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PRESIDENT’S LETTER

STEVE SCHMADER
Creativity and Good Ideas Cross Time 
and Borders for Those Who Seek Them

As we stood on the Acropolis in the 
shadow of the Parthenon, our host 
pointed out the Parthenon frieze, 
which runs on a continuous line 
around the exterior wall of the cella. 
The marble sculptures are executed 
in low relief and depict the people of 
Athens in two processions that begin 
at the southwest corner and parade 
in opposite directions until they con-
verge over the door of the cella at the 
east end of the Parthenon. Almost cer-
tainly, our host noted, the sculptures 
represent the Panathenaic procession 
that was a central celebration – a 
festival or parade - in Athens during 
Classical times. And we all took note, 
with great pride, that as long as 2500 
years ago, the most notable elements 
that were chosen to represent their so-
ciety, was the industry that we all still 
represent and help to carry on today. 
An industry that still represents the 

best of our communities and cultures 
around the world, and reminds us of 
the commonality of celebration that 
we all share.

During our visit we also made a 
10-hour roundtrip quest to Olympia, 
one of the most important sanctuaries 
of antiquity, dedicated to the father 
of the gods, Olympian Zeus. Olym-
pia is the birth-place of the modern 
Olympic Games and also where they 
were originally held in the 5th century 
B.C., in a natural stadium that held 
up to 45,000 spectators, surrounded 
by a setting that would cause us all 
to envy the event organizers of 
that period. 

Centered within the gathering 
of temples, gymnasiums, treasur-
ies and olive trees is the site of the 
sacred Hearth, where the Olympic 
fl ame is ceremoniously ignited, using 
the rays of the sun, and begins its 

journey around the world to open 
each modern day Olympic Games. 
Standing at the site, it is hard not to 
be inspired by the power of events, as 
local historians point out that even 
during the original Olympic Games, 
peace accords were recognized among 
all those cities and colonies who 
competed, a tradition that 
continues today.

And so, surrounded by history, 
mythology and perhaps a few of the 
gods of Olympia looking on, we met 
and shared with one another our 
best (and sometimes not-so-best) 
practices, our visions, our goals, and 
our opportunities. We built new 
partnerships, envisioned new models, 
stretched our boundaries a little fur-
ther and expanded our possibilities. 

And in a setting where our greatest 
commonality was our differences, it 
was pointed out in one panel session, 
on “Trends and the Future of Events”, 
that good ideas and creativity are 
unique commodities that reach out, 
without constraints, across time and 
borders, for those who seek them. 
They are like a winning lottery ticket. 
If someone offered you that ticket, 
would you place limits as to whom 
or where you would accept it from? 
If not, welcome to the world that the 
IFEA provides to you. Perhaps 2500 
years from now, it will be your event 
that is immortalized for future genera-
tions to refl ect upon.

I just returned from the IFEA Europe conference in 
Athens, Greece where our professional counterparts 
from 36 countries gathered to learn, share and dis-

cuss “The Art of Growing” our events and industry. In 
a spectacular location, the theme was ever present and 
certainly reverberated amongst all those attending.
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EMILY BRADLEY

PEOPLE

IN CONVERSATION

APS Fantasy of Lights Opening Ceremony: Attracting 40,000+ spectators to the 
APS Fantasy of Lights Parade and tree lighting ceremony with free kids activities, 
fi reworks, lighted parade, and live entertainment.

APS Fantasy of Lights Boat Parade: Attracting 25,000+ spectators to the APS 
Fantasy of Lights Boat Parade featuring 40 lighted boats, fi reworks, Santa, Free 
kids activities, Jumbo screens, 50 tons of snow.

Tempe Festival of the Arts presented by Centerpoint Condominiums Fall/Spring: 
Held twice a year and attracts over 250,000 spectators per event. On average 400 
visual artists and 40 performing artists for this 3 day event. Hosting an awards 
dinner, Native American Artist Area and Kids Innovation Station.

 How did you get into events?
My career in the events industry began in catering, producing events 

from 10 to 3,000 attendees. In 1999 I moved to Arizona where I began 
working for large festivals and events. I enjoy the challenge and satisfac-
tion that comes from attempting to create the perfect event. I have not 
yet accomplished this challenge so I keep trying!

What has been your biggest professional chal-
lenge?

Producing an event in the middle of an organizational merge and 
eliminating over $250,000 in event debt over the next two years. This 
was accomplished with a lot of teamwork from some of the most tal-
ented individuals I have ever worked with.

What do you do to relax? 
Spend time with my family, providing service through Church, and 

learn new art techniques. The most current art form is dolls. The tech-
nique is very complex and challenging but I get to use color and 
my imagination. 

What’s the best advice you’ve ever received? 
Keep looking towards the future. Don’t look back. This advice was 

given to me by my husband who tells me everyday to keep facing 
forward and not live in the past. Life is easier if you can look at the 
unknown and not at what you can’t change!

Personal Philosophy
To Live Life with Love. Love everything in your grasp- mentally, physi-

cally, spiritually, and you will fi nd true happiness in life. 

FACTS ON FILE
Years in the business:
11

Degree:
None

Other Experiences:
Catering, weddings, BBQ’s, cowboy 
dinners, golf tournaments, meeting 
seminars, mixers, conferences, his-
torical events, family reunions, farmers 
market, holiday themed events, cultural 
themed events.

Family:
Married with 2 boys ages 8 and 10

Last book read:
Stand for Something by Gordon B. 
Hinkley

Last business book read:
Good to Great by Jim Collins

Emily Bradley
Festival and Events Director
Downtown Tempe Community, Tempe 
Festival of the Arts Fall/Spring, Fantasy 
of Lights Opening Ceremony/ 
Boat Parade
310 S. Mill Avenue Suite A-210
Tempe, AZ 85281
480-355-6069
emily@downtowntempe.com
www.downtowntempe.com
www.tempefestivalofthearts.com
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KIRK LOHSE

PEOPLE

IN CONVERSATION

Kirk Lohse is the Event Director of the BullDog 100 Mini NASCAR Race 
which benefi ts the Texarkana College’s Rising Star Scholarship Program. The 
scholarship pays two full years of tuition and fees to qualifying freshmen. 

Established in 2003, the Rising Star Scholarship was developed to help those 
students who “fall through the cracks” of fi nancial-aid students whose income 
levels are too high to qualify for traditional assistance, yet lack the funds to 
enroll in college. 

The BullDog 100 brings together teams from local, area and regional busi-
nesses, industries, community leaders and various civic groups to race miniature 
NASCAR-style cars through a twisting, turning 1/2 mile course, on the Texar-
kana College campus. 

 How did you get into events?
Throughout high school, college and into my early twenties, I was 

involved a lot with community theatre and as a result, got the chance to 
direct a one-act play. 

A couple of years later, I was asked to produce an awards ceremony, 
honoring volunteers in our community. 

After being hired at Texarkana College in 1993, I had the good for-
tune of doing a lot of special events planning for the College, which I 
believe prepared me to take on a big-time event, like our BullDog 100. 

What has been your biggest professional chal-
lenge?

I would say my biggest professional challenge has been to overcome 
the “status quo” mentality that is so pervasive in a small, rural com-
munity such as ours. Oscar Wilde said it best: “Consistency is the last 
refuge of the unimaginative”. The go-kart race idea was way out of the 
box, in every sense. I had to win over a lot of people who were skepti-
cal as to whether the idea would work, because it was so different from 
anything else being done. And that became my selling point.

What do you do to relax? 
To relax I enjoy cooking and entertaining, playing video games with 

my 7-year old, lounging by the pool with family and friends. I also 
enjoy fi shing and creating videos on the computer.

What’s the best advice you’ve ever received? 
My personal philosophy is adopted from the old adage (I’m not sure 

who’s quote this is), “There’s no limit to what you can accomplish, if 
you don’t care who gets the credit.”

Personal Philosophy
If it’s not broke – break it!

FACTS ON FILE
Years in the business:
13

Degree:
B.A.

Other Experiences:
I have experience in theatre and
commercial video production, both of
which have helped me to sharpen my
focus on details, and given me a knack 
for choosing really good people to
assist with staging a top-shelf event.

Family:
Wife Dana, 2 sons Jay and Gabriel

Last book read:
You Can’t Be Serious 
by John McEnroe

Last business book read:
Who Moved My Cheese 
by Spencer Johnson, M.D.

Kirk Lohse
Event Director
Texarkana College/Bulldog 100 Mini
Nascar Race
2500 N. Robinson Rd.
Texarkana, TX 75599
903-832-5565 Ext. 3355
klohse@texarkanacollege.edu
www.bulldog.org

THE DYNAMIC TICKETING SOLUTION
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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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INDUSTRY PERSPECTIVES
Attendance:
50,000

Budget:
$320,000

Annual duration:
10 days

Number and types of events:
4

Number of volunteers:
1,000

Number of staff:
1 full time
2 interns

When established:
1911

Major revenue sources by percent:
Sponsors ........................................... 38%
Entrance Fees ...................................37%
Government Funding ..................... 20%
Food ......................................................2%
Souvenirs .............................................1%
Carnival.................................................2%

Major expenses by percent:
Festival ............................................... 50%
Advertising ........................................ 33%
Administration ...................................17%

Type of governance:
501 (c) 6
Other - Race Committee
21 Board of Directors

CONTACT INFORMATION:
Sheila Connors
Marketing & Event Director
Ski to Sea
1201 Cornwall Ave., Ste, 100
Bellingham, WA 98225
Phone: 360-734-1330
Fax: 360-734-1332
Email: sconnors@Bellingham.com
Website: www.skitosea.com

Breif history: The annual Ski 
to Sea Race from Mt. Baker to 
Bellingham Bay in Washington 
State, can be traced back to the 
Mt. Baker Marathon held from 
1911 to 1913. The marathon pitted 
man and machine against rugged 
terrain, taking contestants over 
treacherous roads and trails to the 
top of the mountain and back. 
Contestants had the choice of 
using automobiles or the railroad 
to help them get to the point at 
which they would have to start 
running up the mountain side.

Developed by the Mt. Baker 
Club, a group of conservation 
minded citizens attempting to 
make the North Cascades area a 
part of the National Park System, 
the idea for the marathon to the 
top of Mt. Baker was a publicity 
stunt aimed at focusing the govern-
ment’s attentions on the region.

In 1911 the race was won by Joe 
Galbraith, with Harvey Haggard 
winning the following year and 
Paul Westerlund winning in 1913. 
Westerlund’s time for the climb 
was nine hours and thirty-four 
minutes. Summer storms however, 
created hazardous conditions on 
roads and trails. The marathon was 
stopped in 1913 when Vic Gal-
braith, cousin of Joe Galbraith, fell 

into a crevasse while racing down 
the glacier. He was found alive six 
hours later, but in bad condition.

In 1973, the Mt. Baker Mara-
thon was recreated and called the 
Ski to Sea Race designed to show-
case the recreational opportunities 
in Whatcom County covering the 
distance from the top of Mt. Baker 
down to Bellingham Bay. Now 
an 82.5 mile relay, the race has 
evolved into the “Grand Daddy” 
of all races, attracting participants 
from all over the world. Includ-
ing 400 teams with 8 to a team, 
the race consists of 7 separate legs 
including cross country skiing 
(4 miles), downhill skiing (2.5 
miles), running (8 miles), cycling 
(36 miles), canoeing (18 miles), 
mountain biking (9 miles) and 
kayaking (5 miles). In 2005, 
the Ski to Sea Race was featured 
nationally on the “Fox Sports 
Northwest” network, reaching 3.2 
million households.

Today, the Ski to Sea race also 
features a Jr. Race and Parade, a 
spin off from the Big Race. This 
year will be the 16th year for the 
Ski to Sea Jr. Race, which includes 
180 teams with 6 to a team com-
peting in 5 separate legs including, 
running, biking, 3 legged race, and 
a soccer and obstacle course.

SKI TO SEA, BELLINGHAM, WA
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Jeroen Mourik, creative consultant and speaker, has created 
an e-book which addresses the countless issues that may 
have plagued many of us about being creative. Entitled 

“A Left-Brain Manual on Creativity,” the e-book focuses on 
important principles that you must understand to be effi cient 
at generating new and innovative ideas for your event. 

In the e-book, Mourik fi rst explains his research about the 
human brain. He explores the right brain vs. left brain func-
tions and offers suggestions about how the two communicate 
in our day-to-day lives. Even though I have been in many sem-
inars that offered suggestions for creative thinking, this mate-
rial brings that process to a whole new plateau. He explores 
reanimation of the brain, brain cycles and creative handicaps, 
in addition to methods on how to activate the subconscious 
and techniques on how to incubate and generate ideas. 

Mourik’s analogies and examples are easy to follow. He has 
identifi ed three so-called Creative Handicaps that are limita-
tions of our creative mind. Recognizing these limitations 
of the brain, you enable yourself to be more effective when 
generating new, innovative ideas. The basic techniques and 
principles that are presented in Part Two of the book allow 
you to adapt to your Creative Handicaps. And like with cook-
ing, once you know the basics, you can alter the methods you 
use to your personal preference and add a little variety. 

Relationships between information, labels, freedom of the 
brain to link things in new ways, assumptions, subconscious 
processing, ‘noise’, dominant thoughts, and memory are all 
explored in the book. Once we have insights into our brain’s 
strengths and weaknesses, he then leads us to techniques for 
innovative ideas using concepts like: analyzing our building 
blocks; techniques in analogy; the WHY? Technique; the use 
of humor; setting quotas; the SCAMPER process; the Da Vinci 
Technique; and activation of the subconscious. 

Mourik gives you plenty to think about and provides new 
ways to do that thinking within his new e-book. Many of us 
have walked away from a conference or seminar with renewed 
energy and a notebook full of promise. Mourik’s work gives 
us the opportunity to have this energy in our grasp on a 
daily basis.

BOOK REVIEW

A Left-Brain Manual on Creativity
Book by Jeroen Mourik • Book Review by Nancy Bove, CFEE, Event Coordinator, Burlington Parks & Recreation, Burlington, Vermont

“A Left-Brain Manual on Creativity” by Jeroen Mourik is 
available in e-book format at www.ifeaeurope.com. 

In tangent with the e-book and in an effort to stimu-
late event people on a continuing basis, Mourik has also 
founded a global network of event innovators named the 
“Creative Fellowship.” The “Creative Fellowship” facilitates 
this creative partnership between colleagues and promises 
to be the link that we need to keep us thinking and creat-
ing, by getting the input we need to make changes within 
ourselves through the power of a global community of 
experts. Your purchase of Mourik’s e-book includes a 12 
month subscription to the “Creative Fellowship.”



Your Event Deserves an ENCORE

With the increase in the number of festivals and 
events across various locations, consumers 
are becoming increasingly discerning as to 

what they expect. The increased expectations highlight 
that it is critical for festivals and events to be evaluated 
for sustainability and ongoing improved performance.

