








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

insurance partner you can count on. For those in the 

amusement, leisure and entertainment industries – that 

partner is Allied Specialty Insurance. 

For decades, Allied has demonstrated an unwavering

commitment to going the extra mile for businesses in the

industries we serve by providing for all their insurance

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

as their dedicated partner, Allied Specialty Insurance will

always have a stable market in which to place your 

coverage, even in the most uncertain of economic times. 

Allied Specialty Insurance. You can always expect more

from us.

Expect more.

Mark Jones
Account Executive

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

727.367.6900  • 800.237.3355 • Fax 727.367.1407 • www.alliedspecialty.com • e-mail: info@alliedspecialty.com
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steve schmader
Letter From The President

It’s that time of year when most of 
us stop, for a few moments anyway, to 
refl ect on the year just past and the one 
just ahead. Sometimes that refl ection 
takes us further back or further ahead, 
but whatever time frame it may encom-
pass, it allows us a unique and benefi cial 
opportunity to relive our successes, learn 
from our mistakes, remember those 
who have played so many important 
roles in our lives, reset our priorities, 
and envision the future. 

There are few things as exciting as 
imagining what can be. It sets loose a 
plethora of possibilities that have not yet 
been analyzed, criticized, politicized, or 
minimized by outside sources. Dreams 
and visions and ideas, large or small, 
should never be subjected to the bound-
aries of budgets, technology, manpower 
or other fi nite resources until they have 
been given free reign to grow in a protect-
ed environment of positive reinforcement 
that will give them roots deep enough to 
withstand those realities that they may 
have to overcome along the way.

A good friend once gave me a gift that 
was engraved with the following thought:

“What would you attempt to do if you 
knew you could not fail?”

As you take time to refl ect on the past 
and envision the future for yourself, your 
event, your community, or perhaps an 
even larger frontier, I encourage you to 
do so with that thought in mind. Imagine 
what could be; what you would like to 
accomplish; and then plan your route to 
reach that destination as if you cannot 
fail. Money, manpower, and resources 
are all simply details to be addressed 
if your vision is clear and your desire 

strong enough. People and money follow 
visions and the leaders who have a clear 
picture of where they are going. And, not 
surprisingly, especially in our industry, we 
are all at our best when we are working 
toward a vision that we are personally 
committed to.

The IFEA’s vision is “A globally united 
industry that touches lives in a positive way 
through celebration.” It is without ques-
tion a very large and far-reaching goal; 
one that must include both members 
and non-members; one with many chal-
lenges to be met; and one that I invite 
each of you to be a part of as we look to 
the future together. We are all fortunate 
to be part of a unique industry that has 
brought more people together, peacefully, 
throughout history, than any other entity, 
but now we face our greatest challenge: 
bringing ourselves together.

As I have had the very special oppor-
tunity to learn more about festivals and 
events around the globe, and those who 
are responsible for creating and produc-
ing them, I have seen both similarities 
and differences. I have found that the 
most common denominators that we 
all share are our pride in what we do; a 
desire to be among the best in our profes-
sion; a need to play an important role in 
something larger than ourselves; and a 
desire to leave a positive impact on our 
“communities”, no matter how small or 
large that may be. On the other side of 
the equation, interestingly, I have also 
discovered that it is our differences that 
may very well be the most direct route to 
our future successes.

As an industry, we have a unique capa-
bility, opportunity, and perhaps responsi-

bility to use our festivals and events as ve-
hicles to bring our “communities” closer 
together – whether they are next door 
to each other or on the other side of the 
globe. Through exchanges with our peer 
events, from entertainment to food to 
visiting dignitaries and displays, festivals 
and events are uniquely able to educate, 
communicate and share new experiences 
with our audiences in a non-threatening 
environment that brings people closer 
together (from which the ripple effect 
should not be underestimated). At the 
same time, by lowering our own personal 
‘fi rewalls’ and taking the time to learn 
about and build relationships with our 
peer events, while actively and openly 
participating in the exchange of new 
ideas and programming from other areas, 
we grow our own resources and networks, 
provide fresh new programs and ap-
proaches to our own events, increase our 
pool of potential attendees to market to, 
and enhance the professionalism of our 
entire industry.

If we would all make it one of our top 
resolutions in the year ahead to establish 
a new relationship with another festival, 
event or organization, different from ours 
and/or in a different geographic part of 
the world, and use that relationship to in 
some way improve or enhance our own 
festival, event or organization, we would 
also, at the same time, take a giant step 
forward toward realizing the IFEA’s vision 
of “A globally united industry that touches 
lives in a positive way through celebration.”

With all things considered in our refl ec-
tions, we have nothing to lose and much 
to gain. And, after all, isn’t that what 
visions are all about?

Take Time to 
Imagine What 
Can Be
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Facts on File
 Years in the business:
10

Degree:
B.A. Psychology/Sociology
M.A. Advertising

Other Experiences:
For many years I was a visual 
designer with marching bands 
and drum corps. The parade side 
of my career though has become 
the focus recently.

Family:
Single

Last book read: 
The Dark Tower by Stephen King

Hobie Pileski
Partner
Argonne Parades
1601 Peachtree Street
Atlanta, GA 30309
404-897-7385
hobie.pileski@wsbtv.com
www.argonneparades.com

Hobie Pileski

People

In Conversation

Argonne Parades is a full-service parade production company specializing in 
televised parades. Our current annual clients include WSB-TV and their Salute 2 
America Parade, the Children’s Healthcare of Atlanta and their Festival of Trees 
Christmas Parade, the 100 Black Men of Atlanta and their Parade of Excellence. 
We are also very excited to be involved with the Oklahoma Centennial Parade 
to be held in Oklahoma City October 14, 2007. My favorite aspect of the busi-
ness is coming up with new and exciting parade units.

 How did you get into events?
Through my work with marching bands I was introduced to Don Whitely, the 

founder of Argonne Parades and “Mr. Parade.” He spoke with me about creating 
some new units for the 4th of July Parade using not only my experience but also 
my contacts to cast the groups. When Don unfortunately got ill, I was given more 
responsibility which has led me to become a partner in the business along with 
Barkley Russell. 

What has been your biggest professional challenge?
To forget about it and move on . . . Even though we may be the parade coordi-

nator, the parade itself isn’t ours. So when decisions are made that I may feel are 
wrong, I have learned to make the best of it and worry about those issues I may 
have more control over. There will always be other parades and other opportuni-
ties for good ideas. Learning to work within “Corporate” limitations was a diffi cult 
lesson to learn after not having to do so for many years.

I also get frustrated when people get caught up in repeating what has worked 
in the past and not expanding their vision. On the selfi sh side, I get bored doing 
the same old same old or following the same model time after time.

What do you do to relax? 
Work my way through my Netfl ix list, hang out with my nieces and nephews, 

travel and fi nd new music to listen to.

What’s the best advice you’ve ever received? 
“KISS – Keep It Simple Stupid” I sometimes over analyze things and forget about 

breaking things down to the important and achievable qualities and building up 
from there. You only have 60 seconds or less to get your idea across in a parade unit 
so make sure we get it in the fi rst 15 seconds and then fi nish up your affect.

Personal Philosophy
If you are fortunate to have the venue to affect an audience, don’t take that 

responsibility lightly. I try to make sure everyone involved from volunteers to 
sponsors to spectators have a great time and want to attend again. I also make an 
effort to create something that may either open someone’s eyes to something new 
or leave them thinking about it after the event is over. It’s not so important who 
was responsible but that you were able to give someone a lasting memory that led 
them to explore an idea or experience further. Explore life as much as possible.
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 Attendance:
70,000

Budget:
$160,000

Annual duration:
1 day

Number and type of events:
1 Parade

Number of volunteers: 
675

Number of staff: 
10 (parade day) 1 (year round)

When established: 
2000

Major revenue sources by percent: 
Sponsorship ....................................................90%
Grants ..............................................................10%

Major expenses by percent: 
Parade Content. .............................................50%
Staff ..................................................................25%
Logistics, Equipment, City Services ..........15%
Marketing. ........................................................10%
 Note: This number represents only our paid advertising. The rest of 
 our advertising comes from in-kind sponsorships.

Type of governance: 
501 (c) 3 – Oakland Metropolitan Chamber
of Commerce

Contact information:
Ray Pulver - Upbeat Parade Productions
Oakland Holiday Parade
America’s Children’s Parade
475 14th Street, Suite 100
Oakland, CA 94612
Phone: 408-629-2520
Fax: 408-629-2520
Email: upbeatparades@aol.com
Website: www.oaklandholidayparade.com

Oakland Holiday Parade 
“America’s Children’s Parade”
Oakland, CA

Industry Perspective 

Brief History: It all began with the idea to bring a parade back to downtown 
Oakland to celebrate the rebirth of the city and its renewed viability. The Oakland 
Metropolitan Chamber of Commerce and Children’s Hospital and Research Cen-
ter at Oakland joined together with a multitude of Parade Pioneers and over 25 
local businesses with the hope of bringing joy to children of the region.

The fi rst annual Oakland Tribune Holiday Parade was held in 2000 with 
huge success and over 30,000 spectators along the parade route. The parade 
has been directed by Ray Pulver of Upbeat Productions since its early begin-
nings in 1999. The future of the parade is very bright with plans to expand its 
presence nationally through television and the media, along with attracting 
more participants from across the United States.

Other Interesting Details: In 2005, the Oakland Holiday Parade 
added the tag line “America’s Children’s Parade” to appeal to a broader na-
tional audience, with sights on the parade being a nationally televised event. 
This goal began to be reached in 2006 with several PBS television affi liates across 
the country carrying the parade broadcast. The parade also has a very aggressive 
pre-parade ad campaign that averages more than one million dollars in value. 

With a strong focus on children, the parade showcases more than 30 cartoon 
and storybook characters annually. In addition to the characters, the parade 
features creative, professionally built fl oats, high fl ying giant helium balloons, 
wonderful special performance groups and some of the best marching bands 
in the west. The parade always takes place on the fi rst Saturday in December in 
beautiful downtown Oakland.

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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The Value of 
IFEA ASSOCIATION PARTNER



Partnerships
IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider
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TYPES OF WASTE:

Traditional Forms of Waste:
Each event produces a substantial amount of waste, 

either within its own perimeter or within the areas sur-
rounding its borders. The following are just a few types of 
waste that are produced on a daily basis at our events:

• Food Vendor Waste:

• Food wraps/plates

• Plastic ware

• Individual ketchup, mustard, and mayonnaise packets

• Straws

• Cardboard

• Pre-consumer food packaging 

• Gray water

• Cooking grease

• Styrofoam - Many events still allow the use of Styro-
foam by food vendors even when many city entities 
have banned the use of this material at events!

• Crafters/Vendors: 

• Cardboard 

• Plastic wrap/packaging

• Discarded items such as table clothes, portable furni-
ture, tarps, rope, etc. 

• Plastic Water & Soda Bottles

• Water continues to be one of the highest purchased 
items at festivals and events. As the idea of water as 
a commodity increases, so does the amount of 
plastic which needs to be recycled. In fact, the plastic 
from water bottles must be combined with pre-con-
sumer (previously unused) plastic in order to create 
a new product. 

• Aluminum Cans

• Paper waste from marketing samplers

• Trash our attendees bring with them to our events

• While the adage of “pack it in, pack it out” is heart-
ily followed while hiking upon our local trails, how 
many attendees leave our events with the trash they 
have brought in with them?

Over the past decade event producers have made incred-
ible strides providing containers with which to collect recy-
clable materials. It was not too long ago that any one of us 
could attend our local civic event and not fi nd containers 
in which to place our recyclable and compostable waste. 

Carbon Footprint:
In addition to traditional forms of waste materials, the 

producers of festivals such as the Oregon Country Fair in 
Vaneta, OR, and Xingolati, a fl oating festival on Carnival 
Cruise Lines, are now looking at the carbon footprint of 
their events in conjunction with traditional recycling and 
composting programs. The carbon footprint is “a represen-
tation of the effect we, or our festival (or family or busi-
ness, etc), have on the climate in terms of the total amount 
of greenhouse gases we produce – measured in units of 
carbon dioxide.” 1Essentially this entails considering the 

It’s Not Easy
Bein’ Green
In the words of Kermit the Frog, “it’s not that easy bein’ green!” This is especially the case 

when considering that according to the Environmental Protection Agency website, the per 
capita generation of waste in 2005 was 4.5 pounds per person, per day. In addition, a festival 
with an average of 80,000 attendees can generate up to 100 tons of trash per day!

As event producers, we work at creating community, and developing ways in which our at-
tendees may interact with sponsors, each other, and their surroundings. This interaction has 
given us the power to educate attendees and effect positive change, which can greatly reduce 
the amount of waste taken to our local landfi lls.

Before you can learn however, how to make these positive changes, we must learn what 
elements at our events are able to be changed.

By Tia Christiansen

1 van Amerongen, Julie, The CarbonFootprint II: Calculate, Reduce, Offset, Kyndmusic.com, April 27, 2006.
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overall environmental impact of produc-
ing an event inclusive of items such as:

• Carbon dioxide emissions for each 
vehicle driven to your event

• Carbon dioxide emissions for each per-
son who purchases an airplane ticket to 
fl y to your event

• How many carbon dioxide units are 
used to transport talent to ones event, 
i.e.: Flying in bands, transportation to 
the hotel and venue, etc.

• Use of electrical power for stage, sound, 
lights, food vendors, crafters/mer-
chants, hospitality, etc.

• By-products of generator use.

Curious about your own event or 
household’s carbon footprint? Check out 
www.safeclimate.net which will guide you 
through calculating emissions contributed to 
the environment by producing your event.

Additional resources 
for greening your event 
include the following: 

• Your local Public Works 
Departments or City Waste 
Management offi ces

• Biota Water 
www.biotaspringwater.com 

• Biodegradable Food Service 
www.bdfs.net

• Sustainable Waves 
www.sustainablewaves.com 

• www.SafeClimate.net 

• Environmental Protection Agency 
www.epa.gov 

WHAT YOU CAN DO 
TO MAKE YOUR 
EVENT GREENER?

Do you think that your event is so small 
that a greening program is not that neces-
sary? Or have you heard that greening and 
sustainability efforts are too expensive and 
time consuming? After all . . . what differ-
ence can just one person or event make? 
Before you rule yourself out of even trying 
to add some green elements to your event, 
read on for some valuable pointers that 
any event, large or small, can implement. 
You’ll be surprised at the impact just one 
person or event can indeed make with just 
a few changes.

Waste Reduction:
One of the most important changes 

you can institute at your event is waste 
reduction. While recycling is an impor-
tant component to the greening process, 
it does not address the problem of waste 
generation. Not only will reducing waste 
help the environment, but it also has the 

potential to reduce your sanitation costs! 
The following are a few success stories 
and ideas of waste reduction that may be 
able to be implanted at your event.

