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PRESIDENT’S LETTER

STEVE SCHMADER
Planting the IFEA Flag for the Future 

We just completed a very successful 52nd edi-
tion of our IFEA Convention & Expo in Atlan-
ta, Georgia and as the leaders of our industry 

gathered together from around the world, it provided 
the perfect scenario for us to plant the fl ag of a new era 
for our industry and association.

Continued on page 10
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for our industry and association.

active role in that dream; to learning, 
improving and openly sharing the 
skills that will be required of us all; to 
playing at the highest possible level, 
inviting and expecting our peers and 
our partners to play at that same level 
as well.

Sir John Lubbock noted that “What 
we see depends mainly on what we look 
for”; William Shakespeare said it well 
when he noted that “It is not in the stars 
to hold our destiny, but in ourselves”; Ma-
hatma Gandhi noted that “We must be 
the change we wish to see in the world”; 
and Anne Frank, at the age of only 14, 
observed for us all “How wonderful it 
is that nobody need wait a single moment 
before starting to improve the world.”

We understand that we must set 
our visions high if we are to lead the 
way and over the last eighteen months 
the IFEA World Board and staff has 
taken an in-depth strategic look at our 
industry and our association; at the 
trends, issues, challenges and oppor-
tunities that lay before us. Over the 
last seven years we have steadily laid a 
new foundation of global affi liates on 
every continent that bring with them a 
wealth of new ideas, creativity, support 
and network connections; of strategic 
alliances and partnerships that make 
us all stronger; and of industry leading 
tools, resources and programs that will 
help to raise all boats. 

Now, we are ready to plant the fl ag 
for the future of our association and 
our industry. Just as those who brought 
us to this point in our evolution acted 
as our guides along the journey from 
where we have been, we have recom-

With great respect for civil rights 
leader, Time magazine Man of the Year 
and Nobel Peace Prize recipient Martin 
Luther King, Jr., it was an ideal setting to 
share with those attending that “I have 
a dream.” We, the IFEA, have a dream. 
A dream that all of you and your profes-
sional peers, worldwide, are an integral 
part of. A dream not for a week, or a 
month, or even a year, but for the future. 
A dream of a globally united indus-
try that touches lives in a positive way 
through celebration. A dream where the 
combined talents, creativity, experience, 
networks, vision and leadership of our 
industry, in every city, in every country, 
on every continent see themselves as one; 
where the power of ideas and possibili-
ties lead us past the hurdles and barriers 
of language, distance, cultural differences 
and mis-perceptions that readily surround 
us every day. A dream of an industry that 

has the power – working together – to 
bond peoples, communities and countries 
together; to lower defenses; to celebrate 
both our commonalities and our differ-
ences; to provide hope and possibility in 
places where little exists; and to bring out 
the best that the world has to offer.

Martin Luther King, Jr., who under-
stood clearly the power of dreams once 
noted: 

“I have long thought of myself as a builder 
of bridges between cultures. But when I look 
back on the connections I have been trying 
to make all my life, I fi nd that may not be 
the best metaphor after all. A bridge connects 
only two things, with a gulf between them. 
As travel and technology erase the physical 
distances between us, we need to connect so 
much more. We need to weave a tapestry of 
our individual experiences, where each, with 
its own strengths, contributes to the strength 
and beauty of the whole.”

But if we are to build our dream, we 
must commit ourselves to playing an 
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mitted the IFEA to be there to build the 
future for those who intend to be there 
themselves; for those who understand our 
core values of “excellence, sharing and 
community”. Not just our members, al-
though those organizations and individu-
als represent a strong, active and valued 
commitment to our vision – but for our 
global industry. We understand that the 
real genius in the world is the collec-
tive mind (regardless of size, geographic 
location, or other arbitrary dividers) and 
we extend an open invitation to all those 
who wish to actively join and support 
us as we begin this exciting new era. The 
IFEA stands ready to provide a greater and 
growing access to enhanced professional 
services, resources, information, educa-
tion, support, representation, and the 
most connected global industry network 
in our fi eld.

Our time is now, but it will take all of 
us, together, to accomplish our grandest 
visions. As jazz great Charlie Parker once 
pointed out, “if you don’t live it, it won’t 
come out of your horn.” Whether you play 
your role on a local level or on a global 
scale, it is no less important, as each life 
and each community that we touch as an 
industry adds to our outreach; each qual-
ity event adds to the brand and image of 
our industry; and each volunteer, student 
or staff member that we mentor builds 
our future leaders. 

Like a plate-spinning busker, we must 
start each plate turning one at a time, and 
then continue moving forward, opening up 
new doors, doing new things, and adding 
new plates with the courage that is required 
to become familiar with the sometimes 
unfamiliar, until we have created a unifi ed 
global industry at every level. 

We must see ourselves as more than 
simply another name in an organizational 
directory of individuals who happen to 
be employed in the same fi eld. We must 
clearly understand how we are all con-
nected, our personal role in that connec-
tion, and the exponential possibilities that 

those connections hold for us all, both 
individually and collectively. And we must 
harness the power of our relationships 
and direct it in such a way that the world, 
our events, and we ourselves will be 
changed for the better through our efforts.

It is a grand dream, but extraordinary vi-
sions are not accomplished through small 
dreams. If all the employees of a company 
were to align behind one dream, imagine 
the possibilities. If all of your own festival 
or event staff, boards, volunteers, spon-
sors, media and others aligned behind one 
dream, imagine the possibilities within 
your community. And if an entire global 
industry were to see itself as one and align 
itself behind the dream of touching the 
world in a positive way through celebra-
tion, imagine the possibilities.

For all of us in our industry and asso-
ciation, a world of possibilities begins to-
day. Now is our opportunity to reach out, 
meet, learn from, join and partner with 
many of the global visionaries within our 
own industry; leaders who clearly under-
stand the power of the dream and sharing 
it with others. Individuals who don’t just 
dream at night; they dream all day; they 
dream for a living. 

People like Di Henry from Australia, 
who has spent her career bringing people 
together around the world through her 
work coordinating the Olympic torch 
runs. Di’s dreams have taken us not 
only to every continent, but beneath the 
sea, to the top of Mt. Everest and to the 
reaches of our imagination, touching 
thousands of lives along the journey.

People like Professor Gang-Hoan Jeong 
who can share with you how, in the past 
ten years there have been only three times 
when North Korea has opened its borders 
to Americans, all on the occasion of a fes-
tival; and who dreams of how someday 
festivals and events may help to reunite 
both Koreas and the rest of the world. 

People like Colm Croffy, who has used 
the power of festivals and events in bring-
ing together the people of Ireland and 

Northern Ireland, opening the door for 
peaceful exchanges and a growing under-
standing and appreciation of one another 
in a setting that invites communication, 
where communication has not always 
been an easily available commodity. 

People like Dr. Joe Goldblatt who will 
attest to the important role that events 
have played in rebuilding the spirit of the 
city of New Orleans following Hurricane 
Katrina, using celebration to bond togeth-
er their community, to focus the atten-
tion of the country on both their needs 
and progress, and to protect the cultural 
heritage that runs so deep in those who 
call New Orleans home.