ENCORE enables organizers and sponsors to as-
sess the magnitude of new funds that are attracted 
to the host region and/or state as a result of a festival 
or event. This enables the economic evaluation to be 
consistent allowing for comparisons between events.

The ENCORE Festival and Event Evaluation kit col-

lects key demographic, marketing and visitor satisfaction 
data that will assist events in being more successful over 
time. By gathering marketing related data, organizers 
can determine how attendees learned about the event, 
as well as their satisfaction with the experience. With 
monitoring, organizers can make modifi cations and im-
provements to better meet the needs of the market.

ENCORE has been designed so that it can be used 
by people who have not received specifi c training nor 
have a background in event evaluation.

To purchase ENCORE or to fi nd out more informa-
tion go to the IFEA Bookstore at www.ifea.com

Software to evaluate your events sustainability and ongoing improved performance.
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the business of international events

Celebrating
5 Years of 
Innovation

IFEA is pleased to announce that, “    : The Business of International Events” is cel-
ebrating its 5 Year Anniversary in 2007! From articles such as “Selling Sponsorships in 
Uncertain Times,” “Planning Around Political Upheavals,” and “Can Festivals Really 
Change the World?” to “Starting a Parade From Scratch,” “Big Ideas on a Small Bud-
get” and “How to Build a One-Inch Billboard,”     magazine has delivered to you the 
latest industry issues, news and trends, right to your doorstep! We would like to thank 
you for choosing      magazine as your source for the latest industry news and we look 
forward to bringing you even more news for many more years ahead.  
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The Value of 
IFEA ASSOCIATION PARTNER



Partnerships
IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider
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Each year, the International Festivals & Events Asso-
ciation recognizes outstanding examples of quali-
ty and creativity in the promotional programs and 
materials produced by its 2,000 member festivals 

and events around the world, with the Haas & Wilkerson 
Pinnacle Awards.

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

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

So gather your items, fi ll out the entry form, and send them 
off to be judged against the best in the festivals and events 
industry. Then get ready to hear your organization’s name 
announced at the 52nd Annual IFEA Convention & Expo this 
September, in Atlanta, Georgia!

Gain the Recognition 
Your Event Deserves…

P I N N   C L E
H A A S  &  W I L K E R S O N  I N S U R A N C E

International Festivals & Events Association

IFEA/Haas & Wilkerson 

Pinnacle Awards 
Competition 

Call for Entries

22 INTERNATIONAL EVENTS 2007
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DEADLINES
• OFFICIAL ENTRY DEADLINE: 5:00 p.m. (MST), 

FRIDAY, JUNE 29, 2007

• LATE ENTRY DEADLINE: 5:00 p.m. (MST), 
FRIDAY, JULY 20, 2007

 Late entries will be accepted between July 2 
and July 20, 2007 at an additional cost of 
$5 per entry.

THE WINNERS
• All fi nalists for the IFEA/Haas & Wilkerson Pin-

nacle Awards will be notifi ed by email the 2nd 
week of August, 2007. Notifi cation will go to the 
primary IFEA Member in addition to the contact 
listed on the Awards entry form. 

• The 2007 IFEA/Haas & Wilkerson Pinnacle 
Award winners will be announced on September 
19th, 2007 at the 52nd Annual IFEA Convention 
& Expo in Atlanta, Georgia, held September 17-
21, 2007. 

• Members submitting entries for the Grand Pin-
nacle category must register at least one person 
for the 52nd Annual IFEA Convention & Expo in 
Atlanta, Georgia or arrange for a representative 
to accept any award won on your behalf.

• Gold, Silver and Bronze winning entries will be 
on display during the 52nd Annual IFEA Con-
vention & Expo in Atlanta, Georgia, September 
17-21, 2007.

THE JUDGES
The judges are recognized professionals in the 
areas of graphics, promotions and public rela-
tions, broadcast and special events planning and 
management.

ELIGIBILITY
• Must be an IFEA member in good standing 

to enter.

• Entries must be submitted in their original format. 
(Duplicates or printing proofs will not be accepted.)

• Entries must have been produced and/or used 
for the fi rst time between August 1, 2006 and 
July 30, 2007.

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

• Entries submitted without all requirements satis-
fi ed may be deemed ineligible and may not be 
considered. Entry fees will not be refunded.

IMPORTANT NOTES
• Items submitted are NOT able to be returned.

• Judges will not refer to items in other catego-
ries, nor will they transfer items already judged 
in other categories (the number of entries must 
equal the number of categories entered).

• A separate entry form must be submitted for 
each entry (copy as necessary). 

• Multiple entries or categories on a single form 
will not be accepted.

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

SHIP ENTRIES TO:
Pinnacle Awards Competition
International Festivals & Events Association
2603 W Eastover Terrace, Boise, ID 83706, USA
Phone: 208-433-0950 ext: *814

QUESTIONS?
• Contact: Nia Forster, Director of Marketing 

at Phone: 208-433-0950 ext: *814 or 
Email: nia@ifea.com 

• For additional information, check the Pinnacle 
Awards Section at www.ifea.com 

• Check out the Pinnacle Awards Section also for 
Helpful Tips and Pointers!

THE CONTEST

2007 INTERNATIONAL EVENTS 23
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1 Grand Pinnacle

Judging Criteria: Well organized; professional 
content; clarity of message; design and layout: cre-
ativity &/or uniqueness; supporting materials; and 
measurable results. Does the entry relay the image 
of the event? What is the overall impression? Have 
all requirements been met? 

Entry Requirements: Submit entire Grand Pinnacle 
entry within a notebook (may use a 2nd notebook 
if necessary). At the beginning of the notebook, 
please provide a 2-3 page overview stating your 
event’s: 

• Purpose/Mission 
• Overall Revenue and Expense Budget
• Attendance
• Staffi ng Numbers and Positions
• Volunteer Count
• Event Dates
• Types of Activities Included Under the Festival/

Event Umbrella
• Founding/Incorporation Date and Management 

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

Required Questions: Please answer the following 
questions. (Maximum of 1 page per question)

1. What did you do to update/change the event 
from the year before? Were your updates/
changes successful? Please provide measurable 
results/examples. 

 If the event is a new event, please answer the 
following question instead. What challenges/
obstacles did you foresee/encounter in creat-
ing the event, and how did you handle them? 
Please provide measurable results/examples.

2. What makes the event stand out as an interna-
tionally recognized event?

3. Why should the event win the IFEA/Haas & 
Wilkerson Grand Pinnacle Award?

Additional Requirements & Supporting Materials: 
Please also include a detailed overview of the below 
elements of the event. Make each element a sepa-
rate section in your notebook. Provide a maximum of 
1 page written overview of each element in addition 
to supporting materials/examples.

• History
• Promotional & Marketing Campaigns
• Marketing Materials
• Media Outreach
• Merchandise Program
• Sponsor Program
• Volunteer Program
• Community Outreach Programs
• Website
• Descriptions of any Special Programs

Additional Notes: 

• Entries submitted without all requirements satis-
fi ed may be deemed ineligible and may not be 
considered. Entry fees will not be refunded.

• You may submit a display to accompany your 
Grand Pinnacle Entry, but display MUST be limit-
ed to a single black 36” by 48” fl at display board. 
Display must be accompanied by all required 
information referenced above to be eligible. 

• This entry is separate from all other categories and 
divisions. Judges will not refer to, or transfer items 
from other categories.

• Members submitting entries for the Grand Pin-
nacle category must register at least one person 
for the 52nd Annual IFEA Convention & Expo in 
Atlanta, Georgia or arrange for a representative 
to accept any award on your behalf.

THE GRAND PINNACLE
The Grand Pinnacle is the IFEA’s highest award, 
refl ecting the best overall event in each budget category.

P I N N   C L E
H A A S  &  W I L K E R S O N  I N S U R A N C E
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BROADCAST CATEGORIES
Television

Judging Criteria: Does the entry relay the image of the 
event? Does it use creativity and/or uniqueness? What is 
the overall impression? Have all requirements been met?

Entry Requirements: Submit television entries in DVD 
format (standard 1/2” VHS accepted). Label DVD and at-
tach entry form to case. Only one spot per DVD. 

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

3 Best TV Promotion (Ad Spot or PSA)

4 Best Full Length TV Program (Local Promotion) 

5 Best Full Length TV Program (National Promotion/
Syndication)

6 Best Event Video (For Sale)
 

Radio

Judging Criteria: Does the entry relay the image of the 
event? Does it use creativity and/or uniqueness? What is 
the overall impression? Have all requirements been met?

Entry Requirements: Submit radio entry on Compact Disk 
(audio cassette accepted). Label CD and attach entry 
form to case. Only one spot per CD/tape.

7 Best Radio Promotion (Ad Spot or PSA)

Multimedia

Judging Criteria: Clarity of message; design and layout; 
creativity or uniqueness; organization; usability and over-
all appeal. Have all requirements been met?

Entry Requirements: For categories 8 & 9, submit address 
of working website. Site will be reviewed online by judges. 
See any additional requirements listed next to category.
 

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

9 Best Organizational Website (Submit web ad-
dress only)

10 Best Event/Organization E-Newsletter (Submit 
three consecutive issues in print format.)

11 Best Miscellaneous Multimedia (Submit in format 
used if applicable. Or, submit printed format.) (In-
cludes but is not limited to items such as: Screen 
Savers, Live Webcasts, Electronic Billboards, etc.)

PRINT CATEGORIES
Bound/Multiple Page Entries

Judging Criteria: Clarity of message; design and layout; 
creativity or uniqueness; organization; usability and over-
all appeal. Have all requirements been met?

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

12 Best Event Program (Interior 3 or less colors) 

13 Best Event Program (Interior 4 or more colors) 

14 Best Newspaper Insert/ Supplement (Must be on 
newsprint)

15 Best Promotional Brochure (3 or less colors) 

16 Best Promotional Brochure (4 or more colors) 

17 Best Event/Organization Newsletter (Submit three 
consecutive issues) 

18 Best Miscellaneous Printed Materials (Includes 
direct mail pieces, cookbooks, annual reports, 
etc.) (One item per entry)

Single Page Entries

Judging Criteria: Clarity of message; design and layout; 
creativity or uniqueness; and overall appeal. Have all 
requirements been met?

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

19 Best Promotional Poster (Not for Sale)

20 Best Commemorative Poster (For Sale)

21 Best Cover Design (Submit cover only)

22 Best Single Newspaper Display Ad (Must be on 
newsprint)

23 Best Single Magazine Display Ad 

24 Best Ad Series (Submit a maximum of 5) 

25 Best Event Photograph (8”x10” size)

26 Best Miscellaneous Printed Materials (Includes 
fl iers, maps, etc.) (One item per entry)

27 Best Event Invitation

28 Best Street Banner (Submit photo of banner if 
available)

CATEGORIES
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CATEGORIES
SPONSORSHIP CATEGORIES

Sponsorship/Fundraising 
Judging Criteria: Well organized; professional content; 
clarity of message; creativity; supporting materials & 
measurable results and overall appeal. Have all require-
ments been met?

Entry Requirements: Submit categories 29 - 30 in a note-
book. At the beginning of the notebook, please provide 
a 1 page detailed overview explaining the presentation, 
its effectiveness and any other necessary explanation. 
Submit materials used for actual sponsor, not example 
created for competition.

29 Best Sponsor Solicitation Package 

30 Best Sponsor Follow-up Report (Print or Elec-
tronic Format accepted)

Entry Requirements: Submit categories 31-33 in a note-
book. At the beginning of the notebook, please provide a 
2-3 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness
• Sponsor Activation
• Sponsor Involvement and Outreach

Required Question:

• What did you do to update/change this program from 
the year before? Were your updates/changes success-
ful? Please provide measurable results/examples. 

  If the program is a new program, please answer the 
following question instead. What challenges/obstacles 
did you foresee/encounter in creating the program, 
and how did you handle them? Please provide mea-
surable results/examples.

Additional Requirements & Supporting Materials: Please 
also include any necessary supporting materials for the 
program, including but not limited to: 

• Printed Materials 
• Supporting Photographs
• Measurable Results

31 Best New Fundraising Program (Benefi ting the 
Festival/Event)

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

33 Best Overall Sponsorship Program (for entire event)

34 Best Sponsor (see below requirements)

Entry Requirements: Submit category 34 in a notebook 
Please provide a 1-2 page detailed overview explaining:

• About the Sponsor
• How the Sponsor stands out over all other Sponsors
• Quantity and quality of service to event by Sponsor

PROMOTIONAL CATEGORIES
Community/Relations

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

Entry Requirements: Submit categories 35 - 43 in a note-
book. At the beginning of the notebook, please provide a 
2-3 page detailed overview explaining:

• Background 
• Purpose/Objective 
• Overall Effectiveness 
• Overall Revenue and Expense Budget
• Attendance/Number of Participants
• Measurable Results 

Required Question:

• What did you do to update/change this program from 
the year before? Were your updates/changes success-
ful? Please provide measurable results/examples. 

  If the program is a new program, please answer the 
following question instead. What challenges/obstacles 
did you foresee/encounter in creating the program, and 
how did you handle them? Please provide measurable 
results/examples.

Additional Requirements & Supporting Materials: Please 
also include any necessary supporting materials for the 
program, including but not limited to: 
 
• Printed Materials (Brochures, Handbooks, Recruiting-

Materials, Evaluation Forms, Signage, etc.)
• Promotional and Merchandise Materials 

(Photographs Accepted)
• Information Provided to Participants
• Supporting Photographs
• Measurable Results

35 Best Environmental Program 

36 Best Volunteer Program 

37 Best Educational Program 

38 Best Event/Program within an Event to Benefi t a Charity 

39 Best Community Outreach Program (Benefi ting 
the Community)

40 Best New Promotion 

41 Best New Event (Within an Existing Festival)

42 Best Children’s Programming

43 Best Public Safety/Security Plan for an Event
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Media Relations

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

Judging Criteria: Well organized; clarity of message; 
creativity or uniqueness; supporting materials; measur-
able results (clippings, etc.) and overall appeal. Have all 
requirements been met?

Entry Requirements: Submit categories 44 - 46 in a note-
book. At the beginning of the notebook, please provide a 
2-3 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness 
• Target Audience
• Types of Mediums Used for Promotion
• Measurable Results (Indicating number of publica-

tions/cities/states targeted)
• Measurable Results (Indicating percent of distribution 

that covered news)

Required Question:

• What did you do to update/change this promotion from 
the year before? Were your updates/changes success-
ful? Please provide measurable results/examples. 

  If the promotion is a new promotion, please answer the 
following question instead. What challenges/obstacles 
did you foresee/encounter in creating the promotion, and 
how did you handle them? Please provide measurable 
results/examples.

Additional Requirements & Supporting Materials: Please 
also include any necessary supporting materials for the 
program, including but not limited to: 

• Printed Materials (Press Releases, News Clippings, 
etc.)

