audiences. 

Research shows some unexpected trends 
taking place throughout this new millennium 
among youth in the United States.

• Violent crime by 12 to 17-year-olds is down 
by over 50 percent from its 1992-1993 peak 
(US Bureau of Justice Statistics).

• Despite media reports of casual sex “hook-
ups” among college students, the late 1990s 
saw overall teen sexual activity decline and 
virginity rise (Centers for Disease Control & 
Prevention, US). 

• Smoking, drinking and drug use 
among 8th, 10th and 12th graders 
fell simultaneously in 2002 for the 
fi rst time (University of Michigan’s 
Institute for Social Research). 

•  More than 90% of teens now 
 say they ‘get along’ with their 

parents. One survey found 
82% of teens reporting ‘no 

problems’ with any family 

member versus just 48% who said that back in 1974, 
when parents and teens were far more likely to argue 
over basic values (Howe & Strauss, 2005).

• Today’s kids are more apt to trust parents (86 
percent), teachers (86 percent) and the police (83 
percent) than music celebrities and athletes (Applied 
Research & Consulting LLC).

Additional research proved to me just how diverse 
Generation Y is compared to generations before. They 
are about one-third minorities, predominantly African 
Americans and Hispanics. They are also extremely 
tolerant. Many come from a single-parent home and 
many know someone who is gay – neither is a big deal 
to them. But do not be fooled, traditional values and 
parental approval are very important to this demo-
graphic! 

One of the most defi ning quotes I found in my 
recent research referenced conformity … “Teens seem 
to be conforming to traditional values, rules and stan-
dards. What has changed is what conformity looks like 
… honor students have green hair and college virgins 
have four tattoos… appearances can be deceiving.” 
(Trask, 2005)

Sadly this generation has been scared with some 
horrifi c events. “Every generation is shaped by cultural 
and political events of its time. This group has grown up on 
rather nasty and transforming national traumas,” as noted 
in American Demographics. “That list includes the O.J. and 
Monica scandals, the 1999 Columbine school shootings and 
a presidential election that failed to pick a winner.” All of 
this took place before September 11th and the war on 
terror. Though research shows positive trends for a gen-
eration of understanding, educated and family-oriented 
young adults, the negative world they are surrounded 
by in the news will surely test their desire to be positive 
and productive adults.

At Festevents, we have added specifi c programming 
elements that target teenagers and twenty-somethings. 
Music is the easiest and most obvious choice to reach 
this audience. This has been successful, but does 
require a couple of footnotes. First, we have always 
remained “parent-approved”. We continue to talk about 
ideas to accommodate parents such as those that are 
dropping off teens not old enough to drive themselves 
to the event. Also, very deliberate decisions are made 
on which media partners will be utilized to promote 
such young programming.

We continue to evolve with technology. These same 
gated concerts hosted a promotion for our title sponsor 
in which the guests could show their Cingular Wireless 
cell phone for free admission. At a recent free festival, a 
large LED video wall broadcasting the band’s perfor-
mance, displayed a text “crawl” in which the audience 
could text message the screen. After years of discussion, 
Cingular Wireless now text messages calendars and 

updates to the phones of our guests interested in 
having the inside scoop on our events.

We have also focused on traditional family 
programming. Yesterday’s water ski shows are 

now wakeboarding competitions. Closed-
down streets that once staged static displays 

are now real-life, high-fl ying, stunt stages for 
freestyle motocross demonstrations. The 

well-known teen icon network, MTV, cel-
ebrated its 25th anniversary this year yet 
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did not want to make a big deal of the birth 
day as they did not want to be perceived as 
“old”. We too are conscious of keeping annual 
traditions fresh. Tall sailing ships that visit 
our waterfront each year can be youth-friendly 
by matching them with the pop culture trends 
that have made pirates and pirate ships popular of 
amongst our youth.

One good idea that is often over-looked with this 
demographic, but done with others, is to host a teen 
advisory group. Not only can this group keep you hip and 
up to date, but they can act as our message carriers. Word of 
mouth from one of their own is still the best way to sell our 
ideas and our events.

Similar strategies and promotions can be used for both 
boys and girls, but keep in mind they use similar tools, such 
as cell phones and the internet, for different reasons. “Guys 
use mobile phones to get extra information, to be smarter than 
everyone else and to express their opinions. Guys like to have 
themselves heard,” said Robert Weiss, the head of entertain-
ment for Fuse, which tries to tap into this trait. “Women use 
technology as communication. They are text messaging more. 
There is a chatter there that is not there among guys.”

Just as these teen and young adults turn to the internet 
for information, so can we. There are some great examples 
of advertising, promotions and games on-line. Myspace.
com and Seventeen Magazine hosted a “guest editor” contest 
on-line. Many brands such as Jeep® have “make your own 
video” contests. The best example of seeing how technically 
savvy this audience has become is to visit the website www.
youtube.com. This is a site that hosts homemade videos 
– many fi lmed by cell phones and small cameras and almost 
all created by young people. The site is interesting through-
out, but what makes the website so interesting is the ability 
to search for our events. Type in one of your events … you 
will be surprised how many video clips from your event have 
been recorded, edited and even created into mini-documen-
taries with graphics, commentary and music backgrounds.

There are so many hip and interactive brands now in the 
world that are perceived as such by this generation. We can 
share in their equity and receive a few sponsorship dollars 
while doing so. These brands will not only lend us cred-
ibility, and possibly even a database of potential new guests, 
they will help pay for these programming elements. Here 
in Norfolk, Virginia, the energy drink SoBe sponsored the 
aforementioned motocross show. Many of these brands even 
have their own touring bands, athletes and stunt shows.

Generation Y is an audience that needs us as much as we 
need them. We can always use the sponsorship dollars they 
attract and they need a place to come together that is not a 
chat-room. It is important to note that the leading edge of 
this generation has already graduated from college and will 
be, if not already, attending our events as young parents. 
The lines of music, sports, and entertainment are so blurred 
today, that even my six-year old niece and I can listen to the 
same music. One of my favorite modern rock songs is the 
title track of her favorite animated movie. Our events can 
be the place for all of these types of programming elements, 
and the many demographics that make up a family, to come 
together as one. We also owe it to the younger generations 
to offer them an environment without terror, a hip place to 
spend time with their friends & family and a sense of com-
munity that is not just about an electronic device.

BFN … CUL!
(Bye For Now … See You Later)

Ted Baroody, Director of Develop-
ment, Norfolk Festevents, Ltd.
120 West Main Street, Norfolk, Vir-
ginia 23510

Norfolk Festevents, Ltd. is a private 
not-for-profi t organization dedicated 
to producing premier concerts, 
festivals, ship visits and special 
events for residents and guests of 
Hampton Roads on behalf of the 
City of Norfolk. Celebrating its 
24th season, Norfolk Festevents 
is the offi cial event marketing 
and production agency for the 
City of Norfolk.

Reminders 
when targeting 
teens:

1. Humor is a key element in 
communicating with teens

2. They love things that are free

3. Don’t Talk Down to them

4. Be Genuine

5. Reach out to them in their environ-
ments – such as skateboard parks 
and malls

6. They like to interact through tech-
nology and through contests

7. They are informed – remember they 
have never known a world without 
the internet
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Accommodating
    People with
  Disabilities:

A Key to Success
There is one essential 

aspect to every event’s 
Access Program for 

 people with disabilities 
   that, if not in 
place, will just 

about nullify all 
other efforts: 

TRAINING.

by Laura Grunfeld, MS



30 INTERNATIONAL EVENTS 2006

HANNAH’S EXPERIENCE

“I kept my cool, but it was really quite 
frustrating.” 

Before deciding to attend a program 
at a highly-acclaimed cultural venue 
(known for its fi ne classical music pre-
sented in a beautiful outdoor setting) 
Hannah had read the Access Program 
brochure. She had even called ahead to 
confi rm that she would be able to get an 
assistive listening device simply by asking 
one of the ushers.

Luckily, she arrived half an hour early.
She and her companion found their 

seats, and then Hannah went in search 
of an usher. The fi rst one she found said, 
“What is an assistive listening device? 
You had better ask him, he’s been here 
longer.” The second usher said, “Oh, do 
we have those? Ask the head usher. She is 
usually over by that post, so wait there for 
her to return.”

Hannah waited. Then she waited some 
more. She was beginning to feel anxious.

Hannah asked yet another usher who 
suggested that she check at the gate where 
she had entered. The ticket attendant 
there did not know either, but he had a 
radio and checked with his supervisor. He 
directed Hannah to another gate where 
a friendly staff person fi nally presented 
her with an assistive listening device. She 
made it back to her seat just as the perfor-
mance began.

A Simple Solution
With proper training, the fi rst usher 

with whom Hannah spoke would have 
known what an assistive listening device 
was, and would have been able to get it to 
her quickly.

Training is a critical part of any Access 
Program. Without a properly trained 
staff, it almost does not matter what 
services you provide. If your staff does not 
know what your services are or how to 
direct a patron who has questions about 
the Access Program, the patron may un-
necessarily miss out.

Resources invested in an Access Program 
go to waste if no one uses the services.

“WE ARE ALREADY 
ACCESSIBLE”

I performed an access assessment for 
a small festival held on a large expanse 
of fl at lawn. “I think we’re accessible but 
have a look and see what you can fi nd,” 
said the producer. As I approached the 
event for the fi rst time, I watched for signs 
to the accessible parking area. There were 
none, even though, after asking several 
parking attendants, I fi nally learned that 
there was accessible parking very close to 
the entrance. Yes, they had the parking, 

but many of the staff directing traffi c 
didn’t know where it was. 

My next step, literally, was to enter 
the festival. It was just one step up the 
curb to this fl at lawn. For many people 
in wheelchairs this step may as well be 
a mountain. I asked the producer about 
the entrance. He said, “We train the ticket 
takers to walk out to the person in the 
wheelchair, exchange their ticket for the 
wristband, and then direct them over 
there, to the side entrance.”

I spent about 15 minutes observing the 
entrance and later talked with patrons 
about their experience. Several people had 
waited, unnoticed, by the curb, feeling 
confused, unsure, and unwelcome. The 
side entrance was a rough ride over dirt 
and gravel, with an incline and side slope; 
it was just barely manageable for some 
people. One person entered through a 
back way – not even realizing that he was 
“sneaking” in, just looking for an acces-
sible entrance. I spoke with someone who 
was fi lling-in at the gate while the regular 
staff was on break. She didn’t even know 
that she was supposed to be watching for 
people using wheelchairs.

Two Problems
First, the producer would have benefi ted 

from Access Awareness training, to become 
aware of best practices. He did not know 
how important it is for the main entrance 
to be accessible (front door entrance is 
considered very important). Access Aware-
ness training would have helped him to 
realize that a route that looks manageable 
to a person who is walking, can, in many 
instances, be very diffi cult for a person 
with a mobility disability. 

Second, the event staff, those parking 
traffi c as well as those at the gate, were 
not adequately trained.

