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PRESIDENT’S LETTER

STEVE SCHMADER
Atlanta-A City of Dreams 

For a long time, when I thought of 
Atlanta, I thought of the different con-
courses at Hartsfield-Jackson Atlanta 
International Airport, with great book-
stores, restaurants, a good selection of 
retail shops, and a train that connects 
you to the multiple terminals. “ATL”. 
Even the city itself uses the airport let-
ters in promotional designs. So when 
Atlanta actually became my destina-
tion and I finally visited the city, I felt 
a bit like Tom Hank’s character in the 
movie “The Terminal”.

Atlanta is a city full of dreams 
– past, present and future. A city 
where you can see and feel the vision 
and character of those who call her 
home everywhere you go. Where 
people openly greet you, strike up a 
conversation, and immediately make 
you part of the family. And while I 
hope you are able to stay a few extra 
days and experience a lot more of the 
surrounding area, the IFEA Conven-
tion & Expo will place you right in the 
heart of the city’s energy.

Attached to our convention 
headquarters, the Omni Hotel at 
CNN Center, is the headquarters for 
CNN itself, a vision of Founder Ted 
Turner, who also created the Goodwill 
Games. As we draw the world together 

for our convention, CNN may be one 
of the most recognizable global enti-
ties that will need no translation for 
anyone attending.

Literally across the street from the ho-
tel is the beautiful and expansive Cen-
tennial Olympic Park (an IFEA mem-
ber) that started as a warehouse district, 
but through the efforts of visionary 
William Porter “Billy” Payne, Direc-
tor of the Atlanta Olympics and now 
Chairman of the Augusta National Golf 
Club, was transformed into the hub 
of the 1996 Atlanta Olympic Games 
for the 197 participating nations and 
subsequently a public gem for the city 
of Atlanta. When I was recently there I 
watched with great pleasure as the park, 
surrounded by the natural ambiance 
of the Atlanta skyline, played host to a 
multitude of families and couples on 
blankets, there to enjoy a free public 
jazz concert in the park’s permanent 
amphitheatre; a choreographed musi-
cal water fountain show, which also 
provided a brief break for the literally 
hundreds of children who delighted in 
the simple joys of just playing in the 
fountains on a perfect summer day; and 
to those who chose the quiet reflection 
of flowing streams, waterfalls and open 
meadows built into the natural Olym-

pic quilt design of the park.
At the opposite end of Olympic Cen-

tennial Park, offering still further proof 
of Atlanta’s visionary spirit, is the just 
opened (May 24th, 2007) New World 
of Coca-Cola, where the IFEA Conven-
tion Opening Reception will take place, 
co-sponsored by The Coca-Cola Com-
pany (whose corporate headquarters is 
in Atlanta) and ClicknPrint Tickets by 
Extremetix. During the reception you’ll 
have the unique opportunity to taste 
over 70 different Coca-Cola products 
from around the globe without ever 
leaving the convention!

Next door, like a twin sibling, is the 
amazing Georgia Aquarium, the larg-
est aquarium in the world. In a league 
all its own, the Georgia Aquarium 
drew worldwide attention, a live 
telecast by NBC’s “Today Show” and a 
multiple page pull-out section in USA 
Today when it premiered in November 
of 2005, fulfilling yet another Atlanta 
vision, this time by Home Depot Co-
Founder Bernie Marcus through The 
Marcus Foundation. 

From the Reverend Martin Luther 
King to Nobel Peace Prize Recipient 
President Jimmy Carter, inclusive all 
of the above and many others, Atlanta 
is a city of visionaries and dream-
ers, including our Opening Keynote 
speaker, John Thomas Grant, Chief 
Executive Officer of the 100 Blackmen 
of Atlanta and someone who un-
derstands the power of our industry 
firsthand. John Grant will remind us 
all of the importance of dreaming, 
sharing those dreams with others and 
of the unlimited possibilities when 

I just returned from Atlanta, where our 52nd An-
nual IFEA Convention & Expo, presented by Festival 
Media Corporation, is scheduled for this September 

17th-21st at the beautiful Omni Hotel at CNN Center. 
For those who have only flown through Atlanta on your 
way to distant destinations and have not had the op-
portunity to really visit the city, I think you are in for a 
pleasant surprise. And for those who are familiar with 
the city, there are enough new things going on that 
even your experience may be further enhanced. 

Continued on page 66
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SHANI WOOD

PEOPLE

IN CONVERSATION

Shani established her company in 2004 after 15 years as a producer, director and 
manager of some of Australia’s most spectacular public and corporate events.

Now based in Perth, Western Australia, Shani’s experience covers festivals, launches, 
sporting events, exhibitions, gala dinners and other high-profi le government and cor-
porate events.

Shani Wood represents Western Australia as a Board member of the National Festival 
and Events Association and in recognition of her services to the community through 
the creation of public events, Shani was awarded the Prime Minister’s Centenary of 
Federation Medal in 2002.

In 2007 Shani will lead the Red Bull Air Race team for Perth as the Project Manager 
– this will be year 2 for Perth to host the fi nale of the World Series.

 How did you get into events?
My background and training is in theatre and to support myself 

through this I had a part-time job with a ticketing agency in Sydney, 
which gave me a good knowledge of box offi ce and ticketed events. I 
then moved into PR and Marketing for small theatre companies and 
then was approached to work on the Sydney Australia Day events as 
Event Manager and from there it has not really stopped. So by default, 
but once I got into it, I loved it and still do.

What has been your biggest professional challenge?
Getting clients or team members to understand that the administra-

tion side of events is about 80% of the job and that if systems and foun-
dations are not in place and things change on-event, everything can go 
pear shaped.

What do you do to relax? 
When I have time out, it is usually with my family or reading trashy 

magazines or sleeping.

What’s the best advice you’ve ever received? 
My mentor from Sydney pulled me aside once and told me not to 

jump in on tricky questions, take them away and come back to it later. 
I listened and took his advise on. Another 24 hours is not really going 
to make a difference, and gives everyone a chance to process and come 
back with a more objective response.

Personal Philosophy
You can never stop learning. I have done over 60 events now and each 

one I take away something new. Complacency is laziness. Every event 
faces you with a new challenge or experience. 

What memory do you have of another festival or 
event that has stayed with you?

In 1997 I was fortunate to visit the Viareggio Carnivale, it was an amaz-
ing experience that saw an event embrace the whole town and commu-
nity. I love the whole community embracement thing and aim to touch 
on that with each event I produce.

FACTS ON FILE
Years in the business:
15

Family:
Married with 2 girls – Millicent 8 and 
Matilda 5

Last business book read:
People Skills 
by Robert Bolton, Ph.D.

Shani Wood
Director
Shani Wood Events
PO Box 373
Bayswater, WA, 6933, Australia
Phone 0431.963.181
shani@swevents.com.au
www.swevents.com.au
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JUDY FLANAGAN

IN CONVERSATION

Judy Flanagan, CFEE, is an innovative professional speaker and consultant on: 
special events; parades; festivals; entertainment and operations within theme 
parks and world fairs; relationship and team-building; program development; 
national championship celebrations; trade shows; conferences; protocol; convo-
cations; commencements; groundbreakings; dedications; and building a Main 
Street Program in Savannah, Tennessee.

Flanagan brings a broad dimension to all aspects of the industry in her 37+ 
years of experience. She received a 2004 Master of Science degree in Communi-
cations from The University of Tennessee. Special Event Communication in the Age 
of Terrorism utilized IFEA in its study. Flanagan supports staying vigilant in all 
presentations.

 How did you get into events?
I gravitated into the event industry through time and a series of hap-

penings that impacted my life as a young child.
My fi fth grade band concert at Osceola High School’s auditorium 

where stage lighting twinkled on instruments creating an ambiance 
of entertainment excitement that continued throughout high school 
concerts and marching band; public speaking and acting in high school 
plays; writing to movie stars and collecting autographed photographs; 
being active in Walt Disney World’s Theatre Workshop Program, which 
ultimately got me into the Entertainment Division. These were bench-
marks that developed my interests for a special event career path. 

What has been your biggest professional challenge?
Educating various publics on all levels continues to be a life-long pro-

cess that it takes unique characteristics; fi nesse; extraordinary interper-
sonal, written, and oral communication skills; great human relations; 
humility; knowledge; and attention to details to direct special events, 
festivals, parades, theme park operations, and entertainment events, 
all involving some level of protocol. Specialists deserve to be acknowl-
edged, recognized, and respected as professionals in these industries.

Too often work in these areas of expertise are looked upon as if 
anyone can learn the “how-to’s” in the fi eld. However, facts exhibit that 
clients’ budgets can be overspent by neophytes learning “how-to” stage 
events on the job. Professional event planners verses non-professional 
event planners can lead to one of two endings. Follow structure with a 
budget that coincides with a specifi c event or have little structure, result-
ing in random overspending.

Much of my time and effort is spent promoting education and train-
ing through speaking engagements and consulting in the events indus-
try. By doing so, awareness has risen with each group, but much like 
building a stage, it begins with a plan and one board at a time. There 
are more groups that need to hear the education process than not.

It is my life-long goal to promote the ideal that the event industry is a 
profession through public speaking and consulting.

FACTS ON FILE
Years in the business:
37+

Degree:
B.S. Education: Major, Speech; Minor, 
Sociology Masters of Science in Com-
munications

Other Experiences:
Director, Main Street Program, Savannah, 
Tennessee; Director, Special Events, Uni-
versity of Tennessee; Past IFEA Founda-
tion Board; Lifetime Achievement Award; 
Who’s Who; Project Coordinator, ET’s 
Adventure Ride, Universal Studios Flori-
da; Hotel, Convention Sales; Production 
Manager, Parades, Special Events, 1982 
& 1984 World Fairs; Director, Gatlinburg 
Christmas Parades, ’81-’85; Walt Disney 
World Entertainment Supervisor.

Family:
Single

Last book read:
Earth in the Balance 
by Al Gore

Last business book read:
Media Economics 
by Dr. Herbert Howard

Judy Flanagan, CFEE, M.S., DBA 
Consultant
Creative Speaker and Consultant
835 Breckenridge Lane
Savannah, TN 38372
731-438-7642
Judy-fl anagan@charter.net
www.judyfl anagan.comContinued on page 66

PEOPLE
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INDUSTRY PERSPECTIVES
Attendance:
900,000

Budget:
$220,000

Annual duration:
4 days

Number and types of events:
5; Queen Election, Beach Party, Battle 
of Drums, Streetparade and a Latin 
music event called Live on Stage

Number of volunteers:
60

Number of staff:
8

When established:
1985

Event Dates:
22nd - 28th July, 2008

Major revenue sources by percent:
Sponsorship ..................................... 36%
Subsidies .......................................... 33%
Concession .........................................6%
Ticket Sales .........................................6%
Catering............................................. 19%

Major expenses by percent:
Organization ..................................... 20%
Program ............................................. 15%
Production ........................................ 58%
Publicity ................................................7%

Type of governance:
Independent 2 member Board 
of Directors plus Independent Festival 
Organizer & Artist Management

CONTACT INFORMATION:
Guus Dutrieux
Ducos Productions
Van Nelleweg 1, 3044 BC, 
P.O. Box 13108, 3004 HC Rotterdam
The Netherlands
Phone: +31104048422
Fax: +31104049630
Email: guus@ducos.com
Website: www.zomercarnaval.com

Brief history: An initially Antil-
lean and Aruban occasion, Sum-
mer carnival has grown over the 
years into an event with which 
many cultures can identify with. 
Nowadays Surinam, Brazil, Cape 
Verde and Bolivia are among the 
visible infl uences. People have 
come together, giving birth to a 
new national tradition. Summer 
carnival has developed its own 
content and its own artistic profi le. 
There was a fusion of infl uences 
between diverse points of the 
compass and an event was born 
with a character of its own. 

The growth of Summer Carni-
val, both in size and quality, made 
the city of Rotterdam embrace the 
event. Any one thinking of New 
Orleans, thinks of Mardi Gras. Pic-
tures of Summer Carnival are in-
creasingly featured in promotional 
material for the city of Rotterdam. 
Everyone is proud of this event. 
It is festive, colorful, proud and a 
protest - all at the same time. Its 
form appeals to a wide audience. 
Increasingly, the designers of 
costumes are viewed as artists and 
the dancers as artistes. Summer 
Carnival transforms the city centre 
of Rotterdam into the biggest stage 
in the Netherlands. 

The media also perceive Sum-
mer Carnival’s attractiveness, so 
the event is published in news-
papers and television far over 
the Dutch border, not only in 
Western Europe, but also in South 
and North America and Eastern 
Europe. 

In addition to attending to the 
more visual forms of expression, 
Summer Carnival also pays care-
ful attention to the presentation 
of traditional and contemporary 
music trends. In addition to the 
25 live orchestras in the parade, 
Summer Carnival presents na-
tional and international artistes 
on the stage. In the past, Oscar 
D’Leon, Gruppo Gale, Kassav, 
Daniela Mercury, Terra Samba, 
Issac Delgado were on view. All 
stars from overseas, and all set to 
conquer West Europe in the future 
too. International co-operation is 
growing every day. Co-operation 
projects are being developed with 
groups or organizations

Summer Carnival has been 
pronounced as the ‘Best visited 
event’ in the Netherlands for the 
year 2006.

ZomerCarnaval – The Netherlands
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For anyone who has ever met Mike Riffey and his wife, 
Ann, it is hard not to be immediately caught up in 
their genuine enthusiasm for our industry. But the fact 
is never lost that at the core of that enthusiasm is a 

passion and a love for the event that captured Mike’s heart and 
imagination many years ago: The Pasadena Tournament of 
Roses. 

The road to the Presidency of The Tournament of Roses, a 
title and position Mike proudly held in 2003-2004, is not a 
short one. Like the famous parade that bears its name, it is a 
position steeped in tradition. A future President of the Pasa-
dena Tournament of Roses knows they are destined for that 
position eight years before they actually hold the title. Prior to 
that, the leadership track is extensive. For Mike it included 17 
years of committee work, including Chairing fi ve committees 
for two years each. He was appointed as a Director in 1987 and 
to the Executive Committee in 1996, where he joined his col-
leagues in the reviewing stands, resplendent in their traditional 
white suits. 

The Executive Committee assignment progressed to the 
over-sight of four to fi ve different committees each year after 
that, so that when he became President, Mike had a fi rsthand 
knowledge of all 32 Tournament of Roses committees. On the 
Executive Committee, Mike moved up through the seats as a 
Vice President for four years, followed by Secretary, Treasurer, 
Executive Vice President and fi nally President. Following his 
Presidency, Mike served as Immediate Past President and 
joined all other Past Presidents as a Life Director.

It is easy to understand then, that seeing the Tournament 
of Roses through the eyes of Mike Riffey, is to see inside an 
icon of our industry like never before. Fortunately for all of us, 
while refl ecting on his more than 30 years of experience, Mike 
decided that “I ought to write a book!” And so he did. 

More Than a Parade gives all of us, as readers and indus-
try professionals, a peek into the complexity, ingenuity, and 
triumph of an organization that culminates in the Rose Parade 
and the Rose Bowl Game each year. It provides us with an 
understanding of the spirit and passion behind one of our 
industry’s most enjoyable and recognizable traditions. 

For those of us who can relate better than any other, Mike 
Riffey shares stories of the hard work, drama, and fun that goes 
in to making the Tournament of Roses one of a handful of 
“must see” televised events each New Years Day. 

Preparation for next year’s parade begins soon after the last 
street sweeper fi nishes cleaning up. Months of travel, auditions, 
design decisions, and logistical setbacks all come together for 
one day of glorious pageantry. Mike Riffey introduces us to 
fl oat designers and builders, parade queens, equestrian units, 
band members, and an army of dedicated, and sometimes 
contentious, volunteers. He also answers some of the most fre-
quently asked questions about the parade and the Rose Bowl 
football game.

More Than a Parade
Book by Michael K. Riffey with Laura A. Adams • Foreword by Composer John Williams • Book Review by Steven Wood Schmader, CFEE

More Than a Parade contains an amazing collection of 
sketches and photographs that illustrate the history, tradition, 
and engineering creativity behind the Pasadena Tournament 
of Roses. 