A. Composting:
• One growing eco-friendly program is 

composting. The Eugene Celebration, 
Eugene, OR, run by a private non-profi t 
organization, instituted a composting 
program in partnership with the City of 
Eugene. The City’s Waste Management 
Supervisor donated the use of a pick-
up truck and trailer so that waste could 
be brought to the composting facility 
at the end of the three-day event. This 
was a no-cost, value added program 
run entirely by volunteers. Not only 
did the composting program allow for 
friendly press for the event, but the City 
of Eugene could have also leveraged 
their involvement into an eco-friendly 
media blitz. 

• In 2003, the producers of the Art & The 
Vineyard in Eugene, OR, developed 
a sponsorship package with a locally 
owned company which manufactures 
landscape bark and compost, nursery 
and greenhouse soils, and offers wood 
debris recycling and lawn mulching 
services. This organization took posses-
sion of all compostable waste, includ-
ing food scraps and cornstarch based 
beer cups. A portion of the sponsorship 
program included the company’s name 
on every beer cup for this 15,000-per-
son event via water-soluble stickers. 

• In 2005, The Oregon Country Fair, 
Veneta, OR, received its bottled water 
supply from Biota Water whose bottles 
are made from a 100% compostable 
material, corn. The Oregon Country 
Fair found that in the proper compost-
ing conditions, the bottles less their 
plastic caps and rings, biodegrade in 
just over 24 hours!

• Does your beverage sponsor have an 
exclusive right to sell bottled water? 
If so, to reduce the number of plastic 
bottles consumed at your event, how 
about providing potable water stations 
for your attendees to refi ll the their 
water bottles? Perhaps you could 
dress the water stations as camels or 
even as a large dessert oasis to add 
some ambiance.

• If you are a smaller event, perhaps your 
local community garden has a com-
posting facility that you may use.

B. Reducing Your Carbon Footprint
Another growing sustainable solution 

is the use of bio-diesel. The increase in 
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Interesting items for your 
press releases could be:

• How much waste in tons does your 
event produce?

• How many beer cups are used at 
your event?

• How much water is sold at 
your event?

• In comparison to the above, how 
has your event reduced this waste?

• How many pounds or tons of waste 
did your event compost?

• What is your event doing to be 
carbon neutral?

fossil fuel costs has everyone trying to fi nd 
ways to cut down on travel expenses. One 
simple sponsorship program would be of-
fer a bio-diesel producer the opportunity 
for visibility at your event in exchange for 
the collection of cooking grease generated 
by your food vendors. Not only will this 
eliminate the need to provide grease bins, 
but the grease could then be converted 
to bio fuel that in turn should be used to 
power any onsite generators. Not only will 
this process save you money, but will also 
be a great press release item!

Additionally, here a are a few options 
to further decrease your event’s carbon 
footprint: 

• Offer Bike Valet 

• Provide free public transportation to 
your event

• Discounted parking rates or a group sale 
admission price for those who carpool

• Develop a yearly tree-planting program. 
This could be done on Arbor Day which 
would allow for a media event during a 
time when people in your community 
may not be thinking of your event. 

Most of the above may be supported by 
sponsor dollars, and the bike valet could 
be a revenue source for your event.

Perhaps the simplest way for an event 
to reduce their carbon footprint would be 
to begin the process of going carbon neu-
tral. Simply put, one could collaborate 
with organizations such as Sustainable 
Waves to purchase renewable energy cred-
its that offset the generation of carbon 
emissions during an event. In addition, 
an option to “green up your ticket”© dur-
ing the admission buying process could 
be added so that your attendees have the 
opportunity to be a part of the carbon 
neutral process. This would bear no cost to 
the event producer, and those of you with 
an in house ticketing program, be sure to 
ask Sustainable Waves how this option 
may offer revenue for your event.

HOW TO ACTIVATE 
YOUR SPONSORS

Transforming your event into a 
greener event is also a great way to get 
your current sponsors more involved in 
your event, or perhaps to bring on new 
sponsors. Does your event already have a 
sponsorship with a sanitation provider? 
If not, include a request that they provide 
your event with recycling totes, a great 
budget-reducing item. Be sure to place 
plywood tops over the totes with cut-outs 
large enough for your attendees to drop 
their water bottle, soda can or paper 

items. Totes for food scraps and com-
postable items should have hinged tops 
in order to minimize odor and unwanted 
insects. Don’t forget to have the plywood 
donated by your local hardware store!

Activate your sponsor or develop an 
outreach program with your local ele-
mentary school by having them paint the 
tops of your plywood tote covers. Your 
child’s class could prepare visual aids for 
your recycling stations by creating large 
signs with items such as a water bottle or 
soda can adhered to cardboard. This will 
minimize the co-mingling of recyclable 
materials and give the opportunity to 
include a sponsor logo or school mascot 
on the signage as a value added benefi t.

Another way to activate sponsors is to 
run a recycling contamination reduction 
competition. Each sponsor could build 
teams to monitor the recycling stations 
which will ensure your attendees know 
where to put their recyclable/compostable 
materials, thus minimizing contamina-
tion. Think of how disappointing it would 
be to develop an outstanding recycling/
composting program, only to have the 
items diverted into the waste stream due 

to contamination because your attendees 
did not understand where to place items. 

IDEAS TO ATTRACT 
THE MEDIA

With all these great programs in place 
to help make your event greener, don’t 
forget to let the media know so they can 
make your efforts known to the general 
public and your event attendees. Below 
are some ideas to attract the media to 
your greening efforts:

• Encourage your food vendors to reduce 
the amount of waste they generate by 
adding a marketing benefi t directed 
at any vendor who uses compostable 
materials. Does one of your food 
vendors already use cornstarch based 
plates, utensils, and/or cups? Leverage 
this into a media event which will drive 
foot traffi c to this vendor and highlight 
your event’s commitment to the green-
ing process.

• If local restaurants provide food service 
at your event, run a contest to see 

Continued on page 68
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By Steve Sumner and 
Marian Montgomery Leck
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Perfect Events Require Planning
As Festival and Event Organizers, we 

are always looking for the ‘WOW!’ factor - 
what will bring the public in this year and 
year after year? A tremendous amount of 
hard work goes into planning an exciting 
event that will turn people out in droves, 
but how will you make sure their experi-
ence is safe as well as memorable? 

Behind the scenes, public safety is 
also hard at work, quietly doing its 
part to make sure festival participants 
and attendees enjoy a wonderful event, 
free from incidents or injuries. It is our 

responsibility to provide a safe environ-
ment for anyone who may be affected 
in any way by our festival or event; this 
includes guests, vendors and perform-
ers, as well as organizers, residents, and 
members of the community-at-large. 
Excitement at an event should not occur 
at the expense of public safety; rather, 
things should run smoothly as the result 
of proper planning and skillful execution. 

Where to Begin?
One of your fi rst responsibilities as an 

event organizer is to check all local calen-

dars for other events and/or festivals that 
might be scheduled during the time and 
date you have designated for your event. 
This includes school and church calen-
dars, chambers of commerce, nonprofi t 
organizations, and other community 
calendars. Regardless of the theme or 
nature of your event, too many events at 
a given, time, place or day will not only 
impact participation at your event, but 
can signifi cantly impact public safety by 
straining local manpower and resources.

Careful planning and coordination is 
essential, especially during a holiday season 

Festivals and events are truly remarkable vehicles for fostering economic develop-
ment and building stronger communities, and this commercial vehicle should not be 
driven without directions! In fact, proper operation requires special knowledge and 

attention to detail in order to be safe and effective. 
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For the purposes of this article, Public Safety refers to work involving security, law enforcement and emergency personnel, exclu-
sively; although important, additional safety issues including health and sanitation, food and beverages, structural and electrical, 
will not be addressed. Furthermore, event organizers (or their designee) will need to be mindful of local rules, regulations and 
ordinances that may affect specifi c events.



28 INTERNATIONAL EVENTS 2006

when a vast array of activities may occur. 
Too many activities at once can wreak havoc 
on a community, potentially creating traffi c 
and staffi ng problems that may adversely af-
fect public safety. For example, if a Holiday 
Bazaar is taking place at the convention 
center and Santa’s Parade is scheduled for 
the same day, consider the actual distance 
(kilometers or miles) between the events. 
How will traffi c patterns be affected? What 
about parking, pedestrians, event staging, 
signage, and road closures along the pro-
posed route? Public safety must account for 
all of these issues, and more.

For this reason one must fi rst deter-
mine whether the Event Coordinator 
will manage the public safety portion of 
your event or assign someone to be the 
Public Safety Coordinator. This decision 
is usually based on the size of your event. 
Remember, the public safety coordina-
tion of an event can be a large task—one 
that will often require a specifi c person to 
oversee all of these activities alone. It may 
be necessary—and is usually benefi cial—
to have one “point person” in charge of 
this important aspect of an event.

Planning an event will require fl exibility 
as it relates to public safety, as some pro-
posed activities may not be possible or legal. 
The Event Coordinator and the Public Safety 
Coordinator must be prepared to deal with 
this. For this reason, the work of the Public 
Safety Coordinator should begin before 
you advertise an event and after you have 
defi ned or structured your event to avoid 
potential confl icts. It would be disadvanta-
geous to advertise a parade or promote a 
marathon route to your community before 
local offi cials have approved it, because such 
approval is often required by law.

Remember: The Public Safety Coordina-
tor will be responsible for the safety and 
welfare of anyone affected in any way by 
your event or festival. This person will 
need to facilitate communication and 
conduct meetings that include all public 
safety participants. All information con-
cerning the event should be written and 
disseminated to all interested/affected 
parties to ensure they are aware of po-
tential issues that may arise and how the 
participation of each agency may impact 

another. For instance, if police approve 
a marathon route with street closures, it 
should be broadcast to the fi re depart-
ment and other emergency response 
personnel whose life-saving work could 
otherwise be disrupted during the event. 

Who’s in Charge?
The Public Safety Coordinator will 

need to know how public safety is 
managed within your community; 
what agencies are involved and who is 
in charge? Many public safety agencies, 
from law enforcement to emergency 
medical response, have a liaison desig-
nated to assist with events. Moreover, it 
is always helpful to know local law 
enforcement leaders, such as the Chief 
of Police, Sheriff, or Constable. Their 
agencies should be informed of all public 
events so that implications for public 
safety may be considered with regard 
to their responsibilities. 

Each city or community entity may 
have different authorities which oversee a 
variety of public safety issues. Sometimes 
the City Manager or the County Com-
missioners are responsible for addressing 
public safety matters; oftentimes indi-
vidual law enforcement agencies (or their 
liaisons) assist the Public Safety Coordi-
nator in determining whether an event 
requires special approval, permitting, or 
a police presence. Ultimately, the nature 
of an event, as well as the size of an event 
(based upon previous and/or projected 
attendance numbers) will factor into law 
enforcement decisions concerning the in-
volvement of police, security, fi re, medical 
and emergency response personnel. 

Police presence may be used for:

• Maintaining law and order

• Prevention and detection of crime

• Street closures, traffi c and crowd con-
trol

• Special Guest/Celebrity/VIP appear-
ances 

• Activation of an emergency plan

In addition to police, private security 
guards, fi re and medical personnel may 
be warranted. Private Security may be 
used in addition to or in concert with 
local law enforcement. In some cases the 
use of private security may be more cost 
effective than utilizing commissioned law 

Basic Information Event Or-
ganizers should share with 
the Public Safety Coordinator: 

• Who is involved in organizing the 
event, including sponsors

• Type of event and nature of activi-
ties, theme, participants, and so 
forth

• Time and place of event: Date, 
hours, location

• Attendance: Anticipated or pro-
jected 

• Examples of specifi c issues that 
may impact public safety

• Fireworks (Fire Department)

• Street closures (All public safety)

• Marathon (Medical personnel)

• Alcoholic beverages being served 
(Law Enforcement)
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Stephen P. Sumner Sr., CPP, 
serves TCID as Vice President of 
Operations & Public Safety with over 
thirty years of Public Safety and Law 
Enforcement in California and Texas. 
steve@TCID.com 

Marian Montgomery Leck, ICPS, 
is the Security Manager for TCID 
and has won numerous awards and 
distinctions for community policing 
programs. marian@TCID.com

Town Center Improvement District 
is a special purpose district in The 
Woodlands, Texas, charged with the 
responsibility of public safety, eco-
nomic development, operations and 
marketing of the downtown area. 

enforcement offi cers, such as police and 
deputies; however, private security guards 
have no “arrest authority” and they often 
do not carry weapons. As a result, the 
roles and responsibilities of private secu-
rity guards must be considered in light 
of public safety concerns and dictated ac-
cordingly. Simply stated, private security 
may be most useful when an extra set of 
“eyes and ears” will enhance operations 
and safety at your event. 

Specifi c events and activities will 
require the presence of local fi re depart-
ment and/or emergency medical person-
nel. Medical personnel may be provided 
through your local Fire Department, 
hospital district, or other entity, and can 
assist you in determining what level of 
First Aid preparedness should be provid-
ed. Staffi ng of medical personnel may be 
dictated by local ordinances and/or deter-
mined by the size or nature of an event. 
For example, two Emergency Medical 
Technicians (EMT’s) may be recommend-
ed for every 1,000 people, or mandated 
at an event located on the water or where 
alcohol will be served.* 

Firefi ghter presence may be used for:

• All matters related to fi re safety

• Fireworks 

• Emergency vehicle access requirements.

Medical Personnel presence may be 
used for: 

• Ambulance service/medical transport

• First-Aid Tent and/or facilities

• Paramedics and/or Emergency Medical 
Technicians

* Police should always be informed if 
alcohol is being served at your event.

It is our responsibility to provide a safe envi-
ronment for anyone who may be affected in 
any way by our festival or event; this includes 
guests, vendors and performers, as well as 
organizers, residents, and members of the 
community-at-large.

Communication: 
The Secret to Success

Once again, communication is critical 
to the role of the Public Safety Coordi-
nator. The Public Safety Coordinator is 
responsible for alerting all public safety 
agencies of all relevant activities related 
to the festival or event. There must be 
adequate and professional communi-
cation not only between public safety 
offi cials and the Public Safety Coordina-
tor prior to the event, but also amongst 
all public safety personnel during the 
event. Thus, the Public Safety Coordina-
tor is responsible for providing advance 
written communication to all personnel, 
as well as two-way radios or, at minimum, 
cell phone communication throughout 
the event. 

The Coordinator may also choose to 
provide a public safety Command Post 
for the event, such as a tent or meeting 
room for public safety personnel to check 
in and out, gather, and rest. If your event 
will be held outdoors, it is always a good 
idea to provide “comfort” areas for public 
safety personnel for shelter and refresh-
ments. The Command Post may serve 
double-duty as this place, or one may set 

up separate, remote stations for shelter 
and refreshments at large events. As a re-
sult, there may be multiple costs, beyond 
wages for personnel, associated with 
public safety at an event, all of which the 
Public Safety Coordinator should calcu-
late and manage. 