People like Zhang Nuan who can attest 
to the remarkable role that the Olym-
pics and many other festivals and events 
throughout China have, are, and will con-
tinue to play in reintroducing the brand 
and image of China to others around the 
world, providing new calling cards, new 
welcome mats, and a new quality of life 
for those who live there.

People like Jackie Wartanian who can 
share with you the dream and role of 
festivals and events in bringing together 
attendees from throughout a turbulent 
Middle East for a peaceful celebration of 
music in the United Arab Emirates.

People like Daniel Baldacci, who 
dreams of how festivals and events and 
our IFEA core values of excellence, shar-
ing and community may help to build 
more communication and understanding 
and fewer walls between Latin America 
and the rest of the world.

People like Muriel Anderson in Hawaii 
and Lenwood Sloan in Pennsylvania who 
have invested in their belief that festivals 
and events have a direct, lasting and 
positive impact on their state’s tourism, 
image, and cultural heritage.

And people like Janet Landey, whose 
dreams helped us to launch the new 
‘IFEA Africa’ this past July and whose own 
visions and energies should serve as an 
example for us all. 

While in Africa I learned many things 
in a very short period of time: 

I learned the Zulu term ‘Imbizo’, which 
refers to a gathering of leaders where 
important things will be accomplished 
or resolved. I believe that every IFEA 
industry gathering is an Imbizo that has 
the potential to affect us all, individually 
and collectively, often beyond what we 
can immediately see. 

I learned from those who could, legiti-
mately, be allowed every excuse possible 
for not ever setting goals or having dreams, 
let alone accomplishing them, what power 
even a spark of hope and vision can carry 
within the human spirit. These are not 
people looking for a handout, but people 
with the amazing gift to look beyond the 

Continued on page 66
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INDUSTRY PERSPECTIVES
Attendance:
175,000

Budget:
$300,000

Annual duration:
2 1/2 days

Number and types of events:
Over 200 exhibitors, 50 food vendors, 
4 major stages of continuous enter-
tainment, children playground, rides, 
SOBX Boat Show, USS Monterey 
Navy Ship Tours, Oh Boy! Oberto Red-
fi sh Cup Fishing Tournament, Blessing 
of the Fleet, Atlantic Beach Surf Fish-
ing Tournament, NCSF/Twin Bridges 
8K Race, Oceanana Family Fishing 
Contest, Sailing Regatta

Number of volunteers:
100

Number of staff:
2

When established:
1986

Major revenue sources by percent:
Sponsorship ..................................... 20%
Vendor Sales .................................... 20%
Product Sales .................................. 30%
Rides .................................................. 30%

Major expenses by percent:
Product .............................................. 30%
Administrative................................... 30%
Entertainment ................................... 20%
Operations ........................................ 20%

Type of governance:
501 (c) 4 with 24 member Board of 
Directors

CONTACT INFORMATION:
Stephanie McIntyre
The North Carolina Seafood 
Festival, Inc.
907-B Arendell Street
Morehead City, NC 28557
U.S.A.
Phone: 252.726.6273
Fax: 252.726.6273
Email: fun@ncseafoodfestival.org
Website: www.ncseafoodfestival.org

Brief history: The story of how 
North Carolina’s second largest 
festival came to be is somewhat of 
a legend in Carteret County. As the 
story (or fi sh tale, if you prefer) goes, 
the idea originated as a lunchtime 
joke in 1986 while several locals ate 
at a restaurant. One would simply 
not let the idea of a festival die, and 
that festival is alive indeed. Always 
taking place the fi rst weekend in 
October on the Morehead City Wa-
terfront, the festival will celebrate its 
21st year in 2007. 

The fi rst N.C. Seafood Festi-
val saw 35,000 people fl ock to 
Carteret County, astounding the 
organizers. And if they thought 
that was something, they probably 
could have never fathomed the 
now three-day event would draw 
more than 175,000 in 2004. 

With a dedicated volunteer 
board of directors, a small paid 
staff and lots of volunteers, the 
N.C. Seafood Festival focuses 
on promoting the Crystal Coast, 
emphasizing the seafood industry 
that has sustained the area since its 
birth. It also offers an ideal outlet 
for area nonprofi t organizations 
to raise needed funds. You’ll fi nd 

high school band boosters frying 
shrimp, Rotarians grilling hot dogs 
and football teams selling T-shirts. 
In 2006, more than $120,000 went 
back into county non-profi ts such 
as churches, schools, and youth 
and civic groups.

The N.C. Seafood Festival has 
become a true community event. In 
addition to the great seafood, the 
outstanding music and the wonder-
ful crafts, Coastal Yesterday is one 
area that features the traditional 
crafts of the past – boat building, 
decoy carving, net mending along 
with environmental education dis-
plays and hands-on activities. 

 Above all, the N.C. Seafood 
Festival is a great introduction to 
the culture, and yes, seafood, of 
the Crystal Coast. It is an ideal way 
to see what Carteret County is all 
about. Come and have a look, or a 
taste, for yourself.

Other interesting Details : The 
NC Seafood Festival is the 2nd 
largest festival in North Carolina. 
It was awarded Top 200 Event in 
America by Discover America and 
won a Gold IFEA Pinnacle Award 
2006 & 2007.

North Carolina Seafood Festival
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The Value of 
IFEA ASSOCIATION PARTNER



Partnerships
IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider



18 INTERNATIONAL EVENTS 200718 INTERNATIONAL EVENTS 2007



2007 INTERNATIONAL EVENTS 19

1. The Final Countdown
Counting events is not the same thing as counting a human 

lifespan. A baby isn’t ‘one’ when it’s born, but a festival is. 
Terms like ‘Birthday’ and ‘Anniversary’ are problematic for this 
very reason. At the end of the 1990s, the Portland Rose Festival 
started to look ahead to its Centennial celebration and decided 
to jettison its annual countdown, since the number of festivals 
didn’t correspond with the span of time since the fi rst. Rose 
Festival leaders wanted the years 1907-2007 to stand for a cen-
tury of celebration of the festival, regardless of the real count. 

Had everything gone according to plan (no interruptions for 
war or other reasons), 2007 would have been the 101st Rose 
Festival. After two cancellations, it was actually the 99th. 

But to the world, it was number 100.

2. On the Starting Line
When should planning for a milestone event begin? Start too 

early and the plan might end up mired in the moat of pos-
sibilities. Start too late and momentum might more resemble 
mania. Initially the festival’s leaders wanted to organize com-
mittees and workshops four years out, hoping to engage the 
entire community, with its myriad special interest groups. The 
fi rst meeting of these parties was an unfocused disaster. 

The constant pressure of producing the annual festival and a 
signifi cant change in staff leadership in 2003 sidelined Centen-
nial planning. By late 2004, less than three years before the 
Centennial, the festival had two new members of its manage-
ment team; both the Executive Director and the Director of 
Sales and Marketing. 