For anyone in the festivals and events industry, More Than 
a Parade will leave you with an insider’s insight and thinking 
about the importance for all of us to more completely docu-
ment what we do so well everyday. If you have not had the plea-
sure of meeting Mike Riffey in person, you will certainly get to 
know him through the pages of this fascinating and entertaining 
book. Above all, you will learn that Mike Riffey and the Pasa-
dena Tournament of Roses are about a lot More Than a Parade.

BOOK REVIEW



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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PThe Value of 
IFEA ASSOCIATION PARTNER
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What happened to all of 
the great customer service 
we were supposed to see 
in the new millennium? 

We were supposed to see wider aisles in 
retail locations, better trained customer 
service representatives, improved quality 
control and immediate communication 
- all to appease the aging baby boomers. 
Customer-centric philosophies and strate-
gies fi ll conference rooms, PowerPoint 
presentations and consultant reports 
across the country in every industry. In 
today’s business environment, even the 
street vendor at the corner hot dog stand 
has a comment card. But, is the customer 
really being listened to? 

Everyone is talking about customer ser-
vice, but few match their actions to their 
words. Technology helps link customer 
service programs to the consumer, but it 
will never replace the power of human 
interaction. For example, my dry cleaning 
can be dropped off in a space-age private 
locker 24 hours a day, seven days a week 
and I will receive a personalized e-mail 
when my clothes are ready, but my shirt 
comes back stained with the buttons 
fried to a crispy well-done state just like 
always! The nice letter and coupon for 
a free cleaning of a comforter for my 
troubles softens the blow – but I want my 
favorite shirt back!

So how about those of us in enter-
tainment and special events? Have we 

 Back In

SERVICE

improved our customer service practices? 
Have we improved for our attendees, 
sponsors, media partners? Do we treat 
our customers the way we want to be 
treated when the role is reversed? Can we 
fi nd the delicate balance between great 
customer service without nickel-and-dim-
ing our guests?

In general, the trends in special events 
and entertainment have all been moving 
in a positive direction. Permanent venues 
have amazing customer and fan-friendly 
facilities that give many theme parks a 
run for their money. Signage, communi-
cation systems, interactive experiences, 
video screens and even our favorite 
fl avored coffees have set a new standard 
for the customer experience at almost 
every special event. Customer service has 
also changed for the better as we are all 
more focused on those with disabilities. 
We have all seen our event attendees age 
and for the most part we have adapted 
our events for them. Their taste for draft 
beer and fried foods that once made an 
outdoor event a festival, has evolved into 
a desire for intimate settings within the 
event, gourmet foods, quality retail shop-
ping, private VIP functions and instant, 
on-line feedback. 

Our public messages have changed to 
be more customer-centric. When venues 
do not want the guest to do something 
all communication is positioned, “For 

by Ted Baroody
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your convenience …” For example, 
instead of saying, “No Smoking!” they 
say, “For your safety smoking is permitted 
on the level two balcony.” Instead of, “This 
bathroom is closed!” they say, “For your 
convenience, bathrooms are located at the 
main entrances.” 

The hospitality industry is the best at 
communicating a message that is for their 
benefi t, but sounds as if it was made just 
for the individual guest or customer. For 
example, a hotel may want to save money 
on their laundry expenses. Instead of say-
ing, “We need to cut costs on some of our 
expenses – we had a tough 4th quarter 
last year” they say, “We conserve. As 
we all work together to conserve, sheets 
and pillow cases will only be washed if 
requested during your stay.”

Hotels do actually deserve a lot of 
credit for their customer service ini-
tiatives. They were the industry that 
really raised the customer service bar 
as their employees taught us to say 
with a smile, “it is my pleasure.” The 
industry as a whole is amazing at cre-
ating campaigns and slogans around 
their customer service efforts making 
the guest feel number one. They 
are also good at being prompt with 
issues. Just recently while staying in 
a hotel in Phoenix, Arizona the fi re 
alarm went off at 2:30 AM. Within 30 
minutes, I had a personalized note 
under my door from the manager of 
the property explaining the situation 
and apologizing for any inconve-
nience. The note read, “We take our 
safety very seriously and with that mind 
have installed a state of the art life safety 
system … the alarm activation was 
fortunately not an emergency … please 
let us know if you have any questions 
regarding your safety …” What issues 
do we host that could use some kind 
words or nice notes? Long lines, late 
ticket mailings, misprinted informa-
tion, attractions that are down, score-
board malfunctions and restroom 
problems all come 
to mind.

It takes more than words to com-
pletely serve others, however. It takes sin-
cere actions from one person to another. 
Though technology, communication and 
public relations efforts have all improved 
to support customer service efforts, ser-
vice still comes down to the individual in 
front of the customer. It’s an old cliché, 
people have been, are, and always will be, 
our greatest asset. Only a human being 
can truly serve another human being and 
not an automated voice system, e-mail 
or computer generated letter. We want 
people to understand our needs, feel our 
pain, fi x our problems and we want them 
to make our day! 

I have recently been inspired by two 
acts of customer service, one at the gro-
cery store and one at the airport. While 
winding my way through my grocery 
store’s maze, I found myself escorted by 
a lovely person wearing a button and 
vest that read, “Ask me, I can help.” Her 
guidance was greatly appreciated and 
her personal touch relaxed me and 
made my experience in the store 
more enjoyable. Additionally, 
I recently dropped off a friend 
with a sight impairment at the 

airport. Though I had special permission 
to assist her and her guide dog through 
the security checkpoint, the exchange was 
slow and cumbersome. On the other side 
of security was an airline representative 
patiently waiting, “Sir, we had a feeling you 
might be here at security and thought you 
could use an extra hand. How about some 
help to the gate – I’ll take her right onto 
the plane.” Wow, someone proactively 
thought what it was like to be in our 
shoes and volunteered to assist. That is 
great service! 

So how can we apply this to the festi-
vals and events we plan every day? How 

can we better serve our patrons, volun-
teers, sponsors, etc.? The following are 
seven customer-service reminders to keep 
the “serve” in service:

Make the Uncomfortable 
Comfortable

During a staff training day on customer 
service, a great restaurateur shared 

his vision of customer service as 
being more than “wow-ing” 
the guest, but also taking away 
any hesitation or discomfort 
the guest may experience while 
in your care. In the restau-

rant world they are seeing an 
enormous growth in those that 

are dining alone from business 
travelers on the road eating by 
themselves. Lunch alone in a high-
end restaurant also happens to be 
an uncomfortable situation for that 
same traveler that seeks a quality 
meal and pleasant environment. 
So this restaurateur turned the 
tables and made the restaurant as 
friendly as possible to those dining 
by themselves. Smaller tables with 
single settings were made available, 
larger fl oral arrangements were 
displayed on the table, newspapers 
were encouraged and offered and 
servers were allowed to sit with 
the guest if desired for casual 
conversation.

It does not take in-depth research 
to know that our guests are con-
cerned about safety, parking and 
restrooms. Our sponsors need their 
business challenges heroically met 
with interactive solutions and our 
dignitaries need to feel as if center-
stage was built for them and not 
our main attraction. Yes, even an 
outdoor restroom unit or trailer can 
be made more comfortable with a 
human being there to monitor the 
cleanliness, greet the guests and 
handout a wet-wipe.

Keep Your Ear to the Street
Don’t just survey your custom-

ers, partners and guests - listen to them 
and learn about them. If it is a high end 
crowd that is attending your wine festival, 
study what else that customer is doing 
outside of your festival. Where do they 
shop? What do they drive? What else do 
they do with their social time? Get out 
and do what they do on their turf to bet-
ter understand their habits and needs.

The 100th Answer is the 
First Question

Just as a great performer knows that 
their punch line, song or performance is 
an original act each time it is seen by the 

Everyone is talking about 
customer service, but 
few match their actions 
to their words. Technol-
ogy helps link customer 
service programs to the 
consumer, but it will nev-
er replace the power of 
human interaction. 
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audience for the fi rst time, we need to 
remember than any question brought to 
us, is the fi rst time that client, partner or 
event attendee has asked it. For example, 
no matter how many times your event 
team has answered the question, “what 
time are the fi reworks?” it is the fi rst time it 
has been asked by that specifi c guest. That 
guest needs to be responded to with the 
enthusiasm and respect as if that question 
has only been asked once.

Don’t Just Send Flowers on 
Valentine’s Day

Without getting the male readers 
in trouble and without offending 
any female readers, it is no secret 
that the females in our lives expect 
fl owers from we men on Valentine’s 
Day. If we don’t send them, we 
are in the doghouse until the next 
major holiday. That said, we almost 
always remember to send them and 
we send them with much love and 
thoughtfulness. However, it is even 
more powerful to send fl owers when 
you do not have to! Keep in touch 
with your sponsors, media part-
ners and guests when you do not 
have to and when you do not want 
something from them. Flowers on a 
random summer day “just because” 
can mean so much more!

Push, Preach and Teach 
the Greater Good

Train your people to see the 
greater good in the business, pro-
duction or special event and they 
will be more apt to focus on the 
customer’s experience. Get them 
to buy into the cause and they will 
make the attendee more important 
than themselves. Show them the joy 
in serving others so that they see the 
reward in making someone’s day. 
Whether it is a business lunch for two 
or a festival for hundreds of thousands, 
your staff at every level should be focused 
on the experience of the attendee. If the 
staff is worried about their next break, 
what time they get off or who got to park 
closer that day for work, they are prob-
ably spending their day servicing inward 
and not outward. The guest wants to feel 
the energy from the event and the staff 
that this day is for them. 

Third Party People Can’t be 
Sociably Late

As if it is not hard enough to excite and 
monitor your own staff, we cannot forget 
about all of the third party individuals, 
groups and companies that represent 
us. Off-duty police, ticket takers, stage 
hands, athletes, performers, volunteers 
and even the local weatherman end up 

our responsibility. Attention must be 
placed on these outside groups that wear 
our uniform come event day. Remember 
the guest does not separate the part-time, 
rude supervisor in the Will Call window 
from your permanent staff. They need to 
buy into the greater good as well. Even a 
part-time employee for that one Saturday 
can be briefed on the importance of their 
friendliness and armed with a site map to 
comfort a family that is lost and in need 
of directions.

Empower the Outlets
Systems and standards must be in 

place as the foundation to quality cus-
tomer service. But, what always builds 
the framework for exceptional customer 
service is for the individual, at even the 
lowest level, to be empowered to make 
a decision to better the guest’s or client’s 
experience. The rule may be, “we close at 
7:00 PM.” Ironically, in most cases it is 
usually human nature for the individual 
in charge of closing up shop at 7:00 PM 
to begin shutting down at 6:45 PM. But, 
for the customer that arrives juggling a 
busy day and three children at 6:59 PM, 
the operation should stay open past 7:00 
PM. It is more than just staying open to 
the published times, it is about support-
ing those that support you. It is about the 
mother’s needs in this case and not about 
the worker’s desire to get off early. Your 

people should have the authority to make 
customer exceptions without the boss, 
the rule or the clock getting in the way.

As I stare at my stained and fried 
favorite shirt, I do fi nd myself hoping 
this article makes it to my dry cleaner. I 
sure would like a return phone call and 
some human interaction to listen to my 
needs. But, I am also reminded that we 
in the special event industry have such 
an advantage to excel at customer service. 
Many of our events, venues, program-
ming and special projects are in place to 

improve a community’s way of life. 
Our people already come to us with 
an understanding of being behind 
the scenes and the desire to create 
unique experiences. We also have the 
advantage of being able to serve the 
public while also creating income 
opportunities. The same uncomfort-
able situation that the guest is placed 
in can become a business solution 
for sponsors. Those waiting in line 
to get through our gates can become 
sampling opportunities that maxi-
mize a corporate partner’s exposure. 
Many of our challenges have win-
win solutions! 

In keeping the “serve” in service, 
we can make bad situations good. 
We can turn negative times into 
positive experiences. Those with ex-
perience in the industry understand 
that by serving in humble fashion, 
you will quickly fi nd yourself as a 
business solution expert, community 
leader and even hero in the media. 
Serve your customer and in turn they 
will serve you. Their word of mouth, 
their loyalty and their dollars will 
make it all worth the extra effort. 
Remember, we are in the business 
of making memories – make them 
good ones!

Keep in touch with your 
sponsors, media part-
ners and guests when 
you do not have to and 
when you do not want 
something from them.

Ted Baroody is the Director of 
Development for Norfolk Festevents, 
Ltd. Norfolk Festevents, Ltd. is a 
private not-for-profi t organization 
dedicated to producing premier con-
certs, festivals, ship visits and special 
events for residents and guests of 
Hampton Roads on behalf of the 
City of Norfolk. Celebrating its 24th 
season, Norfolk Festevents is the of-
fi cial event marketing and production 
agency for the City of Norfolk. Ted 
can be reached at Norfolk Feste-
vents, Ltd., 120 West Main Street, 
Norfolk, Virginia 23510.
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The importance of “personal leadership” was reinforced for me 
at age 17 with a very astute reminder of what it is, what it is not, 
and why is important.

One of my earlier personal leadership lessons surfaced out of 
great disappointment. Flashback – High School – I had a role in 
all of our school plays from freshman through junior year. Now it 
was senior year and collectively we (The Drama Club) had cho-
sen a classic, and one of my all time favorites – the Sound of 
Music. Of course my best friend, Mardy, would have the role of 
Maria – she had a beautiful voice! And I would play “Elsa” – the 
baroness. After all, I had been in all the plays since my freshman 
year, paid my dues and Elsa was blonde in the movie!

Auditions took place and the results were posted – I was list-
ed as the “Stage Manager.” As I looked at the sheet I thought, 
“Hmmm – they must have a great deal of faith in me to play Elsa 
and be the stage manager.” As I looked further, I realized that my 
other best friend, Alyson, had been chosen for the role of Elsa. 
How could it be? I was chosen to be the stage manager – what 
an insult!

“There’s more to life than playing the role of Elsa”

by Gail Lowney Alofsin

G*R*O*W*T*H
L E A D E R S H I P

L E A D E R S H I PL E A D E R S H I PL E A D E R S H I PL E A D E R S H I P
L E A D E R S H I P
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What I learned over the next 6 weeks 
of preparation was that being the stage 
manager was a tremendous opportunity 
to learn so many new aspects of theatre 
– and, I was able to “direct” Alyson, who 
on her own accord did an excellent act-
ing job as Elsa! There were many lessons 
learned, inclusive of being “back stage” 
was just as important as “on stage.”

First lesson learned – there is more to 
life than playing the role of Elsa. Second 
lesson learned – celebrate other people’s 
talents – they do not make you “less 
than.” Third lesson – the evolution from 
“on stage” to “back stage” was enlight-
ening and a new learning experience. 
Change is growth and being the “star” of 
a show – does not mean that you always 
have to be on the stage – front and center. 
There are many stars behind the scenes!

The third lesson is one to be cognizant 
of in the event business. A successful 
event depends on the convergence of 
action by both the “back stage” and 
“on stage” team members. Every posi-
tion and responsibility is important 
– from event preparation, operations, 
marketing, sponsor and exhibitor 
sales to welcoming guests (attend-
ees, exhibitors, musicians, sponsors) 
when they arrive. Your team is judged 
on how they advertise the event and 
set the expectations, instruct guests 
where to park, greet guests at the 
entrance, price food and beverages, 
cleanliness of bathrooms, amount of 
(or lack of) trash on site, the list goes 
on! The quality of the overall experi-
ence relies on the success of the team 
working together. There is no “back-
stage” in events – we are all, in our 
own world of responsibility, “on stage.”

On stage behavior is contingent on excel-
lent and evolving leadership – progress, if 
not perfection. Why is leadership impor-
tant? YOU are your company. You are your 
event. Developing leaders will assist you in 
the RETENTION of valued and motivated 
employees. These MOTIVATED employees 
will serve the customer.

ELATED customers will spread the word 
about you and your event, which impacts 
your increased profi ts and sustainability.

There are two types of people in the 
work place – those who are directly serving 
the customer and those who are support-
ing the people who are serving the cus-
tomer. Some employees have the dual role.