At Town Center Improvement District, 
we refer to the ‘WOW!’ factor as the 
“Wonder of The Woodlands.” The secret 
of our success in planning and hosting 
wonderful events for nearly 12 years is no 
mystery—it is hard work by our Marketing 
and Public Safety personnel, pure and 
simple. Sponsors, vendors, participants 
and attendees take public safety and secu-
rity for granted at the festivals and events 
we coordinate, and that’s the way we like 
it. The public’s ability to relax and enjoy 
the environments we create by diligent 
attention to detail let the fun and excite-
ment unfold, and keeps them coming 
back for more, year after year!
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IDEAS
ON A SMALL BUDGET

By Gail Lowney Alofsin
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While the “Big Ideas” evolved through 
persistence, energy and endless hours 
- in the end, it was enthusiasm and follow 
through that built the events into what 
they are today. If you insist on limita-
tions, limited you will be! If you have 
high expectations of yourself and your 
event, you can achieve results beyond 
what you deemed possible. We grew 
from one event and six private events to 
5 festivals and over 100 smaller events. 
Additionally, we grew our sponsorship 
budget by 5700%! 

While marketing experts contend there 
are 5 P’s in business inclusive of Product, 
Place, Positioning, Price and Promotion, 
the “BIG Ideas” focus is on Promotion.  It 
all comes back to who knows you.

Marketing is a close sibling of sales.  
Marketing is the set of activities used to 
get your potential customer’s attention or 
re-new a current client’s interest in your 
programs. After the interest is piqued, 
the next step is to motivate the client 
to purchase your program – as an event 
attendee, craft or specialty vendor or 
corporate sponsor and to continue to pur-
chase your product.   In essence, the key 
to effective and affordable marketing is 
focused on how you defi ne and promote 
your event with a focus on maintaining a 
relationship with a variety of customers.  

1. Communication 101
Back to Basics

Whether you are working for a Fortune 
500 company or an event/festival, it is 
imperative to communicate as sales and 
marketing professionals. When working 

with your sponsors, many of your clients 
are Fortune 500 companies. As profes-
sionals, there are a few simple communi-
cation measures to follow. Technol-
ogy, while a time saver, can also be 
an intruder. 

Voicemail: When you call a perspec-
tive sponsor, you must remember to leave 
your phone number at the beginning 
of the message – speaking slowly and 
articulately. We have all received mara-
thon voicemail messages and the phone 
number (if left at all) is rushed, once, at 
the end of the message and you have to 
replay it over and over. Messages should 
be energetic, brief and polite.

Assumption: if calling from a wireless 
phone – do not assume that the recipi-
ent has your message or number – many 
times wireless calls come through 
as static. 

Email: We have all witnessed mis-
understandings through email. When-
ever possible, pick up the phone! When 
emailing clients – be professional. Avoid 
email shortcuts and slang. Whenever pos-
sible – keep emails brief – you can always 
attach a document with extensive details. 

Write it down! My former Pepsi 
client and good friend, Susan Hayhurst, 
would joke about my “penmanship 
book” as I took copious notes when we 
worked together on the Aquafi nA Taste 
of Rhode Island. While we run from one 
meeting or project to the next, the item 
that you forget to write down, may be the 
important item that results in an event 
disaster. In short – write it down – make 
it happen!   

2. “Just the fax, ‘ma’am’ ”
In developing any new business, there 

are simple communication tools that are 
required. These items include corporate 
letterhead, envelope, business card and a 
fax cover sheet. Many organizations and 
events will use these items to list their 
board of directors or corporate affi lia-
tions (i.e. IFEA). We used the collateral to 
list all of the festivals and events that we 
produce – the Schweppes Great Chowder 
Cook-Off, Snapple Sunset Music Festi-
val, Newport Waterfront Irish Festival, 
Aquafi nA Taste of Rhode Island and 
International Oktoberfest. Our events 
with logos are prominently listed on the 
left column. If you are able to procure a 
print sponsor, request notepads with your 
logos and events. These notepads can be 
distributed to your corporate sponsors 
and local businesses inclusive of your 
Convention and Visitors Bureau and 
concierge desks of hotels. This is a simple 
way to stay “Top of Mind” with the local 
and regional community.

You can expand this concept with 
thank you cards (list event/property on 
back of card), music on hold (instead 
of music on hold – create a tape with 
all your events that are of interest to the 
listener) and of course your website. Your 
website content must be updated for the 
perspective customer so they can procure 
as much info as possible.

3. “Swing your partner-round 
and round”

Many of your corporate sponsors will 
have activation budgets to augment their 

One of the best lessons in “Zero 
based budgeting” is the simple arith-
metic of no existing budget at all! 

Flash back, the scenario in 1988 
was no budget…and I mean no bud-
get! We had one festival, The Motts 
Clamato/Schweppes Great Chowder 
Cook-Off with a very modest com-
bined sponsorship of $17,500 and 
we were operating in the red. The 
revenue streams were limited to atten-
dance and sponsorship. The conces-
sion sales benefi ted the Kiwanis Club 
of Newport. “Lobster Man” with young boy at the Schweppes Great Chowder 

Cook Off
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sponsorship. Two popular, low cost and 
highly visible assets of your event are the 
offi cial bag and wristband sponsorships

Cloth, Paper or Plastic bags used at 
the main gate, t-shirt booth and by your 
craft vendors are often a popular market-
ing medium for corporate sponsorship 
investment. With enough lead time, you 
can work with your sponsor to have their 
logo on one side and your event, property 
or venue imprinted on the other side. As 
a quality plastic bag will be used an aver-
age of 6 times, this is an excellent way to 
brand your property and sponsor. 

Wristbands used for entry, identifi ca-
tion or as a measure to count attendees, 
are another opportunity to brand your 
event name (or website) in addition to 
the sponsors. When selling this right to 
a sponsor, the sponsorship investment 
should refl ect more than the cost of the 
band as this is one of the most visible 
sponsorships of an event. The sponsor-
ship investment should refl ect the expo-
sure and impressions.

4. “Be Everywhere”
There is BIG value in media partners 

which are usually in-kind (non cash) 
sponsors.

Print and electronic (radio and televi-
sion) media partners are ideal partners for 
your event. Television and radio partners 

can offer a range of promotional oppor-
tunities inclusive of media coverage, psa’s 
(professional service announcements) and 
celebrity appearances. As a sponsor of our 
Sovereign Bank Skating Center, our televi-
sion sponsor, ABC-6, created a short pro-
motional video for our website (skatenew-
port.com). The web promo was designed 
to be energetic, informative and hip, 
peaking the interest of potential visitors. 
The shortened 30 second television promo 
aligned with the web promo. Additionally, 
our ABC-6 sponsor was on site for the tree 
lighting ceremony and interviewed the 
President of Sovereign Bank. 

In over two decades of working with 
radio sponsors, we have worked on many 
programs inclusive of promotional spots 
for the events. One of the most successful 
programs has been radio on-air visits to 
promote our food festivals, inclusive of 
bringing a variety of chowders and chefs 
to promote our Schweppes Great Chow-
der Cook-Off, knockwurst and sauerkraut 
to promote the International Oktoberfest 
and culinary delicacies from throughout 
the state of RI to promote the Taste of 
Rhode Island. For the past three years, 
our radio partner has produced a “Kids 
and Family” area at two of our festivals 
inclusive of activities and entertainment 
for families to enjoy. This “event within 
an event” is paid for by the radio station. 

Young boy with Ron the Balloon Man and Clyde the Clam at the Schweppes Great Chowder 
Cook Off.

Two young Irish dancers enjoying a laugh at the Newport Waterfront Irish Festival.
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5. SNAP OUT OF IT!
Visual memories in the form of Photos, 

Albums, Collages, and Videos keep an 
event top of mind for your sponsors, 
vendors and attendees. “Meet and Greet” 
photos of clients with celebrities at 
concerts and sporting events will be front 
and center on the walls of the corporate 
headquarters. There is certainly an intan-
gible value to capturing memories of your 
clients and attendees enjoying time with 
their families at your event with clowns, 
clam cakes and a harbor view. You cannot 
put a price on photo memories! Note to 
self – “TOP OF MIND” = RENEWALS!

6. Economics 101 - “There’s 
no such thing as a free 
lunch?”

One of the lessons that I have chal-
lenged from Economics 101 is the Milton 
Friedman principle that “There is no 
such thing as a free lunch”. Your clients 
will offer advice on your event if asked. 
Success and growth for your events can be 
garnered from concise and focused meet-
ings - both externally and internally.

External:
You can review the best ideas for 

improving and enhancing your events 
by hosting Advisory Boards focused on 
vision and growth. These meetings can be 
comprised of your team and external cli-
ents including representatives from spon-
sors, participating restaurants, vendors 
and non–profi t organizations. On a more 
advanced level, once you have several 
sponsors, you will want to gather a group 
of them together each year for a Sponsor 
Summit to encourage synergy and busi-
ness to business opportunities with each 
other. The more they can benefi t from 
involvement with you, the more likely 
they will be to return. 

Internal:
Wrap Up and Strategy Meetings with 

your event team focused on the “good, 
the bad and the ugly” offer an opportu-
nity to disseminate the attendee, vendor 
and attendee surveys in an effort to pro-
duce a better event each year. Once the 
strategy has been outlined, you will want 
to determine how often you should meet 
as a complete team to stay focused on 
your spirited and exciting event!

7. “Honey, I forgot the kids!” 
Remembering “the kids” is a power-

ful BIG idea. If the kids like your event 
and become your “raving fan”, they will 
return again and again. Free admission 
for children, acquisition of unique and 
interesting talent, complimentary creative 
and educational activities will enhance 
your family programming. In the Sponsor 

hospitality tent – face painting, balloons 
and a moonwalk will offer activities to 
keep the children active and a natural en-
vironment for clients to meet each other 
through their children. The price is right 
when you trade the balloonist, caricature 
artist, face painter and moonwalk a dis-
counted or complimentary space at the 
event in exchange for a few hours of free 
services in your corporate hospitality tent.

8. “Pizza Man”
The local pizza parlor and/or pizza 

chain can be one of your biggest sources 
of promotion. Providing an event fl yer for 
the pizza box and if applicable – includ-
ing a discount, offers a creative way to 
reach families and college students. In 
exchange for putting your information on 
the box, the pizza company will be look-
ing for an opportunity to sell or sample 
pizza at your event. If that opportunity is 
not available, tickets to the event and any 
business you can refer their way will keep 
this relationship solvent.

9. “The Boomerang Effect”
While the reason to align with a non-

profi t group is to work with your heart, 
there are benefi ts for an event. The good 
that you will do comes right back at you 
– like a boomerang. While you can offer 
a non-profi t partial or full gate proceeds, 
concession income, or t-shirt revenue, 
you are also offering a venue to reach 
hundreds or thousands of attendees in a 
leisurely setting. Our non-profi ts benefi t 
from aligning with one of our corporate 
sponsors and setting up raffl e tables and 
silent auction tents.

Non-profi t partners can offer you ac-
cess to their mailing lists and manpower. 

One of most priceless gifts that a non-
profi t partner can offer is a “Letter to the 
Editor” to your local paper about how 
much money they raised, what a great op-
portunity the event offered and how kind 
and generous you were to work with. 

10. “SIMPLY THE BEST!!”
Share the passion and the enthusiasm 

that you have for your event! Your pas-
sion will show in your eyes and tone, the 
energy that you radiate will be addic-
tive! The formula begins with fi nding 
your strengths, harnessing your energy, 
maintaining your motivation, having 
fun and creating your own “Magic” again 
and again! Passion will always supersede 
reason – brand yourself and your event 
with this passion!

Irish dancing team Performing at the Newport Waterfront Irish Festival.

 Gail Lowney Alofsin is the Director 
of Corporate Partnerships for
Newport Harbor Corporation, 
Newport, Rhode Island where she 
focuses on sponsorship procurement 
and execution for Newport Harbor 
Corporation in addition to assisting 
with event marketing and opera-
tions. Since 1999, Gail has served 
as an Adjunct Professor at the 
University of Rhode Island and also 
teaches professional development 
at Johnson and Wales University. 
She leads seminars throughout the 
United States focused on sales and 
marketing, time management, nego-
tiation, work/life balance and project 
management. Gail can be reached at 
gail@newportharbor.com or on her 
Nextel wireless at 401-640-4418.
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By Kathryn Farrington, CFEE

Who wouldn’t be interested in an 
additional marketing boost, align-
ing your event with a tourism desti-
nation for event credibility, and a fi -
nancial contribution to the mission 
and vision of their event? Well if 
you are looking for where to sign 
up, consider your state tourism 
agencies, Chambers of Commerce 
and Convention & Visitors bureaus 
(CVB’s) in your own backyard!

2006 INTERNATIONAL EVENTS 35



36 INTERNATIONAL EVENTS 2006

Why are events so important to these 
agencies? Economic Development!

State tourism agencies gain valu-
able tax dollars from the event indus-
try trickle down effect and in turn, 
several even offer grants to event 
organizers for shoulder season events 
to drive tourism to a particular des-
tination or for cultural events to lure 
the international visitor. Of the 50 
states researched for this article, 
only two of them had no 
visible means of grant fund-
ing available for statewide 
events- good odds!

“One of the objectives that 
we have as a state tourism offi ce 
is to assist our tourism constitu-
ents in promoting Delaware 
to people visiting our state. 
One way to accomplish this 
is through our tourism grant 
programs. The grant programs 
come with accountabilities for 
those entities receiving grant 
funding. The events that we 
look to fund are ones which 
offer unique experiences for the 
visitors and which also create 
overnight stays,” states Tim 
Morgan, Director of Tourism for 
the Delaware Tourism Offi ce.

Chambers of Commerce 
also view events as driving 
dollars to the local busi-
nesses, retail, restaurants, 
and hotels, with the possi-
bility of luring new business 
to town. CVB’s, even when 
they are membership based, 
rely on the “bed tax” as a 
source of their funding, thus 
they are always looking at 
ways to put “heads in beds.” 
Events offer “unique experi-
ences” for a visiting delegate 
of a convention, or the interna-
tional or domestic leisure traveler.

 As mentioned, these three agencies 
in particular view your events as “eco-
nomic drivers” vital to many destina-
tions and fueling the economy at ev-
ery angle. (If your state and regional 
agencies do not see your event in this 
light- then you have some educating 
to do!) 

Simply put, these three agencies 
can assist you with the three M’s- 
Marketing, Media, and the one we 
are all frothing at the mouth to 
receive-Money.

MARKETING, MEDIA 
& MONEY

I have outlined here a few ideas for 
you to consider when approaching 

these different entities. Some of these 
ideas may seem parochial, but it’s 
always good to exercise the mind and 
perhaps you can brainstorm other 
ideas with your staff.

State Tourism Agencies
Familiarize yourself with your 

States Tourism Director/Deputy. I 

suggest a road trip to personally visit 
their offi ces, and meet their staff, i.e.: 
communications/public relations, 
web designer, state photographer, 
media buyer, researcher, and in 
particular, the folks that make the 
decisions on grant funding!