• Promotional Materials
• Video/Audio Documentation (Please limit to 1-2 exam-

ples – provide written explanation of further examples)
• Supporting Photographs 

44 Best Press/Media Kit (Provide actual media kit in 
addition to above requirements)

45 Most Creative/Effective News Stunt

46 Best Media Relations Campaign

 

Merchandise

Judging Criteria: Creativity; uniqueness; design and 
layout; usability and overall appeal. Have all requirements 
been met? 

Entry Requirements: Submit categories 47-51 as is. 
Please do not mount merchandise items on poster board 
– except Best Pin or Button. See additional requirements 
for category 52.

47 Best T-shirt Design (No collared shirts)

48 Best Pin or Button (Please mount on poster board 
with 2 inch margins maximum)

49 Best Hat 

50 Best Other Merchandise 

51 Best Miscellaneous Clothing

52 Best Overall Merchandising Program (See below 
requirements)

Entry Requirements: Submit category 52 in a notebook. 
At the beginning of the notebook, please provide a 2-3 
page detailed overview explaining:

• Merchandising Program 
• Purpose/Objectives
• Overall Revenue and Expense Budget
• Overall Effectiveness 
• Target Market 
• Community Support 
• Measurable Results (Indicating number/variety of items)

Required Question:

• What did you do to update/change this program from 
the year before? Were your updates/changes success-
ful? Please provide measurable results/examples. 

  If the program is a new program, please answer the 
following question instead. What challenges/obstacles 
did you foresee/encounter in creating the program, 
and how did you handle them? Please provide mea-
surable results/examples.

Additional Requirements & Supporting Materials: Please 
also include samples or photos of all souvenir/novelty 
items available prior to or during the event.

CATEGORIES
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CATEGORIES
NON-EVENT CATEGORIES

For Suppliers or Associations
Judging Criteria: Clarity of message; design and layout; 
creativity or uniqueness; organization; usability and over-
all appeal. Have all requirements been met?

Entry Requirements: Submit categories 53 - 55 on a 
single, black display board (margins 2 inches max). Only 
one entry per board. Only one item per entry.

53 Best Single Display Ad

54 Best Company Image Piece 
(Letterhead, envelopes, logo, etc.)

55 Best Direct Mail Piece or Brochure

56 Best Vendor/Supplier (Festival or Event must 
submit this entry) (See below requirements)

Entry Requirements: Submit category 56 in a notebook. 
At the beginning of the notebook, please provide a 1-2 
page detailed overview explaining:

• About Vendor/Supplier
• How the Vendor/Supplier stands out over all other 

Vendor/Suppliers 
• Quantity and quality of service to event by Vendor/

Suppliers

57 Best New Product or Service (By a vendor or sup-
plier) (See below requirements)

Entry Requirements: Submit category 57 in a notebook. 
At the beginning of the notebook, please provide a 2-3 
page detailed overview explaining:

• New Product or Service 
• Goals & Objectives 
• Overall Effectiveness 
• Target Market
• Measurable Results

Additional Requirements & Supporting Materials: Please 
also include samples or photos of new product or service.

Educational Institutions Offering 
Event Management Programs

Judging Criteria: Well organized; professional content; 
clarity of message; supporting materials & measurable re-
sults; and overall appeal. Have all requirements been met?

Entry Requirements: Submit category 58 – 61 in a note-
book. At the beginning of the notebook, please provide a 
2-3 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness 
• Overall Revenue and Expense Budget
• Date Program was Founded
• Number of Staff Members 
• Number of Students Enrolled/Graduated
• Time Frame of Course

• Tuition Costs
• Testing Requirements 

Additional Requirements & Supporting Materials: Please 
also include:

• Student Recruiting and Marketing Materials for Program
• Complete Outline and Syllabus of Course(s)

58 Best 2 Year Event Management Degree

59 Best 4 Year Event Management Degree

60 Best Event Management Certifi cation Program

61 Best Online Event Management Training Program

Just For Fun Category
62 Best Promotion Publicizing an IFEA/Haas & Wilkerson 

Pinnacle Award Win (No Charge to enter this Category)

Judging Criteria: Well organized; professional content; 
clarity of message; creativity or uniqueness; supporting 
materials & measurable results; and overall appeal. Have 
all requirements been met? 

Entry Requirements: Submit category 62 in a notebook. 
At the beginning of the notebook, please provide a 1-2 
page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness
• Target Audience
• Types of Mediums Used for Promotion
• Measurable Results (Indicating number of publica-

tions/cities/states targeted)
• Measurable Results (Indicating percent of distribution 

that covered news)
• Years Participated in Awards Program 
• Average Number of Entries Submitted/Won Each Year

Required Questions: Please answer the following Questions:

• What has winning an IFEA/Haas & Wilkerson Pinnacle 
Award has meant to your event? 

• How you have used it to your advantage?
• How has it enhanced your presence within your community?
• How has it increased leverage/funding/sponsorship 

for event?

Additional Requirements & Supporting Materials: Please 
also include measurable results including: 

• Samples/Photos of Promotion 
• Media Clippings 
• Signage
• Examples of IFEA/Haas & Wilkerson Pinnacle Winner 

logo placement

P I N N   C L E
H A A S  &  W I L K E R S O N  I N S U R A N C E
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ENTRY FORM REQUIREMENTS
• Please submit one overall entry form with total payment - list all entries submitted on this form.
• Please also submit TWO copies of each individual entry form – one to be attached to each individual entry – and one to be submitted with payment

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

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

Contact Person: _________________________________________________________________________________________________________________

Name of Event: __________________________________________________________________________________________________________________

Address:________________________________________________________________________________________________________________________

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

Phone: ______________________________________________________ Fax:_____________________________________________________________

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

 under $250,000      $250,000 - $749,999      $750,000 - $1.5 million      over $1.5 million
The above section must be completed on all entry forms.
ENTRY INFORMATION    Duplicate as needed.
Category Title (required): _________________________________________________________________ Category Number (required):_____________
To help distinguish between items – please provide a brief Description of Entry:
(i.e.: black T-shirt with fish; or Photo entitled “Fireworks over Capital”)_____________________________________________________________________
The above section must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.
PAYMENT INFORMATION This section must be completed ONCE and payment attached for all entries combined.
Entries must be received with payment by 5:00 p.m. June 29, 2007 (MST) to be eligible.  If you are unable to meet this deadline, late entries will be accepted
between July 2, 2007 and July 20, 2007 at an additional cost of $5 per entry.  Questions?  Contact Nia Forster at nia@ifea.com or 208-433-0950 ext:  *814.

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

Entries Submitted Before June 29, 2007. Entries Submitted Between July 2 and
Please Use Entry Fees Below. July 20, 2007. Please Use Entry Fees Below.

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

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

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

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

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

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

Signature: _______________________________________________________ Print Name:__________________________________________________

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

Credit Card Billing Address: _______________________________________________________________________________________________________

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

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

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

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

Nominations are currently being accepted for the
2007 IFEA/Zambelli Fireworks Internationale Volunteer
of the Year Award. The award recognizes those out-
standing event volunteers whose unselfish and dedi-
cated service to a member festival or event has made a
significant difference in their community and mirrors the
commitment to success in our professional ranks.

A panel of impartial judges from within the IFEA
organization will select the Volunteer of the Year winner
from all of the candidates submitted. That individual will
be honored at the 52nd Annual IFEA Convention &
Expo presented by Festival Media Corporation in
Atlanta, Georgia, September 17-21, 2007. As the
guest of the IFEA and sponsor Zambelli Fireworks
Internationale, the winner will receive an all expense*
paid trip to the convention to accept their award. All
participants in the program will be promoted through
local and national media releases. Each finalist will be
featured in a future issue of "ie" magazine, and each
semi-finalist will receive a certificate of recognition and
be acknowledged in "ie" magazine.

Volunteer nominations submitted for the 2006 Award
may be carried over into the 2007 competition with the
permission of the nominator. The nominator will have
the option to re-write the nomination if desired.

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

The importance of
volunteers to our 

industry cannot be
overestimated. 

* Includes hotel, airfare and meals only.

To view a complete list of past winners go to the 
Industry Honors section on www.ifea.com

Sponsored by
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NOMINATION 
CRITERIA

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

• Be a current volunteer of an
IFEA member organization

• Have provided significant
enthusiasm, organizational
assistance and specific
expertise

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

• Have shown initiative and
leadership in his or her
efforts

• Have a positive attitude

• Have exemplified his or her
dependability

• Have a significant depth of
involvement

• Have made a difference to
the festival or event

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

2007 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

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

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

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

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

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

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

4. Describe your volunteer’s positive attitude.

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

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

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

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

1. A photograph of the volunteer you are nominating 

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

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

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

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

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

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

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

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

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

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

G. QUESTIONS: 
Please contact Nia Forster, nia@ifea.com, 208-433-0950 ext. o814

Nominations should be submitted no later
than Friday 5:00 PM (MST) June 15, 2007

* Pixels Per Inch   ** Pixels Per Centimeter
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Known as the associations most prestigious honor,
the IFEA Hall of Fame recognizes those outstanding
individuals who, through their exceptional work and
achievements, have made a significant contribution to
the Festivals and Events Industry. The International
Festivals & Events Association is now accepting nomi-
nations from its members for those individuals who
meet this standard for the 2007 Induction Ceremony.

The Hall of Fame Committee will review all nomina-
tions and select one or more individuals to be hon-
ored in to the IFEA Hall of Fame. The Honoree (s) will
be the guest (s) of the IFEA on an all-expense* paid
trip to the 52nd Annual IFEA Convention & Expo pre-
sented by Festival Media Corporation, in Atlanta,
Georgia, September 17-21, 2007, where they will be
inducted at a luncheon in their honor.

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

Please submit the following information for your nomination:

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

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

ensure that they attend the luncheon?

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

Phone • Fax • Email

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

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

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

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

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

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

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

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

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

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

Nominations should be submitted no later than 5:00 PM (MST) Friday June 15, 2007

* Includes hotel, airfare and meals only.

To view a complete list of past inductees go to the Industry Honors section on www.ifea.com.
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It is not the strongest of the species that survives, nor the 
most intelligent, but the one most responsive to change. 

– Charles Darwin

By Robyn Nelson, CFEE 

AIN’T FOR SISSIES…
CHANGE
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No matter the reason, no matter the circumstance, life change is hard. 
It throws you for a loop and challenges you in more ways than you 
thought possible. Most people have a hard time just changing their 

hairstyle or the way they drive to work every day! When it comes to a major 
life change, most of us end up looking like a deer in the headlights – frozen 
in place and totally bewildered.

I was recently caught in those head-
lights when I pulled my life up by the 
roots and moved across the country to 
take a new job. I sold most of my belong-
ings and my home, which my family 
built and has lived in since 1927, and 
left the town I grew up in to go to a city 
I had never visited, in a state I had never 
been to, to work for an event that did 
everything differently than the one I had 
worked at for eighteen years. It is said 
that the most stressful life events we face 
are divorce, death of a spouse, a change 
in employment, moving, major illness, 
and criminal detention. So, encountering 
two out of six of these changes simultane-
ously is a guarantee for a giant dose of 
high-impact stress.

And they say change is good.
I know, I know. Every change creates 

an opportunity; when one door closes, 
another opens. I’ve heard them all. I do 
believe there is truth in these bits of sage 
advice; it just took longer than I thought 
to see proof of this truth. This is the fi rst 
lesson of change. What it brings you and 
how it affects you follows no set timeline. 
You have to fi nd the patience to let your 
change play out in its own time. However, 
you cannot afford to be passive in this 
change or you will be defeated, thus Mr. 
Darwin’s conclusion that survival relies 
upon responsiveness. One key element 
of responsiveness is fl exibility. Keep an 
open mind, be aware and don’t be afraid 
to take action. 

Major life change such as I experienced 
has challenged me emotionally, physically 
and professionally. I liked my life! I liked 
my comfort zone and sense of self confi -
dence! It just took me some time to realize 
that they are all mine to rebuild, and most 
importantly, that they can be rebuilt. The 
following is some of what I have come to 
learn about change, the impact it had on 
my life, the feelings this major life change 
elicited in me, what I have done to under-
stand them and the tools I have developed 
to deal with the fallout from all of this 
‘wonderful change.’ I hope you fi nd some 
things of use in my responses to change if 
you ever fi nd yourself in the same situa-
tion, and chances are, you will. 

Floundering: To counteract the feeling of 
landing on an alien planet with differ-
ent rules of social behavior, a new history 
and different traditions that we all take 
for granted at ‘home’, get as involved in 
your new community as possible. Join 
organizations, seize opportunities to speak 
to groups and look for other professional 
opportunities. See what Leadership Classes 
the local Chamber of Commerce offers and 
check to see if there are professional orga-
nizations that address your professional 
expertise. Before you do anything else how-
ever, make sure your new Event or Festival 
is a member of the IFEA and its local or 
regional affi liate as they will always offer 
you the best opportunities in your area!

Not Enough Information: There is noth-
ing more isolating than not knowing the 
background of where you live and work. 
Do your homework! Research is an ongo-
ing process, start before you even accept 
the position. Scour the event’s web site, 
talk to professionals you know in the area 
who might know about your new orga-
nization – if you don’t know anyone, call 
the regional IFEA representative and they 
can refer you to someone. Read as much 
local history as you can about both the 
city and state, and dive into the organiza-
tion’s fi les as soon as you get to the offi ce. 
This may prove to be most helpful in 
explaining some of the quirks that every 
city has, that inevitably affects the local 
politics and ‘the powers that be’, which 
we all end up having to work with. Find 
other like organizations and businesses, 
be they sports, non-profi ts, festivals, etc., 
and introduce yourself to them. Informa-
tion is power! 

No Support Network: Until you form a 
new network, use your touchstones from 
your years of experience and the life of 
your career. Rely on your mentors, friends 
and family, even long distance, as they 
know you better than anyone. You may 
need a friendly ear, kind word and broad 
shoulder to lean on when you go through 
a wrenching life change. Even if a family 
member always gets on your nerves, it’s a 
friendly voice which can be remarkably 
responsive when you least expect it and 
are having a bad day.

Flexibility: Understand that an open 
mind is a responsive mind. You need to 
be able to absorb an enormous amount 
of new information, methodology, 
customs and much more to be successful 
and deal most effectively with stress. Stay 
fl exible in your thinking and your habits 
to best achieve your potential in your 
new position.

Stress and Impact: One of the biggest 
risks you face going through all of this 
change is a negative impact on your 
health. One of your fi rst items of business 
upon arrival in your new city is to fi nd 
your new health care professional. Ar-
range for copies of your medical records 
and medications to be forwarded to your 
new location. Take care of yourself – ex-
ercise, even when you don’t want to or 
are ‘too busy’. You don’t work at your best 
unless you feel your best. Understand 
that this is a diffi cult time, for you and 
your partner or family relocating with 
you. Communicate with those around 
you, and be realistic in your expectations 
for yourself. You have a lot to learn and a 
lot of new people to meet, so cut yourself 
some slack and give yourself some time. 