DEPARTMENT OF JUSTICE

I worked with a festival in the process 
of negotiating an agreement with the 
Department of Justice (DOJ) regarding 
accessibility. When an inspector from the 
DOJ attended the event, he asked random 
staff members questions about accessibility. 
“Where is your accessible parking?” “If a 
patron who is deaf comes to your medical 
tent, how do you communicate with him 
or her?” “Do you have a Braille program 
guide?” He later reported to me that he was 
very pleased, as each person was either able 
to answer his question or direct him to the 
Access Center (the information booth for 
people who have questions about services 
for people with disabilities). 

The success of this training program was 
one of the points that helped the event 
come to a satisfactory agreement with the 
DOJ. Furthermore, to ensure that the train-

ing would continue each year, the agree-
ment with the DOJ included a requirement 
that the event submit an annual report 
documenting all ADA-related training.

WHO SHOULD GET WHAT 
TRAINING

Access Awareness Training
It is a good idea for the executive level 

staff and board to participate in a com-
prehensive Access Awareness training. It 
is important for the people who make 
the fi nancial decisions to understand the 
legal and fi nancial risks involved if an 
event is not accessible to people with dis-
abilities. The training also generates more 
appreciation for what a person with a dis-
ability goes through and why particular 
changes and improvements to the Access 
Program are encouraged. When upper 
management understands the reasons 
behind a request for a budget update for 
the Access Program, it’s much more likely 
that the decision-maker will approve the 
request.

Everyone involved in event plan-
ning and management should attend 
an Access Awareness Training. “But not 
every department!” you might exclaim. 
Well, yes. I am hard-pressed to think of a 
department that is not somehow involved 
in the Access Program. For example, the 
Public Relations department will help 
publicize the fact that you have an Access 
Program. People with Disabilities, as 
well as their family and friends, may stay 
home or go elsewhere if they don’t know 
that an event is accessible. If you don’t get 
the word out, you miss many customers. 
The P.R. Department may manage the 
website. If an event’s website is designed 
so that people with disabilities can use it, 
you will open your market even more.

Sample Agenda for Access 
Awareness Training

Your executive staff, board members, 
department heads—everyone in plan-
ning, management, and decision-mak-
ing positions—should attend an Access 
Awareness Training. Ideally, anyone else 
who has the time and interest, including 
volunteers, should be welcome at this 
training. Others do things differently, 
but I like to do a half-day training, long 
enough to get into some detail. 

I include experiential learning. In 
one seminar, I had participants get into 
wheelchairs as soon as they arrived at 
the front door of the building. They then 
navigated their way to the classroom on 
their own, negotiating doors that were 
heavy, and discovering they could no 
longer take the direct route they were 
accustomed to taking on two legs. Jena, 
who took that seminar, arrived with her 
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eyes wide. “I had no idea how diffi cult it 
is to get around in a wheelchair!” 

I like to bring in a panel of experts, 
people with different disabilities, who 
are willing to talk candidly about their 
experiences and answer questions from 
the participants.

A sample agenda for an Access Aware-
ness training might look like this:

• Overview of the Americans with 
Disabilities Act

• History, statistics

• Why it is good to accommodate 
people with disabilities

• Types of disabilities

• Appropriate terminology

• Key defi nitions

• Interacting with people with 
disabilities

• Specifi c compliance issues for this 
particular event or audience 

• Ways to make accommodations 

• Opportunity to ask questions of 
people with disabilities

• Experiential learning by using mobil-
ity equipment, and devices to simulate 
vision and hearing impairments

• This organization’s Access Plan, 
policies and procedures

Event Staff Training 
Every person working the event should 

receive some information about the Ac-
cess Program. Large events may fi nd that 
it is simply impossible to meet with every 
person for a face-to-face training. In addi-
tion to the printed Access Program infor-
mation provided to the public—either in 
your existing program guide, or in its own 
Access Program brochure—you should 
have printed information for your staff. I 
develop separate training sheets for many 
different departments so that the infor-
mation that is specifi c to that department 
will be readily available. What a parking 
attendant needs to know is different from 
what a vendor needs to know, which 
is different from what a police offi cer 
needs to know, and so on. Every person 
who has any chance of interacting with 
the public, or who is working behind 
the scenes on an access-related project, 
should at least receive information about 
the program and participate in an Event 
Staff training if possible.

The Director of the clean-up crew at 
an event where I was working asked me 
to give her team an access training. For 
a moment, I was surprised, but I quickly 
recognized how important it is. Her 
team patrols the venue throughout the 
day and patrons are always asking them 
questions. They are ambassadors for the 
event. At the training, I found her crew to 
be very interested and appreciative of the 
information. Later on, during the event, a 
clean-up crew member readily shared his 
clean, plastic garbage bags with audience 
members with disabilities during a rain 
shower.

An immense benefi t is the degree to 
which participants support and buy into 
the program once they have had an in-
person training. 

I worked with an event that patrolled 
by mounted police. During their training, 
they were especially attentive and enthu-
siastic. Afterward, every time I passed a 
mounted police offi cer he or she smiled 
and waved or greeted me. Several times, 
they came to me with accessibility-related 
questions and concerns. Now that they 
knew the Access Program guidelines and 
the location of the Access Center, they felt 
a personal responsibility to the program. 

Be Job-Specifi c
Event staff training should cover 

information specifi c to a particular job 
as well as information about the Access 
Program. For instance, security guards 
search bags at the entrance and may 
come across syringes. The guard must be 
aware that some people will have medical 
reasons for bringing in a syringe, and that 
a syringe should be accompanied by a 
prescription, medication, and photo ID. 
A parking attendant does not need this 
information. The parking crew will need 
to know where the accessible parking 
spaces are and be clear about the best 
routes to that area.

The medical team, radio dispatchers, 
music production, performers, ticket-
takers, police, construction, plumbing, 
sign-makers, transportation, information 
booth volunteers, vendors—just about ev-
eryone has something to do with access. 
Even the accountant will want to know 
about the possible tax credits available for 
access-related expenses.

Sample Agenda for Event 
Staff, Job-Specifi c Training 
(Security)

Since event staff may arrive on the job 
just before, or even during, an event, 
training must be short, inspirational, and 
to the point. I usually give it 5, 10, or 15 
minutes at the most. Here is a sample 
agenda for a Security Team training:

• The organization’s commitment to 
compliance with Americans with 
Disabilities Act and accessibility

• Security team’s importance to success 
of Access Plan

• The event’s Access Program

• Information specifi c to particular posts

• Emergency procedures

• How to interact with people with 
disabilities 

• How to accommodate people 
with various types of disabilities

• Caution against jumping to 
conclusions about behavior 

• Appropriate terminology

• How to reach Access Coordinator

• Thank you for protecting and caring 
for participants

Training is critical to the success of 
your Access Program. Incorporate it in 
your planning process, and give adequate 
time and resources to make it happen.

Laura Grunfeld, is the founder and 
principal of Everyone’s Invited, an event 
accessibility consulting company. She 
developed and implemented Ac-
cess Programs for two of the largest 
festivals in the United States, the New 
Orleans Jazz & Heritage Festival and 
the Bonnaroo Music & Arts Festival, 
and she has worked with other smaller 
events. Her services include assess-
ments, program development, and 
training. See http://www.EveryonesIn-
vited.com, or email Laura@Everyone-
sInvited.com.
© Laura Grunfeld, 2006
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The Royal Canadian 
Mounted Police and 

The Musical Ride

The Maple Leaf. Breathtaking Wil-
derness. A “Mountie”. All are famil-
iar international identifi ers of our 
`True North Strong and Free’. The 
image of the red-coated Mountie in 
a broad-brimmed Stetson hat is in-
stinctively associated with Canada 
around the world. But there is more 
to the Mounties than just a roman-
tic image as the IFEA discovered 
when the Mounties played a promi-
nent role during the 51st Annual 
IFEA Convention & Expo in Ottawa, 
Ontario this September. 
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A BRIEF HISTORY
Born out of a need for a national police 

force to implement the law in Canada’s 
newly acquired western territories, the 
Royal Canadian Mounted Police (RCMP) 
has evolved into a world-renowned 
organization of more than 20,000 
people. From the beginning, the RCMP 
have served Canada and its people by 
establishing law and order in the frontier 
reaches of this vast nation. As the country 
grew in population and diversity, and its 
communities became more established, 
the Mounted Police adapted, ensuring the 
peace and security for its citizens.
Throughout its long history, horses have 
always been an important part of the Roy-
al Canadian Mounted Police. In the early 
years they were used for transportation, 
but now they create a world-renowned 
show that is a living symbol of Canada 
— the Musical Ride. Developed from a 
desire by early members to not only have 
some fun but also to display their riding 
ability and entertain the local community, 
The Musical Ride represents a colourful 
tradition and ceremony through the horse 
and the scarlet uniform known around the 
world. From coast to coast and abroad, 
The Musical Ride provides Canadians with 
the opportunity to experience part of our 
heritage and national identity.

In 1873, the stage was set for a role that 
would intimately connect the Mounted 
Police and its members with the develop-
ment of Canada as a great nation with 
the fi rst known riding display given in 
1876 and the fi rst Musical Ride perfor-
mance held at the Regina barracks in 
1887. Regular public performances of the 
Ride started in 1904 when a troop trained 
by Inspector Frank Church performed at 
the Winnipeg, Brandon, Qu’Appelle and 

Regina fairs. During the 1920s and ‘30s, 
two Musical Rides were in operation; one 
at Regina and one in Ottawa. However, in 
1966, recruit equitation was discontinued 
in the training of new members leaving 
the horse, the scarlet tunic and the lance 
of the Musical Ride among the last links 
with the RCMP’s early history. 

Today, the Musical Ride is based at the 
RCMP Rockcliffe, Ontario facility and 
is performed by a full troop of 32 riders 
and horses. All riders proudly wear the 
Red Serge, the ceremonial uniform of the 
RCMP and the horses, with their own 
special ceremonial adornments, have 
saddle blankets which bear the fused let-
ters MP (RCMP’s registered brand) in the 
Force’s regimental colours of royal blue 
and yellow. The maple leaf pattern, cre-
ated by using a metal stencil and brush-
ing across the lie of the hair with a damp 
brush, adorns each horse’s rump.

THE MUSICAL RIDE
The Musical Ride consists of the execu-

tion of a variety of intricate fi gures and 
cavalry drill choreographed to music. As 
most of the original North-West Mounted 
Police members had a British military 
background, it was inevitable that the 
series of fi gures they performed, and 
which form the basis of the Musical Ride, 
were traditional cavalry drill movements. 
Demanding utmost control, timing 
and coordination, these movements are 
formed by individual horses and riders, 
in two’s, four’s and eight’s at the trot and 
at the canter. Months of training, practice 
and many kilometres/miles around the 
riding school make horse and rider one.