Do your homework and investigate 
all of the potential marketing avenues 
available to you from your state tour-

ism agency. Will they include 
your press releases in their 
press kits? Will they arrange 
a media familiarization 
trip to the state to coincide 
with your event and/or list 
your event in their statewide 
events and or travel guide? 
Some savvy event folks 
have even lobbied their 
state agency for a dedicated 
events “pull-out” section in 
the state travel guide and 
or map; a valued informa-
tional tool for the visitor. 
Do they include your event 
brochures in their collateral 
fulfi llment; promote your 
event with images on their 
website with links to yours, 
send out an e-mail blast 
promoting your event to 
their qualifi ed list? 

Interesting to note, of the 
fi fty states researched, I am 
happy to report that ALL 
of them listed statewide 
“special events” on their 
respective web sites and 
about 85% of the sites listed 
events on their homepage!

“Money, money, money, 
mon-ey… “ as the song 
goes, what funding sources 
are available for an event of 

your stature? What are the 
parameters and timelines, and 

does your event fi t the state profi le? 
State agencies can also assist in sur-
veys and statistics when luring those 
potential sponsors, they can give you 
access to the number of folks fl ying 
into your nearest airport or crossing 
a toll bridge, or simply the demo-
graphics on visitors to your state (the 
visitor profi le).

“One of the objectives that 
we have as a state tourism 
offi ce is to assist our tourism 
constituents in promoting 
Delaware to people visiting 
our state. One way to ac-
complish this is through our 
tourism grant programs. The 
grant programs come with ac-
countabilities for those entities 
receiving grant funding. The 
events that we look to fund 
are ones which offer unique 
experiences for the visitors 
and which also create over-
night stays,” states Tim Mor-
gan, Director of Tourism for 
the Delaware Tourism Offi ce.
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Note - Once they show you the 
money, be sure to track the economic 
impact of your event, (number of 
hotel rooms booked, increased 
restaurant reservations, and atten-
dance fi gures at attractions). This will 
ensure you will receive funding in the 
future once you show in your wrap 
up report, the ROI (return on their 
investment) in your event.

 
Chamber of 
Commerce

You can follow a similar path, as 
with the state agencies, except that 
chambers and some CVB’s are all 
member based, so be sure to join and 
reap the benefi ts of membership. Uti-
lize the chambers membership lists for 
your event promotion, it is also a great 
way to recruit vendors, volunteers 
and potential sponsors. Offer to host 
a “business after hours” or breakfast 
at your event site, and offer a special 
“chamber member perk” such as front 
row parking at your event, early entry 
to the event, or a free beverage. Cham-
bers and all of their members can also 
be considered potential sponsors of 
events, either with cash or through in-
kind services and or both!

Convention & 
Visitors Bureaus 

Do you know the President/CEO 
of your CVB and all of the different 
staff members? Make it a point to 
fi nd out how they can assist you with 
your event. What free services do they 
offer? Some will assist in procuring a 
hotel block and a reasonable rate for 
your event participants, sponsors, ce-
lebrities. Do they offer any co-op op-
portunities such as an ad in a national 
publication promoting your event?

Do you provide them will “b-roll” 
footage of your event for inclusion 
in their promotional DVD or print 
collateral? Do you offer them a free 
information booth at your event to 
promote your destination to your 
event attendees? If they maintain a 
Visitors Information Center, do they 
have your event brochures and sell 
tickets to your event? Do their Visitor 
Center staff wear your event t-shirts 

Kathryn Farrington, CFEE is 
currently the VP of Marketing at 
the Newport, Rhode Island Con-
vention & Visitors Bureau. In this 
role Kathryn overseas the CVB’s 
infl uential advertising, public rela-
tions, and marketing campaigns, as 
well as the award- winning web-
site, www.GoNewport.com.

For more ideas on how to work 
with your obvious partners, please 
contact Kathyrn at KFarrington@
GoNewport.com.

State Tourism Agencies attend the Travel Industry As-
sociation of America (TIA) conference, appropriately 

named ESTO, Educational Seminar for Tourism Organi-
zations. For more information www.tia.org

Chambers of Commerce for the most part belong to 
the American Chamber of Commerce Executives 

(ACCE), and their annual meeting is August 1-4, 2007. 
For more information check out www.acce.org. An-
other Chamber association is the United States Cham-
ber of Commerce, dealing with industry lobbying and 
economic development. To fi nd out more about this 
organization visit their website www.uschamber.com.

Convention & Visitor’s Bureaus all belong to an 
organization that recently received a name change 

to Destination Marketing Association International 
(formerly the International Association of Convention 
& Visitor’s Bureaus – IACVB). For more information on 
this association visit their web site at www.destination-
marketing.org.

(walking and talking billboards) the 
week or two before your event?

Yes, many CVB’s actively promote and 
partner with major events, especially 
if the events require accommodations 
(remember how they are funded)! 

“The relationship we developed with 
the local Convention and Visitor’s 
Bureau was vital to the success of the 
2006 U.S. Women’s Open Champion-
ship. The majority of our event planning 
team moved to the region to work on the 
event, therefore we found the CVB to be 
a vital connection for us in developing 
contacts with governmental agencies and 
local businesses.  In addition, the CVB 
played a vital part in helping to promote 
the championship throughout their daily 
work with corporations, travel writers, 
and at numerous trade shows and events 
that our staff would not normally at-
tend,” states Amy Lillibridge, Marketing 
& Promotions Director of the 2006, and 
2008 U.S. Women’s Open.

In closing, I hope you have gained 
a bit of insight into some “obvious, 
but not to be overlooked” entities to 
assist you with your events. Each one 
is part of a larger national organiza-
tion and some of them hold an-
nual conferences each year that you 
should check out.

Where to Find “Obvious Partners”



THE SPECIAL TALENT OF PUTTING
As all Event Organizers and Creative Directors are aware, special 
effects are playing an increasingly large role in events and festivals 
of all types. To make your events memorable, you are continually 
striving for bigger, better and higher impact special effects, whose 
defi nition, development and operation require high levels of skill and 
discipline. Your jobs are made even tougher by the need to coordi-
nate many different types of special effect in a single event.

Olympic Rings of Fire – General Arrangement drawings
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The problem with this is that there is 
no magic pudding of money, people or 
time. You all relish the challenge of put-
ting on a cutting edge show, but how to 
do it with only X Dollars and Y Days to 
play with?

This article looks at what goes into the 
production of a spectacular special effect 
that is also reliable and safe, while at 
the same time fl agging some points that 
can help optimize potentially limited 
resources.

I will begin by looking briefl y at what 
characterizes a special effect, and then 
at the specifi c aspects of a fl ame effect, 
before outlining how a fl ame is engi-
neered, manufactured and delivered. I use 
the Olympic Rings of Fire, which many of 
you will have seen at the Athens Olympic 
Games Opening Ceremony in 2004, to 
illustrate how the process works.

The Role of a Special Effect
A special effect is often fundamental to 

an event’s success. While the event has its 
own allure and its own spiritual meaning, 
most people attend an event to be enter-
tained. People rate events and ceremonies 
on their sensual impact and the buzz they 
get, and on “how different it is”.

Those who conceptualize special effects 
generally have artistic backgrounds. This 
fact, combined with the drive to produce 
something bigger and better than the 
last, means that technical and fi nancial 
feasibility, and management of risk, is not 
always taken into account at this stage 
of a special effect’s development. This is 
how it should be. We should not limit 
the artist’s creative capacity with such 
considerations.

Thus, it ultimately becomes the Event 
Manager’s job to make creativity cost 
effective, and to manage technical and 

fi nancial risk, and the safety of personnel 
and spectators.

Flame Effects
Flames have a particularly spiritual feel. 
As well as being spectacular, they stir the 
soul - they get the juices fl owing.
Flames can also go out.
And fl ames can be dangerous if they get 
out of control.
Therefore, producing and operating a 
fl ame effect has unique aspects in relation 
to reliability, safety and security.

The delivery of a fl ame effect, from 
its conceptualization and specifi cation 
to its operation on the big night, is an 
engineering project pure and simple. It 
is driven by tight budgets and timelines, 
and capable, logical and disciplined 
project management is critical. As with 
all engineering projects, deliverables and 
milestones must be clearly defi ned, and 

By Mark Wellington

SPECIAL EFFECTS INTO EVENTS

Olympic Rings of Fire – the big night 2006 INTERNATIONAL EVENTS 39
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they must be well understood by both 
customer and contractor.

The Client Brief
Getting a clear client brief can be one of 

the most challenging aspects of the project. 
While this is not unique to the events 
industry, it is quite clear that engineers and 
artists speak different languages and look 
at projects from different perspectives. For 
this reason, clear, formal communication 
from the beginning of a project to the end, 
is of paramount importance.

The Athens Rings of Fire was quite 
unique. The brief was comprised of an 
e-mailed video fi le depicting the speed at 
which the rings were to burn, and the points 
on the rings where the moving fi re fronts 
were to be ignited. While this did not consti-

tute a hugely detailed brief, there was no 
doubt of our customer’s requirement. From 
this through, clear and concise communica-
tion with our customer, FCT was able to put 
together a detailed specifi cation to build an 
effect that worked reliably and safely.

In summary, our customer’s require-
ments were:

• One meter high fl ames traveling on a 
pond to form the Olympic Rings, each of 
which was to be of 14 meters diameter.

• Ignition by a meteor landing in the 
water.

• Athletes to walk into the bed of the 
drained pond after the rings were 
extinguished.

• Project to be developed in total 
confi dentiality.

R&D and Prototyping
Once we have an agreed specifi cation 

we must prove its feasibility via an R&D 
program and build a prototype for our 
customer’s approval. The level of detail 
and time required in testing obviously 
depends on the complexity of the effect 
and how unique it is.

Communication between customer 
and engineer is critical throughout this 
process to ensure that we remain on 
specifi cation and, most importantly, that 
the artistic concept is not compromised 
in the pursuit of a technical solution. 
Producing a prototype that works, but 
does not meet the artistic requirement 
can blow valuable time and budget. Thus, 
artistic input throughout the R&D and 
prototyping process is recommended to 
avoid potentially expensive false starts.

We communicate both formally and 
informally with our customer. The im-
portance of regular formal reporting by 
the engineer and sign off by the customer 
on each deliverable or milestone cannot 
be over-emphasized. All parties must 
understand where the project is heading. 
There are already more than enough chal-
lenges and pressures in putting together a 
successful event, so we must aim to keep 
surprises to a bare minimum.

The Athens Rings of Fire was obviously 
more complex than most effects. How-
ever, the fundamental technical issues 
were quite clear:

• How to make a stable, visible fl ame 
travel on water.

• What fuel to use.

FCT Flames implemented the R&D 
program in concert with our research 
partners at the University of Adelaide’s 
School of Mechanical Engineering. A 
scale model of the Athens Olympic Sta-

Testing the Relay Torch – Sydney Olympic Games 2000

Testing the Relay Torch – Sydney Olympic 
Games 2000
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dium was constructed and, after several 
weeks of laboratory and fi eld testing with 
various confi gurations in a range of posi-
tions and under differing wind speeds, we 
determined that fully submerged plastic 
pipes with evenly spaced holes would 
work best. Natural Gas was preferred 
over LPG as a fuel, primarily for safety 
and security reasons, even though LPG 
produced a more luminous fl ame.

Detailed Design and 
Manufacture

Engineer and customer have now 
agreed on a proven concept. We can 
now confi dently move forward with the 
detailed design and manufacture of the 
fl ame effect.

In addition to the obvious operational 
factors, logistics are important at this 
stage. For example:

• How does our effect fi t with existing 
infrastructure and resources on the 
project site?

• How do we cooperate with other effects 
and other contractors?

• How do we work with local regulations 
and codes?

• How do we ensure reliability and 
safety?

I have already alluded to the impor-
tance of basic risk assessment and risk 
management. Again the issues, and there-
fore the sources of risk, were clear with 
the Rings of Fire:

• We cannot fail technically.

• We cannot put athletes, spectators or 
other personnel at risk.

• Our project must not be threatened by 
our inability to satisfy local rules and 
regulations.

The Rings of Fire involved engineer-
ing a uniform fl ow of gas, beginning at 
various points in the 5 rings at set times. 

Engineering a uniform fl ame speed was a 
signifi cant challenge that was overcome 
by breaking each ring into 8 segments 
and testing to fi nd the right pipe length, 
hole size and hole spacing. We confi rmed 
the successful outcome with a single seg-
ment via a larger scale test using 3 ring 
segments joined together.

Flame ignition presented another 
challenge. Such a high profi le event (the 
Rings of Fire was watched by 4.5 billion 
television viewers) demands zero risk of 
failure, and all equipment had to be out 
of the way when the athletes walked on 
the drained pond so that they were not at 
risk of injury.

We therefore engineered several igni-
tion options to provide multiple redun-
dancy. The igniters themselves fl oated to 
the surface of the water on the pressure 
of the gas passing through the tubes, and 
re-submerged after the rings were extin-
guished and the gas fl ow ceased.

The Burner Management System and 
valve assembly thus fed a total of 40 ring 
segments. We also included a nitrogen 
purge to neutralize any residual gas 
before the athletes entered the pond to 
ensure that there was no risk that any re-
sidual gas might be inadvertently ignited 
after the effect was extinguished.

Factory Acceptance Testing
The Factory Acceptance Test (FAT) is the 

fi nal approval step before dispatch of the 
equipment. This generally involves a visit 
to the factory by our customer’s repre-
sentative. In the case of the Rings of Fire, 
however, time was extremely limited so 
our customer preferred a detailed report 

Olympic Rings of Fire – Plastic pipes installed under water

Testing of the Sydney 2000 Olympic Games Relay Torch at the University of Adelaide School of 
Mechanical Engineering
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on fi nal testing, including video footage 
and a PowerPoint presentation.

Ideally, effective communication and 
regular progress reporting will make the 
FAT a formality. However, it is an impor-
tant step in the process. Surprises at this 
late stage of the project are not welcome.

Installation and 
Commissioning

Preparations for installation and com-
missioning are made well in advance. 
Appropriately qualifi ed and experienced 
people are put in place to do the instal-
lation, and work on securing regulatory 
approvals is begun early so that we can 
move ahead immediately when the 
equipment arrives.

To optimize the cost of installation and 
ensure that we are well aware of domestic 
rules, regulations, practices and condi-
tions, a team of locally engaged engineers 
and technicians are employed under the 
supervision of our engineers and project 
managers. During commissioning the in-
stallation team cooperates with the Event 
Manager’s team, working to an agreed 
schedule with a clearly specifi ed set of 
deliverables and commissioning targets.

Rehearsals confi rm that the effect is 
operating on specifi cation after installa-
tion and commissioning, and that the 
effect and its operators coordinate well 
with the overall event. Safety and security 
measures are also tested and calibrated.