No one is going to judge you as harshly 
as you judge yourself. To survive your 
own scrutiny you must realize that no 
one but you is expecting miracles and 
overnight solutions. Self-awareness, fl ex-
ibility and awareness of the situation will 
best equip you to be able to respond to 
change in the most effective and produc-
tive manner possible. And to respond to 
change and not allow yourself to be fro-
zen or incapacitated by it will empower 
you to survive.

Robyn Nelson, CFEE
Executive Director
Dogwood Arts Festival 
Knoxville, TN
rnelson@dogwoodarts.com
 
Entering its 47th year, the Dogwood 
Arts Festival celebrates the arts and 
natural beauty of East Tennessee.
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HOW
By D. C. “Chip” Baker, CFEE

 PLAYING 
POLITICS

CAN PAY OFF

“The activities or tactics which a 
festival or event must engage in to 
remain viable in a turbulent govern-
mental and social environment”. 

A true defi nition of Politics in relation to special events is: 

Nothing could be more apt to describe 
the conditions in which we fi nd ourselves 
in the day in and day out operations of 
our respective events. When most of 
us hear the word “politics” we usually 
equate it with “dirty politics” or “politics 
as usual”, but we are all familiar with the 
“nuts and bolts” that go behind politics. 
Understanding the basic tenets of politics 
and how it works can be an invaluable as-
set to your event. 

The political system surrounding your 
event is crucial for your event’s survival. 
Sometimes, it’s hard to defi ne the politi-
cal players, particularly those who are just 
below the surface, the behind-the-scenes 
players. However, once you defi ne all of 
the local players of your political system, 
you can generally make the system work 
to your advantage. 

We all agree that politics are important 
to event survival. Politics have a direct 
impact on your event in many areas as 
they can increase your revenue, attendance, 
sponsorship, property, opportunities and 
respect, to name but a few. Thus, politics 
will help you not only survive, but to 
thrive in today’s environment.
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Step One: Trace Your 
Event’s Political History 

For example, the “Riverbend 
Festival” (www.riverbendfes-
tival.com) in Chattanooga, 
Tennessee, began with local 
politics in 1980. A small group 
of community leaders met for 
a barbecue dinner and a lack of 
downtown events was discussed. 
Those discussions recognized the 
community’s need to invigo-
rate a lackluster downtown and 
bring the community together. 
That intimate dinner party led a 
group toward securing a grant to 
create the “Five Nights in Chat-
tanooga” event in 1981. This 
event was the predecessor of 
Riverbend, which has since had 
a strong 27 year history, with 
attendance growth from 1,000 
in 1981 to 650,000 today.

The “Riverbend Festival” 
started with a signifi cant 
political base. Your event did, 
too, I suspect.

Step Two: Clearly 
Defi ne Your Mission 
Statement

Our original mission state-
ment in 1981 was: 

“To bring the community 
together through the com-
mon language of music and 
to revitalize our downtown.”

Our present mission 
statement is: 

“To produce a festival 
which brings the com-
munity together focusing 
on the revitalization of 
downtown and to provide 
expertise to others.”

The addition of “providing expertise 
to others” further defi ned us as an event 
management organization for multiple 
opportunities. Our mission statement ex-
panded as a direct result of relationships, 
respect and most importantly (whether 
we like it or not) - POLITICS.

Our event management growth began 
when numerous community leaders and 
event organizers began calling on us to 
consult with them about other events. 
They clearly recognized the many years 
of Riverbend’s successes and looked to us 
for our event expertise. 

We realized that we had more to offer 
than just one event – Riverbend. We have 
the expertise that others need. The fact is, 
in our industry (IFEA), we are all experts 
at what we do. 

Our job (as yours) was to position our-
selves politically so that when the opportu-
nity arose, we were ready. This required our 

positioning to be not only external with 
the various publics, but also internal with 
our Board of Directors, as well as our staff.

As a result of our new mission statement 
and focus, we are now the management 
organization organizing all of the events 
for the newly renovated “21st Century 
Waterfront in the City of Chattanooga,” as 
well as the “PGA Nationwide Chattanooga 
Classic Golf Tournament,” “Go! Fest,” and 
“Between the Bridges Wakeboard & Music 
Festival.” “Friends of the Festival,” a 501(c) 
3 company, has also managed many other 
events, such as the “Ocoee River Days,” 
the “National Harley Davidson Rally” and 
“Airshow Chattanooga.”

Step Three: “Good PR” 
The single most important factor in 

business today is good “PR” = Political 
Relationships. 

We’ve all heard, “It’s not WHAT 
you know – but WHO you know”, 
but in PR it’s both. To create good 
PR, you need to get plugged into 
the local political scene. Don’t 
ever give up. Patience and politi-
cal relationships really paid off 
for our organization when Chat-
tanooga underwent a $120 mil-
lion “21st Century Waterfront” 
makeover. Part of the renova-
tion included the downtown 
waterfront where “Riverbend” 
is held. During this process, we 
offered to help with the new 
site’s programming. However, 
the Mayor at that time was fo-
cused on building and not on 
programming. It was not until 
the current Mayor was elected, 
that we got our opportunity. 
It did not hurt that our Mayor 
truly appreciates Riverbend’s 
strong economic contribu-
tion toward our community. 

Needless to say, although we 
have had good relationships with 
our past Mayors, our persistence 
fi nally paid off with the current 
Mayor. Nothing happens over night, 
but with persistent relationship-
building and with a little luck, your 
hard work eventually pays off.

Begin to create more political 
relationships by identifying your lo-
cal political movers and shakers and 
compile a list of who they are. Then, 
forge these relationships by attend-
ing local political meetings and being 
“seen” at places such as local county 
commission or city council meetings. 
Always be early to these meetings and 
make sure to introduce yourself!

Cultivate more relationships by 
seeking out offi cials from your Cham-
ber of Commerce and Convention & 
Visitors Bureau. They can tell you when 

new businesses are opening and when 
the groundbreakings are, so you can just 
“show up” and again be seen. 

Schedule as many speaking engage-
ments as possible to civic groups promot-
ing your event and continually explaining 
the economic impact your event has on 
the community.

Political relationships can also involve 
people surrounding you in the workplace. 
Look around and assess what you have to 
work with, such as your:
• Staff – Are they politically connected or 

are they members of any professional 
or civic organization?

• Board of Directors – Who are they politi-
cally? Business people, politicians, fund-
raisers – and are they plugged-in to the 
needs of your organization? Are they well 
thought of throughout your community?
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• Contacts – Business and Personal 
– How can they fi gure in to the politi-
cal scheme of things?

• Service Organizations – Become in-
volved with them and they could be of 
service to your organization.

• Always remember 24/7 that everyone 
is “special” and look for their unique 
qualities that can help you down 
the road. 

Step Four: Get Started
Begin the political process by creating 

your own personalized plan. It must be 
a plan that works specifi cally for you and 
your organization. Identify your best op-
portunities for political positioning.

Evaluate your Strategic Plan… Do 
you have one? A good place to start is 
by analyzing other organization’s plans. 
As a member of IFEA you have a 
ready-made network. Don’t be shy 
– call other organizations and ask 
for their ideas. We call that “market 
research!”

Examine your organization – Is 
it strong? Are you fi scally and op-
erationally sound? Remember: No 
money, No Mission. It’s important 
to keep your doors open; so you 
must be fi nancially sound.

Identify your relationships, 
specifi cally which ones are strong 
and which are weak; and work on 
improving both.

Think about burned bridges 
- Have you burned any bridges, 
and if so, can they be mended or 
repaired? 

Make Contact
Once you have defi ned 

“who’s who”, it’s time to acti-
vate your connections and get 
them involved with your event. 
Invite political fi gures to your 
event as special guests or VIP’s. 
Always ask them for their 
input regarding your event and 
include them in the decision-mak-
ing process, where appropriate. 

An example is our Riverbend Artist 
Selection Group (ASG), which meets 
regularly beginning in August. The 
purpose of the ASG is to determine 
which artists will be scheduled to per-
form during our nine-day “Riverbend 
Festival.” We include our local radio 
stations (urban, classic rock, country, 
etc.) to take part in this. We not only 
get great ideas from the respective 
genre’s of music, we also get political 
“buy in” from the stations since the 
bands we play, by and large, are the 
bands they choose. Interested and active 
board members are invited to have a 
voice in this process, and this helps build 

equity and strengthen political relation-
ships. This inclusion brings them into our 
organizational “inner circle’ and they are 
honored to participate.

Don’t Ask, Don’t Get
Some cities and state governments 

subsidize their major special events, 
such as “City Stages” in Birmingham, 
Alabama. Find out through your political 
connections if this is a funding option 
that is open to your event. Some cities 
offer services, such as police for crowd 
control and assistance from the Depart-
ment of Public Works for garbage pickup. 
Ask for both services and funding, but 
be satisfi ed if you only get one and 
always be appreciative, whatever 
you receive.

Kick off your Campaign Today
Defi ne your organization’s current 

political position and assess why your 
position is where it is. 

Make a list of your weaknesses, such as 
board member stagnation or staff apathy. 
Start by prioritizing your list of the steps 
necessary to head in the right direction. 
Perhaps forming a Board Development 
Committee would insure that your Board of 
Directors matches your organizational need. 

Get involved by meeting with the Cham-
ber of Commerce and/or CVB President. 

Create new job descriptions, outlining 
who in the organization is responsible for 
what role in the community. See which 
staffers are willing to rise to the occasion, 
possibly by joining professional network-
ing organizations.

         PP NOW!
Start your Political Position-

ing thinking today: If a new 
Mayor was elected in your 
city, what is the fi rst thing 
you would do? How can 
you best align yourself and 
your organization politically? 
Always remember that every 
new person you meet could 
be an invaluable political ally 
down the road. 

Most importantly, determine 
the fi rst step you can take right 
now to become politically correct.

Playing Politics is like playing 
any other game; if you know 
how the game works, play by 
the rules and persevere – sooner 

or later, you will win.

D. C. Chip Baker, CFEE 
is the Executive Director 
of Friends of the Festival 
Event Management, 180 
Hamm Road, Chattanooga, 
Tennessee 37405 (423) 
756-2211 www.riverbend-
festival.com

Friends of the Festival, 
Inc. is a non-profi t events 
management organization 
producing Chattanooga’s 
Riverbend Festival, The 
Chattanooga Clas-
sic Nationwide Tour 
Golf tournament, the 
Between the Bridges 
Wakeboard Festival as 
well as management of 
Chattanooga’s down-
town Waterfront for the 
City of Chattanooga.
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Creating Memorable 
Experiences

As with most industries, innovation 
and creativity is an essential key to suc-
cess for event professionals. We all recog-
nize that in our experience industry it is 
important that we design memorable mo-
ments for our audiences. This of course 
involves presenting experiences beyond 
the expectations of our audience. 

Brain experts have found that simi-
lar experiences erase each other on our 
“memory surface.” In other words, if you 
go for example to a zoo once in your life, 
you will be able to remember specifi c 
details of that particular visit. After going 
to the zoo several times, it becomes very 
hard to distinguish one visit from anoth-
er, as all the memories blur together as “a 
visit to the zoo.” Research shows that the 
most memorable are your fi rst visit and 
those that were exceptional.

The same applies to events. To make 
yours the one that stands out in the 
minds of a public that will have no doubt 
experienced many festivals and events, 
yours need to be exceptional. Similarly, 
where a given event is repeated on an 
annual basis, you must work especially 
hard to ensure that people want to come 
back year after year. Many events tend to 
do the same thing over and over again, 
which often results in these events strug-
gling to compete for “attention” in a 
world in which the choice of experiential 
media increases almost monthly. 

One key to solving this is the element 
of surprise. To achieve surprise you need 
to be innovative.

Creative Building Blocks
When re-designing your event, you 

should consider all building blocks as 
elements that you might wish to change 
and not just the most obvious ones such 
as your entertainment programming. 

It is good practice to deconstruct your 
event in your mind from time to time 
and rebuild it from scratch, starting from 
the large building blocks down to the 
smallest elements that make up each 

block. The large building blocks of 
your event may include:

• Venues (building, tent, street, 
square, park, stage, ship, etc.)

• Program (artists, entertainers, 
vendors, spectators, etc.)

• Tickets (single event, multiple-
event pass, etc.)

• Promotional items (brochure, 
banner, advertising, etc.)

• Hospitality (VIP areas, exclusive 
parties, priority seating, etc.)

• Staff (volunteers, hired crew, 
vendors, etc.)

Our mind sees combined strings of 
information for each of the above build-
ing blocks, and the bigger these building 
blocks are, the less freedom you have to 
rearrange them. Therefore, to come up 
with alternative solutions, a good tech-
nique is to divide the blocks into smaller 
pieces before you start construction.

For example: A ticket is a piece of paper 
that you buy or collect at the Box Offi ce 
and is proof of your right of entry into a 
particular show.

One innovation that we have seen in 
our industry in recent years is that the tick-
et no longer has to be bought or collected 
at the box-offi ce. Many ticket-systems now 
include the possibility for the customer to 
print the ticket (still a piece of paper) at 
home. Another approach to reinvent the 
building block ‘ticket’ is by replacing the 
traditional material paper for alternatives, 
such as chocolate bars, buttons, wrist-
bands or a stamp on your hand. 

As paper tickets also sometimes include 
coupons for specifi c promotions or parts 
of the program, now wristbands offer the 
same feature with parts of the wristband 
that can be detached. A nice variation 
of the ‘stamp on the hand’, according to 
fellow IFEA member, Kelven Tan, CFEE of 

the Singapore Flyer, is to use invisible ink 
that lights up at the security gates with 
special UV “black light.” Imagine how 
good that could look under disco lights if 
it were a nice logo.

Asking the Right Questions
For innovative ideas you need to 

change your building blocks and ask 
yourself the right questions. Often re-
phrasing your question can make all the 
difference to the outcome. A question sets 
you off in a certain direction and thus has 
an impact on your destination.

For example: “How do I prevent my 
visitors from getting tired too early?” 
Might trigger answers such as:
• By making visitors have to walk less far 

by providing transport such as a shuttle 
between venues.

• By making visitors have to walk less far 
by changing the layout of the site.

• But now change the question to: “How 
can I give my visitors more energy?” 
And your answers may change to:

• By providing visitors with an area to 
rest and chill out.

• By providing visitors with energetic 
food and drinks.
By formulating your question or prob-

lem in different ways, you change your 
perspective offering more and perhaps 
better solutions. 

Albert Einstein, one of the greatest 
proponents of creativity, was once asked 
what he would do if he were told that 
a comet approaching the earth would 
destroy the planet in exactly one hour. 
He answered that he would use fi fty fi ve 
minutes to focus on the question and the 
remaining fi ve to solve it.