One of the more familiar Musical Ride 
formations is the “Dome,” once featured 
on the back of the Canadian fi fty-dol-
lar bill. The highlight of the Musical 
Ride however is, without a doubt, the 
“CHARGE” - when lances, with their red 
and white pennons are lowered, and the 
riders and their mounts launch into the 
gallop. The March Past, performed to the 
tune of the RCMP’s Regimental March, 
concludes each performance at the same 
time traditionally saluting the guest of 
honour. The pageantry of the sleek black 
horses, their intricate dance-like steps, and 
the thrilling play of lances make the Musi-
cal Ride of the Royal Canadian Mounted 
Police an unforgettable experience.

THE HORSE AND RIDER
Bred at Remount Detachment near 

Pakenham, Ontario, horses for the RCMP 
measure 16 to 17 hands high; weigh 
between 523 kg (1150 lbs.) to 635 kg 
(1400 lbs.) and up until recently were 
3/4 to 7/8 Thoroughbred; the stallions 
being registered Thoroughbred while the 
broodmares were part Thoroughbred. In 
March 1989, Black Hannoverian brood-
mares and stallions were purchased to 
improve the horses’ bloodlines. Young 

QUICK FACTS

• Annually, the Musical Ride helps over 40 commu-
nities raise hundreds of thousands of dollars for a 
number of causes. 

• Thirty-six horses, 35 riders, a farrier, a sound techni-
cian, 3 Non-Commissioned Offi cers and an offi cer 
in charge of the Ride, travel with the Musical Ride.

• Besides the riders, 28 regular members, civilian 
members and public service employees make up 
the equitation staff.
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For More Information on book-
ing the Musical Ride for your event, 
including the requirements relating to 
stabling, feed, bedding, etc, visit www.
rcmp.ca or call the pre-tour offi ce at 
(613) 993-1351. The host is respon-
sible for paying all stabling and feed 
costs and must secure a suitable per-
formance site as well as organize the 
related logistics. The host can obtain 
local sponsorship to assist in covering 
the costs of hosting the Musical Ride, 
subject to certain conditions. A pre-
tour site inspection and meeting will be 
conducted at the cost of the RCMP.

QUICK FACTS

•  Prime Minister Sir John A. Macdonald used 
the Royal Irish Constabulary as the model for 
the RCMP. 

•  In 1903, the fi rst mounted police post north of the 
Arctic Circle was established at Fort McPherson. 

•  In 1904, King Edward VII granted the police 
force the prefi x ‘Royal’ in recognition of its 
many services to Canada and the Empire. 

•  The image of the scarlet-coated Mountie has 
been used to promote Canada abroad since 
the 1880s.

•  The NWMP provided support for the successful 
construction of the Canada Pacifi c Railway and 
the subsequent settlement of western Canada. 

•  In the 1990s, the RCMP’s role in peacekeeping 
expanded signifi cantly in countries such as Haiti, 
Namibia, Kosovo and East Timor.

horses, called remounts, begin their train-
ing at three years of age and at the age of 
six, they are able to start training for the 
Musical Ride. In addition to appearing in 
the Musical Ride, the horses must also be 
present on Parliament Hill, in parades, 
special events and have the ability to 
travel and adapt to different environ-
ments, not to mention hours of petting 
and photo-taking that the horses must 
patiently endure.

It takes a lot of hard work to become 
one of the famous riders of these magnifi -
cent horses. Members of the Ride are fi rst 
and foremost police offi cers who, after 
at least two years of active police work, 
attend a 5-week basic and a 6-month 
intermediate riding course. Members only 
stay with the Ride for three years which 
ensures an annual rotation of about 33 
percent of the riders.

THE RCMP AND THE 
MUSICAL RIDE ON TOUR 
AND AT YOUR EVENT

While seen as a public relations event, 
the Musical Ride is also an important 
policing tool used to assist RCMP detach-
ments in delivering their community 
policing messages to all spectators. In 
order to ensure that Canadians are given 
an opportunity to see the Musical Ride, 
the Ride travels to every province on a 
four-year rotational basis visiting ap-
proximately 40 venues annually during 
a 100-day tour. In 2007, the Atlantic 
Provinces and Saskatchewan are welcom-
ing performances in various communi-
ties. In 2008, the Musical Ride returns to 
locations in Ontario and Manitoba and 
fi nally in 2009, Canadians in Northern 
Ontario and British Columbia will be 
welcoming the horses and riders. In ad-
dition to these Canadian provinces, the 
Musical Ride supplements each tour with 
major events in other provinces (subject 
to logistical feasibility) and with a tour in 
the United States of America. The Musical 
Ride is also open to performing abroad 
and has performed at venues in China, 

England and Australia, to name a few. 
Every year, the Musical Ride staff 

receives requests from around the world 
for the Musical Ride to attend events. Re-
quests for the Musical Ride must be made 
in writing and submitted to the tour 

planning offi ce at least one year prior to 
the actual tour. Along with the organizing 
committee, local offi cers attend pre-tour 
meetings with the Ride to act as hosts 
and to coordinate the enormous task of 
on-site logistics.
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Hiring the right person for the 
right position can be critical to 
an organizations success. Ask-
ing effective questions during 

the interviewing process can be the single 
biggest difference between success and di-
saster. When you look at the complete cost 
of hiring the wrong person it can make you 
procrastinate hiring anyone at all. There is 
no magical one question that will tell you 
whether someone is the right or wrong 
candidate for a position but there are some 
questions that are better than others and 
can signifi cantly reduce your risk. 

Here are some great questions to ask the 
next time you are interviewing someone. All 
of these questions can help you learn more 
about a candidate and help you determine 
the probability of them succeeding in a 
given role. These questions cover the areas 
of suitability, employability, capability, com-
patibility, credibility & affordability. 

Suitability – “Tell me about yourself?” 
“So what brings you to our company?” 
These questions are designed to see to 
what degree the candidate can see the 
big picture. Is it their intent to help your 
business, continue on a career path or 
just get a job? Do they understand the 
big picture of business, industries, and 
trends? Do they understand they are only 
as valuable as the issues they resolve for 
your company? Can they talk about their 
talents and skills from a high level? Do 
they diagnose before they prescribe? How 
long do they speak about themselves 
before they ask questions about the posi-
tion and the ideal candidate? Suitability 
questions help you to see why they are in 
front of you and if from a high level there 
is a reason for the interview to continue. 

Employability – “Why are you leaving 
your current employer?” Employability 
questions surround the candidate’s value in 
the market and the need for their skills, tal-
ents and abilities. Are they a diamond in the 
rough or a “meets expectations?” Why are 
there so many jobs on their resume? Why so 
long with one employer? Why do they want 
to work for a small/large company? How 
has their performance been through the 
ebbs and fl ows of business? Ask for specifi c 
examples of their communication, leader-
ship and interpersonal skills? 

Capability – These are your strengths and 
weakness questions. What are their greatest 

achievements? If they could do anything in 
their career differently, what would it be? 
These are your resume competence ques-
tions. Latest skill developed? Biggest asset? 
Training received? Most developed skill? 
What would they be the “go to” person for? 

Compatibility – Compatibility ques-
tions include “where do you want to be 5 
years from now?” “What’s most impor-
tant to you about your next position?” 
What are your references going to say 
about you? What would your colleagues 
say are your greatest assets/liabilities? 
Why this industry? Why this position? 
Why us? Why now? How would you 
handle a boss you didn’t like? How well 
do you work alone or in a team environ-
ment? How would you go about laying 
off a group of people that worked for 
you? In this area you want to make sure 
they are compatible with the skills and 
experience needed as well as with the 
values and culture of the company. 

Credibility – Who are your references? 
Why have you chosen them? How long 
have you known them? Here you are 
looking for honesty and integrity. Ask 
for a time when they were 100% wrong 
about something and what they did about 
it? Ask for a time when they lost a client 
and how they handled it? Biggest success/
failure and what made it successful/fail? 
Although this is very hard to do we ulti-
mately in the credibility area are looking 
to see if they are who they say they are. 

Affordability – Money does matter so 
ask them where they would like to be? 
What are their money objectives for the 
next 5 years? Where would they like to be 
now? What is their income history? 

Here are some other great interviewing 
questions that will help you fi nd the 
right match. 

• How does this job match with their 
values?

• What would make this the absolute 
ideal job for them?

• What is the hardest thing they’ve ever 
had to do in their job?

• What have they learned not to do in 
business? How did they learn that?

• Do they consider themselves to be 
self-motivated? Examples? Have they 
ever been burned out? Ask them to 
explain? How did they get reenergized?

• Do they feel attitude can be taught? How 
much do they feel it can be infl uenced? 
Do they believe leaders are born or made?

• What was the culture like at their 
last company? Did that differ from the 
culture of their team? How did they 
feel about that? How important do 
they feel culture is?

• What should an organization do with 
someone who is an outstanding per-
former but not a good cultural match? 
Vice versa.

• Ask them to describe their personality?

• How do they ultimately want to be 
remembered in business? 

• We have all been on interviews and its 
not a time where most people, even 
though it should be, are at their best. 
If you have any concerns about hiring 
a candidate give them a chance to 
address it. If you guess and you were 
wrong you have wasted everyone’s time 
and potentially the right candidate. 
They have invested their time; energy 
and probably some paid time off to be 
in front of you. The least you can do is 
be straightforward with them. 

Changing jobs is a signifi cant event 
in all of our lives and interviewing can 
be one game after another. My advice is 
don’t ask trick questions or play games 
with your candidates. Each question you 
ask should be directed at fi nding the right 
candidate for the position and nothing 
more. The more direct, honest and open 
you are the more direct, honest and open 
your candidates will be and the greater 
your chances of hiring the best.

HIRING THE BEST 
INTERVIEWING QUESTIONS

by Steve McClatchy, President, Alleer Training & Consulting

Steve McClatchy is the president of 
Alleer Training & Consulting a provider of 
training, consulting and speaking services 
in the areas of Consultative Selling, Time 
Management and Leadership.  He can be 
contacted by email at Steve.McClatchy@
Alleer.com or call 1-800-860-1171.
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In the previous edition of ie, we discussed 
trends in marketing and sponsorship that 
can benefi t our festivals and events industry, 
if we are prepared to take advantage of them. 
These trends include:

• National sponsors seeking more effective av-
enues for ad and promotional dollars than 
network TV, direct mail, and telemarketing.

• The recognition of “alternative media” as a 
channel by the largest of the worldwide gen-
eral advertising and marketing agencies.

• In his address to the 51st Annual IFEA 
Convention and Expo in Ottawa, Can-
ada this September, Dan McConnell, 
Sr. Vice President of DDB, one of the 
largest worldwide advertising/market-
ing agencies, reported that their media 
buying group has formally identifi ed 
festivals and events as the second larg-
est component of “alternative media.”

• The growth of “experiential marketing” as 
a part of alternative media including fes-
tivals and events, guerilla marketing and 
venue/stadium naming.

The Internet is 
Changing Everything, 

Especially Sponsorship 
Part 2

by Jim Shanklin
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While national sponsors seem beyond 
the reach of most festivals and events, 
many are looking for festivals but have 
great pain in fi nding, contacting and buy-
ing local festivals. 