When leadership is present – from 
your front line to your senior executives, 
your customers recognize this and with 
all things equal, they want to do business 
with a healthy company. Again, YOU 
are your company! You may be the only 
person that a client interacts with and 
your behavior is representative of your 
corporation and event.

There is an expression, “No tree has 
branches so foolish as to fi ght amongst 
themselves.” Leadership is not about 
gossip, withholding information, or 
internal ambushing (the “Battle within 
the Battle”). These actions stem from per-
sonal insecurity. We all know people who 
gossip to us – believe me, when you walk 
away, they are gossiping about you – you 
can count on that! The best workplaces 
“nip” gossip at the bud, asking, “Why 
would you say that?” They also point out 
that we have an obligation to be loyal to 
the “targets” that are not present and dis-
cuss the situation when they are present. 

Withholding important information is 
also detrimental to a company and event. 
The days of “Tony Soprano” management, 
when the leader tells 5 of his henchmen fi ve 
different components of a project - are over. 

There is more than enough informa-
tion about poor leadership out there 

– the purpose of this article is to focus 
on personal leadership principles and to 
assist with our growth.

Today, I use the acronym of GROWTH 
as leadership leads the path to growth 
via customers, connection and content. 
When there is great leadership – internal 
and external – you will attract and retain 
customers who become “raving fans.” 
Retention leads to referral.

We are all in leadership positions – in 
your work place with co-workers, peers, 
direct reports, managers, superiors. In the 
community you are leaders through your 
religious and spiritual beliefs, non-profi t 
work, clubs, sporting teams. You are in a 
position of leadership in your personal 
life with your family (children, siblings), 
friends and leading yourself!

G*R*O*W*T*H

GIFTS
What are your gifts? How do you 

understand yours and bring out the gifts 
that other people have – whether they are 

your friends, family, co-workers, students? 
Bringing out the talents and dreams in 
others is a crucial step in leadership. 
There reaches a point where you “arrive” 
and you no longer have to be on the stage 
– you no longer have the spotlight on 
you. And even while arriving – there is 
enough room on the stage to share with 
others.

RESPECT
How can you attract respect from other 

people if you are lacking in self respect. 
Make a list of what is great about you 
– write it down or store it in your head, in 
a notebook – whatever works for you. Save 
thank you notes, awards and put them in a 
bright red box for “rainy” days. There will 
be enough naysayer’s in your life – “bless 
and release” them. Attract only the best 
people your way – people who respect you 
and people who are positive. 

Do not let anyone rehash any 
negative moments or outcomes 
in your past – the past is just that 
– the PAST! You are today’s person 
– put your shoulders back and 
stand tall. Start again – it is never 
too late to be who you might have 
been. It is never too late to re-brand 
yourself and re-create. Keep your 
eyes open for people who want 
to help you – they are there. And 
remember, we are all in a position 
to help other people reach their 
potential – we have to open our 
eyes…and our hearts to these op-
portunities.

OPPORTUNITY
There have been times in our 

lives where we got the big break. As lead-
ers we are charged to share and create 
opportunities for others. This can be 
done through internships, board appoint-
ments, volunteer work. Growing leaders 
is empowering people to feel important 
and assist them in the understanding that 
their life has purpose and meaning.

WIN

Two questions –

1. When you wake up in the morning, 
get dressed and pour a coffee, are you 
excited and ready to go to work, or do 
you dread it?

2. When you are driving home from 
work, are you excited to go home?

Build your life around what you need 
to answer yes to both of those questions 
– safety, enjoyment, and fulfi llment. It is just 
not normal to spend 40 plus hours a week 
doing something you do not want to do!

When there is great 
leadership – internal and 
external – you will at-
tract and retain custom-
ers who become “raving 
fans.”



No one is 100% - you will not be full 
of joy and enthusiasm each and every 
day of your career. If 90% of the time the 
answer is “no” to the above questions – it 
is time for a new start.

You have to have a “WIN” mindset – I 
am going to wake up today and “Win” 
as much as I can – happiness, peace of 
mind, joy to the lives of others. The goal 
is to win with your team and not at the 
expense of any members of the team.

TRUTH
Truth and her twin sister, integrity, can-

not be compromised. As a leader, when 
you stand tall with integrity – people will 
want to work with you. Once the word is 
out about your honesty – everyone will 
have a good word for you.

In addition to being externally truthful 
with clients, it is also important to be 
true to yourself. Leadership is contin-
gent on putting your ego on the table 
– you do not always have the immediate 
answer, although you know where to fi nd 
it! Leadership is about building a team 
that refl ects what you know your depart-

ment or the company requires for future 
growth. It is so important to surround 
yourself with people whose skill sets 
are different that your own. Lead each 
person according to their strengths while 
discovering the common interests that 
create team! 

HEART
Leaders put their hearts and their pas-

sion into their lives – at home, at work, 
in the board room, in the playground. 
Nothing warms a heart more than a 
coach who kneels to a child’s eye level to 
explain a play or an action, recommends 
improvement and moves the game for-
ward as opposed to the coach who stands 
on the side lines and shouts or berates.

Creating a compelling vision that moti-
vates your event team and company with 
its strengths focused on growth and posi-
tive positioning is one of the privileges 
and responsibilities of leaders.

An old saying professes that the “temp-
tation to quit will be greatest just before 
you are about to succeed.” Leaders make 
mistakes, admit them, improve the situ-

ation and move forward. Leaders don’t 
quit. When you are ready to quit, you 
truly are so much closer to the solution 
than you think. 

Leaders learn and then register the im-
portance of GROWTH in so many ways, 
including, there is more to life…than 
playing the role of Elsa!

Gail Lowney Alofsin is the Presi-
dent and Founder of AMP (Authentic 
Measurable Performance) based 
in Newport, Rhode Island. Gail is a 
professional speaker, seminar leader, 
university professor and sales and 
marketing consultant. 
Gail is also the Director of Corpo-
rate Partnership for Newport Harbor 
Corporation (newportfestivals.com), a 
leading hospitality company based in 
Newport, Rhode Island. She can be 
reached at 401-640-4418 or gail@
newportharbor.com
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An exhibiting vendor’s presence exists in one form or another for 
many events. Whether through food, sponsors, artists, or bev-
erages, vendors make a gathering of people an event by adding 
the key components: excitement, variety, and uniqueness. But 
how can you guarantee that you will get the right kind of ven-
dors? What do you look for? How can you ensure that the ven-
dors you select make a positive impact on your event’s image?

VENDORS:

28 INTERNATIONAL EVENTS 

by Emily Bradley
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The Tempe Festival of the Arts (TFA) 
has had its fair share of vendors over its 
39-year history. The semiannual event 
averages 500 artists, 30 food vendors, 
20 entertainers, and various other types 
of vendors. Three years ago there was a 
shift in producers at the TFA, so we took 
advantage of the opportunity to make 
signifi cant changes to our vendors, with 
the sole intent being to upgrade the event 
and attract more quality vendors. It was 
a tough road and a learning curve for all 

involved, but we have begun to see the 
success of our efforts and are looking for-
ward to the changes that will take place 
in the years to come.

Identify Your Target Market
The fi rst step the TFA took to make this 

shift was to make sure we knew who our 
target market was. Patrons come to an event 
to see something that interests them; this 
interest is the “type” of the event. An arts 
festival seeks art enthusiasts to come and 

buy quality art from artists. A historical 
walk entices history buffs to come and learn 
about the history of the area. Therefore, we 
asked ourselves three defi ning questions in 
order to understand our event demograph-
ics and what our event was about. 

•  What type of event is it? 

•  Why do patrons attend? 

•  What type of patrons attend? 

DEAL…

OR NO DEAL

INTERNATIONAL EVENTS 292002007  
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After answering these three questions, 
the TFA fi gured that our focus for the event 
should be, “Women age 39-60 who enjoy 
fi ne art and a family friendly atmosphere.” 
Once that was determined as our focus, 
the rest . . . was history. Unfortunately, 
this was not the case as we knew that there 
would be many more steps to get the right 
vendors for our patrons since most of the 
vendors at the TFA did not fi t the criteria. 

Survey Participants
As most events happen once or twice 

a year, making too many changes in one 
event tends to disrupt the delicate balance 
of the event. The TFA unfortunately learned 
this “balance” the hard way. The layout for 
the TFA event is in a downtown environ-
ment with restaurants and retail businesses 
on all sides. We thought, ‘we have over 60 
restaurants in the downtown area, why not 
eliminate the food court so that we can 
give the restaurants more revenue?’ So the 
food court was eliminated. The ramifi ca-
tion of doing this was overwhelming. 
Complaints from the restaurants were “We 
can not handle the amount of patrons at 
the event.” Complaints from the patrons 
were, “We want to eat as we walk, not sit in 
a restaurant and relax.” We consequently 
learned that we needed to implement a 
plan to get feedback from those that were 
affected by major changes to the event, 
before we made any changes. 

A survey to friends of the event was 
therefore created and distributed. If we 
had asked the patrons and the restaurants 
what they thought about removing the 
food court before we removed it, we think 
we would have received an overwhelming 
response to keep it in a modifi ed way.

Fine Tune the Selection Process
After we learned a lesson the hard way, we 

created a 5-year plan for all major changes, 
focusing on the vendors that made the most 
impact on our target demographic, the Arti-
sans. We changed our criteria and selection 
committee to make sure we got the quality 
and diversity that made our event unique 
and we looked at each vendor and asked 
the same question, “How does this attract 
women age 39-60 who enjoy fi ne art and a 
family friendly atmosphere?” 

Looking for that perfect vendor is not an 
easy task. The TFA made several adjust-
ments to the criteria before seeing the qual-
ity we wanted in the applicants, and once 
the quality improved, the selection process 
was changed in order to ensure only the 
highest quality vendors were selected.

Since the staff at TFA is composed of 
event producers, we looked locally to 
those who excelled in the industries of our 
vendors to assist in our selection process. 
All vendor applications were pre-screened 
before being handed to the selection 
committees and if necessary, vendors were 
researched further if questions arose or the 
information provided was not clear. 

In the application process, vendors were 
asked to qualify their product by providing 
samples, professional references, a detailed 
description of the creation process, photos 
of their product being created, and raw 
ingredient invoices. We found that asking 
for these items did two things: 
• Proved the vendors’ intent and dedica-

tion to their product. 
• Provided valuable proof that they 

indeed are the creator of their product, 
which is required in the TFA rules.

The Jury Process
In order to make the fi nal selection of 

vendors for the festival, a special selection 
process needed to be in place, so naturally 
we called in the professionals. 

For each of the three types of vendors, 
there was a different process for judging, 
with different professionals commenting 
on and selecting the perfect vendors for 
the event. 

Artisans: College Art Professors, Mu-
seum Curators, Artists in their respective 
fi elds, and Art Teachers assisted in this 
selection process. Jurors’ bios were distrib-
uted to the vendors at the event to prevent 
contamination of the process and only ID 
numbers of the artists were displayed to 
prevent any sway in the votes.

Food: Local Chefs, Restaurant Owners, 
and women in our target demographic 
range, 39-60, were selected to be the juror’s 
for the food area. Food vendors submitted 
samples and a tasting session was provid-
ed. The jurors loved it!

Entertainment: Local Musicians, 
Teachers, and the public in general were 
recruited for the jurors for the entertain-
ment. The TFA does our best to showcase 
our local talent as community support is 
important to us.

Having an outside panel select the ven-
dors, not only helped the TFA, but made 
the vendors feel like they were truly judged 
by their product, not by personal opin-
ions or how well behaved they were at the 
event. Over the next 2 years the TFA tried 
and tested each system and modifi ed them 
according to the critique received by both 
the professionals and the vendors. 

Onsite Experience
Once the TFA identifi ed what was needed 

to look for in Vendors and recruited those 
to help select the highest quality, one more 
element was added to the jury selection 
process, the ‘Onsite Experience.’ The TFA 
wanted to know, did the Vendor’s display 
match what was submitted for review and 
was the product of the highest quality? With 
over 600 vendors, our staff of two cannot 
answer these questions and produce the 
event at the same time. 

As a result, a smaller group of profes-
sionals called “Quality Control” were 
asked to participate during the event and 
review each individual vendor. Their job 
was to visit each booth, comparing the ma-
terial submitted to the jury by the vendor 
to what was present at the event. With each 
type of vendor, Quality Control examined 
each product in detail to determine their 
authenticity, looking for basic clues such as 
the “Made in China” sticker that the artist 
forgot to remove! They then asked the 
vendors general questions, such as: 
• Could you explain the creation process? 
• What type of raw materials did you 

use and where did you buy it? 
If Quality Control was satisfi ed with the 

product review, they completed their re-
port and continued on to the next vendor. 
If they were not satisfi ed, they contacted 
the producers to explain their fi ndings and 
the TFA attended to the matter from there. 
Fortunately only a few instances have 
arisen where police intervention was war-
ranted. Word tends to spread about these 
instances and those that think they can get 
away with not following the rules either 
shape up or don’t apply again!

Evaluate, Evaluate, Evaluate
Following the event, the TFA took one 

more step in the process - evaluation. We 
asked vendors, patrons, and staff questions 
such as: city demographics, their opinion 
of the staff and procedures, their on-site 
experience and their profi tability at the 
event. Each area of the event was surveyed 
and a fi nal report, with suggestions for the 
following year was created. Take each idea 
or comment with a grain of salt, and make 
decisions for change based upon facts 
not emotions. This evaluation provided 
the TFA with valuable information on the 
changes that we implement and helped us 
to know who to invite and not invite back 
again the following year. 

In the end, we all need vendors to make 
our events unique, exciting and entertaining 
in order to attract the patrons that our event 

Continued on page 66





You’re Invited to a 

GLOBAL MARKETPLACE 
OF FRESH NEW IDEAS…

The 52nd Annual Convention of the 
International Festivals & Events Association

T
he world around us has changed. With 
the speed and capabilities available today 
via travel, technology, the internet and the 
media, the speed at which ideas, images 
and information travel have reconfigured 
the world as we know it. Investors in one 

part of the world work with manufacturers in another; 
educators in the west exchange with counterparts in the 
east; trade routes for all industries crisscross like global 
spider webs; and the “middle of nowhere” no longer 
is. Virtually every continent, country and city on our 
planet is becoming a melting pot of ethnic and cultural 
diversity. Audiences are exposed to worldwide events 
well beyond their own communities on a regular basis, 
sponsor expectations are on a whole new plain, enter-
tainment options have multiplied exponentially, tech-
nology has changed all of the game rules, and the size 
of the target in ‘target marketing’ has expanded well 
beyond yesterday’s community focus groups. 

To stay successful in this new world we all need a reli-
able and trusted source of fresh new ideas, information, 
creativity, business research, best practices, and profes-
sional connections – a global marketplace for success. 

Welcome to the IFEA - The Premiere Association Supporting 
and Enabling Festival & Event Professionals Worldwide. 

The IFEA represents global festival and event profes-
sionals on every continent. Professionals who will gath-

er together in the spectacular city of Atlanta, Georgia 
from September 17th-21st to share ideas, experiences 
and opportunities that will shape the future successes 
of our common industry and individual events. 

We invite you, your staff, volunteers, board, sponsors 
and suppliers to join us at this unique global market-
place – the 52nd Annual IFEA Convention and Expo. 

Those who have attended other IFEA conventions 
over the years know that the real energy comes from 
the professional connections that are so readily avail-
able in educational sessions, at social functions, and 
down every hallway. Connections to peers – large 
and small, sponsors, event suppliers, industry experts, 
media, educators, volunteers, board members, tourism 
agencies, municipalities, allied associations and more, 
many whom have become close friends, and all who 
are willing to share their experience and successes, as 
well as their trials and tribulations, with the goal of bet-
tering our industry for everyone. If you have not attend-
ed an IFEA convention before, we look forward to 
welcoming you to the top networking and professional 
education event in our field, full of valuable informa-
tion that can be taken home and put to immediate use 
in your own community. 

Nowhere else will you find so many ideas, so much 
creativity, and such easy access to the most successful 
events and event professionals in the world.