THE PORTLAND ROSE FESTIVAL’S

TOP TEN
FOR PLANNING OUR HUNDREDTH

By Marilyn Clint and Rachel Trice

In June of 2007, the Portland Rose Festival reached the unprecedented milestone of 
its centennial celebration. When it was conceived more than a century ago, the fes-
tival’s founders had the vision to recognize that special events were not only positive 
ways to unite the community and build civic pride, they could be important economic 

engines that could help to enhance a city’s image. For a hundred years, the Rose Fes-
tival has both refl ected and magnifi ed the world around it, growing from a Mardi Gras-
style fi esta into a modern composite of fun, education and community service.

 Following is a capsule of how the Portland Rose Festival Presented “A Century of Cel-
ebration” worthy of the hyperbole.

2007 INTERNATIONAL EVENTS 19
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After the 2005 festival, the fi rst with 
the new staff team, the Rose Festival was 
up against a nearly impossible timeline 
to successfully produce its Centennial 
celebration, which turned out to be a 
familiar and completely comfortable 
place to be.

3. Who’s On First?
Decision-making is the biggest part 

of producing something huge, and 
in a volunteer organization it can be 
problematic. The Rose Festival’s normal 
committee structure is akin to a feudal 
system, with committee chairs ruling 
their event-related domains without 
much central oversight, excepting that 
of the strong, tenured members of 
the staff. 

The festival’s Associate Executive Direc-
tor was one of the latter and had been as-

After the 2005 festival, the first with signed the role of overseeing Centennial 
planning from the beginning, along with 
her normal role of event management 
and public relations. After serving eight 
months as the interim Executive Director 
in 2003, plans for the Centennial had 
necessarily been put on the back burner. 
R&D efforts involved more research than 
development. 

Well-meaning but unfocused efforts 
were going nowhere when a team small 
in size but large in festival profi le was 
fi nally formed among the Associate E.D., 
the festival’s new Marketing Director and 
the woman in line to be the Centennial 
board president, providing the creative 
fi ssion the festival had been waiting for. 
The three drew on their individual skill 
sets to get the proverbial show on the 
road, leading retreats and brainstorming 
sessions, as well as working on specifi c 
plans for budgeting, marketing, fund rais-
ing and event programming. Collabora-
tion was the key.

4. Steering the Course
The Centennial Steering Committee 

(CSC) wasn’t offi cially formed until nine 
months out, and its makeup was molded 
by the three who had piloted the project 
over the previous months. Included were 
the leaders of the two external organiza-
tions that, with the Portland Rose Festival 
Association, form the festival’s triumvi-
rate: the Portland Rose Society and the 
Royal Rosarians. The collaborative spirit 
of these individuals proved time and 
again to be invaluable to both planning 
and communication with their large 
constituencies.

The key to making the organizational 
model work: The disparate festival com-
mittees and their chairs became subor-
dinate to the steering committee and its 
vision. A schedule of appearances was 
built for event committee representatives 
to brainstorm with and report to the 
CSC. And with the Centennial in clear 
sight, there was little grumbling about the 
power of the CSC. 

5. Packing a Punch
What should be included in the Cen-

tennial Celebration? What new events 
should be added? What enhancements 
should be made to existing favorites?

Here the historic research came in handy. 
The festival wanted to incorporate as much 
‘vintage feel’ as possible into the entire 
schedule of activities. Lists of historically-
based features were created and shared in 
an all-chairs meeting of the Association. A 
session in a board retreat ended up with a 
two-page list of potential projects.
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What should be included in the Cen-
tennial Celebration? What new events 
should be added? What enhancements 
should be made to existing favorites?
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Centennial Highlights: 
• A motion picture that engaged students in a 

once-in-a-lifetime educational program and re-
sulted in a fantastic product that will outlive any 
of the individuals involved in its production.

• A gala Centennial Ball where 1,200 people dined 
and danced to the music of Pink Martini in a 
magical environment that included vintage cars 
and parade fl oats.

• A Centennial Exposition where thousands had 
the chance to review the rich history of the 
Festival while watching a vaudeville-style show 
and listening to living history characters talk 
about their lives; and where decades of past 
court members came together for a giant recep-
tion where they renewed relationships and took 
group photos.

• An expanded, more elaborately produced Grand 
Floral Parade, including four ‘moving theater’ 
parades-within-a-parade that depicted and paid 
tribute to the themes of the past century. A living 
history program, with a curriculum that served 
800 students.

• An organized tour of historic homes and gardens 
that reconnected the Festival to its horticultural 
roots.

• A permanent story blog currently containing 
more than 150 personal memories with unlim-
ited capacity for the future.

• The most extensive marketing and advertising 
campaign in the festival’s history, as well as a 
complete collection of Centennial merchandise 
and souvenirs.

• An unprecedented amount of positive media 
coverage.

• A buzz in the community reminiscent of the 
Rose Festival of the early 20th Century.

CCCCeennntennnniiiiaaalll HHHiiiigggggghhhhhhlllllliiiigggghhhhhhtttsss::: 
•• A mmmotionnn  pppictttuuurrre ttthhhhaaattt eeennnngggaaggeeddd stuudddeeennntttsss iiinnn  aaa  

onnnccce-in---aa-llllliiiiffffeetttiiiimmmee eeeddduuccaattiooonnnal progrraaammm andd rreee---
suuulllttteed innn aa fanntttaaassstttiiiccc ppprrroooddduct that will outttllliiivvveee aaannnyyy 
ooofff  tthhe iiiinnndddiiivviidduaalls iiinnnvvvooollvveeeddd iiinnn its produuuccctttiiiooonnn.

•• AA ggaalllaaa CCCeeennnttteeennial BBBaaalll where 11,220000 pppeeeooppplllee ddiiinnedd 
aaanndd  ddannnccceeeddd tttoo tthhee mmusiiiccc ooof Pinkk MMarrtttiiinnniii  in a
mmmmmaaaaagggggiiccaall  eennvvironnnmmeeennnttt  ttthhhaaattt iiinnncccllluuudddeeeddd  vvviiinnnnttttaaaaggee cccaaarrrrssss 
annddd pppaaarrrraaaaddee  flfl ooaattss..

•••• AAAA CCCeeennnttteeennnnnial EEEExxxxppppoossiittiiioooonn wwwwhhhhheeeerrrrreeee ttthouuussannddddsss hhaadd
tthhheee ccccchhhhaaannncceee ttoo reeevvviiiieeww tthhee rrich hhiissttoorryy oooff tthhee
FFeessttiiivvaaall wwwhhhiiilllee wwwaattcchhiing a vaudddeeevvviiilllllle-sttyyle shooww 
aanndd lliisstteenniiinnngg tttto living histtoorrryyy  cchhhaarraacctteers tallkk 
aabboouuttt ttthheeiirr llliiivvvees; and whheeerrree ddeeccccaaddees of ppaaasssttt 
cccooourrtt mmeemmbbeerrrrrs cammmeee  tttoooggggeeeetthhheeerr ffoorr aa ggiiaannnttt rreecep-
ttttiiiioonnn whheerreee ttthhheeyyy  rreeennneeewwweeeddd rrreeeeellaaatttiiiooonnnssshhhiiipppsss aaannd tookkkkk 
gggrrouuppp pphhootttoooss..