National sponsors need uniform visitor 
demographic profi les (visitor behavior 
information, including time spent at the 
festival) and other information that they 
receive from motor sports, sports and arts 
sponsorship.

Festivals and events offer a desirable 
environment and entertainment outlet for 
families and children. Festival visitors are 
among the most approachable of consum-
ers; relaxed and open to new ideas from 
sponsors. Festival visitors often spend long 
hours at events over multiple days with no 
personal agendas; curious and receptive to 
sponsor product or service ideas.

Our belief in festivals and events is 
strong: festivals and events are the single 
most valuable marketing channel for national 
and international sponsors and their agencies. 

However, the challenges to greater 
sponsorship from national marketers and 
their agencies are formidable. Perhaps the 
greatest challenge is that many sponsors 
and agencies do not recognize festivals and 
events as a marketing channel. They see 
only a very few of the largest festivals, miss-
ing the vast majority of the marketplace.

Further, sponsors’ pain in fi nding 
festivals is acute. It is common among 
sponsor companies and their agencies to 
spend 6 to 8 weeks to fi nd 15 or 20 festi-
vals for a consumer marketing program.

Once festivals and events are located, 
they cannot be purchased effi ciently. A na-
tional sponsor with a need to be in 45 to 
50 communities across the US must con-
tact 135 to 180 festivals to fi nd the best fi t 
for their marketing objectives. They must 
negotiate 45 to 50 individual contracts. 

They must issue 45 to 50 separate checks. 
No wonder TV, radio, national sports and 
motor sports seem so attractive—one buy-
ing source, detailed attendance demograph-
ic profi les and one check!

Finally, measurement of sponsorship 
results is limited. An increasing number 
of festivals are reporting impressions for 

their local media partnerships, but most 
festival producers neither have access to, 
nor can afford syndicated services that 
compare local media to national stan-
dardized media and marketing data.

MEETING THE CHALLENGES

Being both a member and an observer 
of the festivals and events industry for 
eleven years, FMC sees the challenge to 
acquire more national sponsorship as a 
series of steps. Here are some key changes 
to be made:

• Awareness of ALL festivals must be 
increased. The largest festivals have 
national awareness and appeal largely 
due to television coverage of a parade 
or a linked sports event. Festivals.com 
has helped some sponsors to fi nd some 
events. But how does an entire industry 
increase its awareness?

• ALL festivals must be easier to fi nd. 
Sponsors and agencies don’t always re-
quire the largest attendance but in most 
cases they cannot fi nd the smaller festi-
vals, so they gravitate to the few festivals 
they know. How does the entire industry 
become easier to fi nd, so smaller festi-
vals can share in national sponsorship?

• ALL festival visitor demographics 
and behavior must be standardized.
Although a diffi cult task, standardization 
of visitor measurement is critical to bring 
national sponsors to local festivals. Na-
tional sponsors must be able to compare 
results in multiple local markets with 
consumer information in their own sales 
reporting programs. Without this capa-
bility, local results are meaningless. How 
does the entire industry reach standard-
ization in consumer and results metrics?

• Return On Investment (ROI) metrics 
must be developed for ALL festivals. 
Event marketing agencies and national 
sponsors admit they do not have the 
tools to measure on-site impressions, 
to link sample or coupon distribution 
to local sales or to link festival visitors 
to Lifetime Customer Value models. 
How do we fi nd and develop new tools 
to measure the value offered by festi-
vals to national sponsors?

WE NEED A PARADIGM SHIFT

A paradigm shift, “a fundamental change 
in approach or assumptions,” to quote 
Webster. To create conditions for a para-
digm shift in the national sponsorship pro-
cess, we asked ourselves several questions:

• What if sponsors knew all about the 
unique values of festivals and events 
that make them the most attractive 
marketing channel?

• What if all festivals had visitor 
demographic profi les that matched 
US, Canadian and other countries’ 
census categories?

• What if sponsors sent Requests For 
Proposals (RFPs) to festivals instead of 
festivals preparing proposals and mail-
ing them to sponsors?

SponsorFest allows management of local sponsor sales, and delivers national sponsor Requests 
for Quotes to your desktop.

The new sponsorship dashboard enables the festival producer to manage assets, sponsor packages 
and local sales, as well as enter visitor demographic information.
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• What if there were ways to measure all 
of the sponsorable assets of festivals?

If the answers to these “What ifs?” were 
available, national sponsors would fi nd 
festivals and events as attractive, if not 
more so than alternatives, because festi-
vals and events also represent a far greater 
value for their sponsorship dollar.

SPONSORFEST IS A 
PARADIGM SHIFT

At the IFEA’s 51st Annual Convention 
in Expo in Ottawa, Canada this past Sep-
tember, Festival Media Corporation intro-
duced the second generation of its new 
service to IFEA members and festivals 
at large. We call it SponsorFest® and are 
actively promoting and selling the service 
to sponsors and their agencies.

SponsorFest changes the relationships 
between national sponsors and the festi-
vals and events industry, and we believe 
that the service can become “a tide that 
lifts all boats” in the festivals world.

SponsorFest was designed from the prem-
ise that national sponsors and their agen-
cies want to sponsor local events but that 
the pain of fi nding, negotiating, purchasing, 
and measuring local festivals, when they 
are looking at national programs, is so great 
that they forego the value of local festivals 
for the easier venues of shopping malls, 
supermarket parking lots and city streets.

Here’s how the “What if’s?” 
can be answered.

What if national and international 
sponsors knew about all festivals in 
the industry?

Festivals.com has aggregated more than 
40,000 community festivals around the 
world. FMC is selling, promoting and 
advertising to sponsors and their agen-
cies, telling them about festivals through 
email, online sponsorship, trade shows 
like PROMO and RAMA and magazines. 
More and more sponsors are discovering 

the rich entertainment and community 
environments that we all know are the 
heart of community festivals.

What if all festivals had visitor statis-
tics that match national census statistics?

SponsorFest builds upon the present 
Backstage@festivals.com producer ac-
count and festival listing with new entry 
sections that allows you to begin to reach 
out to national sponsors on their terms: 
standardized visitor demographic profi les, 
detailed sponsorable assets, and custom 
or standard sponsor packages. With your 
free Backstage account, just click the a 
new “Sponsorship” tab which will then 
take you to further data gathering tabs 
such as “Demographics,” “Assets,” “Spon-
sor Packages,” “Inventory” and “Sales.” 

Standardized demographics, 
one step at a time

The most critical issue for national 
sponsors is comparable visitor demo-
graphics. For them, demographics are the 

building blocks for their marketing and 
sales budgets and are required inputs for 
senior management to measure results.

Festival producers who have visitor 
surveys using census-based demographic 
intervals (Age by 5-year increments, 
Household Income by $10,000 incre-
ments, etc.) simply enter the results of 
their surveys into the Census categories 
under the “Demographics” tab.

SponsorFest includes US Census results 
for every county in the US, and will soon 
include local geographies in Canada, Eu-
rope, and Australasia. Festival producers 
who do not have these demographics can 
click on the “Use Census Data” button 
to populate the “Demographics” tab. We 
have tested the value of this approach 
with national sponsors and agencies. 
While they know that local census is not 
festival attendance, it can be used with 
their internal tools and is more valuable 
to them than non-standard local surveys.

We have included a second button, 
“Download a free survey form,” which 
allows you to save and print a visitor sur-
vey form, plus provides instructions for 
conducting and tabulating the survey, and 
shows the number of completed surveys 
required for a 95% accurate result. Print 
or copy the number of required question-
naires, conduct and tabulate the survey, 
enter the results into your “Demograph-
ics” tab, and you will have a highly accu-
rate picture of your visitor audience.

What if sponsors sent Requests for 
Proposals (RFPs) to festivals instead of 
festivals preparing proposals and mail-
ing them to sponsors?

SponsorFest enables national spon-
sors to tell local festivals what they need 
and want, and allows local festivals to 

Continued on page 64

Enter visitor demographic profi les from festival survey results or local US Census profi les.

Once assets are entered and described, creating sponsor packages is simply naming the package, 
then entering the number of assets in each category. The SponsorFest system prices the pack-
ages, then enables editing of the fi nal price.
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Reach Out 
and Make 

Things 
Happen

by Steve Remington
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I have the ability to remember almost any face. If I meet some-
one in a class, speak to them at a conference or party, or even see 
them more than once on the streets in my home town, I am likely 
to remember their faces -- regardless of the context. On my hon-
eymoon some twenty years ago, my wife and I traveled the state 
of Oregon. At nearly every stop, I spotted someone I recognized. 
I gave up saying “I know that person over there,” when my wife 
asked with mild irritation “So, you know everyone in the state?” 
I must have a really strong connection to my ‘lizard brain’ – that 
part of the cortex that we humans use to help us fi nd fi sh, game, 
berries and car keys. It’s a parlor trick really, of pattern recogni-
tion. Some people have an aptitude for math or music. I’m good 
at fi nding car keys and recognizing faces.
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You might think that this facial recog-
nition thing would have doomed me to 
a career in politics, sales, or perhaps as a 
parking valet, but it turns out I’m a lucky 
person. Oh, not the kind of luck where 
you win the lottery; more like the kind of 
luck where you go to make a phone call 
and fi nd a quarter in the phone booth 
change slot. I call it ‘micro-luck.’ I had a 
board member once tell me that “luck 
is when preparation and opportunity 
meet.” He was my Rotary Club sponsor 
and one of the more successful business 
men in my town, so I chose to 
believe him. Now I make my 
own luck by being prepared 
and looking for opportunities.

That’s what “networking” 
is, really. It’s making your own 
luck by creating a system for 
being prepared, and then look-
ing for opportunities. It’s a way 
to make things happen. 

According to Harvey Mackay, 
dubbed “Mr. Make Things 
Happen” by Fortune magazine, 
“as the world changes, one 
thing will remain constant: the 
relationships you develop over 
a lifetime.” In his book Digging 
Your Well Before You’re Thirsty, 
Mackay defi nes a network as 
“an organized collection of 
(your) personal contacts and 
your personal contacts’ own 
networks. Networking is fi nd-
ing fast whom you need to get 
what you need in any given 
situation and helping others do 
the same.” (My emphasis!).

More than just a rolodex or 
an Outlook database fi le, a net-
work is an organic, living thing 
that requires careful selection, 
feeding and maintenance. The 
act of networking is an act of 
creation; networking creates identity. It’s a 
system of diverse elements, unique in their 
structure, relationships and outcomes. In 
A Simpler Way, author Margaret Wheatley 
reminds us that “relationships change 
us, reveal us, evoke more from us” and 
maintains that people “... organize to do 
more. We seek out one another because 
we want to accomplish something.” By 
reaching out we can make things happen 
through other people. And we help them 
make things happen, which builds the 
value of our network.

So let’s say you’re rearing to go and 
ready to increase or build your killer 
network. Where do you look? Friends and 
family? How about on-line or business 
‘after hours’ events? 