Secret Revealed: Being 
Creative is Not for the 
Gifted Alone

As a long time member of IFEA, I have 
attended many conferences over the years 
and remember a number of speakers 
touching on the subject of “Creativity.” 
Some had given useful titbits on how to 
unlock your creative thinking and to think 

Becoming Effective in Creating
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“outside the box.” The more memorable 
ones presented techniques to stimulate 
the right-brain hemisphere, since Creativ-
ity is all about the right-brain hemisphere.

However, I had never gone home from a 
conference with more than a cursory under-
standing on how our creative brain actually 
works or more than a few handy tips on 
how to break through creative “blocks.” It 
seemed that the standard recipe advocated 
to generate new ideas was brainstorming. 

Brainstorming can indeed be a very 
powerful method to generate new ideas, 
but by listening to feedback and comments 
from colleagues, I concluded that perhaps 
brainstorming sessions may not be getting 
administered correctly. Although most 
knew the rules for an effective brainstorm 
session, it seemed some were “selective” in 
which rule they chose to adhere to, which 
often indicated a limited understanding 
of the principles. Moreover, I wondered 
whether this rule selection also interfered 
with the creative process per se.

Unfortunately, many presentations on 
creativity in our industry leave you with 
the question: How does one actually do 
it? Too often you are made to believe 
that being creative is a gift and not a skill 
that you can learn. As with everything 
else, some things come more naturally 
to some people than to others. But if you 
feel that you are not fl uent in creating 
ideas, you may be pleased to learn that 
you can become highly effective in creat-
ing innovative ideas, once you under-
stand the principles.

When focusing on a new skill we often 
go straight for the How? However, to be 

effective in using our brain creatively, 
we fi rst need to understand the way our 
creative brain thinks. We also need to 
be aware that our brains have natural 
strengths and weaknesses when it comes 
to creating innovative ideas. 

Through my research, I discovered what 
I call: Creative Handicaps. In this context, 
Creative Handicaps are the limitations 
of our creative mind, each highlighting a 
reason why you might not be effective in 
your attempts to be innovative. The most 
well known is the fact that we all think 
reproductively.

Our brains are programmed to think 
reproductively. Like with automatic 
refl exes, it comes naturally to produce 
the same response to a certain question. 
That’s why we automatically keep gener-
ating the same ideas. 

To paraphrase Tony Robbins, life coach 
to the rich and famous: 

“If you think the way you’ve always 
thought, you’ll get what you’ve always 
gotten.”

To be creative, you have to go beyond 
the fi rst response and learn to think dif-
ferently. 

Other research has shown that success-
ful creative geniuses, like Einstein, shared 
their thoughts with colleagues whom 
they could trust; to be able to talk about 
theories, concepts and ideas with peers 
that understand your subject matter.

Those that do, have a clear advantage 
over colleagues who are reluctant to open-
ly share their work in progress. It not only 
helps to discuss your subject to crystallize 
your own thoughts, but feedback from 

your peers will enable you to further de-
velop and successfully nurture your ideas.

To fulfi l this requirement, your mem-
bership in a professional association such 
as the IFEA, is of course very valuable 
indeed. To be creative in our jobs and 
to produce innovative ideas we all need 
stimulus from a variety of sources ranging 
from attending a conference or lecture, 
reading books and magazines, to visiting 
other events, travelling and networking 
with colleagues - all on a continual basis. 
From this foundation of awareness, cre-
ativity becomes a natural by-product to 
be used in enhancing your events.

To discover more about the creative pro-
cess and techniques that every event creator 
should know, you can read about them 
in “A Left-Brain Manual on Creativity” for 
Event Managers, a condensed e-book that 
focuses on explaining the three creative 
handicaps and how to effectively deal with 
them, reviewed in this issue of “ie.”

Jeroen Mourik is the President of 
JMEF, and works as a Creative Con-
sultant. He also serves as President 
of IFEA Europe. He has over 15 years 
experience in the events industry. He is 
currently working as a freelance Cre-
ative Consultant and can be reached 
at: jeroen.mourik@ifeaeurope.com

“A Left-Brain Manual on Creativity” by 
Jeroen Mourik is available in e-book for-
mat at www.ifeaeurope.com. The e-book 
purchase includes a 12 month subscrip-
tion to the “Creative Fellowship.”

By Jeroen Mourik
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Festivals and
Events

technologies
for

important

By Carla Pendergraft

There are some new technolo-
gies that Festivals & Events 
need to start thinking about. 

They are still in the early stages of 
their development, but it’s never too 
late to start increasing your awareness 
and understanding of them now, so 
that you don’t fall behind the tech-
nology curve. 
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Podcasting 
– Is it 
worth 

getting into? 
What is a podcast 

and how do they relate to 
the festival world? A podcast 
is generally an audio record-
ing, like a radio show, that 
is available on the Internet. 
People can download a pod-
cast to their computer, and 
then transfer it to their iPod 
or MP3 player for listening 
on the go. If someone really 
likes a podcast, they may 

choose to subscribe to it through 
a process called Really Simple Syn-
dication (RSS), so that whenever a 
new podcast is released, it’s auto-
matically fed to their computer. 

Podcasts can be a great tool for 
festivals to consider when market-
ing their event. For example, you 
could do a series of interviews and 
sound clips of your performers and 
entertainers to help build your audi-
ence in advance of the festival. This 
is exactly what a growing number of 
festivals are doing, such as the Re-
naissance Festival, who has a whole 
website dedicated to podcasts 
at www.renaissancefesti-
valmusic.com. 

Software for pod-
casting is relatively 
inexpensive. The real 

cost is in the time in-
volved in writing the script, 
lining up the performers, 
and creating an entertaining 
and professional show that 
people will want to down-
load and subscribe to. If you 
want to start podcasting, you 
need to be prepared for the 
investment of time it takes 
as they are not one-time 
broadcasts. Podcasts are al-
ways in a series, and just like 
a newsletter, it’s always time 
for the next one.

There are many software packages that 
support podcasting, such as: 

• ePodcast Creator from Industrial Audio 
software, at www.industrialaudiosoft-
ware.com/products/epodcastcreator.
html. Priced at $71.95. 

• Podcastblaster at www.podcastblaster.
com/. Priced at $19.99. 

• There are also free packages such 
as Audacity http://audacity.source
forge.net/. 

Blogs 
For festivals, blogs can make sense in 

limited ways. A blog is an online journal 
that, for example, may contain bits of inside 
information that wouldn’t really “fi t” into 
the theme of a formal website. They are easy 
to get started with because they usually re-
side on dedicated blog websites, and HTML 
knowledge is not required to set one up. 

To start a blog, go to a website that 
hosts blogs such as www.blogger.com and 
follow the steps for creating a new blog. 
You can update it from anywhere as long 
as you have your computer and access to 
the internet, as it’s all browser-based. 

Like podcasts, blogs need to be updated 
regularly with fresh content, so don’t start 

one unless you or a staff member really 
has the time to devote to it. Many blogs are 
started and then abandoned, as people lose 
interest, or don’t have time to work on it. 

Since festivals have a limited time-
frame, year-round blogs may not make 
much sense. But they can work when they 
focus on the entertainers and perform-
ers that are part of a festival, for perhaps 
a month or two before the festival and 
continuing through the festival. 

The best blogs contain plenty of 
personal tidbits of information. Your 
event coordinator in charge of taking care 
of your performers’ needs is the perfect 
person to post on the festival blog. What 
time did the star get up? What did he eat, 
what was involved in his day? What hap-
pened during the sound check? 

Blogs are de rigeur for fi lm festivals, 
since they are attended by celebrities. For 
event-focused festivals, blogs can give a 
little extra that can personalize the festi-
val for some, especially die-hard fans of 
your entertainers. 

To get started, why not try creating your 
own personal blog? You will see how easy 
it is to start one. The hard part, you’ll dis-
cover, is fi nding the time to keep it going.

E-mail Newsletters
Do you send out an e-mail newsletter 

to your mailing list? A lot of people are 
reluctant to do so because they want it 
to look professional, like a webpage, but 
they don’t know how to do it. Yet, this is 

the wave of the future. Many organi-
zations are getting away from 
hardcopy newsletters due to 
the cost of postage. Plus, many 
people prefer to receive newslet-

ters via email. 
It’s gotten easier to create profes-

sional-looking email newsletters with 
new services such as Constant Contact 
www.constantcontact.com. This program 
allows you to use your browser to build 
your email newsletter format, manage 
your mailing list, and send the newsletter 
itself. Constant Contact is free for smaller 
mailing lists, is reasonably priced for 
larger mailing lists, and offers discounts 
for non-profi ts. Most importantly, it’s 
quite easy to use. Many non-technical 
people use it with aplomb. Dive in, try it 
out, and see if it can work for you. 

How can you get started? Sign up, start 
with a small mailing list of a few friends, 
test the ‘subscribe’ and ‘unsubscribe’ 
functions, and see if you think it’s easy 
enough to use to make it worthwhile. 
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Online Ticketing
More and more often, patrons are 

expecting to be able to buy tickets and 
event passes online. A search on Google 
for “online ticketing system” produces 
a long list of vendors who specialize in 
festival and event online ticketing. 

Online ticketing systems can be inte-
grated into your own website by a skilled 
web programmer. Or, an online ticketing 
system can create a “private la-
bel” or “branded” ticketing page 
on their website to imitate the 
look and feel of your website so 
that all ticket transactions can be 
done through their site, but give 
the impression that it’s being 
done through your site. 

Depending on your needs, 
some ticketing systems also 
supply the entire system: your 
point-of-sale box offi ce opera-
tions in addition to an online 
ticketing system. They may offer 
ticket printing (fulfi llment) and 
a call center for phone orders. If 
you already have a ticketing sys-
tem, you won’t need this unless 
you want to consider making a 
complete switch.

Prices vary greatly for online 
ticketing. Brown Paper Tickets, 
www.brownpapertickets.com, 
claims to have the lowest fees 
in the ticketing industry, at 
$.99 plus 2.5% of the price of 
the ticket. Others charge a fl at 
fee of $1.50 - $3 or more per 
ticket, plus a percentage of the 
ticket price ranging from 3% 
to 17% or more. Some also 
have setup fees and monthly 
maintenance fees. 

Google Sitemaps
If you don’t currently have a 

Google Sitemap created for your 
website, I encourage you to get 
your webmaster to make you 
one. Google sitemaps are an effective way 
for you to tell the search engines how 
to fi nd all the pages in your website and 
give Google hints on how often to crawl 
it. For new websites, Google sitemaps are 
indispensable. A new website that has a 
Google sitemap gets crawled in an aver-
age of only three days, in my experience. 
It’s the new way to “submit” your site to 
the search engines. 

So what is a Google sitemap? It’s a 
single fi le that lists all the URL’s in your 

website, how often you believe they will 
be updated, and what priority you place 
on each page. The fi le is written in a 
language called XML, which is similar to 
HTML, the language of the web.

There are free resources available to 
assist in making sitemaps, such as www.
sitemapspal.com. Simply enter your web 
address in the box, and it generates a 
sitemap for your website in the correct 

format. You then take this sitemap and 
upload it to your web server (a common 
task your webmaster can do). 

The next step is to tell Google about 
the sitemap. This is done by going to 
www.google.com/webmasters/. Creating 
a Google account, and follow the steps to 
tell Google where your sitemap is located 
and verify that you have access to the web-
site. A bonus is that Google has a suite of 
free tools and metrics for webmasters that 
help you manage your website.

Yahoo! has re-
cently signed on to 
accept sitemaps, and 
MSN has committed 
to do so in the future. 
To submit your sitemap 
to Yahoo!, go to http://
submit.search.yahoo.
com/free/request.

Doing this work will really 
pay off for your website 
as it will be crawled more 
thoroughly and more 
often, which can and 
should result in higher 
rankings for various 
search phrases for your 
website. If you don’t have 
time for blogs, podcasts, or 
e-mail newsletters, the one 
thing I recommend most 
highly is for you to get a 
Google sitemap. You’ll be 
able to see how many pages 
they have crawled, how of-
ten they update their index 
with your pages, and even 
view each page’s PageRank 
(Google’s patented system 
for ranking pages). 

With all these new tech-
nologies cropping up, and 
more being created dur-
ing the time you read this 
article, it’s diffi cult to stay on 
top of them all. But taking 
the time to look into one or 
two of the new technologies 
here will hopefully put you 
one step ahead of the game 
and help expose your festival 
or event to a market it may 
never have reached before. 
For that reason alone, it’s 
worth taking the time to 
give one of these new 
technologies a try!

Disclosure: 
Carla Pendergraft has no con-

nection to any of the software or 
companies listed in this article.

Carla Pendergraft is the 
owner of web design fi rm 
Carla Pendergraft Associ-
ates based in Waco, Texas. 
She can be contacted at 
PO Box 1232, Waco, Texas 
76703-1232.
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No-No to Know-How: Networking 
for Association Professionals

Do you know how to create, culti-
vate and capitalize on networking 
relationships and opportunities? For 

most people, this is a learned skill. Success-
ful people network when they want to get a 
job done, promote their programs and initia-
tives, uncover the best resources inside and 
outside their organizations, stay in touch 
with trends and advance their careers. You 
can learn to make networking an art, not an 
accident – if you follow these guidelines.

#5NO-NO: 
Don’t go for “cardboard connec-
tions” – kidding yourself that you’re 
“networking” because you handed 
out 23 business cards. 

KNOW-HOW: 
Pour your energy into making a 
conversational connection. Look for 
a reason to hand out your business 
card. As you listen, ask yourself what 
resources you have or people you 
know to whom you could intro-
duce the person. When you “listen 
generously,” you don’t need excuses 
for asking for a business card or to 
reconnect – you have real reasons. 
“I’ll send you that article on educa-
tional cruises.” Or, “Here’s my card. 
Thanks so much for sending me 
the information about blogs.” Or, 
“I’ll e-mail you with Jill’s name and 
address – she’ll be so glad to know 
what you’re doing.” #4NO-NO: 

When you’ve forgotten someone’s 
name, don’t ever say, “I’m sorry. “I 
can’t remember your name.” 

KNOW-HOW: 
If you “blank” on a name, you have 
three choices. Don’t you often re-
member the topic you talked about, 
even though you can’t recall the 
name? Say, “Great to see you again. 
How was your trip to New Mexico?” 
Or give your name and say, “Hi! 
I’m Susan, Susan Wentworth. We 
sat next to each other at the lun-
cheon.” Or say with enthusiasm and 
warmth, “Hi. I remember you. Tell 
me your name again.” Then hang on 
to that name long enough to intro-
duce your new contact to someone 
else at the event. 

#3NO-NO: 
When someone asks, “What’s new?” 
don’t ever say, “Not much. Same old 
thing. Been working really hard…
Really tired…” 

KNOW-HOW: 
Be prepared…to be spontaneous. 
You say you weren’t born with the 
gift of gab? Think of topics ahead 
of time – topics that you’re eager to 
talk about because of who you are 
and where you’ve been. Respond to 
“What’s new?” with ideas, informa-
tion, recent successes and inquiries 
about resources you need. In short, 
prepare an “agenda” so your small 
talk is smart talk. 