The FCT Flames engineering and instal-
lation team built an excellent working 

relationship with the Athens 2004 Open-
ing Ceremony management team during 
installation and rehearsals. As pressure 
builds in the lead up to such a high 
profi le international event a close and 
cooperative working relationship between 
customer and contractor can only benefi t 
all parties.

Olympic Rings of Fire – valve assembly

About FCT Flames Pty Ltd.
FCT Flames Pty Ltd is a wholly owned member of the FCT Group of Compa-

nies, the Australian provider of combustion systems and expertise to the entertain-
ment and mineral processing industries.

FCT Flames has engineered, manufactured & operated spectacular fl ame effects 
for some of the highest profi le events in history.   FCT Flames was responsible for 
the relay torches & stadium cauldrons at the Sydney 2000 & Athens 2004 Olympic 
Games, as well as the ‘Olympic Rings of Fire’ effect for the Athens 2004 Opening 
Ceremony, which was watched by 4.5 billion people.  Most recently the company 
has been contracted by the Doha Asian Games Organising Committee (DAGOC) 
to engineer & manufacture the relay torches for the Doha Asian Games 2006, as 
well as supply other fl ame effects related to the event. FCT Flames has also created 
fl ame effects for several smaller artistic events such as operas & festivals.

FCT Flames applies the expertise and experience developed by the FCT Group 
in its execution of several hundred combustion projects throughout the world. 
Established in 1984, FCT has developed innovative techniques and technologies 
in concert with research partners in Australia, USA, UK and Europe. FCT’s skilled 
team of engineers and scientists work with clients through laboratory trials, de-
tailed design, manufacture, installation and commissioning to ensure that creative 
artistic concepts become spectacular fl ame effects that are reliable, robust and safe.

For more information on FCT Flames, contact:
Mark Wellington, General Manager
Email: mark.wellington@fctfl ames.com
Phone: +61-8-83529999
Fax: +61-8-83529988
Website: www.fctfl ames.com

Conclusion
Special effects are complex projects, 

and they are becoming progressively 
more complex as organizers strive to 
improve on their last event.

However, while Organizing Commit-
tees and spectators are demanding more 
and more from Event Managers, budgets 
do not necessarily match expectations 
and the pressure of time is ever present. 
There are steps that we can all take to 
optimize the use of our limited resources.

The engineer’s task in this is not only 
to build an effect that works effectively, 
reliably and safely, but also to bring the 
project in on time and on budget. This 
requires skilled engineering, robust qual-
ity control, and effi cient project manage-
ment. A big part of the engineer’s job is to 
minimize risk and provide our customer 
with peace of mind in a pressure fi lled 
environment, so that the Event Organizer 
or Artistic Director can concentrate on the 
job of staging a successful event.

Of course, things do not always go 
totally to plan and, in times of trouble, 
communication is key. Success is more 
diffi cult to achieve without excellent com-
munication at all levels with all relevant 
parties – customer, Government Authori-
ties and other contractors. Strong working 
and personal relationships underpin 
successful projects.
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An Eye on the Future
The IFEA’s 50th Anniversary celebra-

tion in San Antonio, Texas in 2005 
set the stage for the next 50 years and 
2006 started us off with an eye on the 
future. 

The IFEA Board and Staff focused their energies 
on the process of strategic planning and a re-evalu-
ation of the needs and direction for our industry 
and association. The world has changed quite 
dramatically since the IFEA was founded in 1956, 
as has our profession, and the IFEA understands 
the need to stay current and responsive to those 
changing needs. 

With a renewed vision:
“A globally united industry that touches lives in 

a positive way through celebration.”

And mission:
“To inspire and enable those in our industry to 

realize their dreams, build community and sustain 
success through celebration.”

 
the IFEA solicited input from members and non-
members alike, from across our industry, globally, 
to identify their needs, perceptions, opportunities, 
challenges and much more. Using that informa-
tion and additional market feedback the staff and 
board will defi ne strategic responses, identify key 
focus areas, and set future priorities and direc-
tions, completing a plan in 2007 that will carry us 
forward into the years ahead.

At the same time, the IFEA has been upgrading 
our internal systems to provide the foundation for 
our future efforts. Thanks to support from the IFEA 
Foundation, all internal offi ce computers and sys-
tems were replaced in 2006, in addition to a new 

on-line database/fi nancial management system 
that is currently being initiated and tested. When 
completely active the system will save both time 
and resources that can be redirected to other areas 
and will provide the foundation for many new on-
line programs and capabilities. 

We were also pleased to have the IFEA support 
and help in the creation of two new projects that 
will be of benefi t to our entire industry in the years 
ahead: eSAFE, an electronic, on-line knowledge 
system to enhance the safety and security of events 
is still in the development and testing stages by 
Temple University, but when completed will be 
available to all IFEA members free of charge; and 
ENCORE, an economic evaluation software pro-
gram that will allow for cost-effective, self-admin-
istered economic impact studies by events. IFEA 
has partnered with Victoria University in Australia 
to make the ENCORE program available globally 
through the IFEA Bookstore & Resource Center by 
the end of 2006. 

Turning an existing relationship into a valu-
able partnership for everyone, in 2006 the IFEA 
welcomed Festival Media Corporation to the table 
as our “Offi cial Automated Sponsorship Service 
Provider”, an Association Partner, presenting spon-
sor of the IFEA Annual Convention & Expo, and 
our fi rst-ever global partner. Through this partner-
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ship, we look forward to building a menu of new 
opportunities that will benefi t our members and 
industry, worldwide, in the years ahead, as well as 
setting the stage for other global partners to follow.

The IFEA’s 51st Annual Convention & Expo, 
presented by Festival Media Corporation and held 
in Ottawa, Ontario, Canada provided a memo-
rable experience and set the stage for the future for 
everyone who attended. Five hundred event profes-
sionals from fi ve continents enjoyed top quality 
educational sessions and speakers that included 
Lyn Heward, Executive Producer of Special Projects 
and Former President & COO of Creative Con-
tent for Cirque du Soleil; Dave Doroghy, Direc-
tor of Sponsorship Sales for the 2010 Vancouver 
Olympic Games and Paralympic Games; Gerry 
Copeland, Events Manager, Belfast City Council, 
Northern Ireland; Gail Alofsin, Director of Sales 
& Marketing, Newport Waterfront Festivals; Steve 
McClatchy, Alleer Training and Consulting; Bruce 
Erley, President & CEO, Creative Strategies Group; 
Kelven Tan, CFEE, The Singapore Flyer, Singapore; 
Charles Brown, Chairman & CEO, Festival Media 
Corporation; Dan McConnell, Senior Vice Presi-
dent & Managing Director, DDB Public Relations; 
Warren Pearson, National Director, National 
Australia Day Council, Australia; Jim Holt, CFEE, 
President & CEO, Memphis in May; Prof. Leo 
Jago, Ph.D., Victoria University, Australia; Chuck 
O’Connor, CFEE, Director of Marketing, National 
Cherry Festival; Paul Jamieson, CFEE, Executive 

Director, SunFest of Palm Beach County; Jean 
McFaddin, President, McFaddin & Associates; 
Sylvia Allen, CFEE, President, Allen Consulting; 
Laura Grunfeld, Founder & Principal, Everyone’s 
Invited; Guy LaFlamme, Vice President, Commu-
nications & Marketing, National Capital Commis-
sion, Canada; Daniel Baldacci, President, Brazilian 
Festivals & Events; Sam Lemheney, CFEE, Director 
of Show Design, Philadelphia Flower Show; Tom 
Bisignano, Director of Special Events, Walt Disney 
World; Tong Xiaokun, Beijing Festival & Event 
Culture Development Center, China; Colm Croffy, 
Association of Irish Festivals & Events, Ireland; 
Peter Legge, LL.D., President & CEO, Canada 
Wide Magazines and Communications LTD., 
and many more.

Attendees also enjoyed opportunities for profes-
sional networking with top creative leaders in our 
fi eld; affi nity sessions to share common ground 
challenges and solutions; a Global Panel session to 
further discussions about industry commonalities 
and differences; social functions – from receptions 
to sound and light show spectaculars, including 
a private performance of the RCMP Musical Ride; 
and our very popular IFEA Expo, full of creative 
ideas and our largest gathering of new vendors and 
suppliers ever.

We also found time to recognize the 2006 
winners of the IFEA/Haas & Wilkerson Pinnacle 
Awards and the IFEA/Zambelli Fireworks Inter-
nationale Volunteer of the Year Award (Doreen 
Ravenscroft from the Waco, TX, Cultural Arts Fest) 
and to induct our newest member into the IFEA 
Hall of Fame – Congratulations to Thérèse St-Onge 
with the National Capital Commission!
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Outreach
IFEA’s global network continued to 

expand in 2006, as we worked toward 
our vision of a globally united industry. 

The IFEA Global Network was highlighted during a 
Global Panel session at our 51st Annual Convention 
& Expo in Ottawa where representatives from around 
the world discussed the commonalities, differences 
and opportunities for our industry. Some highlights 
from our Global Regions in 2006 included:

IFEA North 
America

IFEA World Senior 
Vice President, Kaye 
Campbell, CFEE took 
the point position for 
IFEA’s North American focus in 2006. 

In that role she serves as the primary contact for 
programming and operations in the United States 
and Canada, working with our Regional Directors 
and Affi liate Partners to service our members.

United States
IFEA’s Regional Directors continued to provide a 

full menu of educational programming opportuni-
ties for U.S. members in 2006, as well as serving 
as our communications hub and direct link to 
members, both current and new. 

U.S. Region 1: 
Tom Kwiatek, CFEE, Director
(until November 30th, 2006)
Ira Rosen, Director 
(as of December 1st, 2006) 

Member involvement and a 
growing awareness of IFEA’s role in the industry 
continued to spur activity in Region 1 in 2006. 
The area’s regional conference, the centerpiece of 
activities, received a warm welcome in Dublin, 
Ohio in February, where attendees experienced a 
bit o’ Irish hospitality, gained new insights and 

ideas from top IFEA speakers, as well as their peers, 
and checked out the latest products and services 
from national and regional suppliers. Plans for a 
2007 conference are currently on hold due to the 
change of leadership in the region, and our desire 
to talk more fully with all of the members in the 
area to insure that the association is providing the 
programming and information that is needed and 
wanted most. 

Beyond the annual regional conference, a variety 
of programming opportunities were produced 
by the Illinois Special Events Network (ISEN), an 
IFEA affi liate partner, throughout their state; and 
strategy sessions were held with IFEA members 
and tourism entities in Nebraska, New York, Wis-
consin and Minnesota. 

The region also established a fi rst-of-its kind 
festivals initiative with the State of Pennsylvania, 
partnering with their Cultural and Heritage Tour-
ism program to provide training opportunities for 
festivals selected as part of the Pennsylvania Festival 
Initiative. The initiative allows selected festivals to 
receive grant monies from the state to help build and 
strengthen their events and marketing capabilities. In 
addition to the training programs, and as part of the 
grant program, the State of Pennsylvania will provide 
the funding for a three-year IFEA membership for 
each festival selected to participate in this new initia-
tive each year, giving them continuing access to the 
information, tools and resources that can help them 
take their events to the next level. Plans are also in 
the works to share this exciting new model with 
other states in Region 1 and throughout the U.S. 

In December 2006, Region 1 underwent a 
change in leadership, with former director Tom 
Kwiatek stepping down to allow himself to focus 
more directly on the success of his personal busi-
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ness, SponsorLink, based in Bethlehem, Penn-
sylvania. Tom has been a good friend and strong 
supporter for the IFEA for many years, and as both 
a member and a regional director, he has opened 
several new doors and partnerships with his 
involvement.  The time and enthusiasm he shared 
with IFEA are greatly appreciated, and we hope 
you will join us in wishing him all the best with 
his future endeavors. 

IFEA Hall of Fame Inductee Ira Rosen moved 
into the role of Region 1 Director on December 
1st.  As the key IFEA member services representa-
tive for the North East and North Central parts of 
the U.S., Ira brings a resume of direct event experi-
ence, a professional network built over many years, 
and a multitude of new ideas to the table that will 
benefi t our members and the organization as a 
whole.  He looks forward to reaching out to each 
of the IFEA members in his area and we encour-
age you to contact him as well to share any ideas, 
questions, or suggestions you may have, or if you’d 
simply like to get more involved with IFEA plan-
ning in your area.  

U.S. Region 2: 
Carolyn Morris, Director

Region 2 had a successful year 
in 2006, and looks forward to 
increasing our outreach even 
more in 2007. With Regional 

Director Carolyn Morris’ goal to personally com-
municate with every IFEA member met, the goal 
for 2007 will be to continue to assist existing 
members and to reach out further to attract new 
members staging events throughout the region. 

Programs in the region started with the South-
east Tourism Society’s Spring meeting in Sarasota 
with networking opportunities and highlighting 
IFEA benefi ts for new and existing members. The 
Southeast Festivals and Events Regional Confer-
ence, produced by the Georgia Festivals and Events 
Association (an IFEA Affi liate Partner), was held 
in Chattanooga and recorded a record number 
of attendees. Highlights of this year’s conference 
included an extensive tradeshow, the ever-popular 
Kaleidoscope Awards and speakers from six states 

providing a myriad of topics to educate and en-
lighten conference attendees. The 2007 conference 
will be held in February at the Radisson Opryland 
Hotel in Nashville, Tennessee. 

Other successful networking opportunities 
included a one day seminar in Kingsport, Tennes-
see hosted by the City of Kingsport Cultural Arts 
Division and the Kingsport Area Chamber 
of Commerce; representation at the Annual 
Mainstreet Conference in Valdosta; representation 
at the Orlando International Special Events Society 
meeting; and participating in a Fall social hosted 
by the Georgia Festival and Events Association 
that was so successful they now plan to make it 
an annual event.

Looking forward, Carolyn will be participating 
in the 7th Annual Community Festivals Seminar 
in Auburn, Alabama; helping to coordinate prepa-
rations as the festivals and events industry turns 
its eye on Atlanta for the 52nd Annual IFEA 
Convention & Expo coming in September, 
2007; and working on various one-day seminars 
and meetings. 

Carolyn encourages members to utilize their 
affi liation by networking with fellow members, 
taking advantage of the benefi ts of IFEA member-
ship, and referring others who would benefi t from 
IFEA. She welcomes anyone interested in hosting a 
one-day seminar or networking event in Region 2, 
to contact her. 
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U.S. Region 3: 
Penny Reeh, Director 

The year 2006 brought con-
tinued partnerships and new 
opportunities to Region Three. 
By using existing organizational 

structures to provide membership information and 
services, IFEA has been able to conduct training 
and create awareness about the association with-
out the typical expenses associated with 
these activities.

Throughout the year, the Texas Festivals and 
Events Association partnered with the Lower 
Colorado River Authority (LCRA) to conduct 
workshops as part of LCRA’s Texas Leadership 
Institute, reaching more than 100 new events 
with festival training.

Region Three has also worked closely with 
the Arkansas Festival Association, a current IFEA 
member, to expand IFEA services to other Arkansas 
members and develop a plan to roll out a mem-
bership recruitment program in the state in 2007.