Friends and family are a good place to 
start, but the value of your close friends is 
that they lead you to other contacts. Gen-

erally speaking, the resources you seek 
reside in the distant contacts not the close 
friends. Don’t focus on your close con-
tacts for all your resources; success lies in 
a small circle of good friends and many, 
many acquaintances. You’ll do more busi-
ness with the latter than the former. 

While “business networking” websites 
may yet prove to be a valuable tool, these 
virtual communities have always had 
signifi cant drawbacks to face-to-face com-
munications. The lack of facial expres-
sions, body language and tone of voice 

fi lter the exchange and subtle nuances 
that identify sarcasm, irony, compassion 
or humor can be all but lost. 

The bottom line is that people are 
still more interested in helping people 
they know and trust; people they have 
met, or who are known to people they 
already know and trust. My maxim for 
technology is “If it increases the prob-
ability of ‘face time’ then it is ‘good’ 
technology. If it requires more time at a 
computer screen (decreasing face time), 
then beware.” You shouldn’t be afraid to 
use all the communication tools available 
to build your network, but don’t hide 
behind a computer, either.

Not every ‘after hours’ event is going 
to be useful so choose how you spend 
your time carefully. If you haven’t defi ned 
the purpose for the particular network 
you want to build, don’t waste your time 

with these social activities. To me, that’s 
like pointing a shotgun into the sky and 
hoping a few birds are fl ying over when 
you pull the trigger. You can have social, 
business, customer, and special interest 
networks, but recognize that they won’t 
always mix and they are not the same. 
You must identify the people you want to 
meet, research their interests and connec-
tions in the community, and then boldly 
recruit them for each specifi c network. 

Harvey Mackay recommends the best 
places to go prospecting are alumni clubs, 

industry associations, social 
clubs and special interest or 
hobby groups. He believes that 
networking is “not a numbers 
game. The idea is not to see 
how many people you can 
meet; the idea is to compile a 
list of people you can count 
on.” Organizations such as the 
IFEA are perfect for gathering 
information and building solid 
relationships you can count on 
for advice and support. 

What do you say when 
you’re networking? As little as 
possible! When you’re con-
necting with people you have 
to be listening to what they are 
saying. Ask lots of open-ended 
questions; questions like who, 
what, why, when, how, where 
and how much. Take notes. 
We work in a knowledge-based 
economy: a world fi lled with 
ideas, information, and com-
plex relationships. How are 
you going to make any sense of 
it all if you don’t take notes?

One of my strategies is to ask 
for an “informational inter-
view.” I call up the prospect 
and ask if I can come and see 

them for 30 minutes to get some 
business, teaching or career advice. I guar-
antee that I will only take 30 minutes of 
their time and if we fi nd they have more 
to say after that, they are free to schedule 
another time at their convenience. Then 
I stick to it, even when they are doing all 
the talking! This works because network-
ing is not selling. Selling is about closing 
deals and making transactions; net-
working is about gathering and sharing 
valuable information – information that 
could make you both some money.

What you’re looking for is the same 
thing that you’re offering: information 
and advice that can lead to introductions, 
support, outside viewpoints, new oppor-
tunities and ultimately resources (money, 
labor, equipment, or sales).

Tim Sanders, Chief Solutions Offi cer 
at Yahoo! calls it “feeling the love” when 
he’s sharing with his network members. 

…networking is “not a 
numbers game. The idea 
is not to see how many 
people you can meet; the 
idea is to compile a list 
of people you can count 
on.” Organizations such as 
the IFEA are perfect for 
gathering information and 
building solid relationships 
you can count on for ad-
vice and support.



Author of the book Love is the Killer App, 
Sanders gives away copies of whatever 
book he is currently reading so that 
people in his network can “own the 
ideas themselves.” That way, when they 
“think about you, they think about the 
knowledge you have passed on to them.” 
Sharing knowledge is like spending social 
currency; it increases your value to those 
in your network, strengthens your rela-
tionships and leads to even more creative 
ideas and solutions. 

In “The Apprentice,” Donald Trump 
selects a special event as his fi nal test of 
competence. No dummy, The Donald 
knows that events are hard to do and you 
can’t do them alone. You need other people 
to help you. Producing an event reveals 
your character and highlights your leader-
ship skills (or lack thereof). As Mackay 
puts it, “Inspiration you can do alone. 
Execution requires other people.”

Okay, so we all agree networking is 
important. A recent MIT/Sloan Manage-
ment Review article titled “The Social Side 
of Performance” reported that “What really 
distinguishes high performers from the 
rest of the pack is their ability to maintain 
and leverage personal networks. The most 
effective create and tap large, diversifi ed 
networks that are rich in experience and 
span all organizational boundaries.”

But how do you know if you’re any 
good at it? I suppose we could measure 
the business relationships in terms of 
sponsorships dollars secured, volunteers 
or board members recruited, or resources 
acquired for the benefi t of our organiza-
tion. In Networking Smarter: What’s Your 
NQ? Fast Company online columnist Jim 
Bolt has created an assessment tool that 
he calls the Networking Quotient (NQ). 

Three Keys to Networking

1. Build a personal brand or identity – Remember it’s who knows you, not who 
you know, so you’d better be memorable in some specifi c way. Decide what you 
want people to think about when they think about you, and communicate that. 
Quality, sincerity, intelligence, trust, humor, dependability, loyalty: these are all 
traits that you can convey in a simple way.

2. Be organized and systematic – I use ACT! contact management software and 
keep all my contacts in my PDA so I can keep in touch whenever I travel or have 
extra time between appointments. When you meet someone, get their business 
card, write down what you talked about, and put the day’s date on the card. 
Record any other information you received during the exchange, especially com-
mon interests or acquaintances. This will help you later when you start building 
the relationship. Then enter the information into your database. 

3. Share and help others fi rst – You have to give to receive. If you join a service 
club to expand your network, be prepared to “pay up front” with your time and 
energy. You won’t add value to your network simply by joining and expecting 
sales to follow. Offer to help someone in your network with something before they 
ask. If they do ask, respond immediately and enthusiastically.

Steve Remington is the president of 
SEE Development, Inc. SEE provides 
an array of event management and 
consulting services for a diverse client 
base. You can contact him through his 
website www.seedevelopment.com

In it Bolt assists you in charting your 
roadmap to effective networks. You assign 
points for the quantity, quality, depth and 
importance of each of your relationships 
and calculate your NQ! Of course, no 
matter how you score, you know you can 
always get better if you just work at it.

I’ll know I’m getting better at it when 
the people I recognize start to remem-
ber me. I may always have an advantage 
in remembering faces (and fi nding car 
keys), but having a strong network is 
not about who you know, it’s about who 
knows you. Dale Carnegie summed it up 
well when he said: “You can make more 
friends in two months by becoming really 
interested in other people than you can 

make in two years by trying to get other 
people interested in you. Which is just 
another way of saying that the way to 
make a friend is to be one.”
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As this issue arrives, many of us are pre-
paring to give thanks and share treasured 
holiday time with our family and friends, 
while setting our sights on all we hope to 
accomplish in the New Year ahead.

From the Foundation, we also think 
it’s a perfect time for all of us honored 
to serve on your Board to tell you just 
how much we truly appreciate all of your 
continued support, donations, dollars 
and time and to note the success of this 
support by saying……

…….Thanks to you, for the fi rst 10 
years (1992-2001), the Foundation aver-
aged a gift of $30,000 per year to support 
the educational efforts of IFEA. 

…….Thanks to you, over the last 
fi ve years of existence, we have averaged 
just over $70,000 per year in support 
to IFEA for education, library and 
technical assistance.

…….Thanks to you, more than 75 
people have received scholarships to 
further their education in the festival 
and events industry at our annual IFEA 
conferences. Many of these folks have 
also launched successful careers, thanks 
to you and this support.

……Thanks to you, hundreds of 
members have happily returned home 
with one of a kind merchandise, extraor-
dinary trips and great deals on event 
needs and supplies.

……Thanks to you, more members 
than ever have had a great time at the 
Foundation convention events and have 
made contacts and friendships that have 
stood the test of time.

We truly have a wonderful community 
of festival and event producers, indus-
try suppliers and corporate partners in 
IFEA who should all be proud of these 
great accomplishments. Your continued 
involvement and care for the IFEA is truly 
inspirational. Because of this, you are not 
only insuring your own success in this 
unique industry, you are also insuring a 
bright future for all that follow your lead.

From all of us on your 2006 Foun-
dation Board, we give you our sincere 
thanks, and look forward to even more 
success (and fun!) in the future.

Janet Kersey, CDME, CFEE
2006 Foundation Chair

Daytona Beach Area CVB
126 East Orange Ave.

Daytona Beach, FL, 32114
Phone: (386) 255-0415

or (800) 544-0415
E-mail: jkersey@daytonabeachcvb.org

Foundation

Thanks to 
Our Members
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IFEA Members Part of 
ABA Top 100 Events for 2007

IFEA Update

The American Bus Association (ABA) 
has released its popular Top 100 Events in 
North America listing for 2007 and IFEA 
members are well represented. The listing 
has become a popular source of informa-
tion for motor coach and tour operators 
and a coveted piece of recognition for 
events. The entire list is included as a 
supplement along with the October edi-
tion of Destinations, the magazine of the 
ABA or is available on-line at www.buses.
org/top_100_events. 

ABA’s Top 100 Events in North America 
is an annual compendium of the best 
events for group travel in the United States 
and Canada. Each spring, a committee of 
ABA-member motorcoach and tour opera-
tors selects the Top 100 Events for the 
subsequent year and the list is unveiled 
in September. Winners are chosen from 
hundreds of celebrations, festivals, fairs, 
commemorative events, and more that 
have been nominated by state tourism of-
fi ces and local and regional CVB’s. 

ABA launched the Top 100 program in 
1982 to help motorcoach and tour opera-
tors plan itineraries. Each year, 100 U.S. 
and Canadian events are selected for the 
program. From among the winners, ABA 
names the Number One Event for both the 
United States and Canada.

Now in its 25th year, The Top 100 
Events receive worldwide attention 
via the media–television, radio, and 
print–such as USA Today and CNN. ABA’s 

Web site lists the winners and links to 
the events. ABA distributes some 10,000 
copies of the Top 100 Events in North 
America magazine, featuring the winners, 
to all of its members and to thousands of 
travelers worldwide. 