••  AAnn  eexxppaaaannnddeedd,, mmmmooorre elaaaabbbooorrratelyyy pprrooodduucedddddd GGGGrrraannd 
Floraall PPaaarrraaaaddee,, iinnncccllluuuudddinnnnngg foouuurr ‘mmovinnng thhhhhheeeaaatteerr’
ppaaraddeesss-wwwiiiiitttthhhiinn-aaaa-pppaarrrraaaaaaddddee thaaatt dddeeepppiiicted aaaaaannnndd paiiiddd 
triibbuutee ttoo tttthhhee tthheeeemmeesss oooff tthe passsttt centuuuurryy. AA livvviiinnng 
hhistoorryy pppprrrrooogggraammmm,,, wwiittthhhh aaa cccuuurrrriiicccuulum thhhhaatt seerrrvvveeeddd
880000 sstuuudddennntttsss.

••  AAAAnnn ooorrrggaanniizzeedd ttouuurr oooff hhiissttooorrriiiccc hhoommess aaannnnddd gggaardeennnsss 
tttthhhhaatt rreeccoonnnneeccteeeddd tttthhheee FFessttivvaaalll  tttooo iittsss hhhhoorrrtttiiiccculturaaall 
rroooottss..

•• AA ppeerrmmaneeennnt ssttoorrryyy  bbbbbllloogg cuuuurrrrreentttlllyyy coonnnnttttaaaiininngg 
mmoorree thhhaaann 11555000  pppeeersoooonnnaal mmmmmmeeeemmmmooriiees wiiiittthhhh uunlimm-
iteedd cccaaapacittyy fffooorrr ttthhe ffuuttuureee...

•••  TTThhee mmoost extteennsssiivve maarrkkeetttiiinnnggg anddd aaaddddvvveeerrrttiisiinngggg 
cccaaammmppaign in tthheee  fffeeestivvaall’’ss  hhiissstttooorrryyyy, as welll as aaa 
cccooommmpppletee ccolleeeccctttiion ooff  CCeennteeennnnialll mmmeeeerrccchhhaaannndddiiissseee 
aand sssouuvvveeenirss...

• An uuunnpprecceeedddeennntteed amount oooff pooosssiiittiiivvveee  mmmeeedddiiiaaa  
cooovvveeerrraagggeee...

••• AAAA bbuuuzzzzzzz iiinnn ttthhheee ccooommmmmmmuuuunnniiitttyyy reminiscenttt oooff tthheee  
RRoossee FFeessttiivvaall ooff tthhee eeaaarrrlllyy 220th Centuryyy...

••

•

••
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The Centennial Punch List became the 
central clearing house for all bona fi de 
ideas, with an assigned staffer and vol-
unteer for each project. First the Associ-
ate E.D. and later the CSC managed the 
punch list, and, as time passed, it grew. 
Versions of the list included the estimated 
cost for each project and the number of 
volunteers necessary for completion. Very 
few ideas were ever offi cially dropped 
from the list; and one that was, a regatta 
of decorated ships, eventually ended up 
incorporated into the festival’s opening 
day as the fl otilla of the festival king, Rex 
Oregonus.

The festival’s signature event, the 
Grandest Grand Floral Parade of all 
time, would be the Centennial center-
piece. Growing from 80+ to more than 
130 entries, the parade demanded an 
additional half hour of television time 
and contained four theatrical parades-
within-a-parade paying tribute to four 
‘generations’ of the festival: Jazz, Greatest, 
Groovy and Global. Wartime era prin-
cesses, who had never been in the parade 
because of its cancellation in the 40’s, 
fi nally got their chance to ride on a fl oat 
in the Greatest Generation.

h C i l h i b h 6. If You Build It…Let People 
Know

More than a year out, a retreat of the 
management team led to a written pri-
oritization of the goals of the Centennial. 
The number one goal was clear: Market-
ing. The theme ‘perception is reality’ may 
be cliche’, but it’s also true. The Rose 
Festival needed to build up expectations 
and then fulfi ll or exceed them. As a Port-
land icon under the scrutiny of both local 
and national media, it needed to have the 
community on its side.

The fi rst important partnership was 
with The Oregonian, the powerful news-
paper with about 1.3 million readers in 
the market and a website commanding a 
reach to 80% of adult internet users. The 

Oregonian’s support both in advertising 
and editorial would be key in delivering 
the message of the Centennial.
Aggressive campaigns for print, electronic 
and outdoor advertising were constructed 
and then re-constructed based on budget 
constraints. The festival needed to fi nd the 
‘Wow’ factor at the least possible price point. 

7. Putting the Bloom Back on 
the Rose

A marketing campaign comes second 
to establishing a brand. While the Rose 
Festival itself is a known quantity in the 
Portland area, its imaging and marketing 
materials have never been as high quality 
as the events themselves. The internal 
leaders pushed for a new Rose Festival 
logo and color palette in the Centen-
nial year to take advantage of the dollars 
being invested in marketing, and the 
CSC was chosen as the group to make 
the decisions necessary to support the 
work. What would normally be a year-
long project was shortened to a matter 
of weeks by the demand of advertising 
project deadlines. 

The streets of Portland would be lined 
with the new logo for more than a month 
on newly produced festival banners. The 
images of the 2007 festival would forever-
more include its beautiful new brand.

Most ads included vintage photo-
graphs, which were also used in pre-Cen-
tennial marketing efforts. Black & white 
and sepia tones were mixed with rich 
burgundy backgrounds and accents of 
old-fashioned swirls. 

8. Your Money and Your Mouth
Budgeting started 18 months out, with 

prospective cost structures built and ad-
justed by the two staff leaders. Sometimes 
writing the checks had to precede cashing 
them. The festival was prepared to put 
its money where its mouth was, but had 
to be confi dant enough to move forward 
before the dollars were all committed. As 
this article is being written, the festival has 
additional fund raising to do to pay for 
the $750,000 Centennial investment. The 
most important contributor: The City of 
Portland, whose unprecedented quarter-
of-a-million-dollar gift was based on its 
support of the traditional-but-innovative 
blueprint of the Centennial festival. The 

The milestone of the Centennial was 
viewed as an opportunity; an opportu-
nity to connect with new consumers 
while re-connecting with existing fans.
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city had not made a comparable gift since 
1907 when it funded the very fi rst festival.

An Olympic model of a few ‘signa-
ture’ sponsors was adopted, and likely 
candidates from among existing support-
ers were approached to raise their annual 
investments. Before the 2007 fi scal year 
began, three of these signature sponsors 
were confi rmed, although two of these 
were trade partners. The festival’s concern 
about Centennial fi nancing led to the for-
mation of another watchdog group with a 
standing meeting. The Executive Director 
and Finance Committee members held 
a weekly Revenue Meeting to track the 
festival’s fi nancial progress. 