IFEA photos provided by Joe Marcus, Marcus Photography and Andrew Rafkind, Andrew Rafkind Photography
Midtown Skyline Over Piedmont Park Pond ©1998, Kevin C. Rose, Attractions Collage ©1998, Kevin C. Rose

The photo of the Scarlet O’Hara was provided by Stone Mountain Park
The photos of Centennial Olympic Park were provided by Centennial Olympic Park



• The Right Thing for the Right Reason: Building Community 
• Last Generation Sponsorship
• Focus on Tourism Partnerships
• Creating a Media-Worthy Parade
• Inspired Volunteers
• More Creative Rules of Thumb
• The Future of Festivals in a Virtual World
• Elements of an Ideal Safe Event as Seen through Insurance 

Carrier Glasses
• Building and Selling a Media-Worthy Event
• Working Together: Trends and Issues in the 

Public Assembly Industry
• 21st Century Event Management: The Eight New Skills 

that Promote Success
• Shaping Festival/City Policies and Partnerships
• E-Marketing: Maximizing Your Use of Technology 

and the Web
• Putting the ‘Special’ in Special Anniversaries
• The Key Components of a Successful Sponsorship Program
• Industry Compass: A Discussion of Global Issues, Trends and 

Opportunities Impacting the World of Festivals & Events
• Sponsorship Today
• Creating a Once-in-a-Lifetime Parade…Literally
• The Effect of Festivals & Events on the Local Economy

• Setting Your Event Apart
• The Re-branding Power of Festivals & Events – A Tale of 

European Cities
• Keeping Your Creative Edge Sharpened
• Beyond the Main Stage: The Power of Quality Family 

Entertainment
• Maximizing the Partnership between Events and Law 

Enforcement
• New Sponsorship Trends in the Local Market
• Working with Newspapers in a Virtual World
• Preventative Legal Strategies for Festivals & Events
• Beyond Expectations: Creating an Event Experience
• Understanding the Basics Behind Programming for Kids
• Maximizing Your “RON” – Return On Networking
• Coca-Cola Research: Understanding the Wants & Needs of an 

Event Consumer
• Designing Marketable Events
• The Effect of Technology on Events
• Programming to Reach a World of Audiences
• Maneuvering an Icon through a Changing World
• The Holy Grail: Calculating Audience Counts
• The Value of Research: Knowing what Your Customers Want, 

Think and Need
• Translating Global Ideas into Local Success
• New Partnerships with State Tourism
• Building an Event/Community Legacy
• Reality Check: Working with Entertainers
• Event Partnerships: Working with Your Local Bottler
• ENCORE: Cost Effective Economic Event Evaluation
• Building Your Event Brand
• Maximizing Your Merchandise Sales Potential
• It’s Not easy Bein' Green…But It Is Important
• Creativity on a Budget
• eSafe – Ensuring Safe and Secure Events
• The Power of Automated Sponsorship
• International Exchange Opportunities
• A New Look at Souvenirs
• Working with Carnivals at Your Event
• Working with Your Local Alcohol Distributor
• Incorporating an Arts Event into Your Festival
• Using MySpace to Market Your Event
• Understanding Music Licensing and Your Event
• Maximizing Ticket Sales and Control
• Director's and Officer's Insurance: A Need Not an Option
• Maximizing Non-Sponsorship Revenue
• Human Resource Management

For 52 years the IFEA has provided the best in professional education and that tradi-
tion continues in Atlanta. The IFEA prides itself on providing up to 90% new top-

ics and speakers each year, insuring that attendees at all levels - first-timers and repeat 
attendees, new to the industry or seasoned professional - can all find the answers and 
the fresh, creative new ideas that they are looking for. A sampling of this year’s topics, 
presented by the top leaders in our industry, include*, among others: (* subject to change)

Professional Education



“AFFINITY GROUP” SESSIONS 
IFEA convention attendees have a unique opportunity 

to share “common ground” with your professional peers, 
while discussing current trends and issues during our popu-
lar “Affinity Group” Sessions, including those for Arts Events; 
Parades; Flower & Garden Events; CEO’s; Sponsorship; Event 
Education; Volunteer Programs; Municipalities/Tourism Agencies 
and Food & Beverage Programs. Bring your questions and your 
input to these open exchange sessions. (Wednesday, September 
19th, 1:45-3:45pm)

FOLLOW A SPECIFIC TRAINING TRACK
The IFEA Convention & Expo is a great place to train staff, 

board, key volunteers and others associated with your event, 
bringing them quickly up to speed in an unparalleled atmo-
sphere of professional motivation. IFEA presenters and topics 
represent the cutting edge in our industry. 

Many times, an event or attendee are interested specifically 
in focusing on a more tailored topical track. The IFEA can help 
you to do that. Simply pick a topical track from the following: 
Sponsorship/Revenue; Media/Marketing; Operations; Management/
Human Resources; or Leadership.

The convention program book will handle it from there, 
with a special section identifying specific sessions associated 
with each track. If desired, attendees may get their session 
attendance verified by the session Officer-of-the-Day and 
receive a Certificate of Completion for a specific track(s) at 
the conclusion of the convention. Or, for a good overview of 
many areas, simply choose on your own from the ala-carte 
schedule of topics.

PROFESSIONAL CERTIFICATION (CFEE) CLASSES
Sponsored by K&K Insurance, 

the IFEA’s Certified Festival & 
Event Executive (CFEE) certi-
fication sessions will be held on Monday, September 17th 
and Tuesday, September 18th, prior to the official start of the 
convention. CFEE classes are taught by leading professionals 
in our field and are a required component toward the achieve-
ment of professional certification, but are open to all who 
desire to attend.

The full-day sessions include the following:
• Maximizing Non-Sponsorship Revenue Programs, presented 

by Paul Jamieson, CFEE, Executive Director, SunFest of Palm 
Beach County (Monday, September 17th)

• Human Resource Management presented by Eric Martin, Esq., 
CFEE, Executive Vice President & COO, Music for All, Inc. 
(Tuesday, September 18th)

Note: For a full class synopsis go to www.ifea.com.

ADVANCED PROFESSIONAL SEMINAR
This valuable session is 

designed for those profession-
als looking for a higher level 
of information and contin-
ued professional education. 
The Advanced Professional 
Seminar also counts toward 
requirements for those need-
ing to recertify their CFEE 
designation. This year’s 
topic, “Power Sponsorship: 
Distancing Yourself from Your 
Competitors” is presented 
by Kim Skildum-Reid of 

Australia, President of Power Sponsorship and author of the 
top selling sponsorship books in our industry, The Sponsorship 
Seeker’s Toolkit and The Sponsor’s Toolkit. The session will focus 
on how to separate your event from the rest of the pack when 
seeking those all-important sponsorship dollars. (Tuesday, 
September 18th)

NEW PROFESSIONALS SEMINAR 
The New Professionals Seminars 

are designed for those who are 
new to the industry or anyone 
looking for “refresher” informa-
tion in a variety of areas that are 
critical to success in the events 
business. Topics are broken 
into four key sessions and 
include: Event Administration 
& Management and Event 
Planning & Operations, 
presented by Ira Rosen, 
President of Entertainment 
On Location, IFEA Hall of 
Fame Inductee and IFEA 
Region 1 Director; followed by 
Marketing & Media Relations and The 
Basics of Successful Sponsorship presented 
by Penny Reeh, Owner of Indigo Resource 
Group and IFEA Region 3 Director.

Note: All CFEE, Advanced Professional and New Professional
seminars require a separate registration.

Specialized Training

Kim Skildum-Reid
President of Power Sponsorship



MONDAY, SEPT. 17TH 

7:00AM-5:30PM
“CONNECTIONS” 
INTERNATIONAL CAFÉ
(coffee all day)

7:30-8:30AM
CFEE Continental Breakfast

8:30-11:30AM
CFEE Professional 
Certification Class: Maximizing 
Non-Sponsorship Revenues
   
11:30-1:00PM
CFEE Lunch 

1:00-4:00PM
CFEE Professional 
Certification Class (con’t):
Maximizing Non-Sponsorship 
Revenues

4:00-10:30PM
Attendee Free Evening

10:30PM-2:00AM
DIXIE FLAG HOSPITALITY SUITE

TUESDAY, SEPT. 18TH 

7:00AM-5:30PM
“CONNECTIONS” 
INTERNATIONAL CAFÉ 
(coffee all day)

8:00-9:00AM
CFEE / ADVANCED 
PROFESSIONAL / NEW 
PROFESSIONAL
Continental Breakfast

9:00-12 Noon
CFEE Professional 
Certification Class: Human 
Resource Management 

9:00-12 Noon
NEW PROFESSIONALS 
Training Class: 

9:00-10:15AM
“Event Administration and 
Management” 

10:30-12 Noon
“Event Planning and 
Operations” 

9:00-12 Noon
ADVANCED PROFESSIONALS 
Training Class: NEW
Power Sponsorship - 
Distancing Yourself from Your 
Competitors
   
Noon-1:00PM
Combined Training Groups 
Lunch

1:00-4:00PM
CFEE Professional 
Certification Class (con’t.): 
Human Resource 
Management  

1:00-4:00PM
NEW PROFESSIONALS 
Training Class (con’t.):

1:00-2:15PM
“The Basics of Successful 
Sponsorship” 

2:30-4:00PM
“Media Relations” 

1:00-4:00PM
ADVANCED PROFESSIONALS 
Training Class (con’t): NEW
Power Sponsorship -
Distancing Yourself from Your 
Competitors  

IFEA HALL OF FAME AWARDS LUNCHEON
The IFEA Hall of Fame Awards Luncheon continues to serve 

as an inspiration to us all, as we pause to pay tribute to the 
people who have made/make our industry great. Join us as 
we recognize special friends and industry mentors; award the 
IFEA/Zambelli Fireworks Internationale Volunteer of the Year 
Award, recognizing the contribution of all volunteers to the 
success of our events; award the first-ever IFEA/Festival Media 
Corporation Sponsorship Success 
Award, recognizing excellence in spon-
sorship programs, service, follow-up 
and success; and as we pay tribute to 
the 2007 IFEA Hall of Fame Inductees, 

the highest honor bestowed in our field, in acknowledgment 
of the tremendous dedication to and impact on the festivals 
and events industry by these special individuals.

IFEA/HAAS & WILKERSON PINNACLE AWARDS 
PRESENTATION

The Academy Awards Ceremony 
for the festivals and events industry, 
the presentation of the coveted IFEA 
/Haas & Wilkerson Pinnacle Awards 
is the most anticipated event of the year. Capping off our 
first full day of convention activities, you won’t want to miss 
this unopposed special event recognizing the very best efforts 
in the areas of marketing, creativity and programming from 
around the world. Will your event be coming forward as we 
hear, “And the Pinnacle Award goes to…”?

The 52nd Annual IFEA Convention & Expo will provide many special opportuni-
ties to recognize the outstanding achievements of friends and peers.

Celebrating Success & Achievement



4:00-6:00PM
“IDEAS IN THE ROUND” 
ROUNDTABLE SESSION 
So much information, so little time. 
So don’t miss this valuable ses-
sion of rotating topics and profes-
sional networking possibilities.

• The Power of Automated 
Sponsorship NEW 

• e-SAFE: Ensuring Safe & 
Secure Events NEW 

• International Exchange 
Opportunities

• A New Look at Souvenirs NEW
• Working with Carnivals at 

Your Event NEW
• Working with Your Local 

Alcohol Distributor NEW
• Maximizing Ticket Sales and 

Controls NEW
• Using MySpace to Market 

Your Event NEW
• Incorporating an Arts 

Element into Your Event NEW

• Understanding Music 
Licensing and Your Event NEW

• Director’s & Officer’s 
Insurance: A Need, Not an 
Option NEW

• CFEE – Obtaining Your 
Professional Certification

• Inside the Pinnacle Awards 
Process

• Maximizing Your IFEA Member 
Benefits for Your Event

• Inside Track: Open 
Forum Q&A with Industry 
Professionals

6:00-7:00PM
FIRST-TIMERS WELCOME, 
CONVENTION OVERVIEW 
AND IFEA INTRODUCTION 
  
7:00-9:00PM
IFEA CONVENTION OPENING 
RECEPTION
The official start of the conven-

tion. Join us for a special evening 
at the New World of Coca-Cola as 
we welcome old friends and new, 
renew connections and build net-
works that will last a lifetime.

10:30PM-2:00AM
DIXIE FLAG HOSPITALITY SUITE

WEDNESDAY, SEPT. 19TH 

7:00AM-6:00PM
“CONNECTIONS” 
INTERNATIONAL CAFÉ
 
8:00-9:00AM
CONVENTION OPENING: 
A TIME TO DREAM
Plus, 2007 CFEE GRADUATE 
RECOGNITION
Join us for this special and memo-
rable opening, as we kick-off the 
IFEA’s 52nd Annual Convention 
and Expo.

9:00-10:00AM
OPENING KEYNOTE: The 
Right Thing for the Right 
Reason NEW  
John Grant, Chief Executive 
Officer, 100 Blackmen of 
Atlanta
 
10:15-11:45AM
‘PRIMARY FOCUS’ 
EDUCATIONAL SESSIONS

• Focus on Sponsorship: Last 
Generation Sponsorship NEW

• Focus on Tourism Partnerships: 
Panel Session NEW

• Focus on Parades: Creating a 
Media-Worthy Parade NEW

12:00-1:30PM
IFEA HALL OF FAME AWARDS 
LUNCHEON FEATURING THE: 
IFEA/ZAMBELLI FIREWORKS 
INTERNATIONALE VOLUNTEER 
OF THE YEAR AWARD: 

Nearly twenty years ago 
IFEA members voted 
to include and recog-

nize suppliers and vendors to 
our industry as full members, 
with no differences in voting 
rights or benefits. This impor-
tant step formally recognized 
what everyone already knew…
that the suppliers and vendors 
who support our industry are 
a critical part of our successes.

Today, the IFEA Expo trade 
show is one of the most impor-
tant components of our con-
vention, historically bringing 
the best suppliers together with 

the best events, resulting in fresh new ideas that benefit everyone. 
Unopposed by any other sessions, so that you can spend your 
time effectively exploring and interacting with the unlimited cre-
ativity and possibilities that await inside, the IFEA Expo is your 
key to future success and inspiration. 

The largest trade show in our industry geared specifically to 
festival and event decision-makers features the most creative 
ideas, products and services for all things imaginable, includ-
ing: merchandise, insurance, giant parade inflatables, parade 
floats, children’s performers, food and beverage products, fenc-
ing, sponsor gifts, decorations, security, fireworks, lasers, uni-
versity programs, face-painting, sand sculptures, portable rest-
rooms, bleachers, entertainment and attractions, ticket control, 
confetti cannons, generators, tents, awards, radios, printing 
needs, sponsorship software and services; credit card services, 
photography, publications, costumed mascots, staging, lights 
and sound, and much, much, more; usually at special conven-
tion pricing! 

IFEA Expo: Where Fresh Ideas Begin



IFEA/FESTIVAL MEDIA 
CORPORATION SPONSORSHIP 
SUCCESS AWARD: 
IFEA HALL OF FAME 
INDUCTIONS
A special opportunity to recognize 
those who continue to inspire us. 

1:45-2:00PM
EXPO VENDOR ORIENTATION 
SESSION

1:45-3:45PM
AFFINITY GROUP “COMMON 
GROUND” DISCUSSIONS
Come join your peers to share 
common ground challenges and 
solutions, and to expand your pro-
fessional network.