The IFEA congratulates the following 
member events, included on the 2007 list 
of Top 100 Events (* = Also recognized as 
an Internationally Known Annual Event):

• Riverfest, Little Rock, Arkansas

• *Pasadena Tournament of Roses, Pasa-
dena, California

• Annual Labor Day Weekend Catfi sh 
Festival, Kingsland, Georgia

• St. Charles Scarecrow Festival, St. 
Charles, Louisiana

• *Indianapolis 500 Festival, Indianapo-
lis, Indiana

• Des Moines Arts Festival, 
Des Moines, Iowa

• *Kentucky Derby Festival, Louisville, 
Kentucky

• World Chicken Festival, London, Kentucky

• Ocean City Winterfest of Lights, Ocean 
City, Maryland

• Lowell Folk Festival, Lowell, Massachusetts

• National Cherry Festival, Traverse City, 
Michigan

• *St. Paul Winter Carnival, Saint Paul, 
Minnesota

• Tupelo Elvis Presley Festival’s 50th 
Anniversary of Elvis’s 1957 Tupelo 
Concert, Tupelo, Mississippi

• New Hampshire Gathering of the 
Scottish Clans, Inc., Concord, New 
Hampshire

• *Macy*s Thanksgiving Day Parade, 
New York, New York

• Norsk Hostfest, Minot, North Dakota

• *Portland Rose Festival, Portland, Oregon

• *Philadelphia Flower Show, Philadel-
phia, Pennsylvania

• Newport Flower Show, Newport, 
Rhode Island

• Texas Folklife Festival, San Antonio, Texas

• Grapefest, Grapevine, Texas

• Milwaukee Irish Fest, Milwaukee, Wisconsin

• *Calgary Stampede, Calgary, Alberta, Canada

• *Folklorama, Winnipeg, Manitoba, Canada

• *Canadian Tulip Festival, Ottawa, On-
tario and Gatineau, Quebec, Canada

• *Just for Laughs, The Montreal Inter-
national Comedy Festival, Montreal, 
Quebec, Canada
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Association Alliance 
Partners Meet

IFEA President & CEO Steve 
Schmader, CFEE, met with his coun-
terparts from the IFEA’s Association 
Alliance partners in Dallas, Texas on 
October 4th and 5th to discuss future 
initiatives that might benefi t the 
members of all alliance organizations. 
The Association Alliance is made up of 
the IFEA, the International Association 
of Amusement Parks and Attractions 
(IAAPA), the International Association 
of Assembly Managers (IAAM), the 
International Association of Fairs & 
Expositions (IAFE), and the Outdoor 
Amusement Business Association 
(OABA). The meeting covered areas 
such as potential new cross-alliance 
publications, life safety and secu-
rity issues, advocacy and legal issues, 
international outreach, education and 
professional development coopera-
tion, and potential cross-over member 
benefi ts between the alliance associa-
tions. The Association Alliance part-
ners meet twice each year to discuss 
the state of the industry and possible 
new initiatives to benefi t those in the 
public assembly arena. The Dallas 
meeting was hosted by the IAAM.

2007 IFEA Board Transitions
The IFEA Board met in Ottawa, Ontario, Canada on September 23rd, 2006, follow-
ing the 51st Annual IFEA Convention & Expo, and elected the following individu-
als to serve as members of the IFEA World Board of Directors beginning in January 
of 2007: 

KAREN
SCHERBERGER, CFEE
Executive Director
Norfolk Festevents, Ltd.
Norfolk, VA

JIM HOLT, CFEE
President & CEO
Memphis in May
International Festival
Memphis, TN

ERIC MARTIN,
ESQ./CFEE
Executive Vice President
& Chief Operating Officer
Music for All, Inc.
Indianapolis, IN

BECKY
GENOWAYS, CFEE
President & CEO
ON THE
WATERFRONT, Inc.
Rockford, IL

We welcome and congratulate these new Board members on their appointment. 

Offi cers for the 2007 IFEA 
World Board of Directors will include:

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

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

IMMEDIATE PAST
CHAIR
DERRICK FOX
Alamo Bowl
San Antonio, TX
derrickf@alamobowl.com

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

The Board would also like to express their gratitude to the following IFEA Board 
members, who will complete their term on the Board of Directors at the end of the 
2006 calendar year:

DENNIS BASH, Vice President & Sponsorship Director, U.S. Bank, Portland, Oregon

TOM KERN, CFEE, Senior Vice President & Chief Operating Offi cer, Fairfax County 
Chamber of Commerce, Vienna, VA

ROBYN NELSON, CFEE, Executive Director, Dogwood Arts Festival, Knoxville, 
Tennessee

We appreciate the time, energy and commitment that these individuals have given 
to the IFEA and to our industry.

Help Defi ne Future 
Research Needs

The IFEA is in the 
process of planning our 
survey/research schedule 
for the 2007 calendar 
year. We welcome your 
input in this process. If 
you would like to suggest 
an industry topic or area 
that would benefi t from 
valuable and useful infor-
mation collected through 
industry surveying 
methods, please contact 
Nia Forster, Director of 
Marketing, by emailing to 
nia@ifea.com or calling 
the IFEA offi ce.

New IFEA Compensation and Benefi ts 
Survey Available

The IFEA released the results of its 2006 Compensation & Benefi ts 
Survey in September. All those who participated in the survey received 
an electronic copy of the 292 page document. An always important in-
dustry topic, the survey is broken down and averaged by total respons-
es and individual employee position, by region and position, and by 
organization budget levels and position. 

The 2006 IFEA Compensation and Benefi ts Survey is available through the IFEA 
Bookstore and Resource Center in both print and electronic versions. Printed hard cop-
ies are $50 for IFEA Members and $75 for Non-Members. Electronic copies are $35 for 
IFEA Members and $50 for Non-Members. For more information go to www.ifea.com 
or contact Nia Forster, IFEA Director of Marketing, at 208-433-0950 extension * 814.





3rd Annual China Festivals & Events Forum
Beijing, China
December 10-11, 2006

IFEA Europe Annual Conference
February 14-18, 2007
Athens, Greece
Visit www.ifeaeurope.com/athens for more details.
 
Southeast Festivals & Events Conference
Presented by the Georgia Festivals & Events Association 
(GFEA)
February 19-21, 2007
Nashville, Tennessee U.S.A.
Contact GFEA Executive Director Carolyn Morris
at (770) 592-7180 or carolyn@ifea.com for more details.
 
Annual Illinois Convention & Chicago 
Southland Workshop
In Partnership with the Illinois Special Events Network (ISEN)
March 14-15, 2007
Tinley Park, Illinois U.S.A.
Visit www.visitnorthernillinois.com/media/pdfs/ISEN_2007.pdf 
for more details.

UPCOMING IFEA EVENTS
TRENDS-AT-A-GLANCE

“It’s like visiting the
house of a friend. The
first time you stay in
the living room. But
the next time, after
you become better
friends, you go in to
the kitchen and the
basement.”
CAI WU, Chinese goverment spokesman,
encouraging foreign visitors to venture
beyond Beijing, Shanghai and China’s coast

TRENDS-AT-A-GLANCE

How does
overall attendace

for your 2006
festival or event
compare to the

2005 figure?

Attendance has increased .....59%
Attendance has decreased ....29%
Attendance is unchanged ......12%
Source: IFEA Webpoll, Oct, 2006



Belinda Briones
Nominated by: National Capital 
Commission

Carolyn Forster
Nominated by: Foothills 
Fall Festival

Anne Gosselin
Nominated by: National Capital 
Commission

Jim Hartley
Nominated by: Macon, GA Interna-
tional Cherry Blossom Festival

Kent Johnson
Nominated by: SHOWS ETC.

Arthur Lotti
Nominated by: ArtsQuest 
and SponsorLink

Mark Mora
Nominated by: Buccaneer 
Commission, Inc.

Julie Ransom
Nominated by: National Capital 
Commission

David Reeve
Nominated by: Memphis in May 
International Festival

Dennis Roberts
Nominated by: Grapevine CVB

Ward Robinson
Nominated by: Kentucky Derby 
Festival

Xavier Villescas
Nominated by: BorderFest

Margit Worsham
Nominated by: Gatlinburg 
Special Events

Corinne Vela Zapata
Nominated by: Texas Festivals 
& Events Association

Jerry Zimmerman
Nominated by: Wisconsin 
State Fair Park

While there can only be one person named as the 2006 “IFEA/Zambelli Fireworks 
International Volunteer of the Year”, we would like to take a moment to recognize all of 
the many deserving individuals who were nominated this year. Each one stands out in their own 
special way, making it a very diffi cult decision for the committee to make. The spirit and dedication 
they have shown has helped to strengthen and shape the events they work with, which in turn, has 
helped to keep our industry and their communities strong. We invite you to join us in thanking 
them, and all volunteers, for their much-appreciated efforts.
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TICKETS & WRISTBANDS
Since 1907, National Ticket Company has built it’s reputation by
printing the highest quality admission and identification products.

CUSTOMER SERVICE 800-829-0829
TOLL FREE FAX 800-829-0888
e-mail: ticket@nationalticket.com
International 570-672-2900 • FAX 570-672-2999
e-mail: intdept@nationalticket.com

M A D EIN THEUSA

P.O. BOX 547 • SHAMOKIN, PA 17872

• ROLL TICKETS

• COUPON BOOKLETS

• SHEETS & STRIPS

• PARKING TAGS

• RESERVED SEAT & GENERAL
ADMISSION TICKETS

• CASH/TICKET BOXES

ORDER ON-LINE

www.nationalticket.com
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T  he grand fi nale of the world-class Red Bull 
Air Race best described, as ‘motor racing 
with wings’ will be hosted in Perth, West-

ern Australia on November 19. 
Perth based Red Bull Air Race project manager 

and Australian FEA Board Member, Shani Wood, 
says this is the fi rst time the Red Bull Air Race has 
been held in Australia and is set to showcase the 
calibre of the Australian events industry. 

Perth will join international destinations Abu 
Dhabi, Barcelona, Berlin, Istanbul, Budapest, 
Longleat (UK) and San Francisco as a host city 
for this adrenalin-pumping event. 

“The Red Bull Air Race is a thrilling and fast-
paced event expected to attract a huge number 
of local, national and international spectators 
and we are excited that it is coming to Perth,” 
Shani said. 

“The Red Bull Air Race team has been working 
tirelessly to design the Perth course, always keep-
ing safety precautions and the ‘wow’ factor top of 
mind so spectators will be blown away with the 
amazing stunts these pilots are capable of. 

“The best viewing point will be from Sir James 
Mitchell Park, South Perth. There will be plenty 
of atmosphere with commentary, music and 
big screens along the South Perth foreshore. But 
don’t expect to have your eyes in the sky for the 
whole event, as much of the race action will take 
place just a few metres above the Swan River.” 

The Air Race will see 11 of the world’s best 
pilots compete for the title of World Champion 
by fl ying a course in the sky through ‘air gates’ at 
the correct height and angle as fast as possible. 

To fi nd out more information about this 
amazing event head to www.redbullairrace.com

Perth to host 
world-class 
Red Bull 
Air Race 

IFEA World
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Event Development Specialist : 
A Tale of Two Cities

by William O’Toole

A few facts about Dubai that should 
clear up a few misconceptions:

1. Dubai is not an oil state. They have very small oil 
reserves. Their wealth comes from the smart use as a 
trading city. As one of the government ministers said 
“We are blessed by God with no resources”.

2. Dubai is open for business. The government encour-
ages business and tries to minimise the stifl ing 
bureaucracy found in most countries. There are 
numerous stories of the government giving immedi-
ate approval for multi million dollar projects.