Three Centennial-specifi c budgets were 
approved two months ahead of the nor-
mal timeline. A schedule of checkpoints 
was made for evaluation of these budgets, 
supported by the information gathered 
at the Revenue Meetings. When revenue 
projections weren’t met, budgets were cut. 

9. Whose Story is This?
To tell the rich history of a hundred 
years in a new, accessible way, the festival 
launched two primary initiatives: a mo-
tion picture project and a collection of 
simple, festival-related stories. The motion 
picture also comprised a student fi lmmak-
er program and curriculum, and while the 
movie was being made, the television ads 
for the Centennial were also produced.

The Oregonian launched its ‘Tell Us 
Your Story’ project on January 1, 2007, 
through a weekly historic photograph 
and later an ad campaign. The festival’s 
website, as well as postcards and com-
ment cards, were used to collect the 
stories, and three blogs were produced: 
one on The Oregonian’s internet platform 
and one a permanent blog the festival 
will grow forever. The stories were also 
used in the festival’s Centennial souvenir 
program, The Oregonian’s pullout tab 
and the festival’s souvenir cookbook.

The third blog was one kept by the 
Associate E.D. herself on the festival’s 
website, a folksy insider account of the 
efforts of Centennial planning laced with 
personal memories and festival history.

The message? The Rose Festival’s story is 
the story of the people who have expe-
rienced it over a century. Three of those 
historic fi gures were brought back to life 
in a living history program that included 
a grade school curriculum. The historical 
characters made appearances around town 
for four months and were featured in both 
events and advertising. The motion pic-
ture, ‘From One Rose,’ had a triumphant 
premiere two days before the parade.

10. Keeping the Promise
The success of something as monu-

mental as a Centennial celebration is a 
marriage between creativity and pre-

conceived notions. The Rose Festival’s 
Centennial success was an example of 
one of the Marketing Director’s favorite 
sales strategies, the assumptive close. If 
consumers believe they have a stake in 
the project’s overall success, they’ll help 
ensure that success. 

The milestone of the Centennial was 
viewed as an opportunity; an opportunity 
to connect with new consumers while re-
connecting with existing fans. Some of the 
latter had become disenfranchised over 
the years with choices and changes made 
by festival organizers. The use of vin-
tage images and familiar event elements 
worked well for both consumer groups. 

The payoff was an overwhelmingly 
positive response from the community, 
from the public and the media. Both 
stakeholders and bystanders came away 
with the perception of the revival of a 

conceived notions The Rose Festival’s beloved tradition. The Rose Festival had 
kept its promise, the promise made not 
by the busy producers of the Centennial 
celebration, but by the visionary leaders 
who founded the festival in the fi rst place 
– a century ago!
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Rachel Trice and Marilyn Clint 
have a combined 45 years of special 
event experience. Trice was just 
named one of the 100 Most Powerful 
Women in Portland by NW Women’s 
Magazine. Clint is the Associate 
Executive Director/Public Relations 
at the Festival and can be reached at: 
marilync@rosefestival.org or phone: 
503-227-2681. To learn more about 
the Portland Rose Festival, go to: 
www.rosefestival.org



Are you using the traditional radio, 
TV and print outlets to advertise 
your event? If you’re like most of us, 
your advertising plan relies heav-
ily on in-kind donations from these 
media outlets. But advertising and 
promoting your event should not 
stop there nor should it be limited 
by a small budget; there are many 
ways to “get the word out” without 
breaking the bank.
To do this, we need to expand our 

efforts to include alternative market-
ing methods such as “grassroots 
marketing,” (marketing to audienc-
es where they live, work and play) 
and “guerilla marketing”… the latter 
simply defi ned as: unconventional 
marketing intended to get maximum 
results from minimal resources1. 

Are you using the traditional radio,
TV and print outlets to advertise
your event? If you’re like most of us,
your advertising plan relies heav-
ily on in-kind donations from these
media outlets. But advertising and
promoting your event should not
stop there nor should it be limited
by a small budget; there are many
ways to “get the word out” without

1 Footnote
www.marketingterms.com
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Getting Started: 
No matter what type of alternative 

marketing you implement, keep this 
basic rule of thumb in mind (refer-
enced throughout this article) and you 
have the potential to pull off a success-
ful marketing campaign: 

Anyone or any group that has a vested 
interest in your event should help you 
promote it.

This includes sponsors, vendors, 
concessionaires, entertainers, festival 
participants, general volunteers, civic 
clubs, convention and welcome cen-
ters, charitable organizations that ben-
efi t fi nancially from your event, and 
any peripheral business that increases 
revenue/exposure due to their physical 
proximity to your event (i.e. the local 
café that sits just a block outside your 
main entrance).

Festival Guerilla Marketing
Sponsors: Capitalize on 
Their Marketing Resources.

Sponsors can play a critical role 
in marketing your event. After all, 
sponsors should be shouting from the 
rooftops that they are partners with 
you. Therefore, you should mandate in 
your agreement that they help market 
your event.

Are your promotional materials dis-
played in the sponsor’s retail outlets? 
Is your event’s message broadcast over 

the store’s PA? Can the computerized 
cash register screen fl ash your festival’s 
dates and a brief message, and can the 
cashiers stuff your brochure into their 
customer’s merchandise bag at check-
out? What about a festival ad displayed 
on the check-writing stand at the 
check-out register… subtle reminders 
everywhere keep your festival on the 
minds of many! 

If applicable, have the sponsor’s 
sales force distribute posters in the 
retail accounts they call on (an ideal 
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out? What about a festival ad displayed 
on the check-writing stand at the
check-out register… subtle reminders
everywhere keep your festival on the 
minds of many! 

If applicable, have the sponsor’s 
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retail accounts they call on (an ideal

lla Marketing
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ng Resources.
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the store’s PA? Can the computerized
cash register screen fl ash your festival’s 
dates and a brief message, and can the

hi ff b h i h i
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task for any beverage sponsor). Or bet-
ter yet, when building a grocery endcap 
have the sponsor create custom banners 
promoting their involvement. How about 
door statics on the cold box, stickers on 
the 12-pack, or a billboard on the side of 
their delivery truck?

Sometimes your sponsor is also 
partners with the local civic arena and 
is guaranteed rotating messages on the 
building’s electronic marquee (both 
indoor and out). Why not have them 
switch out the message to say, “XXX, 
proud sponsor of ABC Fest, see you there 
next weekend!” Also, sponsors often 
partner with other events prior to yours, 
give them your marketing materials to set 
out at their promotional booth. Radio 
station partners are great at distributing 
marketing materials at the other events 
they sponsor and from the “live remote” 
at the local car dealership. 

Sponsors that mail out monthly 
statements can include your marketing 
materials as a bill stuffer. Just check far 
enough out on their lead time and correct 
size and thickness of the paper. And don’t 
wait to ask sponsors if they’ll please fea-
ture your logo on their website or in their 
next ad, just send them a hi-rez image 
and tell them it’s to put on their website, 
in the company newsletter, and as a tag-
line in their next print media buy.