• Arts Events
• Parades
• CEO’s

• Sponsorship 
• Event Education (Faculty, 

Students, Industry 
Professionals)

• Volunteer Programs
• Municipalities/Tourism 

Agencies
• Flower & Garden Events
• Food & Beverage Programs 

4:00-5:30pm
IFEA/HAAS & WILKERSON 
PINNACLE AWARDS
The most anticipated event in 
the festivals and events industry, 
recognizing the best of the best. 
Come join your peers as we all 
wait to hear, “And the Pinnacle 
Award goes to…”

6:30-10:30PM
IFEA FOUNDATION “ATLANTA 
EXPERIENCE” NIGHT 

(Separate Ticket Required) 
10:30PM-2:00AM
DIXIE FLAG HOSPITALITY 
SUITE

THURSDAY, SEPT. 20TH 

7:00AM-5:30PM
“CONNECTIONS” 
INTERNATIONAL CAFÉ 
(coffee all day)

8:00AM-12:00PM
A WORLD OF FESTIVALS NEW

8:30-10:00AM
EDUCATIONAL SESSIONS

• Inspired Volunteers
• More Creative Rules of 

Thumb NEW
• The Future of Festivals in a 

Virtual World NEW
• Elements of an Ideal Safe Event 

as Seen Through Insurance 
Carrier Glasses NEW

• Building & Selling a Media-
Worthy Event NEW

• Working Together: Trends 
& Issues in the Public 
Assembly Industry: Panel 
Session NEW

10:15-11:45AM
EDUCATIONAL SESSIONS

• 21st Century Event 
Management: The Eight New 
Skills that Promote Success 
NEW

• Shaping Festival/City Policies 
and Partnerships NEW

• e-Marketing: Maximizing Your 
Use of Technology and the 
Web NEW

• Putting the ‘Special’ in 
Special Anniversaries NEW

• The Key Components of a 
Successful Sponsorship 

“CONNECTIONS INTERNATIONAL CAFÉ”
“Connections International Café” is open 

every day throughout the convention, providing 
coffee and a relaxing atmosphere conducive to 
doing business one-on-one or simply catching 
up. Promoting human connections, not cyber 
ones, this comfortable venue is always a popu-
lar hang-out, providing daily schedule updates 
and announcements, job postings, member 
marketing materials and above all, a chance to renew those con-
nections that are so important to everyone’s success. 

DIXIE FLAG HOSPITALITY SUITE
The Dixie Flag Hospitality Suite, sponsored by long-time 

IFEA supporter Dixie Flag, is as much a part of the IFEA 

Convention as the sessions. 
Beginning the first night through 
to the last day, Dixie Flag wel-
comes convention attendees each 
evening for a time to unwind, relax and connect outside of 
scheduled sessions and functions. Historically, Dixie Flag has 
become known as the hub of the IFEA’s convention network-
ing system.

ONE-ON-ONE OPPORTUNITIES
The 52nd Annual IFEA Convention & Expo offers the unique 

opportunity, in one place and at one time, to be exposed 
to such IFEA members and industry icons as those repre-
senting the Walt Disney Co., the Pasadena Tournament of 
Roses, the Macy*s Thanksgiving Day Parade, Winterlude, the 
Kentucky Derby Festival, Rotterdam Festivals, Macon Georgia’s 
International Cherry Blossom Festival, Coca-Cola, the Alamo 
Bowl, the Beijing Festivals & Events Cultural Development 
Center, Stone Mountain Park, the Portland Rose Festival, the 
Edinburgh Fringe Festival, Las Vegas Events, the Kuala Lumpur 
International Buskers’ Festival, Olympic Centennial Park, 
Brazil’s Carnival of Bahia, the Sausalito Arts Festival, the Dubai 
Desert Rock Festival, Australia National Day, Fiesta San Antonio, 
the Indianapolis 500 Festival, the Cherry Creek Arts Festival, 
Silver Dollar City, South Korea’s Boryeong Mud Festival and 
other festival & event directors from North America, Europe, 
Australia, Asia, the Middle East, Latin America, Africa and more. 
Start building and adding to your professional network today.

One of the best parts of any professional convention is the chance to spend some 
dedicated time with friends and peers, reconnecting, looking ahead, planning 

that next great idea, or just sharing a laugh. The IFEA 52nd Annual Convention & 
Expo provides plenty of opportunities for those special informal gatherings.

Informal Gatherings



A visit to Atlanta, a city that with no shortage of dreams 
and imagination, is sure to provide a memorable 
experience at every turn, starting out with our special 

Opening Night Reception at the New World of Coca-Cola. 
Located in a brand-new and exciting venue, just across spec-
tacular Centennial Olympic Park from the Omni at CNN 
Center, the New World of Coca-Cola promises to start us off 
with an unforgettable taste of Georgia hospitality. This special 
opening evening is co-sponsored by The Coca-Cola Company 
and ClicknPrint Tickets by Extremetix. Come connect with old 
friends and new from around the world!

The creativity officially begins to flow on Wednesday morn-
ing with our IFEA 52nd Annual Convention Opening and our 
dynamic keynote speaker, John Grant, Chief Executive Officer 
of the 100 Blackmen of Atlanta, who will remind us all of the 
real power of our dreams and visions and the importance of 
giving back to our communities in his keynote session “The 
Right Thing for the Right Reason”.

On Wednesday and Thursday nights (September 19th and 
20th) the IFEA Foundation adds their special touch to the 
fun! The IFEA Educational Foundation plays an important 
role in helping us to fulfill our educational goals and keep our 
industry moving forward. During the IFEA Convention the 
Foundation plans two major fund-raising events, including the 
highly popular IFEA Foundation Party & Auction, that provide 
a combination of food, fun, memories, networking opportu-
nities and the unique opportunity to bid on one-of-a-kind, 
untouchable packages, including travel, products, services, VIP 
Event Experience opportunities, and much more. Here’s your 
chance to get some great bargains while supporting the IFEA 
Foundation and the IFEA’s educational programs. Great deals 
for a great cause!

Program NEW
• Industry Compass: A 

Discussion of Global Issues, 
Trends and Opportunities 
Impacting the World of 
Festivals & Events: Panel 
Session NEW

12:00-4:00PM
IFEA “EXPO” - DAY ONE 
(LUNCH)   
Here’s your chance to meet face-
to-face with the most creative, 
cutting edge suppliers in our 
industry, who can help you find 
cost-effective, creative new ways 
to keep your event successful! A 
plethora of fresh new ideas, great 
convention deals, and “concept 
research” await. 

4:00-5:30PM
SPONSORSHIP TODAY NEW
  

7:00-11:00PM
IFEA FOUNDATION NIGHT 
PARTY & AUCTION 
(Separate Ticket Required) 

10:30PM-2:00AM
DIXIE FLAG HOSPITALITY 
SUITE

FRIDAY, SEPT. 21ST 

7:00AM-4:30PM
“CONNECTIONS” 
INTERNATIONAL CAFÉ 
(coffee all day)

8:00-9:15AM
EDUCATIONAL SESSIONS

• Creating a Once-in-a-Lifetime 
Parade…Literally NEW

• The Effect of Festivals & Events 
on the Local Economy NEW

• Setting Your Event Apart NEW
• The Re-Branding Power of 

Festivals & Events – A Tale of 
European Cities NEW

• Beyond the Main Stage: 
The Power of Quality Family 
Entertainment NEW

• Maximizing the Partnership 
Between Events & Law 
Enforcement NEW 

9:30-10:45AM
EDUCATIONAL SESSIONS

• New Sponsorship Trends in 
the Local Market NEW

• Keeping Your Creative Edge 
Sharpened NEW

• Working with Newspapers in 
a Virtual World NEW

• Preventative Legal Strategies 
for Festivals & Events NEW

• Beyond Expectations: Creating 
an Event Experience NEW

• Understanding the Basics Behind 
Programming for Kids NEW

11:00AM-1:00PM
IFEA “EXPO” - DAY 2 
(LIGHT LUNCH)
Conclude your Expo business 
and cut your best deals in person, 
because when the “Expo” closes, 
it’s back to telephone bargaining 
and research once again. 

1:00-2:00PM
EDUCATIONAL SESSIONS

• Maximizing Your “RON” 
(Return on Networking) NEW

• Beverage Research: 
Understanding the Wants and 
Needs of an Event Consumer 
NEW 

• Designing Marketable Events 
NEW

• The Effect of Technology on 
Events NEW

• Programming to Reach a 
World of Audiences NEW

Social Events and Entertainment



• Maneuvering an Icon through 
a World of Change NEW

2:15-3:15PM
EDUCATIONAL SESSIONS

• The Holy Grail: Calculating 
Audience Counts NEW

• The Value of Research: 
Knowing What Your Customer 
Want, Think, and Need NEW 

• Translating Global Ideas into 
Local Success NEW

• New Partnerships with State 
Tourism NEW

• Building an Event/
Community Legacy NEW

• Reality Check: Working with 
Entertainers NEW

3:30-4:30PM
EDUCATIONAL SESSIONS

• Event Partnerships: Working 
with Your Local Bottler NEW

• ENCORE: Cost Effective 

Economic Event Evaluation 
• Building Your Event Brand 

NEW
• Maximizing Your Merchandise 

Sales Potential NEW
• It’s Not Easy Bein’ Green…

But It Is Important NEW
• Creativity on a Budget NEW

4:45-6:00PM
CLOSING SESSION AND 
KEYNOTE NEW 

6:00-8:30PM
Free Evening to enjoy the 
sights, sounds and tastes of 
Atlanta. Dinner on your own.

There is no higher value available in our industry today 
than the IFEA Convention & Expo. Convention regis-
tration gets you all of these convention benefits: All 

Educational, Roundtable and Affinity Group sessions; the IFEA 
Expo; the IFEA Hall of Fame Awards Luncheon; the IFEA/Haas & 
Wilkerson Pinnacle Awards; social and networking opportunities; 
the Opening Night Reception; the Dixie Flag Hospitality Suite; 
Connections International Café; Expo lunches; Coffee Breaks; 
Convention Program Book; Session Handouts, and much more. 

Professional Certification (CFEE), Advanced Professional 
and New Professional classes are optional and require a sepa-
rate registration. IFEA Foundation event functions are also 
optional and require a separate ticket. For those interested in 
attending any of the above, simply fill out the proper spaces 
on your registration form.

Who Will You Meet at the IFEA Convention?
• Seasoned Festival & Event Professionals
• Those New to the Festival & Event Industry
• Festival & Event Board Members 
• Key Volunteers
• Festival & Event Sponsors/Sponsorship Agencies
• Suppliers to Festivals & Events
• Industry Consultants
• Representatives of Municipalities, CVBs, Chambers of Commerce
• Educational Institutions/Faculty/Students
• Media Representatives
• Representatives from Allied Associations
• Professional Peers from Around the World
• Anyone with an Interest in the Festivals & Events Field

Speakers and session leaders at this year’s convention include 
many of the top professionals and internationally recognized 
industry organizations in the world, including, among others:
• Coca-Cola
• Walt Disney
• Festival Media Corporation
• Power Sponsorship
• SESAC
• 100 Blackmen of Atlanta
• Macy*s
• Temple University
• Southeast Tourism Society
• Allen Consulting
• Creative Strategies Group

• The Portland Rose Festival
• Mampre Media International
• Hawaii Tourism Authority
• Edinburgh Fringe Festival
• Pasadena Tournament of Roses
• Olympic Centennial Park
• The Kansas City Star
• Victoria University, Australia 
• Philadelphia Garden Show 
• Herschend Family Entertainment
• The Georgia Aquarium
• The State of Pennsylvania
• The Kentucky Derby Festival
• The State of Georgia
• Cherry Creek Arts Festival

Special First-Timers Discount
For those who have never attended an IFEA Convention & 

Expo (or at least not for the past three years), the IFEA is offering 
a special incentive to join us in Atlanta and an opportunity to get 
to know more about what the IFEA has to offer. Simply check the 
“New Attendee” box on the registration form and you will receive 
a $100 discount off of your registration. Act by July 31st and you 
will receive your discount off of our already discounted early-bird 
registration fee. That’s a potential $200 savings right up front! 
Don’t miss out on this special offer. Register Today!

Scholarships
The IFEA Foundation offers a limited number of 

Convention Scholarships to qualifying IFEA members. 
For more information and application forms please go to 
www.ifea.com and click on IFEA Foundation.

No Higher Value
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ROI
We are so sure you

will return home from the
IFEA 52nd Annual Convention &

Expo with at least one idea, approach,
relationship, or renewed energy and

enthusiasm, that is worth at least the value
of attending (and you actually did attend),
that we are willing to guarantee a return
on your investment. If not, you can write

to us (with a “cc” to your board)
explaining how you did not receive

a return on your investment and
we will refund your full

registration fee.
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Association Partners



For more information contact us at:

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706
Phone: 208.433.0950 • Fax: 208.433.9812 • Website: www.ifea.com

“…because Good
is the enemy

of Great.”

IFEA…Defining the Difference

One World. A United Industry. Infinite Dreams.

We’re Here for You.
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2007 proved to be a memorable year for the 500 Festival, as it celebrated 50 years 
of successful events and programs. From 50th Anniversary logos and commemora-
tive pins to a Margareta-fest fundraising dinner and two fundraising golf outings, 
the 500 Festival spent nearly two years in preparation and pulled out all the stops, 
to celebrate its golden anniversary.

Setting out by organizing a 12-person, 50th Anniversary Committee comprised of 
past and present 500 Festival board members, representatives from the Indianapolis 
Motor Speedway, community leaders and members of the 500 Festival Foundation, 
the Festival made the specifi c goal of producing commemorative events and programs 
that would bring recognition and visibility to the Festival and to create a new chari-
table giving campaign that would position the organization in the next 50 years. 

Since its beginnings in 1957, the 500 Festival has come a long way from the day 
when four Indianapolis leaders gathered together to set the framework for what 
would one day be one of the largest festivals in the nation. Created in a mere two 
hours by those four leaders, the master plan featured a parade, a square dance and 
a gala ball the night before the race. Within 65 days from that initial meeting, the 
500 Festival made its debut with over 150,000 spectators lining the parade route 
during that fi rst event in 1957. Today, the not-for-profi t 500 Festival organization 
has developed into a month-long celebration directed by a board of 35 community 
leaders, operated by a full-time staff of 16, and supported by 7,000 volunteers. 

The 500 Festival is now at the forefront of a truly magical month of May in India-
napolis. “These events are tremendous promotional vehicles for the city, the state 

Attendance:
450,000 +

Budget:
$5.7 Million

Annual duration:
30 days

Number and types of events:
25

Number of volunteers:
7,000

Number of staff:
16

When established:
1957

Event Dates:
22nd - 28th July, 2008

Major revenue sources by percent:
Mini-Marathon .................................. 31%
Parade ............................................... 20%
Kids’ Day ..............................................3%
Community Day ..................................3%
Snakepit Ball .......................................4%
Kids’ Day ..............................................3%
50th Anniversary ................................2%
(*Sponsorships included by event)

Major expenses by percent:
Organization ..................................... 20%
Mini-Marathon .................................. 31%
Parade ............................................... 20%
Kids’ Day ..............................................3%
Community Day ..................................3%
Volunteer Program .............................3%
Event Support .................................. 13%
Princess Program...............................3%
Snakepit Ball .......................................3%
50th Anniversary ................................2%
Education Program ............................2%

Type of governance:
501 (c) 4
35 Member Board of Directors

CONTACT INFORMATION:
Dana M. Rantovich, VP Marketing
500 Festival
2960 N. Meridian Street
Indianapolis, IN  46208
Phone: (317) 614-6141
Fax: (317) 614-6164
Email: drantovich@500festival.com 
Website: www.500festival.com

Few festivals across the nation can boast they’ve helped 
shape and enhance their community and touch hun-
dreds of thousands of lives each and every year, the 

way the 500 Festival in Indianapolis, Indiana can. Since 
1957, the 500 Festival has become a national celebration 
that has enhanced the Indianapolis 500-Mile Race with 
such events as the nation’s largest half-marathon and one 
of the nation’s premier parades as part of an entire month 
of programs and events, 25 in all. 
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and the race,” said 500 Festival President 
and CEO, Kirk Hendrix. “They draw na-
tional audiences, international exposure, 
support tourism and economic impact. 
They encourage participation, volunteer-
ism and enlighten community spirit.” 

“Take the IPL 500 Festival Parade for 
example, the curbside crowd of 300,000 is 
a spectacle in its own right,” said Hendrix. 
“Plus, the parade’s ESPN2 national telecast 
reaches 100 million homes, showcasing the 
parade and the vitality of the city itself.”