3. The population of Dubai is mostly expatriates. I 
believe that only 17 percent are ‘locals’ – i.e. de-
scendants of the tribes of the region. This makes for 
an interesting ‘street level view’ of Dubai. If you sit 
in an outdoor coffee shop you will see the faces of 
nationalities from Pashtu to the Sudan, European, 
Lebanese, and much more. But there are no old 
people. You rarely see anyone over 70 years old. Just 
about everyone is an ‘expat’. Everyone is there for 
business. The movement in the street is constant 
- everyone is going somewhere.

4. Facilities in Dubai are ultra modern. Hotels, trans-
port, exhibition space, conference facilities, shop-
ping malls. The only problem I’ve encountered is 
a traffi c jam. It is nowhere near the problem found 
in Jakarta – but each year it gets worse. As usual 
the Government is quick off the mark and they are 
building a railway through the city.

The whole world is watching Dubai and its develop-
ment. From out of the sands of the desert and a tiny 
fi shing village arose this spectacularly successful city. 
Over the last three years I have had the privilege to 

witness this growth fi rst hand. My work there has been train-
ing the event managers in the Gulf region and advising the 
Events Section of Dubai Tourism Commerce and Marketing 
(DTCM). All the surrounding countries: Saudi Arabia, Qatar, 
Doha and Oman - as well as the other Emirates are watching 
Dubai. It is an experiment on a scale never attempted before. 
Some people compare it to Las Vegas, but they miss the mul-
tifaceted nature of the rapid development. Others compare 
it to the growth of Singapore which is probably closer to 
the model. The rise of Athens after the defeat of the Persians 
2500 years ago could be another comparison. In all theses 
cases, the city has started with a ‘clean slate’ - they have the 
opportunity missing in most cities. 

The same goes for the events and festivals. Dubai had the 
opportunity to plan for events. They could create an infra-
structure and a culture that accepted and encouraged events 
and festivals. 
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From these facts you can easily realise 
that Dubai is ripe for the development of 
events. Currently their most famous event 
is the Dubai Shopping Festival, however, 
there are also numerous sporting events 
such as Tennis and Horse Racing, in ad-
dition to the Dubai Summer Surprises. 
The aim is to have numerous events over 
the Summer period, when many people 
travel out of Dubai as it is so hot. All the 
huge shopping malls and the hotels are 
involved. The event I witnessed was an 
exciting competition of the chefs. You can 
imagine the quality of the chefs in Dubai, 
so the competition was fi erce. Normally 
an award ceremony leaves me pretty cold, 
but this was full on excitement. It re-
minded me of the thrill that a craftsman 
has in their work.

Dubai and the other cities are taking a 
proactive role in the creation of an event 
portfolio. They realise that a system is 
needed to attract, evaluate proposals and 
sponsor events. 

On a much smaller scale I am working in 
Al Aqaba as an Event Development Special-
ist. Al Aqaba in Jordan, is their only port 
and lies at the top of the Red Sea. Their 
recorded history is rich and goes back thou-
sands of years, including the fi rst Christian 
Church, a Crusader fort and the site of the 
great Arab revolt made famous by Lawrence 
of Arabia. They do not have the infrastruc-
ture or the wealth of Dubai; however they 
are undergoing the same process of ratio-
nalising the event support strategy.

Perhaps the most important document 
to this process is the “why of events”. 
Why should Dubai or Al Aqaba sup-
port events? Without a common under-
standing of this fundamental fact – it is 
diffi cult, if not impossible, to develop 
events. They cannot sort out the events 
that help them from those that waste 
everyone’s time. Another question that 

needs to be answered is “Why not leave 
events to the private sector?” The private 
sector does not have the time constraints 
that the public sector must work to. How 
can anyone organise an event if they 
work only ‘nine to fi ve’? The public sector 
must fi ll in numerous forms and follow 
time consuming procedures that are out 
of place in an event environment. Small 
event companies are quick and creative.

In each of these cases the 
work of the event develop-
ment specialist includes: 

1. Situational Analysis: what is the 
state of the event industry and the 
event unit? This is done in com-
parison to the average and best 
practice around the world. Dubai 
has the innumerable events –in 
particular conference and exhibi-
tions. They have the world trade 
centre a state of the art exhibi-
tion and conference venue. Hotel 
capacity in the area is huge and 
increasing almost daily. Al Aqaba 
has a small hotel capacity and 
only one conference venue. This 
limits the type and size of events 
that can be attracted.

2. Event Plan: an outline of the type 
and size of events for the future. 
Of its nature this report is approxi-
mate. However there are a myriad 
of events around the world and 
there can be new ones to both 
these regions.

3. Report with recommendations: 
this is the fi nal out come of the 
process. 

William O’Toole is currently working 
as an Event Development Specialist 
for the Al Aqaba Tourism Division. You 
can contact him through his website 
www.epms.net

An excitable audience of 600 Chefs watched this Award ceremony for the best chef in Dubai. 
Part of the Dubai Summer Surprises.

The ‘why’ of events leads to a common 
understanding. The best way to express 
this is to create objectives. In summary: 
from the objectives come the support cri-
teria and the levels of support and fi nally 
the support agreement.

Al Aqaba is only a small city - really a 
town of 91,000 people. Their re-branding 
is moving at a rapid rate as shown on their 
website – www.aqaba.jo. One of their 
more interesting events is being developed 
by the Tourism Division, a wonderful 
concept named The Ramadan Nights. For 
three nights a week they close off a road 
and provide food and entertainment as 
illustrated is their poster from last year.

Dubai and Al Aqaba represent two 
very different cities. However they share 
a common policy of supporting events 
to stimulate economic development 
and enhance their community. They 
share a common process to achieve this 
as they both realise that events are inte-
gral to tourism and therefore need 
a professional approach to create an 
event development policy.
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IFEA Europe, an IFEA affi liate and the European net-
work for connecting festival and public event professionals 
around the world, invites you to participate in a number 
of projects specially aimed at local governments for 2007, 
including a Professional Development Programme and a 
special research project.

The Professional Development Programme includes 
education modules for offi cers of local governments as well 
as an education programme for regional festivals that can 
be hosted by the local government. Presented by mem-
bers of IFEA Europe, these education modules are being 
developed in partnership with the Centre for Tourism and 
Cultural Change (CTCC), Leeds Metropolitan University 
(UK) and the NHTV Expertise Centre Event Management of 
the NHTV in Breda (NL).

The European Festival City Research Project will ana-
lyze the most common models that European cities use for 
their public event policies. Besides models for funding, the 
project will also focus on services provided by local govern-
ments towards public events as well as study how cities use 
festivals as vehicles in their local and regional strategies.

This project will be launched during the IFEA Europe An-
nual Conference in Athens, Greece, February 14-18, 2007, 
and will include a special programme track for cities.

For more information, please email cities@ifeaeurope.com.

U PDATE
by Jeroen Mourik, IFEA Europe

New Festival 
City Programme
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The Art of Growing, Lifecycles 
of Festivals & Events

Meet the future of Public Events at the 
Birthplace of the Cultural Olympics!

There is no better opportunity to connect with interna-
tional colleagues in Europe, than during the IFEA Europe 
Annual Conference, the leading conference on festival and 
event management in Europe, February 14-18, 2007 in Ath-
ens, Greece. 

Trans-Atlantic delegates to the conference are offered an 
exclusive package of excursions and an IFEA conference 
that will fi ll your suitcase with new ideas, new inspiration, 
and a stack of business cards from new, interesting contacts. 
You will return home with valuable notes on arising trends 
and good practices, as well as memories that will last you a 
lifetime. 

Conference Overview

The conference includes a wide variety of topics and 
speakers including:

 
• A special program Track focusing on Cities, the birthplac-

es of most festivals. A defi nite highlight of this track will 
be a forum discussion chaired by the Mayor of Athens. 

• Keynote Speaker Rose Fenton and author of the book, 
The Turning World; Stories from the London International 
Festival of Theatre, will focus on the roots of festivals and 
will challenge those that solely arm festivals for economic 
growth or regeneration.

• Keynote Speaker Frie Leysen, the artistic director of Kun-
sten Festival des Arts, a major arts festival in Brussels, will 
focus on how to nurture talent and allow talent to grow.

• The programme also focuses on Marketing and develop-
ments in the Balkan. The Balkan is a relatively under-
developed region of Eastern-Central Europe, including 
countries such as Bulgaria, Romania and Armenia. Greece 
is an important role in the cultural development of this 
region.

Excursion Overview

What will appeal the most to overseas visitors however, 
is the elaborate and exclusive Social Programme of this 
conference. 

Wednesday, February 14, 2007
Take a tour around Athens, an excursion which unites 

the city’s cultural past and present. Beginning with a visit to 
the rock of Acropolis, where the Parthenon, the Odeon of 
Herod Atticus and the ancient Dionysus theatre are situ-
ated. Next follow the footsteps of Plato to an ex-industrial 
neighborhood which, following an urban regeneration pro-
gramme, has been transformed into the city’s cultural center.

Wednesday, February 14th and 
Thursday, February 15th, 2007 

Delegates are able to receive free tickets to a menu of local 
theater offerings.

Friday, February 16th, 2007 
Don’t miss the IFEA Europe Confer-

ence Closing Party.

Saturday, February 17th, 2007 
The Hellenic Culture Organization, 

our host, has arranged a very special excursion to ancient 
Olympia, the place where the Olympic Games were born. 
Archaeologists will guide our tour to the Temple of Zeus, the 
Temple of Hera, The Stadium, The Bouleuterion, The Philip-
peion, The Leonidaion, The Workshop of Pheidias, The Palaes-
tra, The Gymnasium, The Prytaneion and The Treasuries. 

The tour will conclude at the Institution of the Cultural 
Olympiad, an initiative of the Greek Ministry of Culture for the 
development of institution analogous to the “Olympic Games” 
in the cultural fi eld. Here conference delegates will receive an 
exclusive presentation on the ancient history of our industry.

Sunday, February 18th, 2006 
Optional Tour to Delphi 

We depart for the “omphalus (navel) of Earth” – the char-
acterization ascribed to Delphi in antiquity. Archaeologists 
will conduct our tour to the Temple of Apollo and through the 
“adyton”, the centre of Delphic oracle and seat of Pythia. It is 
there that, harassed by the Erinyes for his mother’s murder, Or-
estes, in the beginning of Aeschylus’ “Eumenides”, turns to get 
an oracle about his future. And it was Pyhtia who uttered the 
famous oracle to Oedipus that he is going to kill his father and 
marry his mother, which led him to take the road to Thebes, 
away from Korinth, where the people he considered to be his 
parents lived. 
Following, we will visit the Theatre of the sanctuary, situated 
on the slope of the mountain – a position of magnifi cent 
view. Our tour will conclude in the Museum of Delphi, 
which among many important archaic and classic exhibits, 
hosts a masterpiece of the classic era, “The Charioteer”. 

Before returning to Athens, we will stop in Arahova, one 
of the most picturesque Greek towns and the most popular 
winter destination.