In February, the Texas Travel Industry Asso-
ciation selected “Festivals” as the theme to their 
popular Unity Dinner, a combination of work-
shops and a formal dinner event designed to create 
a higher awareness of the travel industry to the 
state’s legislature. IFEA coordinated decorations, 
auction items, festival mascot appearances, video 
presentation and a workshop to demonstrate the 
value and impact of festivals and events as a sector 
of the travel industry.

A “berry” good time was had by all when TFEA 
hosted a successful Behind-The-Scenes tour of the 

Poteet Strawberry Festival, which included an in-
depth look at cash management, carnival opera-
tions, fund-raising opportunities, concessions and 
on-site logistics.

Over the summer, TFEA held its Annual Confer-
ence and Trade Show in San Antonio, featuring 
more than 60 percent new speakers and topics. 
Conference attendance and profi tability increased 
over 2005.

This fall, IFEA announced plans to offer credit 
toward its Certifi ed Festivals and Events Executive 
(CFEE) program for coursework completed in the 
Texas Event Leadership Program (TELP). TELP is 
an advanced professional event planning curricu-
lum developed by Texas A&M University’s Cooper-
ative Extension, Texas Festivals and Events Asso-
ciation and Texas Association of Fairs and Events. 
TELP graduates can also complete more training to 
earn TFEA’s Certifi ed Festival Professional designa-
tion and earn additional CFEE credit.

Louisiana and the Gulf Coast of Texas continue 
to recover from the devastation caused by hurri-
canes Katrina and Rita. However, the overwhelm-
ing spirit among these members is to work even 
harder to produce and grow their events as a testa-
ment to their communities and cultures and to 
serve the need for celebration and thanksgiving. As 
their neighbors, we are inspired by their combina-
tion of grace and tenacity.

U.S. Region 4: Nia Forster, 
Director 

Region 4 found itself in the 
international spotlight this year, 
as we celebrated two Grand 
Pinnacle award winners and the 

creation of the IFEA’s fi rst-ever global sponsor. Re-
gion 4 members, the San Jose Holiday Parade (CA) 
and the Greeley Independence Stampede (CO), 
brought new pride and recognition to the region, 
beating out dozens of other national and interna-
tional entrants in their respective budget catego-
ries, to bring home two of the four prestigious 
gold Grand Pinnacle Awards from the IFEA/Haas & 
Wilkerson Pinnacle Awards competition this year 
in Ottawa, Canada. 
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In April, Washington IFEA member Festival 
Media Corporation (FMC) stepped onto the world 
stage as the fi rst-ever IFEA global sponsor and the 
association’s “Offi cial Sponsorship Automation 
Service Provider”. The company’s popular Festivals.
com, BackStage@Festivals.com and SponsorFest 
sites continue to be a strong resource for members 
to enhance their marketing and sponsorship ef-
forts with, and this new deal signals an important 
long-term commitment to both the association 
and the industry. 

Programming throughout the region included a 
week-long, multi-island seminar series presented 
by the Hawaii Tourism Authority in partnership 
with IFEA and the Hawaii Festivals & Events Alli-
ance (an IFEA Affi liate Partner). Plans are also in 
the works for 2007 to bring a week-long series of 
CFEE courses to Hawaii to provide members there 
better access to obtaining their CFEE credits. A suc-
cessful pairing in Tucson, Arizona of the Arizona 
Festivals & Events Alliance with the Arizona Tour-
ism Alliance, garnered greater recognition for fes-
tivals and events along with providing important 
educational programming, at the Arizona Gover-

nor’s Conference on Tourism. Arizona members 
also held their fi rst stand-alone ceremony for the 
Aztec Awards in Tempe in September, to recognize 
state-wide excellence in producing festivals and 
events. In the Northwest, CFEE course offerings ex-
panded into Oregon in conjunction with program-
ming conducted in partnership with IFEA member, 
the University of Oregon.  

We look forward to talking in greater detail with 
all of the members in Region 4 in the coming 
months, and look forward to getting your feedback 
as to how we can better provide the programming 
and information that is needed and wanted most 
by you. 

Canada
IFEA enjoyed a truly “Capital Experience” in 

Canada in 2006. With the IFEA 51st Annual Con-
vention & Expo held in Ottawa, Ontario, the IFEA 
focused a bright spotlight on Canada, working 
closely with the National Capital Commission and 

former IFEA Chair, Thérèse St. Onge. 
A major goal of the convention in 2006 was to 

begin establishing a national Canadian frame-
work for the IFEA to grow from in the years ahead 
and to welcome the multitude of spectacular and 
creative events that make up the Canadian festi-
vals and events industry to the IFEA. The conven-
tion experience provided many opportunities to 
work with and build new relationships with many 
related Canadian event organizations and institu-
tions, including CAFÉ, Festivals & Events Ontario, 
The Canadian Festivals Coalition, and Algonquin 
College, among others. With the continued sup-
port and active involvement of Thérèse St-Onge 
and other key players, we look forward to build-
ing on the foundations that were created and/or 
furthered this year.
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IFEA Europe
IFEA Europe moved 

their offi ces to Leeds 
Metropolitan Uni-
versity, in the United 
Kingdom, in 2006, 
further enhancing their partnership 
with this leading academic institution 
in the event management fi eld . With 
a strong and active board in place, 
they are well positioned to support 
our European colleagues as they look 
to the future. 

The IFEA Europe Board voted unanimously to 
create a new position of Business Development 
Manager in 2006 to help place a new focus on 
growing the organization. Former Board Chair 
Jeroen Mourik was named to fi ll the new position 
and Allan Grige, with the Association for Festivals 
and Events in Denmark, took over as Chair of the 
IFEA Europe Board. IFEA Europe has appointed 
a number of national ambassadors to help repre-
sent the organization in their respective countries, 
including Denmark, where 2006 saw the fi rst con-
ference of the new Danish Association for Festivals 
and Events in Copenhagen. 

The annual IFEA Europe conference was held 
in Belfast, Northern Ireland, in March and includ-
ed an unforgettable evening of celebration 
at Belfast Castle on St. Patrick’s Day. IFEA Europe 
graciously hosted a gathering of representatives 
from many of IFEA’s global affi liates for a day 
of meetings and networking about cooperative 
ventures and exchange opportunities during their 
Belfast conference. 

Throughout the year, IFEA Europe offered 
programs and Behind-the-Scenes events in Spain, 
Slovenia and more. IFEA Europe will hold their 
16th annual conference, “The Art of Growing: 
Lifecycles of Festivals & Events” from February 
14th-18th, 2007, in Athens, Greece, birthplace of 
the cultural Olympics. Plans for 2007 Behind-the-
Scenes opportunities include a visit to the festivals 
of Hungary. 

IFEA Asia
IFEA China, un-

der the direction 
of President Zhang 
Nuan, continued to 
grow and prosper,
hosting sponsorship train-
ing seminars in Yichang, theme park and exhi-
bition focused forums in Beijing, and a special 
professional tour/symposium exchange with some 
of China’s top festivals and events, including the 
Shanghai International Arts Festival, the Ningbo 
International Fashion Festival, the Suzhou Enter-
prises Expo, the Golden Eagle Television Festival 
(Changsha); and the Nanning International Folk 
Song Arts Festival. IFEA President & CEO Steven 
Wood Schmader, CFEE, was a special guest on the 
nationally televised Chinese business talk show 
“Brainstorm” and delivered a special IFEA greet-
ing as part of “The Same Song” concert in Ningbo 
before a live audience of 100,000 and broadcast 
by CCTV to 3.5 billion viewers worldwide. Dis-
cussions were furthered regarding the fi rst “IFEA 
World Forum” event that is now tentatively sched-
uled for Shanghai and Beijing in 2008 in tandem 
with the 2008 Beijing Olympic Games (more 
information will be released in 2007 as details are 
fi nalized), in addition to new extended training 
programs starting in 2007 that will allow Chinese 
festival and event professionals to obtain their 
CFEE designation and to visit several North Ameri-
can festivals for a Behind-the-Scenes opportunities 
each year.

IFEA President & CEO Steve Schmader, partici-
pated in the fi rst ever National Forum of Festival 
Organizers in Seoul, South Korea in December. 
The forum was supported by Pai Chai University, 
together with the Korean National Tourism Corpo-
ration and Ministry of Culture and Tourism. IFEA 
member Professor Gang-Hoan Jeong, Ph.D. served 
as coordinator for this inaugural forum and plans 
are in the works to formalize an IFEA Korea affi li-
ate in 2007 as a result.

IFEA Singapore/Asia President Jimmy Wong con-
centrated much of his efforts on the development 
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of relationships in Malaysia in 2006, while also 
exploring potential opportunities in India. IFEA 
Asia anticipates increased interest and outreach in 
the coming year(s), including participation from 
Japan, Thailand and many others.

IFEA Australia
IFEA formalized 

a new partnership 
with FEA (formerly 
the New South Wales 
Festivals & Events 
Association) in 2006 that resulted in a 
base of some 400 members now being 
served “down under”. 

IFEA Hall of Fame inductee, Barry Wilkins, 
who served as the IFEA’s chief Australian liaison 
for many years, retired from his role after many 
years, but has vowed to stay active, especially in 
South Australia. 

In the shadow of the globally recognizable Sydney 
Opera House, FEA President Luke Robinson presided 
over a very successful Australian Festivals & Events 
Forum in Sydney in October, including participation 
and support from the Honorable Sandra Nori, Min-
ister for Tourism and Sport and Recreation, whose 
ministry responsibilities include major venues and 
events. The FEA Board and staff, with new offi ces in 
Perth, have successfully set the stage for growth and 
programming support throughout the country, both 
professionally and academically, and bring a pletho-
ra of talent and resources to the IFEA world table.

IFEA Middle 
East

In April, the IFEA 
again co-sponsored 
Festivale 2006, a 
conference aimed at 
reaching the many festival and event 
professionals in the Gulf Region. 

The conference was held in Dubai, United Arab 
Emirates. With the much appreciated help and 
support of popular IFEA speaker and trainer Bill 

O’Toole from Australia, educational provider IIR 
Middle East, and former IFEA Board Chair Char-
lotte DeWitt, we continue to build new relation-
ships and understand the many opportunities 
offered in this exciting new region. IFEA Middle 
East President, Jackie Wartanian, with CSM Center 
Stage Management and the Dubai Desert Rock 
Fest, continued in 2006 to develop this diverse 
global area that extends into Southwest Asia and is 
busy planning new activities for the future. Some 
of her insights and others active in the region can 
be enjoyed in the IFEA’s quarterly magazine, “ie: 
the business of international events”.

IFEA Latin 
America

Latin America is 
fi lled with creative, 
exciting and colorful 
events, and in 2006 
we welcomed those events to the IFEA 
as we formalized the new IFEA Latin 
America under the leadership of Dan-
iel Baldacci, President of the Brazilian 
Festivals & Events Association. 

Daniel is already planning many new activities, 
including a unique Behind-the-Scenes opportunity 
to learn more about the famous Carnivals of Brazil 
in February of 2008 (details will be available at 
www.ifea.com in the months ahead). 

Additionally, we were pleased to welcome our 
fi rst representatives from Mexico to the IFEA Con-
vention in 2006, from the Festival del Internacio-
nal Globo (a hot-air balloon festival) and Parque 
Metropolitano in Leon, Gto. Mexico. These new 
friends, encouraged by IFEA member Scott Spen-
cer, of Lighter Than Air America, to get involved, 
have offered their support in developing an IFEA 
industry presence in Mexico.
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Association Alliance
2006 marked the second full year of 

our new Association Alliance. 
The IFEA, along with the IAAM (International 

Association of Assembly Managers), IAAPA (Inter-
national Association of Theme Parks and Attrac-
tions), IAFE (International Association of Fairs and 
Expositions), and the OABA (Outdoor Amuse-
ment Business Association) formed a partnership 
alliance in October of 2004 that has proven to be 
invaluable from a strategic planning and support 
standpoint. In 2006 the alliance members covered 
areas such as potential new cross-alliance publica-
tions, life safety and security issues, advocacy and 
legal issues, international outreach, education 
and professional development cooperation, and 
potential cross-over member benefi ts between all 
alliance associations. The IFEA will play host to the 
Association Alliance president’s meeting for the 
second time in March of 2007.

Fiscal Insights 2005-06
The 2005 fi scal year and our 50th 

Anniversary proved to be a positive 
one for us fi nancially as well. With 
a successful convention and other 
regional programming, the addition 
of a number of new sponsors and ad-
vertisers, and two great IFEA Founda-
tion events in San Antonio, we ended 
FY2005 with a net profi t of $79,741, 
making it the most successful year in 
the history of the IFEA, with a 375% 
increase over FY2004 which realized a 
net profi t of $21,140. Comparatively, 
as an association, our 19-year average 
net profi t is $32,500.

The 2006 fi scal year, that will end on December 
31st, was faced with a few more challenges, due in 
large part to an almost 60% increase in our origi-
nal convention hotel contract obligations (tied to 
Canadian exchange rates) coupled with a substan-
tially lower grant from the IFEA Foundation than 
originally projected. 

The IFEA annual convention provides a large 
percentage of our income each year and as a result 
of the above scenarios, as books are closed and fi -
nal numbers are available, we anticipate ending FY 
2006 with a net decrease in assets. With a change 
of convention locations in 2007 to Atlanta, Geor-
gia (originally scheduled for Washington, D.C.) we 
are anticipating a very successful FY2007 that will 
help to offset this impact.

The most current audited fi nancial statements 
for the IFEA are always available by contacting the 
IFEA offi ce. 
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Board Transitions

Each year the IFEA Board of Direc-
tors goes through a transition of of-
fi cers and members whose terms are 
expiring. The time, energy and dedi-
cation that this volunteer group of 
individuals gives to the IFEA and the 
continued success of our industry is 
uncalculatable. 

As we close out the year, we would like to say a 
special “Thank-You” to 2006 Chair Derrick Fox, of 
the Alamo Bowl and to Immediate Past Chair, Tom 
Kern, CFEE, of the Fairfax County Chamber of 
Commerce. Derrick will serve another year as our 
Immediate Past Chair, while Tom will rotate off of 
the Board per our policies. 

At the same time, we would like to congratulate 
2007 IFEA Chair Paul Jamieson, CFEE from Sun-
fest of Palm Beach County, 2008 Chair-Elect Pete 
Van de Putte, CFEE, of Dixie Flag, and 2007 Board 
Secretary Sam Lemheney, CFEE, of the Pennsylva-
nia Horticultural Society. 

We would also like to welcome new Board 
members Jim Holt, CFEE with the Memphis in 
May International Festival; Becky Genoways, CFEE, 
with ON THE WATERFRONT; Karen Scherberger, 
CFEE, with Norfolk Festevents, Ltd.; and Eric Mar-
tin, Esq., CFEE, with Music for All, Inc. and thank 
departing Board members Dennis Bash with U.S. 
Bank and Robyn Nelson, CFEE, with the Dogwood 
Arts Festival.