Themed “Spirit and Speed,” the 50th 
Anniversary of the Parade in 2007 was a 
representation of the history and tradi-
tion tied to the month long celebration 
leading up to the Indianapolis 500. 
Introducing a special 50th Anniversary 
fl oat designed as a riverboat, similar to 
ones that paddled down the Mississippi 
50 years ago, the parade was led by past 
chairman, board members and a past 
parade grand marshal of the 500 Festival.

With more than 80 entries, including 
celebrities, race car drivers, fl oats, bands, 
balloons and specialty units, approxi-
mately 3,000 volunteers helped coordi-
nate the IPL 500 Festival Parade, while 
nearly 300,000 parade goers lined the 
streets of Indianapolis to watch. Featur-
ing The Glassmen from the Drum Corps 
International as the opening production, 
the parade ended with hundreds of gold 
streamers being launched into the air in 
honor of the Festival’s 50th Anniversary. 

The Parade is not the only 500 Festival 
event that draws crowds by the thousands. 
This year, 35,000 runners and walkers took 
to the streets in downtown Indianapolis 
on the fi rst Saturday in May for the 31st 
running of the OneAmerica 500 Festival 
Mini-Marathon, the largest half-marathon 
in the nation. Another 3,500 participants 
took part in the day’s activities by running 

or walking in the Finish Line 500 Festival 
5K. These numbers are quite a jump from 
the 800 men and women who participated 
in the fi rst Mini-Marathon in 1977. 

The 500 Festival’s signature events 
showcase the city of Indianapolis to the rest 
of the world through a myriad of cultural, 
educational and social events, and draw 
participation from more than 425,000 peo-
ple annually. By turning the spotlight on 
Indianapolis, the 500 Festival contributes 
to the economic development of India-
napolis and it serves to improve the quality 
of life for its citizens and their guests.

In March 2007, the Indiana House of 
Representatives passed Resolution No. 0030 
recognizing the 500 Festival on the occasion 
of its 50th Anniversary. The resolution was 
introduced to the House by Indiana State 
Representative Carolene Mays and to the 
Senate by Senator James Merritt, Jr.

According to a summary of the resolu-
tion it resolves, “That the Indiana General 
Assembly recognizes the contributions 
made by the 500 Festival to the economy 
of our state, the health of our citizens and 
the hours of pleasure and entertainment 
Hoosiers and visitors to our state have 
enjoyed over the past 50 years.”

“It’s such a great honor to have the 500 
Festival recognized by our state legislators,” 
said Kirk Hendrix, President and CEO of 
the 500 Festival. “The 500 Festival would 
not have the success it has today without 
the support, volunteerism and participa-
tion from those throughout the state.” 

In addition to the main events during 
the 500 Festival, two programs were spe-
cifi cally created to celebrate the 50th An-
niversary. An exhibit at the Indianapolis 
Motor Speedway Hall of Fame Museum 
showcasing the 500 Festival’s fi rst 50 
years and a permanent public art project 
in downtown Indianapolis. 

Hundreds of people, including civic 
leaders, sponsors and past and present 
board members came together at the 
Indianapolis Motor Speedway Hall of 
Fame Museum in January 2007 to see the 
debut of the 500 Festival’s 50th Anniver-
sary Exhibit. Portraying the 500 Festival’s 
commitment and excellence to fi ve 
decades of producing a month-long series 
of programs and events, the exhibit cel-
ebrates the “Greatest Spectacle in Racing,” 
and generated excitement and community 
spirit throughout the entire month of May. 

On display through September 2007, 
the exhibit features a historic look back at 
the Festival’s fi rst 50 years through photos 
and stories, in addition to exhibiting one 
of the Indianapolis 500’s landmark Offi -
cial Pace Cars, the 1961 Ford Thunderbird 
in gold paint, and the dress worn by the 
1969 Festival Queen. 

While the 500 Festival has wrapped up 
its 50th year of events and programs, the 
organization is still working to commemo-
rate its golden anniversary. The Festival has 
chosen to celebrate its community con-
tributions and express its appreciation by 
leaving a lasting legacy in the form of the 
500 Festival 50th Anniversary Legacy Art 
Project.

The 500 Festival and 500 Festival 
Foundation invited Donald Lipski, an 
internationally renowned artist, to create 
a permanent public art project in down-
town Indianapolis. Lipski, a Chicago 
native, has completed public art com-
missions in places such as Grand Central 
Terminal, New York; the Miami Interna-
tional Airport; libraries in Minneapolis 
and Denver; and convention centers in 
Fort Worth, Texas and Washington D.C. 
among others. His artwork can be found 
in numerous important public collections 
such as the Metropolitan Museum of Art; 
Whitney Museum of American Art; the 
Walker Art Center in Minneapolis, and 
our own Indianapolis Museum of Art. His 
commission with the 500 Festival, prom-
ises to add a signifi cant and meaningful 
piece of artwork to our public landscape 
that will remain accessible to the resi-
dents of Indianapolis and visitors alike.

The experience of celebrating a mile-
stone like a 50th Anniversary is a once in 
a lifetime opportunity. The 500 Festival 
made its 50th year one of the best. While 
the celebration is coming to an end, the 
memories and lessons learned will carry 
on to the next 50 years!

Additional Feature Events 
During the 500 Festival’s 50th 
Anniversary Included:

For the fi rst time the Festival hosted a 
May 1st Kick-Off event in honor of its 
50th Anniversary. Attendees included 
Indianapolis Mayor Bart Peterson, 500 
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Festival Board of Director’s and staff, 
Indianapolis Motor Speedway Presi-
dent and COO Joie Chitwood and the 
2007 500 Festival Princesses. Hundreds 
of people lined up to receive free box 
lunches and 50th Anniversary pins and to 
view the 2007 Indianapolis 500 Chevrolet 
Corvette pace cars that were on display. 

The Chase 500 Festival Kids’ Day and 
Rookie Run attracts more than 40,000 
people annually. Kids’ Day is the state’s 
largest free outdoor festival for children, 
and invites the whole family to experi-
ence the excitement of the 500 Festival. 
Rookie Run is a non-competitive fun-run 
for children ages 3 to 12 and everyone 
goes home a winner. 

The Breakfast at the Brickyard, pre-
sented by ProLiance Energy is a tradition 
that began in 1958, then entitled the 
Mayors Breakfast, and offers the oppor-
tunity for race fans, community leaders 
and mayors from across the state to come 
together in celebration. This year more 
than 50 mayors from across the state of 
Indiana attended. Featured speakers were 
racing legends Al Unser, Bobby Unser 
and Al Unser Jr. This event also serves as 
the venue for crowning the 500 Festival 
Queen. 

American Family Insurance 500 
Festival Community Day is an “all access 
pass” to the track. This event offers race 
fans free admission to the Indianapolis 
Motor Speedway Hall of Fame Museum 
and numerous activities for people of all 
ages, including a lap around the Speed-
way in their own vehicle, visits to Pit Lane 
and tours of the suites and the offi cial 
timing and scoring area in the Pagoda. A 

fan-favorite Community Day activity is 
the driver autograph session, where India-
napolis 500 drivers can interact with fans. 

The 500 Festival Education Program 
gives fourth graders from across the state 
the chance to learn more about India-
napolis 500 and 500 Festival. Children 
are given the chance to learn more about 
the race, 500 Festival traditions and the 
historic impact on the state of Indiana. 
The program culminates with a fi eld trip 
to the Indianapolis Motor Speedway, a 
tour of the Hall of Fame Museum, Gaso-

line Alley and experiencing a behind-the-
scenes opportunity like no other. 

The 500 Festival Memorial Day, pre-
sented by Rolls-Royce honors Indiana’s 
military personnel who have made the 
ultimate sacrifi ce in America’s wars. All 
the excitement that surrounds the annual 
running of the Indianapolis 500 eagerly 
pauses for one solemn morning each 
May as a grateful community gives honor 
to Hoosiers who died in defense of our 
country so that others might remain free. 
The Memorial Service is held downtown 
on the north steps of Monument Circle 
on Friday morning of race weekend. 

Since 1959, more than 1,600 young 
ladies from Indiana have experienced the 
honor of being selected as a 500 Festival 
Princess but only 49 have served as the 
500 Festival Queen. The 500 Festival Prin-
cesses are ambassadors of the 500 Festival 
and the Indianapolis Motor Speedway. 
Their outreach initiatives resulted in over 
300 community service activities statewide 
in 2007. The Festival Queen also makes a 
visit to Victory Circle to give a ceremonial 
kiss to the winner of the Indianapolis 500. 

The 500 Festival culminates its celebra-
tion on the eve of the Indianapolis 500 
with the Regions Bank Snakepit Ball, 
presented by Cindy and Paul Skjodt. 
The Snakepit Ball has become a race-eve 
tradition since its inception in 2004. 
Known as the place to see the stars, the 
black-tie preferred party includes red car-
pet arrivals by celebrities in town for race 
weekend and special VIP guests. This year 
party goers donned doo-rags, tattoos and 
sunglasses. Attendees danced the night 
away to the Commodores.
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The Only Constant 
is Continuing Change

FOUNDATION

What an exciting time for the events 
industry! It’s a good thing we’re all 
so comfortable with change, because 
this whole world is changing so fast it 
makes my head spin. It seems like just 
yesterday that I was fi nishing up IFEA’s 
Certifi ed Festival & Events Executive 
(CFEE) program, moving my family 
across the country to take a new job as 
the Executive Director of the St. Paul 
Winter Carnival, and enrolling my son 
in the third grade. Now I’m helping 
him select a college, starting a new 
job at the University of Oregon, and 
wondering how I got to be elected the 
Chairman of the IFEA Foundation!

One thing that hasn’t changed is 
that I’m still learning something new 
everyday. Either through my children, 
my new workmates, or through my re-
lationships with the amazing people 
I’ve met in this industry. In many 
ways it feels like I’ve received the bet-
ter end of the deal; that I’ve gained 
considerably more from everyone, 
especially the IFEA, than I’ve given 
back. So it’s really an honor to be able 
to contribute to the long-term health 
and vitality of this organization.

Most of you are aware by now that 
we are somewhat at a crossroads. Our 
much-admired executive director, 
Bruce Skinner, is leaving the founda-
tion to pursue the many opportuni-
ties that come to those who are an 
expert in their fi eld. As our longest 
running foundation director (over 
5 years), and a 30 year veteran of 
the IFEA, Bruce has guided us in the 

development of the foundation as a 
separately run entity and provided 
leadership and management of our 
most important fundraising activity, 
the IFEA Foundation Night auction 
and party. 

While our efforts to create a lasting 
legacy for our industry have been 
impacted by 9/11 and other dynamics 
largely beyond our control, Bruce 
has nevertheless provided an unwav-
ering focus on building the relation-
ships that will result in our long-
term health and prosperity as a 
foundation. For this we thank him 
and look forward to honoring him 
for his contributions.

Our primary board task now is to 
identify and address the immedi-
ate work load, Foundation Night 
‘07 not withstanding, and begin the 
transition to a working board model. 
Whether this model is adopted for 
the long-term, or just as an immedi-
ate and temporary method of dealing 
with the daily tasks until a new 
executive director can be identifi ed, 
remains to be seen.

There is also much to be done at the 
strategic level, such as understanding 
and addressing the forces of change in 
our organization and our industry, and 
not simply focusing on the responses 
that we utilize to adapt to these chang-
es. We must develop a long-term ap-
proach to funding and managing the 
IFEA Foundation that is independent 
of our selection of staff; something 
based upon the careful deliberation 

of our opportunities, resources, and 
direction. This new vision will allow 
us to focus on our primary mission, 
that of investing in the education of 
our future industry leaders.

To do this we will need to see the 
industry as it is today, and not as 
we remember it in past decades. For 
example, it is no longer enough for 
us to provide our members with tips 
on marketing, advertising, leader-
ship, program design and creativity. 
Our industry’s needs have changed, 
requiring us to expand our training 
processes to include quality assurance, 
customer service, design, engineering, 
coaching/mentoring, cultural sensitiv-
ity, and safety and risk management, 
to name just a few.

Yes, the world is changing. Our 
responses to it, therefore must change. 
But our need to get together and 
celebrate, support and proactively en-
courage those changes has never been 
more important; both on a global 
and on a local scale. So be part of the 
change – come to the 52nd Annual 
IFEA Convention & Expo sponsored 
by Festival Media Corporation in 
Atlanta, Georgia and get involved. 
Attend the Foundation Night Party. 
Or just call me up with your ideas and 
suggestions – I’m all ears.

STEVE REMINGTON, CFEE
2007 IFEA Foundation Board Chair 

President, SEE Development, Inc.
Tel: 541-346-0501

Email: steve@seedevelopment.com

The only constant is change, continuing change, inevi-
table change, that is the dominant factor in society 
today. No sensible decision can be made any longer 

without taking into account not only the world as it is, but 
the world as it will be.

– Isaac Asimov
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In April 2007, the International Bureau of Capitals 
of Culture established the US Capital of Culture 
(USCC). The objective of this initiative is to provide 
a new setting to develop, support, communicate, 

advance and encourage local participation in the culture 
of the USA. Every year, as a new city is selected to be US 
Capital of Culture for a year, it will be able to promote 
its local culture and distribute its information both 
within the USA and abroad. Finally, the organization’s 
goal is to establish close collaboration between USCC 
and other countries and regions around the world, 
where the Capital of Culture program already exists.

Capitals of Culture is an extraordinary approach to 
build local unity and engender a local sense of com-
munity as well as to promote the selected city beyond 
its boundaries. Hence, the International Bureau of 
Capitals of Culture has had great interested in develop-
ing the USCC.

During the term of initiative, a selected Capital of 
Culture connects with national and international events 
and celebrations that give way to already social cohesion 
and international recognition. Other projects that have 
already earned a special place in the world are: the Uni-
versal Expos, of which London was fi rst in 1851, and the 
concept of the Olympic Games of the Modern Era, con-
ceived by Baron Pierre de Coubertin in Athens in 1896.

Capitals of Culture differ from Olympic Games and 
Expos in that their nomination is for a full calendar 
year, which gives the city enough time to promote its 
resources actively through the celebration of specifi c 
activities and extraordinary events that address the 
city’s relevance.

Capitals of Culture were fi rst established in Europe, 
when Melina Mercouri, Minister of Culture of Greece 
and well known actress, promoted their creation. Ath-
ens became the fi rst Capital of Culture in history under 
the name of European Capital of Culture in 1985.

Since that time, different countries in diverse parts of 
the world have embraced this concept and developed 
their own Capital of Culture initiative.

Established in 2005, the International Bureau of 
Capitals of Culture provides an umbrella for the Ameri-
can Capital of Culture, the Brazilian Capital of Culture, 
and the Catalan Capital of Culture and promotes the 
creation of capitals of culture wherever the concept is 
still unknown. The Bureau supports the US Capital of 
Culture program. 

For more information go to www.culturalcapital.us.

US Capitals of Culture Established

Melina Mercouri, Minister of Culture of Greece and well known 
actress promoted the creation of Capitals of Culture.

Athens was the fi rst Capital of Culture
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Participate in the IFEA’s 52nd 
Annual Convention & Expo

THE BOARD TABLE

Those surveyed included current 
IFEA members, past members, and 
industry professionals who have never 
been a part of the organization at all. 
Responses were received from 40 dif-
ferent countries and organizations and 
agencies of all types and sizes. Thanks 
to the miracles of modern technology, 
the response data was sorted virtually 
every imaginable way – by country, 
budget size, organization type, mem-
bership status. Interestingly, no matter 
how the data was sorted, the same three 
items continuously stood apart as the 
most important to people: professional 
education, awareness of current trends, 
and networking. In another part of the 
survey were questions about how those 
of us in the industry go about having 
these needs met. While magazines, web 
sites, and newsletters were among the 
answers given, one response seemed to 
be the highest regardless of event size 
or type or location. That response was 
conventions and seminars. 

Is the reason for my wonderment 
a bit more clear? We have industry 
members looking for professional ed-
ucation, awareness of current trends, 
and networking…the place that they’d 
most like to get this information is at 
a convention or seminar… and the 
52nd Annual IFEA Convention and 
Expo presented by Festival Media Cor-
poration in Atlanta, Georgia is from 
September 17th to the 21st, 2007. 
I think it means we have a perfect 

match! Save the ad space and hold off 
on the e-mail campaign!