Really push your sponsors to tag you in 
their electronic media buys prior to your 
event…you may have to write a 10 second 
copy for them but it’s well worth it if that 
spot runs on a radio/TV station that’s not 
already promoting you. 

At the Wildfl ower! Arts and Music Festi-
val, we really value our event’s logo/infor-
mation/hyperlink on our media sponsor 
websites for the simple reason they are 
constantly plugging listeners/readers/view-
ers to visit their respective websites for 
more news or community information. 
No other entity has that constant 24/7 
ability to drive traffi c to their website, and 

from there they’ll learn about our event. 
Do not accept anything less than being 
featured on their Home Page.

Some of your more progressive media 
outlets send out weekly email blasts to 
their subscribers, have them include your 
event’s info in the weeks leading up. You 
may get better positioning if you provide 
a prize package the subscriber can only 
win through this particular media outlet.

Artisans/Concessionaires
There’s a good chance both artisans 

and concessionaires will have booths at 
other local/regional shows prior to yours, 
so send them your event’s brochures to 
set out at those booths. Most vendors 
are more than happy to let prospective 
buyers/satisfi ed eaters know they can 
fi nd them at other upcoming shows. 
If the concessionaire is a local restau-
rant, chances are they have a marquee 
out front. Why not let everyone know 
“today’s special” can be found at your 
event! Table-tent promotional pieces are 
great in restaurants, too.

Tourism/Travel/Co-op Advertising
Create a year-round brochure to go 

in the visitor information racks at your 
state’s highway travel welcome centers 
and local airports. Be sure to get design 
approval beforehand. If it’s cost prohibi-
tive, team up with other local festivals to 
create an “annual events” brochure; better 
yet, approach your local CVB or Chamber 
of Commerce to see if they can help off-
set the costs. Airports are also great places 
to display banners, and if an airline 
sponsors your event, set out promotional 
materials at their terminal check-in areas.

State tourism agencies, local CVBs 
and Chamber of Commerce’s are some 
of your best allies, and they should be 
treated just like your media outlets for lo-
cations to send and display your market-
ing materials. Send press releases, a press 
kit and a copy of the FAQ page from your 

website. The Wildfl ower! Arts and Music 
Festival’s relationship with our local CVB 
is so strong that they allowed us to use 
their 1-800 number on our out-of-town 
ads, as well as help pay for the ad. Even 
though they couldn’t plug our event’s 
sponsor hotels, they played a huge role 
fi elding all of the out-of-town calls for 
our event. Speaking of sponsor hotels, 
what about the other 11 ½ months of the 
year when other out-of-town guests stay 
there? They’re another excellent display 
location for that year-round brochure.

Also, don’t forget about the market-
ing organizations who promote specifi c 
regions of the country as tourist destina-
tions. For example, The Southeast Tourism 
Society, TravelSouth USA, and the Dallas/
Ft. Worth Area Tourism Council. Research 
the ones in your area, and remember they 
can’t promote you if they don’t know 
about you, so keep them in the loop.

Teaming up with other festivals to create 
an annual “events brochure” was previous-
ly mentioned. Don’t stop there; consider a 
co-op partnership with another local city 
to create a month long campaign high-
lighting specifi c events in each communi-
ty. Pull your resources, create a marketing 
campaign, and target a mutual sponsor to 
help you promote. This concept, imple-
mented by Addison and Richardson, TX, 
was entitled “Play in May” and featured 
two events that month from each city. A 
mutual sponsor, The Dallas Area Rapid 
Transit Authority, provided bus panel 
advertising to promote the campaign.  
    
Miscellaneous Groups

Home-owners and condo associations, 
alumni groups, professional associations, 
travel agents, and hotel concierge services 
are great outlets to feed event informa-
tion to. When approaching these groups 
it helps to have an angle. The Wildfl ower! 
Arts and Music Festival booked a head-
liner band that got its start at Louisiana 
State University; since there’s a huge LSU 
alumni base in Dallas/Ft.Worth, that’s 
how we pitched them on the festival. 

If your event takes place near a military 
base don’t forget the Morale, Welfare 
and Recreation (MWR) offi ce. If your 
event is ticketed, consider offering a 
special discount. You often receive better 
cooperation and results if you do and it’s 
a gesture greatly appreciated by the men 
and women in the Armed Forces.

Bands and Performers
If you’re booking headliner bands, 

don’t discount the grassroots marketing 
efforts of their fan clubs, as well as the 
professional efforts of their publicist. Pass 
along the current contact info of all the 
accredited media in your market so the 
publicist can set up interviews or in-stu-
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dio appearances. Feed the fan club presi-
dent event info so they can disseminate 
to their members, and push the band’s 
management to link your website to the 
band’s offi cial tour page and myspace 
page. The same goes for any local bands/
performance groups playing your event; 
give them a stack of posters and plaster 
those storefront windows!

I’ve Got a Few Dollars Left…
OK, you’ve got a budget and want to 

look beyond the radio, TV and print. 
Consider decorating a car with your 
event’s info…very eye-catching, isn’t it? 

Advertising on an admobile is another 
transit option. Your message rotates 
about every 7 seconds and you can 
choose the route that best fi ts your needs. 

Is there a parade coming up before 
your event? Talk about a captive audience! 

Thousands of people along a parade route 
watching your staff and volunteers having 
a good time on your fl oat as it passes by, 
so enter your organization! Maybe a group 
with a vested interest in your event is al-
ready entering a fl oat, time to piggyback.

Promoting to Teens and 
Tweens? 

No matter how wired-in this genera-
tion is, the Wildfl ower! Arts and Music 
Festival found an old school method that 
works. Advertise in the Jr., High School 
and College newspapers! Kids today are 
no different than you and I were, they’ll 
read that newspaper on the bus, in study 
hall, during lunch, and certainly during 
class! The production quality of these 
newspapers today is outstanding, and the 
ad cost is very affordable. Customize the 
ad to include bands/activities that interest 
that demographic, and make sure your 
sponsor logos are appropriate. 

Don’t forget the editorial side of these 
school newspapers; send them a custom 
press release highlighting any student 
garage bands (maybe the principal’s in 
a local band!) or dance acts that are per-
forming at your event. The Wildfl ower! 
Arts and Music Festival even issued press 
credentials to journalism class students 
covering our event for their school news-
paper…have you?

Grassroots Marketing and 
Your Volunteers - The World’s 
Largest Street Team! 

Your volunteers are the very people you 
are trying to target to attend your event. 
Have them distribute marketing materi-
als where they work, live, shop, socialize, 
workout, and worship…yes, don’t forget 
about the church bulletin! An excellent 

place to feature your event if, say, a couple 
members of the congregation happen to 
be playing in a local band or have an artist 
booth! Having the congregation member 
make the request offers you a much better 
chance of getting it listed in the bulletin. 