The full 2007 IFEA Board of Directors 
will be as follows:

OFFICERS:
Chair:
Paul Jamieson, CFEE, Sunfest of Palm Beach County

Chair-Elect
Pete Van de Putte, CFEE, Dixie Flag

Secretary:
Sam Lemheney, CFEE, Penn. Horticultural Society

Immediate Past Chair:
Derrick Fox, Alamo Bowl

Serving Third Year, Second Term:
None

Serving Second Year, Second Term:
Johan Moerman, Rotterdam Festivals
Sam Lemheney, CFEE, Pennsylvania 
  Horticultural Society
Janet Kersey, CFEE, Daytona Beach Convention 
  & Visitors Bureau  

Serving First Year, Second Term:
Mitch Dorger, Pasadena Tournament of Roses 
Bruce Erley, APR, Creative Strategies Group
Wright Tilley, CFEE, Macon GA’s International   
  Cherry Blossom Festival

Serving Third Year, First Term:
Tom Bisignano, Walt Disney World
Tracy Becker, CFEE, Clarion Autumn Leaf Festival 
Jimmy Wong, Singex Exhibitions Pte Ltd

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

Serving First Year, First Term:
Jim Holt, CFEE, Memphis in May International Festival
Becky Genoways, CFEE, ON THE WATERFRONT
Karen Scherberger, CFEE, Norfolk Festevents, Ltd.
Eric Martin, Esq., CFEE, Music for All

Paul Jamieson, CFEE
2007 Chair

Derrick Fox
2006 Chair
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Foundation Report
As this issue arrives, many of us 

are preparing to give thanks and 
share treasured holiday time with 
our family and friends, while set-
ting 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, do-
nations, 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 averaged 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 mer-
chandise, extraordinary trips and great deals on 
event needs and supplies.

……Thanks to you, more members than ever 
have had a great time at the Foundation conven-
tion events and have made contacts and friend-
ships that have stood the test of time.

We truly have a wonderful community of festival 
and event producers, industry suppliers and corpo-
rate partners in IFEA who should all be proud of 
these great accomplishments. Your continued in-
volvement 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 Foundation 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

There are a lot of reasons why 
hundreds of people support the 
IFEA Foundation and support its 
mission: “The IFEA has Resources 
to Fulfi ll Its Educational Mission.”

Many people support it by 
providing funds for professional 

and keynote speakers at the convention and other 
seminars, the IFEA Bookstore and Resource Center, 
the CFEE professional certifi cation program, and 
other educational endeavors.

But probably the most satisfying reason that 
people make donations to IFEA is to support its 
scholarship program. Every summer, the Founda-
tion awards scholarships to students and other 
event professionals to attend the IFEA convention 
who otherwise wouldn’t be able to do so. To date, 
more than 75 recipients have benefi ted from Foun-
dation grants. Scholarships are especially valuable 
to small events that are usually unable to take ad-
vantage of professional educational opportunities.

For many scholarship recipients, the opportunity to 
attend the convention has been life-changing. Many 
fi nd jobs, while others fi nd that great idea at the con-
vention that takes their event to the next level.

“Without the IFEA Scholarship, I would not have 
been able to attend the conference (the 51st An-
nual IFEA Convention & Expo in Ottawa, Canada), 
said Kristin Walsh, a special events coordinator 
from the City of Belleville, Ontario. “I am pleased 
to be able to tell you that I took advantage of every 
opportunity to learn…I attended every session 
possible and networked with many other event 
coordinators. Due to the high quality of IFEA 
seminars and the value of networking that took 
place, it will not be diffi cult to convince the City of 
Belleville to send me to future IFEA functions.”

“Thank you so much for the opportunity,” 
Sandy Miller of the Wisconsin Youth Company of 
Madison said after attending the 2005 convention 
in San Antonio. “I was inspired by the many ideas 
that I gathered and the people that I met who are 
doing exciting things in our fi eld. The workshops 
were very helpful to me and it was great to have 
such a wide variety of offerings available.”
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Funding for scholarships is made possible by 
fellow event professional support. There are many 
ways that you can contribute to IFEA, including 
the following:
• Become a Foundation member – Simply mak-

ing a donation to the Foundation and becoming 
a member speaks volumes about your commit-
ment to the industry. Your commitment will 
help fund valuable IFEA programs.

• Go to a fantastic party – Each year at the 
convention, the Foundation holds spectacular 
special events. They are always the ultimate in 
fun and networking.

• Buy from or donate to the annual auction – It’s 
not just a lot of fun. You’ll fi nd the best values and 
most exciting opportunities for sale at the annual 
IFEA auction, which is held at the convention. 
You’ll fi nd great deals and unbuyable experi-
ences, like trips to the Kentucky Derby Festival, 
Indianapolis 500 Festival, Iditarod, international 
event opportunities, as well as the opportunity to 

purchase fi reworks shows and infl atables at 
great prices.

• Support the endowment fund of your choice – En-
dowments ensure the future of our industry. Start 
your own or make a donation to an already existing 
fund. You can establish a named fund with a gift of 
$2500 or more. The Foundation makes distributions 
from named funds at the request of the donor. The 
Bill and Gretchen Lofthouse Endowment Fund and 
the Daniel A. Mangeot Fund are examples of named 
funds. They ensure the future of IFEA, as each year 
monies are taken from these funds for scholarships, 
to fund speakers, and for other purposes.
Scholarship applications for the 52nd Annual 

Convention & Expo presented by Festival Media Cor-
poration in Atlanta, GA, September 17-21, 2007 will 
be available in April. Please call the IFEA Foundation 
offi ce at 360-452-2789 for more information.

Bruce Skinner, CFEE
Foundation President
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IFEA Announces New 
U.S. Region 1 Director

IFEA Update

It seems that each New Year brings with it new oppor-
tunities and changes for everyone. IFEA President & CEO 
Steve Schmader, CFEE, announced in November that 
former U.S. Region 1 Director Tom Kwiatek, CFEE, would 
step down at the end of November to allow himself to fo-
cus more directly on the success of his personal business, 
SponsorLink, based in Bethlehem, Pennsylvania. “Tom 
has been a good friend and has carried the IFEA fl ag 
proudly for many years, as a member and as a Regional 
Director,” said Schmader. “His involvement has opened 
many new doors and partnerships that we will continue 
to build upon in the years ahead.”

Schmader also announced that 2005 IFEA Hall of 
Fame Inductee Ira Rosen would take over as the new U.S. 
Region 1 Director, beginning December 1st. “Ira Rosen is 
a recognizable icon in both the IFEA and our industry,” 
said Schmader. “As the key IFEA member services repre-
sentative for the North East and North Central parts of 
the United States, Ira will bring a resume of direct event 
experience, a professional network built over many years, 
and a plethora of new ideas to the table that will benefi t 
our members and the organization as a whole.”

IFEA’s U.S. Regional Directors work directly with mem-
bers, affi liated partners and other allied industry organi-
zations and institutions within their regions to provide 
ongoing access to IFEA benefi ts, resources, educational 
programming and networking connections for the pur-
pose of fulfi lling IFEA’s mission “To inspire and enable 
those in our industry to realize their dreams, build com-
munity and sustain success through celebration.”

Rosen can be reached at the following:

Ira Rosen
IFEA U.S. Region 1 Director
2410-8 Sylvan Drive
Point Pleasant, New Jersey 08742
Telephone: 732-701-9323
Fax: 732-701-9327
Email: ira@ifea.com
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U.S. REGIONAL
DIRECTORS

IFEA U.S. Regional Directors work to support
our members throughout the United States. We
invite you to contact them regarding programing

and resources available in your area.

U.S. REGION 4
Nia Forster, IFEA Regional Director

2601 Eastover Terrace • Boise, ID 83706 • Phone: 208-433-0950 x*814
Fax: 208-433-9812 • Email: nia@ifea.com

U.S. REGION 3
Penny Reeh, IFEA Regional Director
P.O. Box 1025 • Fredericksburg, TX 78624 • Phone: 830-997-8668
Fax: 830-990-1370 • Email: penny@ifea.com

U.S. REGION 2
Carolyn Morris, IFEA Regional Director

P.O. Box 965296 • Marietta, GA 30066 • Phone: 770-592-7180
Fax: 770-592-7150 • Email: carolyn@ifea.com

U.S. REGION
Ira Rosen, IFEA Regional Director
2410-8 Sylvan Drive • Point Pleasant, NJ 08742-4230 • Phone: 732-701-9323
Fax: 732-701-9327 • Email: ira@ifea.com

U.S. REGION 4
Nia Forster, IFEA Regional Director

2601 Eastover Terrace • Boise, ID 83706 • Phone: 208-433-0950 x*814
Fax: 208-433-9812 • Email: nia@ifea.com

U.S. REGION 3
Penny Reeh, IFEA Regional Director
P.O. Box 1025 • Fredericksburg, TX 78624 • Phone: 830-997-8668
Fax: 830-990-1370 • Email: penny@ifea.com

U.S. REGION 2
Carolyn Morris, IFEA Regional Director

P.O. Box 965296 • Marietta, GA 30066 • Phone: 770-592-7180
Fax: 770-592-7150 • Email: carolyn@ifea.com

U.S. REGION 1
Ira Rosen, IFEA Regional Director
2410-8 Sylvan Drive • Point Pleasant, NJ 08742-4230 • Phone: 732-701-9323
Fax: 732-701-9327 • Email: ira@ifea.com
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New Online 
Option Offered 
for Membership 
Renewals

IFEA members now have the 
added fl exibility of renewing their 
annual membership online, in ad-
dition to traditional fax and mail 
methods. Changing to an online 
membership format will ultimately 
enable the IFEA to make better use 
of your membership dollars by reducing mailing costs, streamlining staff func-
tions and utilizing current technology. That results in freed up time and resources 
that can now be redirected towards researching and creating new educational 
programs, products and services that will better assist each of you.

To renew online, you’ll need to log-in one initial time to the IFEA Membership 
Administration site to confi rm your information (if you haven’t already done so). 
You can do this at www.ifea.com. Click on the “Member Login” link under About 
IFEA in the left side menu bar, and then click on “Articles” on the left hand side 
of the log-in page. Under “Articles” you’ll fi nd a set of step-by-step instructions 
to follow. If you’ve already completed the initial log-in process but haven’t yet 
renewed, simply log in and click on “My Transactions” to view your dues amount. 
A paper receipt of your transaction can also be printed upon completion. 

2007 membership renewals for those on the January – December cycle are due 
by 12/31/06. Paper invoices were also mailed out to help ease the transition, and 
payment may be remitted either way. 

For questions about any of the above, or if you prefer to have an IFEA staff 
member walk you through the online process, please don’t hesitate to contact 
Beth Petersen, Director of Member Services (x*816), or Julie Parke, Director of 
Operations (x*810), at (208) 433-0950.

IFEA Web 
Page Update

If you haven’t visited our web page 
recently, you will notice some new 
additions the next time that you do. 
We recently unveiled a new animated 
header (complete with rotating globe 
on our IFEA logo), as well as a new 
top of the page menu selection bar 
providing fast and easy login by cur-
rent members and information on 
joining the IFEA for new members. 

We also added a new scrolling 
news feature. Updated each Monday, 
“This Week in the World of Festivals 
& Events” highlights current news 
stories taken from leading media sources around the world who are covering 
our industry. Because these are actual news stories, the IFEA is not responsible 
for content or coverage. We believe that bringing them to you provides a unique 
service to help you start your week with a quick overview of what is happening in 
our industry around the world. 

During the coming year, we will be adding new features and upgrades through-
out our web site to make it more useful and valuable to our members and indus-
try. If you have ideas or suggestions that you would like us to consider, please let 
us know.

Online Log-In 
Critical for Con-
tinued Access to 
Member Benefi ts 

In early November, IFEA intro-
duced our new online “IFEA Mem-
bership Administration” site. The 
new system will allow our members 
to update their contact information, 
search for other IFEA members by a 
variety of criteria, register for events 
(such as webinars, conventions, 
regional seminars, etc.) and purchase 
IFEA products, online. In the coming 
months, it will also provide mem-
ber-protected areas and improved 
member benefi ts. 

Like any new endeavor; however, 
there are a few things that we need 
your help with to initially get things 
going. The most important of those 
is to log in to the site one initial time 
to confi rm that all of the informa-
tion we have entered for you is cor-
rect. This is a one-time set-up process 
only meant for verifying your initial 
user information and establishing 
your user id and password. After this, 
you can access everything through 
www.ifea.com Follow each step 
in order and in just a few minutes 
you’ll be confi rmed and ready to go. 

All members, regardless of 
whether or not your renewal is 
due at this time, need to log on to 
the internet to confi rm your IFEA 
membership account. The sooner we 
have everyone logged in, the sooner 
we can start adding in new options 
and services. We appreciate your help 
with keeping the association mov-
ing forward. If you have questions 
about any of the above or would like 
additional assistance, please don’t 
hesitate to contact Beth Petersen, Di-
rector of Member Services (x*816), 
or Julie Parke, Director of Operations 
(x*810), at (208) 433-0950. 



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“ENCORE” 

Economic Evaluation Soft-
ware Now Available

The new “ENCORE” Econom-
ic Evaluation software program, 
a partnership between IFEA and 
the Centre for Hospitality and 
Tourism Research at Victoria 
University in Australia, is now 
available through the IFEA 
Bookstore and Resource Center 
on-line at the IFEA web site at 
www.ifea.com. The program 
comes complete with software, 
user’s manual, and volunteer 
training information (in both 
hardcopy or downloadable versions) that allows individual festivals and events to 
conduct and customize their own economic evaluation surveys, enter data and print 
out the end reports in multiple formats (including color), all on their own. The one-
time retail cost to IFEA members (including updates and discounts on new future 
versions) is only $240 U.S. dollars for the electronic version of the program and 
$300 U.S. dollars to non-IFEA members when purchased through the IFEA. Uni-
versity of Victoria developers are working with the IFEA’s international affi liates to 
provide the program in multiple languages, but the current version is in English.

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

“Economic impact/evaluation programs have typically required outside research as-
sistance and budget costs in the thousands, if not tens of thousands, of dollars, plus the 
time waiting on data entry and fi nal results. “ENCORE” offers a simple, user-friendly 
option that can be conducted, tabulated and completed quickly by any size festival or 
event and then used as not only an external validator, but as an internal planning tool 
as well,” said IFEA President & CEO Steve Schmader, CFEE. “We are very pleased to co-
brand the “ENCORE” program along with the University of Victoria STCRC. It is one 
more way that the IFEA can support both our members and our industry.”
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IFEA World

T he National Events Summit was held 
at the grand old Royal Automobile 
Club (RAC) in Sydney on 17/18 Oc-

tober 2006. The venue proved an excellent 
choice close to the Sydney Opera House 
and the Harbour Bridge, with the leisurely 
and civilised atmosphere of an earlier era.