#2NO-NO: 
Don’t answer the often asked, “What 
do you do?” with a job category, job 
title, job jargon or the name of your 
organization. 

KNOW-HOW: 
Make your answers (you’ll probably 
have several) short, snappy, memo-
rable, jargon-free, interesting and 
crystal clear. Give a talent (one of 
your many) and describe/show how 
you solved a problem, saved the day, 
or provided service to a sponsor, 
volunteer or attendee. 

#1NO-NO: 
Don’t say, “I’m too busy” or “I’m too 
broke,” or “I’m too bashful.” 

KNOW-HOW: 
Professional assns, conferences, 
clubs and trade shows are valuable 
places to learn and grow with oth-
ers in your fi eld. You meet people 
who’ve already solved the problems 
that are festering back on your desk 
and you’ll uncover opportunities to 
grow your career.

The rituals of networking are important 
relationship building tools. Take every op-
portunity to teach people who you are and 
for what they can count on you. And be 
sure to listen generously so you’re known 
for being resourceful and well-connected. 

Lynne Waymon is the cofounder of 
Contacts Count, a nationwide consult-
ing and training fi rm that specializes in 
professional networking and business 
development. She coauthored Make 
Your Contacts Count. She may be 
reached at www.ContactsCount.com 
or 301-589-8633.

As published in Association Trends, August 11, 2006, #1560

By Lynne Waymon, consultant-trainer, Contacts Count, Silver Spring, MD
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PAY IT FORWARD!

FOUNDATION

Now, those of us that have had the 
good fortune to be in this business 
for any length of time know that it 
is “all about the relationships”; with 
our volunteers, our sponsors and our 
board members. This should make 
us great volunteers, super sponsors, 
and terrifi c board members, right? 
Unfortunately, all this wisdom 
has NOT made me a terrifi c board 
member, or a super volunteer. But 
it has made me more aware of my 
shortcomings in these areas, and it is 
to that end that I now speak. I know 
that if I make a commitment – not 
an organizational one, but a personal 
one – to those that I am close to, 
then I will rise to the occasion. I will 
do the “heavy lifting” that’s needed 
in challenging times. And, as Charles 
Dickens said in the opening of A 
Tale of Two Cities, “It was the best of 
times. It was the worst of times.”

Here is my pledge; that this year, I 
will be the best Chairman I can be. 
That I will face any diffi culties that 
may lie ahead with grace and com-

passion and keep focused on what’s 
best for us all. I pledge to invest the 
kind of creativity and strategic think-
ing that will result in new revenue 
streams, new opportunities for 
expanding our educational mission, 
and a more robust organizational 
mechanism that can accommodate 
these efforts; including the kinds of 
legacy activities that will attract new 
energy, new ideas and new people to 
our organization.

I understand, too – drawing again 
upon the wisdom gained from my 
many associations in the IFEA – that 
these challenges can only be met by 
working through other people. We 
can’t reach these goals without your 
help. So I am asking you, personally – 
will you consider joining our efforts? 
The good news is we have some of the 
most creative people on the planet! 
We only need - to use one of our own 
terms – to “activate” those interested 
and we will have all the ideas, all the 
energy, all the abundance that we 
require to reach our goals.

There you have it – you are the key. 
We are all deeply grateful for those 
that have been giving and participat-
ing in the IFEA Foundation since its 
inception in 1992. It is because of 
you that we have “shoulders to stand 
on” that allow us to see the horizon 
- and glimpse the journey ahead. We 
must now set our sites on this jour-
ney and map out our future. What 
does this future hold?

It’s no secret that, as Thomas 
Friedman put it in his best seller of 
the same name, The World is Flat; 
globalization is a reality and we can 
no longer expect that the concerns 
of a community thousands of miles 
away won’t affect us. A tragic night-
club fi re in Rhode Island affects fi re 
codes across the United States; 9/11 
redefi ned the events landscape for 
us all. These are not trends, these 
are powerful forces that we need to 
understand and shape, if we are to 
have any control over our destiny 
as events producers. If we do not 
step up and provide training, safety, 
standards, and professionalism 
– globally - then we will be buffeted 
by every tragedy and shortcoming 
our industry experiences – any-
where in the world!

For those of you who have been 
following the IFEA’s global efforts, 
it should be pretty obvious that we 
have the opportunity to provide 
resources, worldwide, in training 
and guiding the development of 
public gatherings and community 

When I fi rst learned of the IFEA I wasn’t even 
aware that there was an events industry, much 
less that it was populated by people with 

backgrounds and interests so similar to my own. I at-
tended my fi rst conference in Vancouver, B.C. in 1994 
- on an IFEA scholarship - and earned my C.F.E. and a 
position on the President’s Council three years later in 
1997. I have been looking for ways to show my grati-
tude ever since! Words cannot express how I feel about 
the friendships I have made and the education and wis-
dom I have acquired from my association with the IFEA 
and its members. It has truly been a blessing for me to 
be involved in the IFEA, and as the current Chairman 
of the IFEA Foundation, I have yet another opportunity 
to “pay it forward.” 
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development. Because we bring the people of the 
world together, we are in a unique position to 
shape and infl uence their responses to these is-
sues. Through the efforts of the IFEA Foundation 
we can marshal resources, support educational 
initiatives and guide the development of our 
industry. And send a scholarship to a young and 
impressionable event volunteer, in small town 
anywhere, that thinks she’d like to be the next 
“festival director” for her community’s beloved 
civic celebration! “Local” is also the new “global”.

Our most immediate goal is to earn a reason-
able, low-six fi gure gross from the 2007 IFEA 
Foundation Auction in Atlanta, Georgia this 
September. This will allow us to budget an an-
nual, defi ned amount of grants (something in 
the $50,000 to $80,000 range) for convention 
scholarships, speakers and CFEE programs, as 
well as IFEA Bookstore acquisitions, “ie” maga-
zine support and regional support of top indus-
try speakers and programs. Your help is required 
in securing auction items, encouraging people 
to attend the event and in being there yourself, 
representing your organization and the IFEA. If 
you can’t make it but still want to help, call me. 
We’ll fi gure something out.

Strategically, our second goal is to ensure the 
quality and health of the IFEA Foundation orga-
nization. We are reviewing our by-laws, strength-
ening our fi scal accountability and “getting our 
house in order” to accommodate a wider reach 
and scope. It is an abundant world and we must 
be ready to take advantage of the support that is 
out there by “activating” our network, members, 
staff and supporters and by being ready, with 
mechanisms in place, to accept the support that 
we expect.

Finally, we are embarking upon a goal to raise 
our endowments to $1 million dollars. They are 
currently in excess of $150,000 – a respectable 
sum, but not enough to make the impact that we 
could make on a global scale. It will take us some 
time, however, those of you who get involved now 
will certainly be around to celebrate its attainment.

These are the goals; the vision of course, is 
much grander. It is one of a truly International 
organization that honors and celebrates the 
skills, creativity, knowledge, care and concern for 
public gatherings and the celebration of com-
munity and the human experience. We have the 
opportunity to create a legacy. What could be 
grander? What could be more compelling? What 
else are you doing that’s more important? Join 
me and together we can make a difference!

STEVE REMINGTON, CFEE
2007 IFEA Foundation Board Chair 

President, SEE Development, Inc.
Tel: 541-610-1739

Email: steve@seedevelopment.com

You’ll find wonderful characters we all know and 
love– from favorite cartoons to dinosaurs, from stars to 
the earth to the moon. For over 16 years we’ve been 
providing quality balloons and outstanding customer 

service. Call today for prices and reservations.

1613 Ord Way
Oceanside, CA 92056
Fax: 760-477-2656
info@bigeventsonline.com   

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

760-477-2655
bigeventsonline.com

Big Events has a Huge 
Inventory of Quality Balloons

Cold-air and helium for parades, half-time 
shows, festivals and grand openings.
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BUSY YEAR FOR IFEA

THE BOARD TABLE

The fi rst issue, and certainly the 
most important as all other consid-
erations fl ow from it, is a decision to 
change the mission statement of the 
organization. For the last several years 
the mission has been simply that IFEA 
exists “for the benefi t of its member-
ship”. On paper it looked great and 
sounded fi ne in theory, but in practice 
what did that really mean? When we 
looked at it strategically, we realized 
that it had created a business environ-
ment where IFEA tries to be all things 
to all people at the lowest possible 
cost. Opportunities for growth are not 
getting the attention they deserve, ad-
aptations to today’s business environ-
ment are not being made as timely as 
they could be, and resources are not 
being concentrated in the areas they 
are most needed, all because we are 
trying to be everything for everyone, a 
goal that cannot possibly be achieved 
by anyone. We also realized that this 
direction will not move the organi-
zation towards the vision that was 
drafted early in our strategic process 
– that the IFEA should aim to create a 
globally united industry that touches 
lives in a positive way through cel-
ebration. With all of this in mind, 
the Board determined to adopt a new 
mission statement… “To inspire and 
enable those in our industry to realize 
their dreams, build community and 
sustain success through celebration.”

As was asked of the previous 
mission, it’s logical to now say ‘that 
sounds great in theory, but what does 
it mean exactly?’ That question was 
foremost in our strategic planning 
process and at the Denver meeting. 
After much consideration, the Board 
agreed that through this new mission 
the IFEA should:
• Aim to become the global leader in 

the industry
• Stress excellence in the benefi ts and 

programs it offers, rather than using 
the quantity of such as a measurement 

• Use research (such as the 2006 IFEA 
Survey) to prioritize the needs of the 
industry and focus the resources of 
the organization by those priorities.
Sound simple? To a degree it is, as 

the new mission statement is viewed 
by many of us on the Board as a 
natural evolution of the organization. 
It does also mean change however, 
and for some people change is often 
diffi cult to adjust to. Focusing our 
resources on excellence in the areas 
the industry deems most important 
may mean the discontinuation of 
or changes to long standing benefi ts 
and programs, or the reshaping of 
the membership structure to cre-
ate a better business environment. 
While no such changes have yet been 
determined, please know that they 
will occur only after all the pros and 
cons have been weighed. Everyone 

involved with the leadership of 
the organization will strive for this 
new direction to have only posi-
tive impact, yet that desire will be 
tempered by knowing that we cannot 
continue to also strive to be every-
thing for everyone.

Over the next few months the IFEA 
staff and various board committees 
will be working to draft a business 
plan on how this new mission and 
direction will become a reality. I plan 
to use this space in each issue of “ie” 
to provide updates on our progress. 
And, while I plan to provide those 
updates in my role as the Chair of the 
2007 Board, I’d like to close this letter 
simply as a 20-year member of the 
organization and tell you how I feel 
about it all. It’s easy…I could not be 
more excited! To see an organization 
that has meant so much to my career 
taking the steps to make itself the best 
in the areas that my industry deems to be 
most important is an energizing feeling 
and one that has carried over into my 
festival and my life. I hope that it does 
the same for you!

PAUL JAMIESON, CFEE
2007 IFEA Board Chair 

SunFest Executive Director
SunFest of Palm Beach County, Inc.

Tel: 561-659-5980
Email: pjamieson@sunfest.com

The beginning of the year has been busy one for 
everyone on the IFEA Board of Directors. At a 
board meeting held in Denver, Colorado, as 

well as the weeks leading up to it, the results of several 
months of strategic planning were examined and de-
bated with the type of passion, variety, and attention to 
detail that only boards can muster. The issues that were 
discussed, and the results that were produced, are im-
portant to all IFEA members and I’d like to share them 
with you on behalf of everyone on the board.



Volunteering and Gender

Percent who
volunteered

Hours spent
volunteering in a year

From September 2005 to September 2006, more women
than men volunteered their time, but men who did volunteer
spent a little more time at it.

23%

30% 52% 50%

Source: Bureau of Labor Statistics

TRENDS-AT-A-GLANCE

Skills Employers are
Looking For
Communication is the most
important skill in prospective
employees, but the most
common skill lacked by job
candidates. Other top skills
employers look for include
integrity, teamwork skills and a
strong work ethic. Grade point
average and previous experience
play important roles, but no
single skill guarantees a
candidate a job.

Source: National Assn of Colleges and Employers

TRENDS-AT-A-GLANCE

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



52 INTERNATIONAL EVENTS 2007

IFEA UPDATE

52nd Annual IFEA Convention 
& Expo in “Approach Pattern” for 
September Landing in Atlanta

The 52nd Annual IFEA Conven-
tion & Expo presented by Festi-
val Media Corporation is in the 

“approach pattern” for a September 
17th-21st landing in the remarkable 
city of Atlanta, Georgia. Mark your 
calendar now for what promises to be 
our most memorable gathering ever. 
Headquartered in the Omni Hotel 
at CNN Center, directly adjacent to 
CNN and Centennial Olympic Park 
and within walking distance of the 
new Georgia Aquarium, World of 
Coca-Cola, and the Georgia Dome, 
the convention will include scores 
of keynote and breakout sessions by 
industry and corporate leaders; valu-
able networking and social activities; 
the much anticipated IFEA/ Haas & 
Wilkerson Pinnacle Awards; the IFEA 
Hall of Fame Luncheon, featuring the 
Zambelli Fireworks Internationale Vol-
unteer of the Year Award and recogni-
tion of our newest IFEA Hall of Fame 
inductees; optional CFEE Certifi ca-
tion, Advanced Professional and New 
Professional courses; and the always 
popular IFEA Foundation events. The 
Atlanta and Georgia Host Committee 
is working closely with the IFEA staff 

to insure an unforgettable experience, 
from the Opening Reception sur-
rounded by the spectacular lights of 
the city skyline at Centennial Olympic 
Park to the closing keynote speaker. So 
start planning your own landing now 
for the 52nd Annual IFEA Convention 
& Expo. Watch for more detailed infor-
mation coming soon, check for regular 
updates, and make your hotel reserva-
tions on-line now at www.ifea.com.
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IFEA and Festival Media 
Corporation Announce 

New Sponsor 
Fulfi llment Award

The IFEA and Association Partner Fes-
tival Media Corporation have joined to-
gether to create a new award that will help 
increase awareness for the festival and 
event industry among national marketers 
and agencies by providing international 
recognition of those festivals and event or-
ganizations that demonstrate the highest 
level of planning and program execution 
in the area of measuring sales promotion 
results created through an event sponsor-
ship that meets the sponsor’s business 
goals. “Sales promotion results” will in-
clude success in the areas of sponsor sales 
made, sales leads recognized, coupons or 
price promotions distributed or redeemed, 
membership prospects identifi ed, and oth-
er direct sales promotion goals realized.

The IFEA/Festival Media Corporation 
Sponsorship Success Award will be open to 
all festivals and events that have com-
pleted a sponsorship fulfi llment program 
during the previous year. Entries will be 
judged on the following criteria:

Initiation: Was the program proposed 
by the event or requested by the sponsor?

Innovation: Was the execution innova-
tive in its approach, use of volunteers, 
staff, and local sponsor connections (in 
support of a national sponsor brand)?