Yet I know those ads and reminders 
are needed, I doubt that any of us are 
rushing to fi ll in our application the 
instant we see that fi rst ad. Choosing 
to attend the conference requires both 
time and money, something we all 
have a fi nite supply of. Attending the 
convention means there likely will 
not be the needed time and/or money 
for something else. But when you are 
seeing those e-mails and advertise-
ments from today onward, and think-
ing about whether or not to come to 
Atlanta, I ask that you keep one more 
thing in mind. The IFEA Convention 
has the capacity to save you more time 
and money than you put into it. How? 
The formula is really simple – like 
anything in life, the more you put into 
it the more you will receive in return.

Anyone going to Atlanta as a 
convention attendee runs the risk of 
being disappointed of believing that 
they could have used their time and 
money some other way. Anyone going 
to Atlanta as a convention participant 
is guaranteed to come away revived, 
reenergized, and convinced they’ve 
made a great investment of their time 
and money. Who’s an attendee and 
who’s a participant? Being a part of 
over thirty conferences in my career 
has given me the following clues:
• Attendees believe networking 

means others introduce them-

Throughout this magazine and in dozens of e-mails 
that you’ll no doubt be receiving (or have already 
received) from IFEA during the summer will be in-

formation about the upcoming convention and expo 
in Atlanta. While I know the constant reminders are sim-
ply good advertising techniques we all employ ourselves, 
a look at the results of a 2006 survey makes me wonder a 
bit why such an intense sales campaign is needed. Con-
sider with me for a moment the results of that survey…

selves…participants introduce 
themselves to others.

• Attendees think any educational 
session should be full of dozens of 
things they’ve never heard before…
participants know that a good speak-
er can often make you think in a new 
way about an everyday topic – and 
that’s often better than anything.

• Attendees are concerned that their 
festival may be too small or different 
to be of any interest to others…par-
ticipants know that no matter what 
size an event is they are all basically 
the same and share the same joys 
and challenges.

• Attendees see a group of people as 
a possible clique in which they’re 
likely not welcome…participants 
see a group of people having fun 
and conversation and join in.

• Attendees stick close to their 
friends…participants enjoy their 
friends and enjoy making new ones 
even more. 

• Attendees listen…participants hear.
• Attendees wonder…participants ask.
• Attendees seek their comfort zone… 

participants try to break out of theirs.
• Attendees smile in response…par-

ticipants smile fi rst.
I hope you come to Atlanta and 

participate in the IFEA’s 52nd Annual 
Convention and Expo presented by 
Festival Media Corporation. I guaran-
tee that you won’t be disappointed.

PAUL JAMIESON, CFEE
2007 IFEA Board Chair 

SunFest Executive Director
SunFest of Palm Beach County, Inc.

Tel: 561-659-5980
Email: pjamieson@sunfest.com
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“The true value of volunteer time is the 
vital role that they play in helping millions 
of charitable organizations and communi-
ties across the country,” said IS president 
and CEO Diana Aviv. “Volunteering is 
about giving, contributing, and helping 
others. The new estimate helps put into 
perspective the enormous contributions 
provided by our nation’s volunteers.”

The Independent Sector has an-
nounced that the value of a volunteer 
hour in 2006 has gone up 73 cents, 
reaching $18.77 per hour, up from 
$18.04, or 4 percent, in 2005.

The estimate, which is updated an-
nually, is based on the average hourly 
earnings of all production and non-su-
pervisory workers on private non-farm 
payrolls (as determined by the Bureau of 
Labor Statistics). The Independent Sector 
takes this fi gure and increases it by 12 
percent to estimate for fringe benefi ts. 

This estimate helps acknowledge the 
millions of individuals who dedicate 
their time, talents, and energy to making 
a difference and provide many intan-
gibles that can not be easily quantifi ed. 
Charitable organizations most frequent-
ly use the value of volunteer time for 
recognition events or to communicate 
the enormous value volunteers provide 
to the community and their event.

According to the Financial Account-
ing Standards Board, the value of 
volunteer services can also be used on 
fi nancial statements – including state-
ments for internal and external purpos-
es, grant proposals, and annual reports 
– only if a volunteer is performing a 
specialized skill for a nonprofi t. The 
general rule to follow when determin-
ing if contributed services meet the 
FASB criteria for fi nancial forms is to 
determine whether the organization 
would have purchased the services if 
they had not been donated. Account-
ing specialists may visit FASB’s website 
for regulations on use of the value of 
volunteer time on fi nancial forms: 
http://www.fasb.org/pdf/fas116.pdf.

Dollar Value of a Volunteer Hour

1980 - 2006
1980 ................................... $7.46

1981 ...................................$8.12

1982 ...................................$8.60

1983 ...................................$8.98

1984 ...................................$9.32

1985 ...................................$9.60

1986 ...................................$9.81

1987 ................................$10.06

1988 ................................$10.39

1989 ................................$10.82

1990 ................................$11.41

1991 ................................$11.76

1992 ................................$12.05

1993 ................................$12.35

1994 ................................$12.68

1995 ................................$13.05

1996 ................................$13.47

1997 ................................$13.99

1998 ................................$14.56

1999 ................................$15.09

2000 ................................$15.68

2001 ................................$16.27

2002 ................................$16.74

2003 ................................ $17.19

2004 ................................ $17.55

2005 ................................$18.04

2006 ................................$18.77

2007 to be released in spring 2008

Please note: Values for 1990-2006 were 
adjusted to refl ect a new data series released 
by the Bureau of Labor Statistics.

The value of volunteer time presented here 
is the average wage of non-management, non-
agricultural workers. This is only a tool and only 
one way to show the immense value volunteers 
provide to an organization. 

AL ...........$15.15

AK ............$17.28

AZ ...........$16.79

AR ...........$13.71

CA...........$20.36

CO ..........$18.53

CT ...........$23.90

DE ...........$19.87

DC* .........$27.44

FL ............$16.07

GA ...........$17.60

HI ............$15.40

ID ............$13.55

IL .............$19.52

IN ............$15.79

IA .............$14.54

KS ...........$15.26

KY ...........$15.03

LA ...........$14.94

ME ..........$14.29

MD ..........$19.06

MA ..........$22.46

MI ............$18.32

MN ..........$18.25

MS ..........$13.01

MO .........$16.12

MT ...........$12.44

NE ...........$14.24

NV ...........$16.86

NH ..........$18.27

NJ ............$21.88

NM ..........$13.96

NY ...........$23.60

NC ..........$15.93

ND ..........$13.18

OH ..........$16.40

OK ..........$14.06

OR ..........$16.14

PA ............$17.48

RI ............$16.51

SC ..........$14.43

SD ..........$12.76

TN ...........$15.98

TX ...........$18.20

UT ...........$14.61

VT............$14.98

VA ...........$18.69

WA ..........$17.92

WV .........$13.59

WI ...........$15.63

WY .........$14.52

PR**...........$9.59

VI*** ........$14.03

Please note that 2005 is the latest year 
for which state-by-state numbers are avail-
able. There is a lag of almost one year in the 
government’s release of state level data which 
explains why the state volunteering values are 
one year behind the national value.”

* District of Columbia  ** Puerto Rico  *** Virgin Islands

Dollar Value of a Volunteer by

State: 2005

Source: 
Independent Sector - www.independentsector.org

Press Release 3/30/07
http://fconline.foundationcenter.org/pnd/10006863/story

Value of Volunteer Time 
Increases in 2006
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52nd Annual IFEA Convention 
& Expo in “Approach Pattern” for 
September Landing in Atlanta

The 52nd Annual IFEA Convention 
& Expo is in the “approach pat-
tern” for a September 17th-21st 

landing in the remarkable city of Atlanta, 
Georgia (see President’s Letter and Con-
vention Brochure in this issue of “ie”). 
If you haven’t already done so, send in 
your registration and make your hotel 
reservations today. On-line connections 
for both can be found at www.ifea.com. 
This year’s IFEA Convention and Expo, 
presented by Festival Media Corpora-
tion, promises to be our most memo-
rable gathering ever. Located in the heart 
of Atlanta, the convention headquarters 
at the Omni Hotel at CNN Center, is 
directly adjacent to CNN and Centennial 

Olympic Park and within a short walk-
ing distance, through the park, of the 
new Georgia Aquarium (the world’s larg-
est) and the New World of Coca-Cola 
(location of the convention Opening 
Reception, sponsored by The Coca-Cola 
Company and ClicknPrint Tickets by 
Extremetix.) The convention schedule 
includes scores of keynote and breakout 
sessions by industry and corporate lead-
ers; valuable networking and social ac-
tivities; the much anticipated IFEA/ Haas 
& Wilkerson Pinnacle Awards; the IFEA 
Hall of Fame Awards Luncheon, featur-
ing the IFEA/Zambelli Fireworks Interna-
tionale Volunteer of the Year Award, the 
new IFEA/Festival Media Corporation 
Sponsorship Success Award and recogni-
tion of our newest IFEA Hall of Fame 
inductee(s); optional CFEE Certifi cation, 
Advanced Professional and New Profes-
sional 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 arrival to 
departure. So pack up your bags, bring 
your staff, board, volunteers, sponsors 
and other event critical support groups, 
and plan to join us in Atlanta! 

IFEA UPDATE
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The CEO’s of the International Festivals 
& Events Association (IFEA), International 
Association of Fairs and Expositions (IAFE), 
International Association of Assembly Man-
agers (IAAM), International Association of 
Amusement Parks and Attractions (IAAPA) 
and the Outdoor Amusement Business Asso-
ciation (OABA) – collectively known as the 
Association Alliance organizations – met in 
Boise, Idaho at the IFEA World Headquarters 
on March 26th to discuss joint educational 
opportunities, including the summer launch 

of Venue Safety & Security, a new quarterly 
publication that will be sent to the members 
of all the Alliance associations as an added 
benefi t. The mission of the magazine is to 
educate the members of the Alliance organiza-
tions and other public assembly constituents on 
safety and security issues to preserve assets and 
protect people. The CEO’s worked on a plan 
for the fi ve Alliance organizations to share in 
the development of and to maintain edito-
rial control of the publication.

The balance of the time at the Alliance 
meeting was spent discussing joint educa-
tional opportunities, governmental affairs 
issues, and operational issues affecting the 
respective and joint associations. Specifi c 
discussions included plans for each Alliance 
association to offer webinars and bookstore 
resources to all other Alliance association 
members at member prices, the development 
of a future web page for use by all of the Alli-
ance associations, and the potential for other 
shared programming and benefi t resources.

The IFEA is close to launching an 
all-new home on the web. IFEA 2.0 
www.ifea.com will take us into the fu-
ture with an all new, easy to maneu-
ver design, completely rewritten and 
formatted content, special sections 
designed for multiple industry audi-
ences, on-line event registration and 
membership functions, an updated 
IFEA Bookstore and Resource Center, 
Buyer’s Guide, Job Bank, Classifi ed 
Ads, IFEA Directory and Calendar, 
Industry Template Examples, Industry 
Awards and Honors, “ie: the business 
of international events” On-Line, 
IFEA Foundation On-Line; our popu-
lar Global Industry News Scroller, 
and much, much more. 

The task of reinventing the site 
has been a large one, with lots of 
research and input along the way, 
but the launch of this exciting new 
site won’t be the end of a process; it 
will be just the beginning. We have 
many more plans on the drawing 
board and want to hear from you 
about the tools, resources and infor-
mation that will make the IFEA site 
the most useful one in our industry. 
Send us an email or give us a call 
(click on “Contact Us” on the new 

site for contact information) with 
your input. If you would like to 
link to our new site, simply click on 
“Link to Us” for more information. 
We hope that you will mark us as a 
favorite, select us as your homepage, 
and return often to see what’s new. 

Watch for our offi cial IFEA 2.0 
launch announcement coming soon!

IFEA 2.0 Close to Launch

On a day when events across the 
United States celebrated Independence 
Day, events in Africa celebrated the 
formation and offi cial launch of the 
new IFEA Africa. IFEA World President 
& CEO Steven Wood Schmader, CFEE, 
joined new IFEA Africa President Janet 
Landey in Johannesburg, South Africa 
to announce the new affi liate partner-
ship. Landey has played a critical role in 
the development and recognition of the 
events industry in Africa with the goal 
of building mutually benefi cial partner-
ships, creating new sources of livelihoods 
and enhancing community pride/bond-
ing. She has worked on many major 
initiatives, including Oprah Winfrey’s 
new girl’s schools in South Africa near 
Johannesburg.

The IFEA Africa announcement capped 
off the 3rd International EMBOK (Event 
Management Body of Knowledge) 
Imbizo (* Imbizo – Zulu for a gathering of 
leaders where an important issue is resolved) 
which was designed to further raise the 
awareness and recognition of the festivals 
and events industry in Africa. The Imbizo 
included participation by festival and 
event leaders from Africa and around the 
world, including Europe, Australia, Asia, 
the Middle East, and North America; 
numerous associations, including the 
IFEA, the Association of Corporate Travel 
Executives (ACTE), The Exhibitions As-
sociation of Southern Africa (EXSA), 
The Federated Hospitality Association of 
Southern Africa (FEDHASA), The Inter-
national Special Events Society (ISES), 
The Southern Africa Association for the 
Conference Industry (SAACI), The South-
ern Africa Tourism Services Association 
(SATSA), The Society of Incentive and 
Travel Executives (SITE), The Interna-
tional Education Foundation (IEF), and 
Meeting Professionals International 
(MPI); media representatives; govern-
ment offi cials; and other special guests.

Steuart Pennington, co-editor and pub-
lisher of “South Africa – The Good News”, 
defi ned the power of the gathering and 
events best in a keynote session when he 
noted, “You don’t describe the future you 
see, you see the future you describe.”

Association Alliance Plans New Joint 
Magazine Venture and Other Initiatives

IFEA Africa 
Joins Global 

Affi liates

From left to right: Jim Tucker, IAFE; Bob Johnson, OABA; Steve 
Schmader, IFEA; Charlie Bray, IAAPA; Dexter King, IAAM
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Imagine a culture so old and a coun-
try so young that it adopts festivals and 
events as a means of “nation-building.”

Malaysia turns fi fty this year, and 
throughout its golden anniversary year, 
fi fty festivals and events have been 
designated offi cial attractions as a part 
of the country’s Visit Malaysia Year 2007 
campaign. The 2007 campaign, the third 
in the country’s history, has its sights set 
on 20.1 million visitors and RM 44.5 
billion (US$13 billion*) in tourism 
revenues, a signifi cant increase over the 
country’s fi rst campaign in 1990, which 
yielded 7.45 million tourists spending 
RM 4.5 billion (approximately US$1.3 
billion*). Tourism is the second big-
gest revenue source for the country after 
manufacturing.

Buskers’ Festival in the Top 50
One of the offi cial fi fty events for 2007 

is the Kuala Lumpur International Busk-
ers’ Festival. Organized by Tourism Ma-
laysia, Pempena Sdn Bhd, and Interexpo 
(M) Sdn Bhd, in conjunction with the 
Malaysia Year-End-Sale, the 2007 festival 
kicks off its nine-day run on Saturday, 
December 8th with the Grand Buskers’ 
Parade. In the following days, over fi ve 
hundred performances by an internation-
al array of street artists, jugglers, fi re eat-
ers, and other spontaneous mirth-makers 
take place throughout Malaysia’s capital 
city, ending on December 16th. Accord-
ing to InterExpo CEO Mak Weng Kit, the 
festival is slated to be a major annual 
event and tourist attraction for Malaysia, 
and is free to the public. 

One Festival, Three Goals
Peel back the funding rationale of tour-

ism enhancement, and what you fi nd on 
the festival front lines are wayang kulits 
and buskers, fun-loving goodwill ambas-
sadors who blur the lines of fantasy and 
reality, high art and burlesque, in an 
effort to knit together this racially diverse 
Islamic country, while simultaneously at-
tracting tourists. Call it cultural glue.