Create a volunteer speakers bureau to 
go out and speak to civic clubs at their 
monthly meetings. Having a slick power-
point makes a great impression and be 
sure to bring some give-aways. Remem-
ber the rule of thumb? (Anyone or any 
group that has a vested interest in your event 
should help you promote it.) Civic clubs and 
charitable organizations were examples 
given. If your event uses them to staff 
beverage or food booths in return for a 
share of proceeds, or they are publicized 
as an outright benefi ciary, they now have 
a vested interest. Attend a monthly civic 
club meeting with a stack of posters and 
ask their help in promotion! And have 
the charitable organization pitch the me-
dia on how your proceeds enable them 
to carry out their mission statement, and 
encourage them to promote your event in 
their newsletters and on their website.

Who Has Time To Do All This 
Marketing?

If your event lacks a staff marketing 
person or a marketing intern, fi nd one. If 
that’s not feasible then form a volunteer 
marketing committee and have them 
take the lead and mobilize the grassroots 
campaign. Although a paid staff person is 
recommended to handle the traditional ad 
methods mentioned at the beginning, as 
there is just too much at stake with dead-
lines, copy points, production quality, etc.

The Cyberspace Highway
Through your website, create an email 

database for registering users to win a gift 
package and subscribe to your e-newslet-
ter. An e-newsletter is a very powerful 
marketing tool…it’s easy to create, you 
control the message, you’re sending it to a 
targeted group who has already requested 
information, and they in turn can for-
ward it to their friends/family/coworkers. 
E-newsletters are not just for subscrib-
ers, send it to your volunteers, sponsors, 
vendors, etc…remember the rule of 
thumb! The Wildfl ower! Arts and Music 
Festival conducted a survey recently and 
discovered the number one way people 
learned about our event was through 
a friend/family/coworker. So the more 
information you share, the more that can 
be passed along!

Make sure your site is hyperlinked to 
the websites of anyone or any group that 
has a vested interest, as well as the local 
community calendars, travel and tourism 
related websites, the major search en-
gines, and of course, such targeted festival 

Continued on page 67
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The Hawai‘i Tourism Authority (HTA) 
alone supports nearly 100 festivals and 
events each year – from the smallest com-
munity program to the largest statewide 
activity. These festivals are just part of 
Hawai‘i’s largest economic sector – tour-
ism – where, in 2006, over seven million 
people visited, spending a record $12 bil-
lion. This is big business and our festivals 
and events are major partners.

The HTA is a government agency estab-
lished by the State of Hawai‘i in 1998 to 
develop and market the State as a visitor 
destination. In 2004, the HTA developed 

Celebrations 
of Diversity and   

   Aloha….. 
Come feel the energy in the air!

That is the tag line for Hawai‘i’s new post-arrival promotional campaign for the 
Festivals of Hawai‘i.

From our mountains to the ocean, Hawai‘i continues to provide stunning vistas, lush 
rainforests, dramatic sea cliffs, beautiful beaches, and a temperate climate - all condu-
cive to creating a “paradise” in the middle of the Pacifi c. But Hawai‘i is also known for 
its cultural diversity and its unique Hawaiian heritage. And it is this diversity that is of-
ten the basis for the many celebrations held throughout the State, throughout the year.

the “Hawai‘i Tourism Strategic Plan: 
2005-2015” (“TSP”) which articulates a 
vision that by the year 2015, tourism in 
Hawai‘i will “honor Hawai‘i’s people and 
heritage; value and perpetuate Hawai‘i’s 
natural and cultural resources; engender 
mutual respect among all stakeholders; 
support a vital and sustainable economy; 
and, provide a unique, memorable and 
enriching visitor experience.”

And while there are many areas that 
need to be managed to achieve this vi-
sion, nine initiatives were identifi ed as 
vital to this effort. One of these initiatives 
addresses “Tourism Product Develop-
ment” and the goal “to provide a diverse 
and quality tourism product unique to 
Hawai’i that enhances the Hawai’i visitor 
experience and enriches residents’ qual-
ity of life.” What better way is there to 
accomplish this goal than through the 
world of festivals and events?

The TSP also notes that visitors, espe-
cially repeat visitors, want unique, diverse 
and quality experiences. They are no 
longer content to just bring home a good 
tan. As visitors become more sophisti-
cated and well-traveled, and as technol-
ogy allows for greater ease of travel to 
long-range destinations, visitors’ demand 
for different and authentic experiences in-
creases as they focus more on very specifi c 
interests and products in their destination 
planning decisions.

In Hawai‘i’s case, the State’s visitor 
mix includes about 60% “repeat” visi-
tors, some of whom have been to Hawai‘i 
many, many times. The need to provide 
opportunities for new discoveries and one-
of-a-kind, personal experiences is great. 
Festivals and events help to add value to 
Hawai‘i’s tourism product, attract these 
more discernible visitors, and benefi t 
residents’ quality of life – a critical compo-

By Robbie Kane
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nent in developing a sustainable industry 
and building community support.

Since 2002, the HTA has supported 
two primary categories of festivals - “Ma-
jor Festivals” and “Product Enrichment 
Programs.” Major Festivals are larger 
events and are often celebrated on more 
than one island. They are expected to 
include a signifi cant out-of-state media 
campaign, draw new visitors to Hawai‘i, 
and increase visitor spending. Product 
Enrichment Program (PEP) activities 
are community-based. They are usually 
smaller events and rarely have activities 
on more than one island.

Beginning in the second half of 2003 
and continuing through 2006, the HTA, 
with contractor SMS Research & Market-
ing Services, Inc., conducted independent 

evaluations of a sampling of festivals and 
events that receive funds through HTA’s 
PEP and Major Festivals Program. These 
evaluations included estimates of resident 
and visitor attendance, demographic 
and psychographic information about 
attendees, estimated economic impacts, 
and other qualitative measures.

The research showed that visitors who 
attend festivals and events contribute 
signifi cantly to the state’s economy. The 
nine (9) Major Festivals surveyed in 2006 
brought in an estimated total attendance 
of over 263,000 people, of which over 
112,000 were visitors. Of these out-of-
state visitors, over 14,000 came to Hawai‘i 
specifi cally to attend or participate in the 
festival, generating visitor spending in 
excess of $27.9 million.

Beyond the economic benefi ts, the 
research brings to light two important 
trends. The fi rst is that the vast majority 
of visitors that attend these festivals and 
events are more likely to be repeat visitors 
to Hawai‘i. They have done the typical 
sightseeing activities, but when they come 
back to Hawai‘i they are looking for some-
thing more to do, something that allows 
them to be a part of the community. These 
festivals and events provide an opportuni-
ty to address this need by providing new, 
unique and authentic experiences.

The second trend has to do with visi-
tor satisfaction and the potential impact 
of festivals on the important marketing 
tool of “word of mouth.” It refl ects the 
ability for festivals and events to provide 
the range and quality of experiences that 
enhance the visitor’s stay so much that 
they take their experiences back home 
and tell their friends and family about 
the wonderful time they had in Hawai‘i. 
This benefi t was measured through a 
question asking visitors if the event was 
the “highlight of their trip,” “okay, some-
thing extra to do,” or “nothing to write 
home about.” For example, in the 2005 
survey, about 30% of the visitors to Major 
Festivals indicated that the experience 
was a “highlight of their trip” and just 
under 40% noted they were very likely to 
return to attend the festival. Even more 
impressively, 48% of visitors attending 
PEP activities in 2005 indicated that the 
festival or event was a “highlight” with 
this percentage topping 80% for certain 
types of programs (see Figure 1.).