Execution: How well did the festival/
event staff and representatives execute 
the activation program?

Results: What were the actual program 
results in terms of sales, image, redemp-
tion, etc.?

Presentation: How were the fi nal results 
of the sponsorship program presented to 
the sponsor?

Sponsor Reaction: Formal feedback from 
the sponsoring organization.

The IFEA/Festival Media Corpora-
tion Sponsorship Success Award will be 
presented annually to one festival/event 
in each of the IFEA’s global regions (Asia, 
Australia, Europe, Latin America, the 
Middle East, and North America) during 
the IFEA Hall of Fame Awards Luncheon 
at the annual IFEA Convention, begin-
ning in Atlanta this September 17th-21st. 

Additional information and entry 
forms will be available on-line at www.
ifea.com in the weeks ahead.

CFEE (Certifi ed Festival & Event 
Executive), the IFEA’s professional 
certifi cation program, sponsored 
by K&K Insurance, is the top rung 
of professional achievement. 
Attainment of your CFEE certi-
fi cation provides recognition of 
your commitment to excellence, 
experience, and to your career, 
placing you in an elite group of 
the top festival and event profes-
sionals in our fi eld. It serves as 
your personal statement of quality, 
showing that you understand the 
importance and value of continu-
ing to hone your skills, growing 
your knowledge base, expanding 
your professional network, and sur-
rounding yourself with others who 
have reached the top levels of their 
careers as well.

For those who have attained 
their certifi cation, we would like 
to remind you that there is a 
requirement that it be kept current 
through re-certifi cation.

We believe strongly that contin-
ued education is a critical com-
ponent of professional success. 
If we stop learning, then we stop 
improving. Under the new CFEE 
program which began in 2003, 
recertifi cation is required every fi ve 
(5) years. For anyone who received 
their certifi cation in 2003 or earlier 
you must recertify by 2008. The 
requirements for re-certifi cation are 
as follows:

• Recorded proof of continued ac-
tive professional employment in a 
directly related industry position. 

• Candidate must be an IFEA 
member in good standing.

• Candidate must attend a mini-
mum of two (2) IFEA annual or 
affi liated chapter conventions 
(including international) within 
the three years prior to their recer-

tifi cation. Certifi cates of Atten-
dance will be available for those 
needing proof of this component.

• Candidate must successfully 
complete a minimum of three (3) 
Advanced Professionals programs 
in the fi ve years prior to re-certi-
fi cation. Candidates will be given 
certifi cates of accomplishment at 
the end of each course as proof of 
completion. Courses offered re-
gionally, by our affi liated chapters, 
and approved educational institu-
tion / professional alliance organi-
zation partners may sometimes be 
substituted for this requirement, 
but must be approved in advance 
by the IFEA Academy of Event Edu-
cation. Publication of an article 
in “ie”, IFEA’s quarterly magazine, 
may be substituted for one of the 
Advanced Professional Programs. 
Article topics must be approved in 
advance by the “ie” editorial staff.

• There will be no fee for recer-
tifi cation, other than any fees 
related to attending the required 
conventions and courses.

CFEE Re-Certifi cation 
Reminder

Life Certifi cation
Upon reaching the age of 

fi fty-fi ve (55) or upon retirement 
from the industry, a certifi ed 
professional will be considered 
certifi ed for life. No further 
courses or record keeping will 
be required, except to notify the 
IFEA staff of the meeting of those 
requirements. For those certifi ed 
professionals who remain active 
in the industry after age fi fty-fi ve, 
we encourage the continuation 
of professional development 
throughout their career

For questions regarding your 
certifi cation status or require-
ments, please contact Julie Parke 
at Julie@ifea.com or 208-433-
0950 extension * 810.
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WORLD

The Middle 
East By Charlotte DeWitt, CFEE
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Petroleum-Based 
Perspectives

By the year 2010, oil, the lubricant of 
Dubai’s economy, is expected to dry up. 
Tourism, the new oil alternative, is tasked 
with the job of increasing its numbers 
from its present level of approximately 
5.4 million to 15 million visitors that 
same year in order to make up the antici-
pated economic shortfall. Oil currently 
represents 6% of that emirate’s gross 
domestic product.

Venues
To be sure, much of the tourism feed-

ing frenzy is architecturally driven in 
Dubai’s quest to be the fi rst, the biggest, 
and the best. The City of Superlatives 
boasts the world’s largest indoor ski 
slope, no mean feat when dessert temper-
atures hover at 106F (41C) in the summer 
months, but this 25-story structure in the 
6.5 million square foot (603,850 square 
meter) Mall of the Emirates will soon be 
surpassed by the Dubai Sunny Mountain 
Ski Dome containing, indoors, of course, 
an entire mountain range and revolving 
ski mountain. It gives new meaning to 
the idea of a winter festival.

Not to be overlooked, the world’s tall-
est building, the Burj Dubai designed by 
the American fi rm Skidmore, Owings, 
and Merrill, is under construction, as-
cending at the rate of one fl oor per week. 
The complex will host the Dubai Mall, a 
world contender at 12-million square feet 
of retail heaven. 

But in an odd twist to what typically is 
an anathema to the Western world, Dubai 
has found salvation in its climate-con-
trolled shopping malls (over 30) and its 
favorable taxation structure (no income 
tax, no sales tax, no tax…period!). Futur-
istic and surreal, the mall mentality chal-
lenges the traditional festival organizer’s 

mindset that a venue should be quaint, 
historic, scenic, or of some other aestheti-
cally redeeming quality. Aesthetics are 
subjective when the temperature hovers 
at 106F/ 41C. 

Climate
The Middle Eastern cultural climate, 

however, presents its own challenges. Five 
times a day, the call to prayer is heard 
throughout these Muslim states. Arab 
men are often reluctant to initiate shaking 
hands with female business executives, 
and in fact, it may be more psychological-
ly comforting for visiting businesswomen 
to adopt the local women’s black abayahs 
and burkhas when venturing forth. Visit-
ing businessmen, however, are less prone 
to needing the white dishdashas and 
gutras worn by local men. 

There will never be an Oktoberfest in 
the Emirates. And with 81% of Dubai’s 
1.3 million population classifi ed as im-
migrants, 60% of whom are transient im-
migrants, it is unlikely that the commu-
nity-building aspects of festivals in other 
parts of the world will ever take hold here 
in the Emirates. But the good news is that 
event marketing opportunities abound, 
and there is an increasing awareness by 
local festival organizers to preserve and 
promote elements of Arabic culture, as 
much for the 19% native Emirati popula-
tion as for the anticipated infl ux of 15 
million visitors to the UAE.

Neighbors
According to the New York Times, 

Qatar’s Tourism Master Plan, launched 
in 2004, targets a three-fold increase in 
tourism by 2008 – a total goal of 1.4 mil-
lion visitors for a country whose popula-
tion of approximately 885,000 people is 
similar in number of inhabitants to Fiji, 
Montana (USA), or Cyprus. 

Bahrain, a small country 45 minutes 
south of Qatar and a 10-minute drive 
over the causeway from the Eastern Prov-
ince of Saudi Arabia, enters the tourism 
arena with the US$175-million Iceberg 
Tower – yes, another ski-and-see complex 
for those bored with desert life. Out-Las 
Vegassing Las Vegas, proportionate to its 
size, Bahrain’s Amwaj Islands reclamation 
project gets the added aura of none other 
than Michael Jackson, its newest property 
owner, while in its desert, a water park 
and a US$50-billion health spa will open 
in 2008. 

Meanwhile, Oman, with its two-year-
old tourism ministry, comes out of the 
starting gate with a goal of 2 million 
tourists per year… for a country with 2.6 
million population. 

The $15 billion Al Madina Al Zarqa or 
Blue City in Oman has set new records 
for real estate development in the Middle 
East, with 100% fi nancing in place prior 
to its offi cial launch. The 35-square 
kilometer multi-disciplinary city is 
expected to create permanent residence 
for a minimum of 200,000 people and 
not coincidentally, to “position Oman’s 
tourism and leisure industry to attract 2 
million visitors every year,” according to 
its Bahraini developer Ahmed Janahi in 
an interview in the Bahrain Tribune. 

Goliath
And while you were sleeping, the 

Kingdom of Saudi Arabia has spent half 
a billion Riyals (US$133 million) on 
developing a sustainable National Tour-
ism Development Strategy. In May 2006, 
it unveiled its Red Sea Tourism Strategy 
and Action Plan, which addresses the 
Kingdom’s 1,143 miles (1,840 kilome-
ters) coastline along the Red Sea. 

According to its Executive Summary, 
“currently around 13 million domestic 

F ew people, when turning the key to the 
ignition switch on their cars, would make 
a direct link between the oil industry in the 

Middle East and the rise of festivals and events, 
but that is what is happening in the United Arab 
Emirates, its neighboring countries, and es-
pecially, in Dubai, second largest of the seven 
emirates comprising the UAE.
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reality that we are talking about an area 
which, for religious reasons, prohibits al-
cohol and pork, and censors internet of-
ferings. It is perfect First Night® territory, 
the alcohol-free New Year’s Eve arts fes-
tival that started in Boston in the United 
States in the mid-1970s and now has 110 
affi liates throughout the United States, 
Canada, and New Zealand. However, 
Arabian cultural sensitivity to observing 
Western holidays, such as New Year’s Eve, 
which is based on the Gregorian calendar, 
makes it unlikely that such a celebra-
tion would take place on December 31st, 
which has no particular signifi cance in 
the Muslim calendar year.

To continue the analogy of bigger, 
bolder, better, what could be more natu-
ral than to see a new category of awards: 
“The Emi’s”—the Emirates’ answer, in 
an events context, to the Oscars, Emmy’s 
and Obies? With a socially redeeming 
theme of festivals and events as catalysts 
for peace, it could even be the Emirates’ 
equivalent to the Nobel Prize.

And if the world is fl at, as New York 
Times columnist Thomas Friedman has 
pointed out in his recent book of the same 
name, it also means an exciting oppor-
tunity transcending traditional thought 
patterns and communications patterns, 
to enter into cultural exchanges between 
festivals and events on a global, previously 
unheard of basis. It gives new validity to 
the power of membership in organizations 
like IFEA, a demonstrable way to put the 
“i” in “International.” The Middle East is 
the crossroads, equidistant between the 
Orient and the West, a mere 6-1/2 hours 
from both London and Singapore.

Those who dare to think globally will 
fi nd gold, frankincense, and mirth. The 
world dependency on oil, coupled with 

and 3.5 million international tourists 
come to the Red Sea area, with over 
90% accommodated in Jeddah,” the 
Kingdom’s leading resort and its interna-
tional gateway to the Islamic Holy sites of 
Makkah (Mecca) and Madinah. 

By the year 2025, these numbers are 
expected to increase to nearly 36 million 
domestic and 6 million international visi-
tors. “The overall economic benefi t of the 
fi rst fi ve years of the Kingdom’s tourism 
development program,” says the executive 
report, “would be an additional 2.4 bil-
lion Riyals (US$ 640 million) and 15,000 
jobs,” growing to 60,000 jobs over the 20-
year lifespan of the tourism strategic plan. 

According to HRH Prince Sultan bin 
Salman bin Abdulaziz Al Saud, secretary 
general of the Supreme Commission 
on Tourism (SCT), “60% of the Saudi 
population is aged 21 or under,” and this 
sector would benefi t greatly from new op-
portunities afforded by the development 
of the tourism sector in Saudi Arabia.

What does this mean in our 
world of festivals and events?

This event explosion at the cultural 
crossroads calls for a new way of looking 
at festivals and events, their themes, their 
venues, their marketing campaigns, their 
fi nancial bases. It requires imagination 
beyond anything anyone has yet envi-
sioned, to dream up the wow factor that 
will go hand-in-hand with the expecta-
tions of over 20 million new tourists, ex-
pectations of “Excellence in the Emirates” 
to parallel the collective effect of archi-
tectural icons that Vanity Fair described 
as “the Eiffel Tower, the pyramids, the Taj 
Mahal, …bigger—and all in one place.” 

The Middle East pushes the envelope of 
“What is a festival?” but tied to this is the 

Charlotte J. DeWitt, CFEE is the 
President of International Events, Ltd., 
Boston, USA. She recently made two 
trips to this part of the world, and offers 
some observations on the Middle East’s 
festival phenomena. Charlotte is a past-
Chair of the IFEA (world) Board and 
past-President/CEO of IFEA Europe. 
She can be reached at 249 W. Newton 
St. #8, Boston, MA 02116 or call 
617-536-9083 or email internationalev-
ents@comcast.net. 

Learning how to buy camel milk was all part of experiencing the Saudi culture on the author’s 
recent trip.

Toolbox

US$1 = AED 3.675 (UAE dirhams)* = 3.75080 SAR
(Saudi riyals) = 0.789903 EUR
*The UAE Dirham is pegged to the U.S. dollar. 
One dirham (AED) is $0.272.

1 Square Foot = .09290 Square Meters

32 Ferenheit = 0 Celcius

the shrinking resources in the Middle East, 
point to the rise of tourism and its dancing 
partner, festivals and events. There is no 
one right answer to “What is a festival?” 
but the exploration is half the journey.

The world’s tallest building, the Burj Dubai, 
is designed by the American fi rm Skidmore, 
Owings, and Merrill, and is ascending at the 
rate of one fl oor per week. The complex will 
host the Dubai Mall, a 12-million square feet 
retail complex, one of the largest in the world.
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Dubai 
has fi rmly 
placed itself on 
the front pages of holiday 
brochures and features regularly on 
people’s coffee tables around the world 
telling tales of a glamorous life style in 
this haven of sun, sea, diamonds and 
gold. In fact you would be hard pressed 
to fi nd anything else written about 
this city of the future in the press.

But if you dig a little bit deeper 
and peel off the shiny surface, you 
will fi nd a very real and dedicated 
scene which continuously pokes 
its head above the new wave of 
money, apartments, cars and 
DJ clubs blasting 4/4 dance/
trance tunes for air from its 
underground roots – enter 
the live rock music scene.

For all of the city’s vast 
Americanisms that have 
been newly embraced, 
from the moment the 
western world discovered 
this land of rich oppor-
tunities and particularly 
after it exploded into 
the world’s ken as a 
result of the First Gulf 
War, rock music has 
existed here predomi-
nantly. It is a core ele-
ment of this country, 
not just a passing fad 
like Hip Hop, Dance 
and Pop music. Rock 
music is engrained into 
the lives of all people 

that live here, 
Middle Eastern, 

Asian and Western.
Step back in time to the 

early 1970’s. Europe and America were 
completely in the throws of the fl ower 
power era, sporting big bell-bottoms 
and even bigger hair-do’s. Disco was 
THE music of the time and it captured 
all people who came into contact with 
it. Over the pond, the United Arab 
Emirates (UAE) were also embrac-
ing the scene as well, but in a very 
underground manner. People from 
the Gulf Region, Muslims long tied 
to the region, men and women, all 
wore traditional dress by day - men in 
Kandoras (“dish dashes”) and ladies in 
Jelebias (long, straight and colourful 
dresses) under their Abayas (black full 
length capes that fully covered their 
bodies and Jelebias), Shaylas (black 
scarves covering their hair) and Burqas 
(goldish-black decorative coverings for 
the nose and mouth areas of the face) 
- and then changed into fl ares, fl owery 
tops, fl owing dresses, platforms and 
LARGE hair styles by night! Shoulder 
bearing tops were all the rage, which 
in a Muslim community outside of 
the house or party, this was greatly 
frowned upon. All of this, in a country 
which did not even have its fi rst estab-
lished daily paper until 1978, printing 
in Arabic and English.