Early Bird Registration Deadline 
Nov. 30, 2006

Registration includes all conference sessions, excursions 
and social programs. Hotel accommodations and airfare are 
not included. Non-European delegates who register before 
November 30, 2006 will receive a special 5-Day package 
price of $395 (US dollars). After November 30, 2006, that 
price changes to $449 (US dollars). 

For more information on the IFEA Europe Annual Con-
ference, please visit www.ifeaeurope.com/athens/
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Marketplace
AIRLINE

SOUTHWEST AIRLINES - The Offi cial Airlines of the 
IFEA. Stop searching for low fares and start booking them. 
Visit southwest.com, the only place you’ll fi nd Southwest 
Airlines’ lowest fares.

AMUSEMENT RENTAL

FANTASY WORLD ENTERTAINMENT - Amusement 
Rental Company, Interactive Attractions - Photo Fun, 
Infl atables, Casino, Mechanical Rides, Foam Dancing, 
DJs, Music Videos, DVD Dance Parties, Bull Riding, Game 
Shows, Charter Fishing, and much more. Contact: Brooks 
Grady; Address: 124 Jibsail Drive, Prince Fredrick, MD, 
20678; Phone: 800-757-6332; Fax: 410-414-3829; Email: 
brooks@fwworld.com; Website: www.fwworld.com.

BANNERS/FLAGS

DIXIE FLAG - Producers of all types of fl ags, banners, 
decorations, accessories, and custom net street banners. 
Contact: Henry “Pete” Van de Putte Jr., CFEE, Presi-
dent; Address: P.O. Box 8618, San Antonio, TX 78208-
0618; Phone: 210-227-5039; Fax: 210-227-5920; Email: 
Petevdp@aol.com; Website: www.dixiefl ag.com.

FIRST FLASH! LINE - Specializing in custom printed pro-
motional materials. Our product line includes EventTape (roll 
banners), hemmed banners, bags, stickers, 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.fi rstfl ash.com.

EVENT SUPPLIES

BERK PAPER & SUPPLY - We sell printed food service 
disposables including souvenir cups & mugs, printed deli 
paper & food trays, and printed paper & plastic cups. 
Address: 3869 Niles Rd. SE, Warren, OH, 44484; Phone: 
330-369-1192; Fax: 330-369-6279; Website: www.
berkpaper.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 leader-
ship, and skilled labor. Contact: Steve Parton; Address: 
15830 Foltz Industrial Parkway, Strongsville, OH 44149; 
Phone: 440-878-1656; Fax: 440-878-7635; Email: spar-
ton@eventcorp.com; Website: www.eventcorp.com

FIREWORKS

ZAMBELLI FIREWORKS INTERNATIONALE: MFG. CO. 
INC. - “THE FIRST FAMILY OF FIREWORKS!” America’s 
leading manufacturer and premier exhibitor of domestic 
and international fi rework displays. Spectacular custom-
designed indoor and outdoor productions, electronically 
choreographed to music and lasers. Contact: Marcy 
Zambelli; Phone: 800-245-0397; Fax: 724-658-8318; 
Email: zambelli@zambellifi reworks.com; Website: www.
zambellifi reworks.com.

INFLATABLES

ATTENTION GETTERS - Colorful and zany infl atable 
costumes and props for rent or purchase. Designers and 
fabricators of infl atable props, costumed mascots, miniature 
infl atables, signs, and banners. Contact: Tracey Kennedy; 
Address: 1385 N. Johnson, #101, El Cajon, CA 92020; 
Phone: 619-441-8901; Fax: 619-441-8902; Email: tget-
ters@pacbell.net; Website: www.attention-getters.com.

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

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

STARBOUND ENTERTAINMENT - Leader in design, 
development, & rental of giant helium parade balloons and 
other infl atable products. Largest active inventory of bal-
loons to parades & events. Also licensed character balloons. 
Contact: Toni McKay; Address: 1410 Chapin Road, New 
Castle, PA, 16105; Phone: 724-658-1408; Fax: 724-652-
9632; Email: starboundent@earthlink.net. 

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, effi cient claims service and processing 24 hours a 
day. Contact: Rick D’Aprile, President; Address: 10451 
Gulf Blvd., Treasure Island, FL 33706; Phone: 800-237-3355; 
Fax: 727-367-1407; Website: www.alliedspecialty.com.

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

K&K INSURANCE GROUP, INC. - Serving more than 
250,000 events, offering liability, property, and other 
specialty insurance coverages including parade, fi reworks, 
umbrella, volunteer accident, and Directors and Offi cers 
Liability. Contact: Dale Johnson, CFEE; Address: 1712 
Magnavox Way, Fort Wayne, IN 46804; Phone: 800-
554-4636; Fax: 260-459-5800; Email: Dale_Johnson@
kandkinsurance.com; Website: www.kandkinsurance.com.

PERFORMING ARTIST

“ROCK ON” ICE PRODUCTIONS - Where Rock-n-Roll 
meets Ice Sculpting. Contact: Greg Butauski, Owner/
Sculptor; 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 - Provides medals, 
pins, patches, plaques, trophies, and more! 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. 

PUBLISHING/INTERNET

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



RESTROOMS

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

SPONSORSHIP

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

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

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

STAGING

BERGER GROUPE - Renting electric mobile stages 
from 66’ x 50’ down to 53’ x 40’. Renting hydraulic stages 
from 53’ x 40’, 50’ x 30’, 40’ x 30’, 32’ x 24’ and 24’ x 
20’. Contact: Stephane Berger; Address: 927 Gaudette, 
St-Jean-Sur-Richlieo, QC, J3B 7S7; Phone: 888-359-4001; 
Fax: 450-354-4242; Website: www.mega-stages.com.

TICKETING/WRISTBANDS

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

NATIONAL TICKET COMPANY - Visit us at www.
nationalticket.com where online ordering is made easy. We 
offer a large selection of stock designs and bright colored 
Tyvek ® wristbands including holographic wristbands, roll 
& raffl e 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 ¾ 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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dismissed. Why? The town was called 
Aberfan, and a few years earlier, a coal 
mine collapsed onto the local school, 
killing 116 children and engulfi ng 
some 20 houses. This was almost 
every child in the town. My lack of 
sensitivity and research earned me a 
quick trip out of town-one I will never 
forget. You must know where you are 
speaking and any major events occur-
ring in the previous fi ve to 10 years 
that could affect your presentation. 

Q In conclusion, Peter, share 
with us the “why” of in-
ternational presentations. 

Why should we be interested in the 
international venue for sharing our 
messages, our lives? 

A To me, the “why” of internation-
al presentations is how it helps 
me grow as an individual, how 

it helps shape my messages for my 
main market, and how I appreciate the 
great freedoms that we so often take 
for granted in North America. In many 
markets we are envied, but unless we 
portray a sense of humility and com-
passion using our skills as orators with 
a great heart of love, we will truly miss 
out on the opportunity to infl uence 
those international audiences. 

Q Truly one of the rewards of 
our collegiality, Peter, is this 
kind of sharing of experience 

and advise. You are a wonderful ex-
ample and ambassador of the “Cavett 
Spirit.” Thank you, Peter! Thank you! 

Peter Legge, CSP, CPAE, lives his life 
dream as a professional speaker and 
president and CEO of Canada Wide 
Media Ltd. His presentations are based 
on his everyday experiences as a com-
munity leader, husband, father and 
CEO. His seven books have motivated 
many people towards positive change. 

Peter Legge was the featured key-
note speaker at the IFEA’s 51st Annual 
Convention & Expo Presented by Fes-
tival Media Corporation in Ottawa, 
Canada on September 22nd, 2006. 
If you are interested in purchasing a 
copy of Peter’s latest publications or 
fi nding out more on Peter, please go 
to: www.peterlegge.com or call: 
604-473-0332.
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respond with sponsorship prices and 
packages to meet those needs—a para-
digm shift for the festivals industry.

Assets and pricing: building 
blocks for new sales

The “Assets” tab lists 108 sponsorable 
assets for festivals and events, automat-
ing the building of sponsor packages 
and offering new opportunities to both 
sponsors and producers.

Though not a complete list, it is a 
very good start toward defi ning all 
sponsor opportunities. We encourage 
SponsorFest members to create their 
own entirely new assets.

Sponsors are able to identify and 
request exactly which assets and rights 
they are seeking. Producers are able to 
create custom quotes in minutes, using 
the SponsorFest pricing tools.

What if there were ways to measure 
all sponsorable assets of festivals?

FMC has developed an Impression 
Engine that assigns value to each spon-
sorable asset and to local media of all 
types, allowing sponsors to compare the 
distribution and redemption of samples, 
promotional items, coupons and other 
sales promotion tools to the number 
distributed. The Impression Engine pro-
vides an entirely new way to measure the 
value of on-site sponsorship at festivals 
and events. As sponsors participate in 
the SponsorFest partnership with festi-
vals, they will fi nd new ways to calculate 
the value of festival sponsorship.

At Festival Media Corporation, we 
believe the New Age of festival spon-
sorship is here and that the Internet 
and services like SponsorFest hold the 

key for local festivals to reach national 
sponsors. All festivals in the festivals 
and events industry will have new and 
exciting opportunities to acquire na-
tional and international sponsorship.

Continued from page 45

 James E. Shanklin, Executive Vice 
President, founded Festivals.com in 
1995, after identifying an untapped 
opportunity to promote community 
fairs, festivals and special events 
information on the web to create 
a focal point for reaching the 200 
million consumers who attend these 
events annually. Mr. Shanklin has 32 
years of experience in the advertis-
ing agency business holding senior 
management positions at several 
Pacifi c Northwest advertising agen-
cies including Seattle’s Cole & 
Weber. While there he acquired 
more than $20 million in new busi-
ness from national and international 
companies, including Tektronix 
Information Displays, Louisiana-
Pacifi c, Freightliner, Weyerhaeuser 
Company and Kenworth Trucks. 
Mr. Shanklin also founded and ran 
a consulting fi rm providing market 
research, strategic planning, and 
product launch support.
His community involvement has 
included presidencies of the Leu-
kemia Society (Washington/Alaska 
Chapter), Marketing Communica-
tions Executives International (Puget 
Sound Chapter) and the American 
Marketing Association, Oregon 
Chapter. Mr. Shanklin’s educational 
background includes an MBA.
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ASSOCIATION PARTNERS

ASSOCIATION PROGRAM SPONSORS

• Andrew Rafkind Photography
• BearCom
• InSolita

• Marcus Photography
• Milestone Products
• Plasticard Locktech International (PLI)

• Royal Canadian Mounted Police
• Southwest Emblem Company

Official Sponsorship
Automation Service Provider

Official Airline

INDUSTRY SUPPORTING SPONSORS

CONVENTION PARTNERS

For IFEA sponsorship opportunities, contact Kaye Campbell, Sr. Vice President at (208) 433-0950 x*813 or kaye@ifea.com



66 INTERNATIONAL EVENTS 2006

Vance Baird
Kathryn Farrington

Kelven Tan



2006 INTERNATIONAL EVENTS 67



68 INTERNATIONAL EVENTS 2006

Parting Shot
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