A packed program appealed to at-
tendees from cultural, sporting, corporate 
and community events across Australia 
and from major international events to 
small local festivals. MC for the Summit 
was the delightful and infectiously sunny 
Jaslyn Hall, a respected radio and TV 
presenter and freelance writer on popular 
culture. Keynote speakers included Steve 
Schmader, CFEE, President & CEO of 
IFEA World, David O’Connor AM, Execu-
tive Director, World Youth Day 2008 and 
David Fishel, Positive Solutions. 

The Summit was offi cially opened by 
the Hon Sandra Nori, MP, Minister for 
Tourism, Sport and Recreation, Women 
and Minister Assisting the Minister for 
State Development in New South Wales. 
The Minister also hosted a reception for 
conference delegates prior to the Summit 
Dinner at the Premier’s function room 
at Governor Macquarie Tower, with its 
spectacular harbour views.

A highlight of the fi rst day was the en-
tertaining and inspiring address by Fergus 

Lineham. Fergus is a co-founder of the 
Dublin Fringe Festival and has launched 
his second Sydney Festival program to 
considerable acclaim. Fergus walked the 
audience through a juggling act of arts 
festival management, combining artistic 
risk taking with popular appeal, fi nancial 
prudence with presentation fl air, staff 
management and expectations, staging 
triumphs and challenges, with all the 
charm and insouciance of a man with 
Irish wit and Sydney know-how.

The audience was later taken into new 
territory with the planning of the 2007 
Asia-Pacifi c Economic Co-operation Fo-
rum which will be hosted by Australia in 
Sydney in 2007. Jacqui McCrae, General 
Manager of Operations outlined the huge 
issues of budget, management, security, 
logistics, transport, accommodation, 
spouse programs, entertainment and 
everything else for 21 member countries 
with Heads of State. Jacqui presented a 
fascinating glimpse of the complexity and 
challenges of organizing mega events, for 
international VIPs. For more informa-
tion on APEC 2007 visit: http://www.
apec2007.org 

The Summit provided a range of key-
note speakers and panel contributors. A 
strong emphasis was placed on sessions 
that would provide practical information 

and ideas to the delegates. While many 
States and Territories have their own local 
events networks, the Summit is the major 
annual occasion for people to come to-
gether across Australia and to learn from 
each other.

A hard hitting panel session on spon-
sorship involved valuable insights from 
Caro Llewellyn, Sydney Writers’ Festival; 
Donna Payne, Australian Business Arts 
Foundation, and Kiersten Fishburn; City 
of Sydney Cultural Development. Issues 
covered getting and losing sponsorship, 
do’s and don’ts for successful relation-
ships with sponsors and funders and the 
cardinal sins most often committed by 
sponsor seekers. 

A second panel session, on Securing 
Icon Events, involved Glenn Hamilton, 
Eventscorp (Western Australia); Paul 
Sproule, Events Tasmania; Kevin Sim-
monds, Department for State and Re-
gional Development (New South Wales); 
and Peter Abraams, Victorian Major 
Events Company. 

Inherent in this session was the signifi -
cant economic, tourism and community 
benefi ts that are perceived by Australian 
Governments to be delivered through 
major events. It’s an internationally com-
petitive area, but speakers were at pains 
to indicate that various State authorities 

FESTIVAL AND EVENTS ASSOCIATION (AUSTRALIA) 

NATIONAL EVENTS SUMMIT 2006

Royal Automobile Club, Sydney, Australia Sydney Harbour Bridge

Sydney Opera House
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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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The theme song of the Beijing Interna-
tional Cultural Tourism Festival is “Wel-
come, the People of the World” which 
refl ects the concept and spirit of the 
festival. Written 7 years ago, the song 
was selected as one of the ten songs 
for the 2008 Beijing Olympic Games by 
the Beijing Organizing Committee for 
the Olympic Games.

Today we open our hearts
And invite the whole world to Beijing, 
to the great dragon of our homeland
Forever linking our hearts together in 
shared feelings 
The world is a village
And the people of the world, one family,
The winds of fi ve continents and clouds 
of four oceans,
Will come together, come together, in 
a great surge
Come, welcome, people of the world!

We share the same vast sky. We share 
the same round earth
We love and feel the same way.
Come, welcome, people of the world!
We share the same vast sky. We share 
the same round earth
We love and feel the same way.
In our hearts there are no borders,
Only unlimited love,
For we are all on this earth together.

The Beijing International Cultural Tourism Festival 
Gathering and Connecting People Around the World

62 INTERNATIONAL EVENTS 2006



2006 INTERNATIONAL EVENTS 63

The Beijing International Cultural 
Tourism Festival is an international 
tourist attraction, co-hosted by Beijing 
People’s Government and The Central 
People’s Government of the People’s Re-
public of China. Under the direct leader-
ship of Beijing CPC and Beijing Munici-
pal Government, the festival has been 
successfully held each September since 
1998. With 19 countries and regions per-
forming at the fi rst Beijing International 
Cultural Tourism Festival in September 
1998, the festival has rapidly grown in 
size with more than 24,000 performers 
from 106 countries participating since the 
beginning. Impressively, more than 1 mil-
lion people have been able to indirectly 
participate in the festival through live 
television broadcasts.

On the third Sunday in September 
every year in Beijing, different colors, 
nationalities, cultures, beliefs and people 
of the world gather in Beijing’s bustling 
streets to come together to celebrate the 
many cultures of the world. Here, people 
do not need communication between 
languages. Through the use of music, 
dance, and gestures, the Beijing Interna-
tional Tourism Cultural Festival helps 
participants pursue the important goal of 
mutual understanding.

The Beijing International Cultural Tour-
ism Festival allows you “to see the world 
and broaden your vision, while also display-
ing the Beijing peoples’ fervent hospitality,” a 
Beijing resident shares.

An overseas attendee commented that 
the festival was “the most memorable of 
life experiences. It is real, full of vitality and 
enthusiasm, has a long and splendid culture, 
and makes major strides in showing a mod-
ern international metropolitan image.”

Since many countries attend, the 
Beijing International Cultural Tourism 
Festival has broad popular support and 
is widely welcomed and loved. The an-
nual festival has become the vision of a 
wonderful event with the people of China 
calling it the “Beijing Carnival.”

In order for the rest of the world to 
learn and understand more about the 
Chinese culture and to allow the Chinese 
people to learn and understand more 
about the rest of the world, the Festival 
organized self-funded tours throughout 
the world. In 2004, nearly 1,000 Beijing 
residents held a dressage parade on the 
Avenue des Champs Elysees in Paris, 
France. Additionally, 200 people went to 
Westminster Street and Trafalgar Square 
in London, England to represent the 
festival. And in 2006, 500 people went to 
Sydney, Australia for a series of cultural 
activities on George Street and the Sydney 
Opera House. Through these mutual 
visits, the different nations began to un-
derstand more about one another. 

In 2008 however, the spotlight will 
shine brightly on China and their culture 
as Beijing hosts the 2008 Summer Olym-
pic Games. To celebrate the coming of the 
games, the 2002 Beijing International Cul-
tural Tourism Festival themed their event, 
“Toward Beijing Olympic Games”, using 
highlights that featured “The Cultural 
Olympics, The Green Olympics” and had 
artists from previous host cities perform 
at the festival to celebrate the coming 
of the games. In 2005, the 8th Beijing 
International Cultural Tourism Festival 
was themed “Sports Brings Happiness,” 
highlighting the Olympic spirit and ideals. 
Over 2,500 artists from different countries 
and cultures across the globe participated 
and expressed their well wishes.

Beijing’s successful Olympic bid will 
have a huge impact in promoting the 
development of tourism in Beijing. The 
Beijing International Tourism Cultural 
Festival is a major tourist attraction with 
the annual dressage parade becoming 
an emerging landscape in Beijing. With 
its infl uence, the Festival has expanded 
non-governmental and cultural exchanges 
promoting a positive and unique under-
standing for both Chinese and foreign 
parties involved. The Festival’s activities, 
with Chinese characteristics, shape the 

contemporary Chinese peoples’ vigor-
ous and optimistic account of their 
national character, and in turn lays the 
foundation for the 2008 Beijing Olym-
pic Games, showing the world the “new 
Beijing with great Olympic style.” 

With the coming of the Games, Beijing 
is gradually moving towards international 
metropolitan ranks, and today is prosper-
ing economically, socially and culturally. 
Like tourism in many other countries, the 
development of Beijing tourism has ben-
efi ted from 5,000 years of rich traditional 
culture and is an abundant resource for 
Beijing’s festivals. Tourism not only gets 
great spiritual support from the 

Continued on page 68
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Every year, between January and Feb-
ruary, thousands of tourists fl ock to Brazil 
during some of the largest festivals in the world. 
The colors, sensuality and beauty of Rio de Janeiro’s 
Samba School Parade and the Carnival of Bahia, the 
largest street party in the world according to the Guin-
ness Book of World Records, are just two of the main 
attractions to be seen. To participate in such events is 
undoubtedly a unique and unforgettable experience, but 
to go behind-the-scenes of two of the largest carnivals in 
the world is certainly a rare and incomparable opportu-
nity. In February 2008, this incredible opportunity will be 
made available, exclusively, to IFEA Members only.

Plan now to join your professional peers for this un-
forgettable experience as IFEA Latin America takes us 
behind-the-scenes of these Brazilian Carnivals. Attend-
ees will not only have the opportunity to enjoy the Carni-
vals and go backstage to discover all their mysteries, but 
you will also have the chance to visit some of the main 
tourist points of each city including the Corcovado, Pão 
de Açúcar, Baía de Guanabara, Barra da Tijuca, in 
addition to the main beaches, such as Copacabana and 
Ipanema, the world’s most popular beach, made famous 
by Frank Sinatra in “The Girl From Ipanema.”
This is defi nitely a once in a lifetime opportunity made 
available through IFEA Latin America. Specifi c details, ex-
act dates and costs will be made available in the months 
ahead. Be sure to check the IFEA World Headquarters 
website at www.ifea.com for upcoming details and links 
to IFEA Latin America.

Questions? 
Contact Daniel Baldacci, President of IFEA Latin America at danielbaldacci@yahoo.com.br
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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 Frederick, 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 
promotional 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 
leadership, and skilled labor.  Contact: Steve Parton; 
Address: 15830 Foltz Industrial Parkway, Strongsville, OH 

44149; Phone: 440-878-1656; Fax: 440-878-7635; Email: 
sparton@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.

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 balloons 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 Mis-
sion, 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: 866-
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; Ad-
dress: 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 spon-
sorship.  Publisher of IEG: Sponsorship Report, Directory 
of Sponsorship Marketing, Legal Guide to Sponsorship.  
Producer: Event Marketing Seminar Series.  Analysis: 
IEG Consulting.  Contact: Lesa Ukman; Address: 640 N. 
LaSalle, Ste. 600, Chicago, IL, 60610; Phone: 312-944-
1727; Fax: 312-944-1897; Email: lukman@sponsorship.
com; Website: www.sponsorship.com. 

SPONSORSHIP PRO + – eBranded Solutions, makers of 
SponsorshipPro+, the new affordable and easy to use soft-

ware tool designed especially for the post-event 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  – Click-
nPrint Tickets ™ is the portable, turnkey, eticketing solu-

tion 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



which restaurant can produce the least amount of waste 
during the event. In the post-event time period, hold a 
media event at the winning restaurant which will not 
only help keep your event in the forefront of your attend-
ees’ minds, but will encourage some friendly competi-
tion between your food providers.

• Collaborate with a character or local personality which is 
already identifi ed with the event (e.g.: Winterlude’s Ice Hog 
Family,) or create a character that is solely dedicated to the 
greening effort. This would allow for community outreach 
and education, as well as for an over the top media event. 

• Invite the media to a post-event follow- up session to 
discuss how many tons of compost was taken out of the 
waste stream, as well as how your event reduced the waste 
which would have been taken to your local landfi ll.

While “it’s not that easy bein’ green,” those of us in the 
event industry have the power, and unparalleled opportuni-
ties to reach an untold number of people with which we 
may effect substantial positive change through just small 
alterations to our events. It indeed may not be easy becom-
ing green… but the consequences of not doing anything at 
all, eventually may be even more diffi cult.

traditional culture, but also achieves signifi cant economic impact. 
In this time of China’s rapid economic development, The Beijing 
International Tourism Cultural Festival must be refl ective of this 
growth and constantly be innovative and new. With the theme of 
the Festival changing each year to represent the different aspects 
of the Chinese culture, it is a daunting task for festival organizers. 
This change, however, brings vigor and vitality to the festival and 
demonstrates how tourism festivals are an ideal bridge to carry 
forward the history and culture of China. In this context, the Beijing 
International Cultural Tourism Festival has accomplished many 
goals, but still has many visions that lie ahead.

do talk with each other and that there are clearly areas where 
one State is in a better or more appropriate position to try and 
secure an event against others. 

There was also some feisty discussion on the dominance of 
sporting events within this category, with Peter Abraams suggesting 
that the current balance in the State of Victoria of 60% of major 
sporting events to 40% of major cultural events was “about right”. 

Creativity was the subject of a third panel session, with Renato 
Rispoli, Department of State and Regional Development (New 
South Wales); Gillian Minervini (Sydney Gay and Lesbian Mardi 
Gras); and Annalouise Paul (Italian Festival, Sydney) discussing 
creativity, incentives for creativity, and in the main, how to be 
creative without breaking the bank. 

Respected events researcher and analyst David Fishel pro-
vided some new and interesting data on festivals and events in 
Australia, examining patterns of organization (marketing, sub-
scription etc), budgets (reliance, or not, on subsidy, box offi ce, 
etc.) and other key indicators of the sector. While the informa-
tion was carefully presented to maintain anonymity, there was 
a lot of valuable information in the analysis illustrating where 
the Achilles’ heel is for many events, and the considerable 
disparities operating between the support, management ability 
and effectiveness of events in Australia. 

The Summit Dinner was held at the RAC, and a great night 
was had by all particularly with a very local (and highly topi-
cal) version of Theatresports, being performed with audience 
participation, during the evening!

The Summit was supported by the National Australia Day 
Council, the International Festivals and Events Association, 
Shani Woods Events, Paddock Bashin’ Productions, Quay West 
Resort and Fini Fireworks.

Tia Christiansen, owner of TIA EVENT SERVICES 
in Sebastopol, CA, provides a full range of festival and 
special event planning, logistics, and implementation 
services. Tia was the Production and Operations Man-
ager for the Eugene Celebration from 2002-2004, the 
Exhibitor and Food Vendor Coordinator for the Portland 
Rose Festival in 2005, Producer of the 2006 ArtSFest 
Arts Expo, Volunteer Coordinator for the Harmony 
Festival in 2006, Production Manager for the 2006 
Prelude du Xingolati, is the Main Stage Co-Coordinator 
for the Oregon Country Fair, and Tour Manages for acts 
such as The Everyone Orchestra. Tia can be reached 
at: tia@tiaeventservices.com or phone: 707.922.5813.
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