Western music was not permitted 
to be sold legally in the UAE, so it 
was sourced from underground music 
shops. People paid 5 dirhams (75 
pence, 1 dollar 40 cents) for a pirated 
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copy, normally of bad 
quality. Despite the quality 
however, it still became the chosen 
music for underground house parties! 
Music in that era was not permitted to be 
played in public, let alone western music.

In the mid 1980’s, the underground 
music scene in the Middle East stumbled 
across rock music, and instantly em-
braced it, ultimately falling in love with 
its style and passionate expression. It 
was viewed as exciting and invigorat-
ing. But, the establishment still did not 
look kindly towards this kind of music, 
therefore pushed it even further under-
ground. It laid dormant predominantly 
until the First Gulf War when, with the 
sudden fl ow of western expatriates into 
this newly discovered region of untold 
opportunities, it slowly began to rise to 
the surface and come into its own in the 
UAE, along with the club scene, which 
exploded full blown in the 21st Century.

In 2004, two unique rock revolutions 
happened in the UAE. The fi rst was the 
launch of the website www.phride.com, 
completely dedicated to the local and 
international rock scene. This site took 
the initiative and courage from the music 
scene bubbling around them to unite 
the very much alive underground scene. 
Musicians and promoters were given a 
chance to publicise their local gigs on 
the site and rock afi cionados and fans 
received a forum to speak freely to one 
another in the Middle East. Aimed to 
positively promote the cultural diversity 
within the region, the site bridged the 
gaps between literally 100’s of religions 
and cultures through the love of rock 
music. It succeeded beyond even the 
imagination of the founders!

The second rock revelation was born out 
of frustration, the need to push boundar-
ies and the realisation that rock music 
may never be given its own deserving stage 
in the Middle East. Embracing what the 
market desired, Center Stage Management 
(CSM), decided to take a bold step by 
creating The “Dubai Desert Rock Festival” 
(DDRF). Making its debut in March 2004, 

Holly O’Sullivan is an Events Man-
agement Operations Manager from 
the United Kingdom. She has been 
living and working in Dubai for the 
past 2 ½ years.
For more information on SHAMAL, 
The Dubai Desert Rock Festival or 
Center Stage Management:
Call: 971 4 339 0550
www.shamalbattle.com
www.desertrockfestival.com
www.csmentertains.com
www.myspace.com/shamalbat-
tle4ddrf

the festival 
sold over 8,000 tickets 
before the festival, a massive amount of 
tickets for this region! Intending to show-
case two international rock bands, The Ras-
mus and Limp Bizkit, two days before the 
event headliner Limp Bizkit unfortunately 
pulled out, citing it was too dangerous to 
come to the Middle East. The Rasmus still 
came, and along with Juliana Down, the 
most well known UAE based rock band 
today, played to over 3500 people for 2 ½ 
hours in a gig that earmarked a new era 
for the Middle East. The Rasmus left Dubai 
in awe of the many thousands of rock fans 
that lived here who came to witness their 
performance and even more impressed 
with what the rest of the world didn’t even 
know existed!

After the 2005 Desert Rock Festival, Lara 
Teperdjian, DDRF founder, and Jackie 
Wartanian, Managing Director of CSM, 
frustrated from the constraints imposed 
on the local rock scene for artists to 
perform in the UAE and beyond decided 
to create SHAMAL, a competition for all 
unsigned local rock bands to enter and 
potentially win the chance to have a video 
made of one of their songs through Music 
Nation, and the opportunity to open the 
“Dubai Desert Rock Festival” 2006. The re-
sponse from the local bands was immense 
and the demos were impressive. The busi-
ness community supported this non-prof-
it/free entry event honourably, supplying 
all equipment needed from state of the art 
sound and lighting systems, to staging and 
media publicity. SHAMAL graced the cover 
of Time Out Dubai magazine receiving two 
pages dedicated inside to the bands com-
peting. The local scene had fi nally found 
its rightful stage!  

The “Dubai Desert Rock Festival” con-
tinues to grow, attracting bigger audiences 
and world class artists, and in March, 
2007, the 4th Annual “Dubai Desert Rock 
Festival” drew in an even larger audience 

showcasing Iron Maiden, The Prodigy, 
Stone Sour, In Flames, INCUBUS, Prime 
Circle, Mastodon, Children of Bodom, 
Lauren Harris, Junk Yard Groove (winner 
of the 2006 SHAMAL competition) plus 
many more! It was a unique experience for 
rock fans and another year conquered for 
CSM who made an even bigger footprint 
in the annals of rock festival history!

Jackie Wartanian, Managing Director, 
Center Stage Management, emphasises that 
“The rock scene here in the Middle East 
and beyond is vast and I’m sure unimagi-
nable to the rest of the world. We intend 
not only to fulfi l the needs of the rock fans 
here, but also to continue to push bound-
aries with the bands we bring and the style 
of music they play, whether it’s pop rock or 
death metal, we want to bring the biggest 
bands in the world here for this event. All 
we have to do is educate the rest of the 
world that this Festival exists, and that it’s 
most defi nitely here to stay! We will be-
come the “Glastonbury Festival” and “Rock 
in Rio” of the Middle East, eventually! And 
we invite the world to come join us!”
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The Biggest 
 Street Festival

Why the Carnival of Bahia is Unique in the World.

By Elaine Beraldo
Communications Manager, IFEA Latin America
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Named the world’s 
largest street party 
by the Guinness 
Book of World 

Records, the six-day Carnival in 
Salvador, capital of the eastern 

Brazilian state of Bahia, has just 
come to an end. While Rio de 

Janeiro’s Carnival is well known 
for its Samba School’s parade, the 

Carnival of Bahia is most known for 
its massive street parties. 

With more than 16 miles of streets 
blocked off, two million people in 

attendance, over 3,500 hours of music 
performed and 227 carnival groups, the 

Carnival of Bahia is so big that three dif-
ferent parade circuits occur simultaneously. 

The “Barra-Ondina” circuit travels along the 
coastline, the “Campo Grande” circuit makes 

its way through downtown Salvador and the 
“Batatinha” circuit goes through the Pelourinho, 

the historical centre of Salvador city. 
One of the main symbols and differences of 

Bahia’s Carnival compared to other carnivals are the 
“Trios Eletricos,” large trucks with stages on top. Back 

in 1950, Dodo and Osmar, today considered legends 
of Brazilian carnival, put high power speakers on top of 

a Ford 1929 and drove around the town inviting people 
to follow the rhythm. It was such a massive success that 

in 1951, the electric duo was joined by Temistocles Aragao, 
and the fi rst Trio Eletrico was formed. Since then, the Trio’s 

have been getting larger with 
more sound power on top 

of even bigger trucks. With 
many different kinds of Trio 

Eletricos, including: “Afoxé” (a 
music style with strong African 

rhythms), “Infantile” and “Axe” 
(the most popular rhythms of 

Bahia), the Trios make their way 
down the streets of Bahia at a speed 
of about 1.5 mph. Taking about 7 
to 8 hours to complete the 4 mile 
parade circuit, Carnival revelers fol-
low the Trios along the way.

On both sides of the streets, built 
along the carnival circuits, skyboxes 
are the perfect place for those who 
want to join the party without be-
ing in the middle of the crowd. Buying a daily ticket to one of these 
hundreds of skyboxes, revelers can watch the musical parade from 
above with the luxury of going down to the street level if they chose. 
The skyboxes at the Carnival of Bahia are huge and are considered 
VIP Lounges with bars, hairdressers, massage parlors, discotheques, 
pocket shows, chill out areas, restrooms and several other attrac-
tions. Made of metal structures and designed and decorated by the 

Bahia´s Carnival Security
In an event of such magnitude, with more than two 

million revelers dancing and drinking, the Carnival of 
Bahia is considered peaceful and safe. Heavily policed, 
the Carnival has about 24 temporary police stations 
and many observation towers built just for the event 
along the festival’s streets. The security force of the fes-
tival consists of approximately 20 thousand policemen 
and use helicopters to patrol the 16 mile Carnival route.

most famous architects and plastic artists of Bahia, 
these skyboxes cost around $150 (USD) per night. 

In addition to the skyboxes, each block along 
the Carnival route has special designated areas 
specifi cally for dancing. An “Abadas,” or a ticket 
represented by a shirt stamped with the symbol 
of the specifi c block, grants access to each block. 
The price to join a block varies depending on the 
bands that perform on the top of Trio’s stage inside 
the block. Those who do not want to pay to join a 
block can still dance for free in the streets or follow 
the independent trios sponsored by the city. 

The Carnival of Bahia is organized by Emtursa 
(a branch of the government responsible for the 
tourism of Salvador’s city) and fi nanced by the lo-
cal city hall. With a Carnival of this magnitude, it is 
not surprising that the numbers surfacing from the 
event are impressive. During the 2006 Carnival of 
Bahia there was a total of:

• One million tourists in attendance
• Over $160 Million (USD) generated in income
• More than 210,000 temporary jobs generated
• $500 Million (USD) in business created
• 553 sponsors able to expose their brands
• More than 16 million liters of beer and soft 

drinks consumed

These numbers are extremely signifi cant. But there 
is something more captivating and touching than 
the city’s increase in economy. More than the sales 
of Abadas, skyboxes, cd´s, travel tickets, lodging and 

the many other products and services, the Carnival 
of Bahia sells the exuberance of the culture, the 
explosion of happiness, and the patrimony and art 
of Salvador for the whole world. The Carnival 2008 
begins January 31st. If you really want to understand 
the feeling and complexity of this festival, you must 
visit Bahia and experience Carnival for yourself!
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In February 2008, IFEA´s members will 
have the opportunity to meet the Carnival of 
Bahia. Plan now to join your professional peers for 
this unforgettable experience as IFEA Latin America 
takes us behind the scenes of this Brazilian carnival. 

The seminar and tours in Salvador will show attendees 
how this unique and special party works, including:  

• The History of the Carnival of Bahia  
• The Local Cultural Diversity  
• Music Floats – (Trios Eletricos)- how are they 

made and how they work   
• The Support Trucks
• The Carnival Groups  
• The System of Abadas as Entrance Tickets 
• The Infrastructure of the Festival  
• The Safety of the Festival  
• The Sponsorship  
• The Involved Values  
• The Socioeconomic Impact  
• The Carnival of Bahia in your Event  
  

During the Backstage Tours, you will meet with bands, artists, 
producers, and responsible authorities, in addition to seeing 
the making of and the infrastructure of the party closely. You will 
also enjoy the good part of the party, having fun taking part in 
one of the main groups (blocos) and skyboxes of the Carnival. 
Following the Carnival, you will have the opportunity to see 
the great beaches of the All Saints Bay, and tourist points that 
makes Salvador the 2nd tourist destination in Brazil. 

Specifi c details, exact dates and costs will be made avail-
able 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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AIRLINE

SOUTHWEST AIRLINES – The Offi cial Airline 
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, President; Address: P.O. 
Box 8618, San Antonio, TX 78208-0618; Phone: 
210-227-5039; Fax: 210-227-5920; Email: Pete-
vdp@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.

EQUIPMENT RENTAL

NATIONAL EVENT SERVICES – National Event 
Services provides temporary fence, portable 
restrooms, mobile storage & temporary power. 
Service from coast to coast. For a free quote 
call 1-800-352-5675. Address: 15319 Chatsworth 
Street, Mission Hills, CA 91345; Phone: 800-
352-5675; Fax: 818-221-6193; Website: www.
rentnational.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.

FIREWORKS

ZAMBELLI FIREWORKS INTERNATIONALE 
– “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 choreo-
graphed 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: tgetters@pacbell.net; Website: 
www.attention-getters.com.

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

DYNAMIC DISPLAYS – Designs, manufactur-
ers, 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; Website: www.fabulousinfl atabels.com.

STARBOUND ENTERTAINMENT – Leader in de-
sign, 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

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

K&K INSURANCE GROUP, INC. – Serving 
more than 250,000 events, offering liability, 
property, and other specialty insurance cover-
ages 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.

PINS/EMBLEMS

MAXWELL MEDALS & AWARDS – Provides 
medals, pins, patches, plaques, trophies, and 
more! Contact: Jon Scott; Address: 1296 Busi-
ness Park Dr., Traverse City, MI, 49686; Phone: 
800-331-1383; Fax: 231-941-2102; Email: 
Maxwell@maxmedals.com; Website: www.
maxmedals.com. 

MARKETPLACE



PUBLISHING/INTERNET

TRIPinfo.com – TRIPmedia group is a multi-me-
dia information company in Atlanta. It produces 
one publication, two websites, three newsletters, 
and regional road maps serving travel profession-
als 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: Mark 
Browning; Address: 3103 Medlock Bridge Rd., 
Norcross, GA 30071; Phone: 877-861-0220, ext. 
221; Fax: 770-825-0880; Email: mark@tripinfo.
com; Website: www.tripinfo.com.

RESTROOMS

PORTABLE SANITATION ASSOCIATION 
INTERNATIONAL – Trade association repre-
senting U.S. and international 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 & Mar-
keting; 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 – Introduc-
ing SponsorFest ™. Get a FREE Festivals.com 
listing and be eligible for national sponsorship. 
Pay only when we succeed. Contact: Jim Shank-
lin; Address: 2033 6th Ave., Ste. 810, Seattle, WA 
98121; Phone: 206-381-5200; Fax: 206-621-
9339; Email: jshanklin@festmedia.com; Website: 
www.festmedia.com.

IEG – Leading provider of information/expertise 
on sponsorship. Publisher of IEG: Sponsorship 
Report, Directory of Sponsorship Market-
ing, 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 afford-
able and easy to use software 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.
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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; 
Address: 1451 Edinger Ave., Ste. D, Tustin, CA 92780; Phone: 866-236-
4817; Fax: 949-756-8642; Email: mike@admitoneproducts.com; Website: 
www.admitoneproducts.com.

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

Rent-A-Fence • Pedestrian Barricades
Portable Restrooms • Temporary Power

Parades • Fairs
Festivals • Special Events

800-352-5675 • rentnational.com

Parades • Fairs
Festivals • Special Events

800-352-5675 • rentnational.com
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Wildhorse Resort Balloon Bash in Pendleton, Oregon P
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