Background
With a population of 24.4 million, 

Malaysia is comprised of three main ethnic 
groups: Malay, the indigenous ethnic 
group, at around 50.4 %; Mandarin Chi-
nese, approximately 23.7%; and Indian, 
7.1 %. The remaining 18.8% are small trib-
al groups or other ethnicities.* Although 

Think of Malaysia, celebrating 
its fi ftieth anniversary of inde-
pendence in 2007, and you 
conjure up exotically spiced 
foods, colorful dancers, gold-
threaded fabrics and tradition-
al batiks; stunningly beautiful, 
unspoiled tropical beaches 
with coral reefs; rainforests 
fi lled with orchids and exotic 
birds; and… wayang kulits.
Charlotte DeWitt reports from 
Kuala Lumpur

by Charlotte J. DeWitt, CFEE

Cool Kulits Dazzle 
Malaysia Buskers
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collectively all are referred to as Malay-
sians, or citizens of Malaysia, in fact, each 
of the main groups has its own language… 
and its own religion—respectively, Islam, 
Buddhism, and Hinduism. Many, but not 
all, also speak English. (*source: U.S. gov-
ernment website, CIA; 2004 estimates)

Festivals give a reason for all to come 
together regardless of race, language, age, 
and religion, to work on a common proj-
ect that provides enjoyment for all. 

Tackling cultural diversity is not new as a 
social concern—certainly ample examples 
abound throughout the world on a commu-
nity level. But it is new in the context of us-
ing, by design, festivals and events—and, in 
the instance of the Buskers’ Festival, wayang 
kulits – to build a strong national unity.

Cool Kulits
Wayang kulit is translated as “shadow 

puppet.” Originally an art form from 
Indonesia, it migrated to Malaysia . 
Traditional wayang kulit puppets are two-
dimensional cut-outs attached to sticks, 
which the puppeteer manipulates to 
make the arms and legs move. The pup-
pets perform behind a white screen or 
white piece of fabric, and are pierced with 
holes so that backlighting shines through. 
The wayang kulit characters are traditional 
cultural icons representing specifi c folk-
loric personalities. The puppet show is 
comparable to the traveling “Punch and 
Judy” show of the Western world.

Re-interpret this through a series of 
pre-parade workshops, and you have four 
17-foot (5+M) puppet characters worn by 
local performers in the KL Buskers’ Grand 
Parade—the largest wayang kulit puppets 
ever made. They have been submitted as 

candidates for a Guinness Book of World 
Records citation.

Buskers’ Grand Parade: Con-
temporary Street Opera

Rio de Janeiro may have been where 
the term “street opera” fi rst appeared, but 
Kuala Lumpur is its latest stage.

The KLIBF’s Grand Busker’s Parade 
brought together over 700 people work-
ing in the midst of monsoon season to 
produce a spectacular illuminated night-
time event. Carnival costumes from Trini-
dad and London, giant infl atable fantasy 
characters and 15-foot/4.5 meter tall “big 
head” giants from France, traditional 
Malaysian dancers, and hundreds of lo-

cal participants made the 2006 event a 
cultural milestone in the country’s history 
books. The event was televised nationally.

Two weeks before the event, parade 
workshops were held at Soka Gakkai 
Malaysia, a Buddhist center in suburban 
Kuala Lumpur with over 10,000 members 
ready to volunteer. Four, larger-than-life 
“shadow puppets” were made, two in a 
traditional style and two modeled after 
the festival logo, a jester on a unicycle. 
The workshops became so popular by 
word of mouth, that there were soon 
more volunteers than could comfortably 
be squeezed into the Buddhist Center. 
(Whoever would have thought of com-
plaining of too many volunteers?)
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To put this in context, Caribbean 
workshop leaders from London taught 
puppet design skills at a Buddhist Center 
to Mandarin Chinese students living in 
an Islamic country for a parade produced 
by an American company, International 
Events, Ltd., directed by IFEA member 
Charlotte DeWitt, using assistants from 
The Netherlands and Sweden. The parade 
took place during a Malaysian festival 
directed by a Singaporean, and included 
performances by French, Dutch, Cana-
dian, American, Australian, Macedonian, 
British, Mexican, Malaysian, and Japanese 
artists. Everyone worked side-by-side, 
regardless of language or nationality.

 
The “Festival with the 
Good Cause”

The term fi rst appeared with the 
Stockholm Water Festival in Sweden in 
1991, but the idea of a socially redeem-
ing, value-oriented festival has spread to 
Malaysia thanks to the Buskers’ Festival’s 
Singaporean founder. 

Peel back one fi nal layer from the tour-
ism rationale of the festival, and what 
you see in Kuala Lumpur is the Interna-
tional Buskers’ Festival’s heart-warming 
mission of using the event to raise money 
for charity—in this case, the Kiwanis. 

“Our aim has always been to provide 
a festival that attracts visitors to Malay-
sia and motivates Malaysians to stay in 
Malaysia for both the Year-End-Sale and 
the joy of the laughter, while using the 
festival to raise money for charity,” said 
Director Jimmy Wong. 

In a previous incarnation, the Sin-
gapore Buskers’ Festival raised some 
Sing$1.2 million (US$788,000.*) for 
charity in its eight-year run in a city/state 
two hours south of Kuala Lumpur, and 
annually attracted some 500,000 people. 
An IFEA Grand Pinnacle Award Winner, 
the Singapore Buskers’ Festival migrated 
to Malaysia in 2006 under the direction 
of Jimmy Wong of Gwyndara Internation-
al. Jimmy is also the President of both 
IFEA Singapore and IFEA Asia.

Puppets for Peace
“The festival aims to promote inter-

cuturalism (sic), exchange of artistes, 
multi-cultural dialogue and knowledge of 
different nationalities through the medium 
of entertainment,” said Tourism Minister 
Datuk Seri Tengku Adnan Tengku Mansor 
at the offi cial press launch of the festival.

Some months later, one may pause and 
refl ect… perhaps the United Nations could 
host puppet workshops to promote peace. If 

the Islamic nation of Malaysia is any exam-
ple, peaceful coexistence and national pride 
may march side by side. In a world teeming 
with insecurity and unrest, it is good to 
know that “laughter is the best medicine.”

Additional information and photos:
www.malaysiabuskers.com
photos : http://picasaweb.google.com/limbea-
trice/BuskersGrandParade

Charlotte J. DeWitt, CFEE is the 
President of International Events, Ltd., 
Boston, USA. Charlotte is a past-Chair 
of the IFEA (world) Board and past-Pres-
ident/CEO of IFEA Europe. She can be 
reached at 249 W. Newton St. #8, Bos-
ton, MA 02116 or call 617-536-9083 or 
email internationalevents@comcast.net. 

Toolbox

US$1 = RM* 3.41615 
1 Euro = RM* 4.64731
£1 = RM* 6.80825
* Malaysian Ringgits

*Currency conversion using 3 May 2007 
exchange rates.
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Join us for Australia’s premier annual 
festival and events summit for profes-
sionals who make festivals and events 
happen. Fresh ideas, knowledgeable 

speakers, thought-provoking workshops 
and unrivalled industry networking make 
this the professional development event 
not to be missed.

The only national summit dedicated 
to creating a sustainable, world-class 
festival and events industry in Australia, 
there’s an outstanding line-up of industry 
experts, commentators, festival creators 
and event managers presenting on lead-
ing edge trends and issues that refl ect the 
vitality and variety of the Australian event 
industry such as: 

• What’s New in Kids Programming 

• Live Sites – When Watching the Big 
Screen Can Be an Event Itself

• When is Enough Too Much? Alcohol, 
Drugs and Crowd Behaviour 

• Indigenous Protocols at Events

• Event Bloopers – Learn from the 
Mistakes of the Industry’s Best! 

• High Risk Events – Managing Up Risk 
Perception – Managing Down Real Risk

The Venue 
The modern, architecturally designed 

Powerhouse Museum opened to the pub-
lic in 1988 in a new building constructed 
from the shell of an old power station in 
Harris Street, Ultimo, Sydney. The origi-
nal power station was built in 1899 to 
provide power for Sydney‘s electric tram 
network (sadly long gone!). But the Mu-
seum goes back much further than that. 
Built up since 1880, its vast collection 
includes an extraordinary array of trea-
sures, oddities and innovations spanning 
science, technology, history, innovation, 
fashion, design and much more. 

The Powerhouse Museum, part of the 
Museum of Applied Arts and Sciences 
incorporating the Powerhouse Discovery 
Centre and , is a NSW government cultural 
institution. The Powerhouse is located 
within walking distance of the Sydney CBD. 
It is adjacent to Darling Harbour and the 
Sydney Convention and Exhibition Centre. 

Making it Happen
The 2007 Australian Festivals and Events Summit

Wednesday, August 29th – Friday, August 31st, 2007
Powerhouse Museum – Sydney, Australia
Presented by the National Festival and Events Association (FEA)

Travel and Accommodation 
Choose from a range of travel and ac-

commodation packages organised by of-
fi cial 2007 Australian Festivals and Events 

Summit travel agents – Travel Beyond.
Register your interest now by emailing: 

summit@fea.com.au
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Held in a stadium called Bumbó-
dromo, with a capacity of 40,000, the 
festival revolves around a legendary story 
that is acted out by two rival performance 
groups “Caprichoso” (in blue) and 
“Garantido” (in red), who compete to see 
who will reign triumphant. 

Dividing the city in to two colors dur-
ing the battle, each group tells the story 
of the legend in their own way. Showing 
an unforgettable presentation of the en-
tire legend with music, dance, chanting, 
fi reworks, singing, dazzling costumes, 
and the beating of drums, each group 
performs the story of mother Catirina, 
who while pregnant, has an uncontrol-
lable desire to eat the tongue of a bull. To 
help her with this need, she asks father 
Francisco, her husband, to fulfi ll that 
desire. To accomplish this, he kills his 
boss’s most prized bull. After the bull’s 
demise, the legend ends with the bull 
being visited by a priest and a Pajé (as the 

Indian of the forest call a doctor) who 
save the bull. The bull then proceeds to 
come back to life to forgive them all. 

Performing groups are allowed 3 hours 
each day of the festival to perform their 
version of the story for the judges and 
the enthusiastic crowds. While the groups 
compete, fans sing and dance out loud to 
help their group, as audience enthusiasm 
has an infl uence with the judge’s scores. 
The competing group’s fans, however, 
stay silent so not to help the other group 
in the competition.

During the presentation, each perform-
ing group uses a fake bull called boi-
bumbá, created as a result of the “Rubber 
Cycle” when thousands of northeastern 
natives went to the Amazon to try their 
luck at extracting latex from trees. The na-
tives returned with cultural traditions like 
the “boi-bumbá.” 

Each song and dance performed by the 
dance groups is created and rehearsed 

locally in Parintins during the year. Floats 
and costumes are also created locally as the 
local people enjoy being able to share their 
customs and traditions with the many tour-
ists that arrive in Parintins for the festival.

Although modern cities and resources 
are growing fast in this region, the 
Amazon River continues to maintain the 
precious culture of the people. From set-
ting the story inside the rain forest to the 
addition of Amazon animals, gods from 
the forest and other creatures from the 
Amazon, many Amazonian legends and 
myths have been added to the story as the 
culture and religion mix between forests, 
folkloric fi gures and Indians. 

It’s impossible not to fall in love with 
this beautiful spectacle. 

Fantasy 
Island

END NOTE BOX:
The festival happens every year on 
June 29th, 30th and July 1st.
Written by Ana Paula Arêas. For more 
information, please feel free to contact 
the IFEA Latin America’s offi ce. 
Tel: +55 (71) 3358 6176 or 
email: anapaula@ifealatinamerica.com

Over 100 thousand people fl ock to Brazil every 
year to watch the most extraordinary spectacle 
take place in the largest forest on the planet. Set 
in Parintins, about 420 km (261 miles) east of 

Manaus, capital of Amazonas State, located on the right bank 
of the Amazon river on the island of Tupinambarana, the 
Parintins Festival is the second largest festival in Brazil, sec-
ond only to Carnival. 
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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? 

62 INTERNATIONAL EVENTS 

Contact Daniel Baldacci, President of IFEA Latin America at danielbaldacci@yahoo.com.br

2007
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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. 

EVENTS
 
GREAT MOHICAN POW-WOW – July 13-15 
and September 14-16 on the Mohican Res-
ervation in Loudonville, Ohio.  One of the top 
shows in the US featuring many native dance 
numbers and native artisan crafts for sale. 
Address: 23270 Wally Road South, Loudonville, 
OH 44842; Phone: 800-766-2267; Email: pow-
wow@mohicanreservation.com; Website: www.
mohicanpowwow.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.

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 

MARKETPLACE



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 Business Park 
Dr., Traverse City, MI, 49686; Phone: 800-331-
1383; Fax: 231-941-2102; Email: Maxwell@
maxmedals.com; Website: www.maxmedals.com. 

PUBLISHING/INTERNET

TRIPmedia Group – TRIPmedia Group is a 
multi-media information company in Atlanta. It 
produces one publication, two websites, three 
newsletters, and regional road maps serving travel 
professionals and the public. Its widely recognized 
database drives the print and online media, con-
stantly 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 Marketing, Legal 
Guide to Sponsorship. Producer: Event Marketing 
Seminar Series. Analysis: IEG Consulting. Con-
tact: 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.
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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

TICKETING/WRISTBANDS

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

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

PRICE CHOPPER WRISTBANDS – We Chop A Slice Off Every Price! 
Guaranteed to beat your present price for Tyvek and Vinyl Wristbands. The 
widest range of stock designs and colors in both ¾ and 1 inch widths, 
with over 200 choices of stock bands for same day shipment. Fastest 
custom printing. Address: 6958 Venture Circle, Orlando, FL 32807-5370; 
Phone: 888-695-6220; Fax: 470-679-3383; Email: info@pchopper.com; 
Website: www.pchopper.com

What do you do to relax? 
Relaxing involves gardening, including riding my tractor; 

traveling short distances on my 1994 Honda Shadow 600 De-
luxe Motorcycle, while breathing in fragrances from natures 
seasonal blooms; watching old movies in the living room 
while simultaneously working out on the Total Gym XL and 
AB-Doer II machines; working on ideas and programs to help 
save wildlife and the environment; and constantly developing 
staging ideas in my minds eye.

What’s the best advice you’ve ever 
received? 

“Reach for the Stars” and “Dare to Dream” by my mentor, 
Robert F. Jani (deceased) of Robert F. Jani Spectaculars and 

former Vice President Walt Disney Productions, Entertain-
ment Division. Bob Jani created live nativities at Disney, 
Radio City Music Hall, Crystal Cathedral; staged the Grand 
Opening Ceremonies for 1982 World’s Fair.

Personal Philosophy
Life is a parade of on-going accolades that should be ac-

knowledged throughout one’s journey. 
Stage life as if it is a parade that has a beginning, a middle, 

and an end with you as the director. This philosophy offers 
an opportunity to view life as if each moment you live is truly 
a special event. Stage each frame as if you’re looking through 
the eye of a camera. It will open doors for event coverage with 
which you can be pleased. I call it,

Continued from page 12

you are doing “The Right Thing for the Right Reason”.
I hope that you are already planning to attend the 

IFEA’s 52nd Annual Convention & Expo. I believe that 
both the convention and the city of Atlanta will send you 
home energized, motivated and inspired; full of new and 
renewed dreams and visions to check-in with you at the 
terminal.

See you in Atlanta!

Continued from page 6 Emily Bradley is the Festival and 
Event Director for Tempe Festival of 
the Arts presented by Centerpoint 
Condominiums Fall and Spring, 
APS Fantasy of Lights Opening Cer-
emony, APS Fantasy of Lights Boat 
Parade. She cab be reached at 
Downtown Tempe Community Inc., 
Tempe, Arizona
Phone: 480-355-6069  
Email: emily@downtowntempe.com

is focused around. 
Your vendors 
know by experi-
ence whether what 
your event has 
to offer is great. 
Great events attract 
great vendors, and 
without vendors, 
it would not be a 
special event!

Continued from page 30



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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These two 17-foot  puppet characters, worn by local performers in the Kuala Lumpur, Malaysia Buskers’ Grand 
Parade, are the largest wayang kulit puppets ever made.

PARTING SHOT