In 2005, the HTA conducted its fi rst 
Festivals and Events Seminar (“Semi-
nar”) with the assistance of OmniTrak 
Group, Inc. and BrandCentrics Inc., 
bringing together more than 400 festival 
and event stakeholders to explore what 
festivals mean to the Hawai‘i visitor and 
the community. Attendees participated in 
facilitated sessions to identify core brand 
values for a Hawai‘i festivals brand as a 
sub-brand to the overall destination mes-
sage of Hawai‘i as a place of “diversity” 
and “aloha.” The values represent the 
deep emotional bonds of the community 
to these festivals and events and, as such, 
are potentially powerful differentiators 
of Hawai‘i from other destinations, and 
of Hawai‘i’s festivals and events from 
other events throughout the world. As 
explained by BrandCentrics, “They imply 
extraordinary emotional rewards for trav-
el that off-set commonly-cited obstacles 
to visiting Hawai‘i. It is one thing to travel 
fi ve or 10 hours for sand and surf that can 
be found closer to home, but quite an-
other to experience Hawai‘i’s festivals that 
offer rare emotional fulfi llment through 
the core values of…‘ohana… discovery… 
celebration… and energy.”
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It was determined that a comprehen-
sive and integrative promotional cam-
paign in support of Hawai‘i’s festivals 
and events should incorporate these four 
core brand values. A local media com-
pany, Convention Television (CTV), was 
selected to help beginning in June 2006. 
The offi cial campaign began in January 
2007 and is set to run through December 
2007. This campaign is conducted in 
Hawai‘i to inform and educate post-ar-
rival visitors, as well as residents, of the 
many festivals and events that provide 
quality and enriching experiences.
The directive to CTV was to create a cam-
paign that would be recognizable, sustain-
able, unique, comprehensive, non-com-
mercial and culturally sensitive, and which 
would include a theme incorporating the 
core brand values identifi ed for Hawai‘i’s 
festivals and events, work in tandem 
with the overall destination brand for 
Hawai‘i, and support various advertising 
and public relations elements that were 
seen as critical components to a success-
ful promotional campaign. The campaign 
also had to “cut through the clutter” of 
visitor publications and media outlets, 
featuring the people behind the festivals 
and focusing only on those festivals which 
were awarded HTA funds for 2007.

To do this, a few festivals were selected 
from across the state to be highlighted 
in the campaign. Festival organizers 
were asked to pick representatives who 
make the festival come alive, who have 
dedicated time and energy over the years, 
and who can bring the heart and soul 
of the festival to life. A logo and two 
chops (variations of a stamp or seal) were 
designed, building on Hawai‘i’s leisure 
marketing message of “diversity and 
aloha,” and the festivals’ four core brand 
values of “‘ohana, discovery, celebration, 
and energy.”

The Festivals of Hawai‘i campaign 
includes print, television, radio, and 
internet media, as well as a personal 
promotional effort targeted at the hotel 
concierge throughout the state. Paid 
advertisements, editorial coverage, public 

service announcements, website promo-
tions, and video programs showcased on 
in-room hotel channels are part of the 
package, along with in-room and popular 
visitor publications - in English and Japa-
nese, quarterly calendars, personal visits, 
in-fl ight magazines, lifestyle magazines, 
and local television and newspapers.

This Campaign is the culmination of a 
strategic and multi-pronged effort in sup-
port of Hawai‘i’s festivals and events indus-
try. It is the result of research, community 
input, strategic planning, creative energies, 
and genuine partnerships resulting in a 
statewide, comprehensive and cutting-edge 
program. It utilizes a wide array of prod-
ucts, distribution channels, and partners, to 
deliver a very specifi c and targeted message 
about the Festivals of Hawai‘i.

This cohesive approach positions our 
festivals as a unique and recognizable 
brand, helping us to attract more visi-
tors to our festivals; enhancing Hawai‘i’s 
travel product by creating a consistent 
and sustainable image for the festival 

and event dimension; contributing to 
post-arrival visitor satisfaction; and help-
ing to enhance the image of Hawai‘i as a 
destination. The Campaign also benefi ts 
the organizations and communities who 
support these events by adding another 
element to their marketing efforts to help 
increase attendance and build upon their 
reputations as desired activities, support-
ing long-term sustainability for Hawai‘i’s 
festivals and the economic well-being of 
tourism in Hawai‘i.

Hawai‘i’s festivals and events add sig-
nifi cant value to our visitor industry and 
to our community. They showcase the 
diversity of our people and unique cul-
tures, they celebrate our joy in life, they 
demonstrate our respect for our history 
and traditions, they share our aloha with 
the world, and they set Hawai’i apart as a 
destination unlike any other.

Come feel the energy in the air! 
Celebrate with us - experience one of 
Hawai‘i’s many festivals – experience 
Hawai‘i.
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It was the highlight of my trip It was okay, something extra to do It was nothing to write home about

Figure 1. Highlight of Visitor Trip, by Type of PEP Event: 2005
Robbie Ann A. Kane is the Product Develop-
ment Manager for the Hawai‘i Tourism Authority 
(HTA) and is primarily responsible for the Tourism 
Product Development and Natural Resources pro-
grams. The HTA was created in 1998 to ensure a 
successful visitor industry well into the future. As 
the lead tourism agency for the State of Hawai‘i, 
its mission is to strategically manage Hawai‘i 
tourism in a sustainable manner consistent with 
our economic goals, cultural values, preservation 
of natural resources, community desires, and 
visitor industry needs. For more information, visit 
www.hawaiitourismauthority.org. Robbie may be 
reached at rkane@hawaiitourismauthority.org.
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Sponsorship has grown up. Through three 
generations, several awkward phases, and 
many lessons learned, it is now fi nally liv-
ing up to its potential. It’s multi-faceted. It’s 
quantifi able. And it’s widely acknowledged 
to be at the forefront of modern marketing. 
It is not just mature, it is wise. This is the 
Last Generation of Sponsorship.
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Last Generation

Sponsorship

Infancy, Adolescence, 
Maturity, and Wisdom

The fi rst generation of sponsorship was 
driven by gaining exposure and aware-
ness, with a big dose of chief executive’s 
choice thrown in for good measure. 
This was the norm throughout the 70’s 
and early 80’s and, unfortunately, is still 
the norm for many corporate sponsors 
throughout the world who still hold onto 
the notion that fl ashing their logo – in 
the company of dozens of other logos 
– in front of masses of cynical consumers 
equals marketing return. 

The second generation had its heyday 
from the mid 80’s to the early 90’s. The 
focus was very clearly on sales, with im-
mediate gains the driving force. Long-
term benefi ts were rarely sought or even 
considered in this formula-based era, 
although some sponsorships undoubted-
ly achieved them as a side-effect. Bargains 
were big news as results were measured 
in things like incremental sales, sales pro-
motion participation, retail support, case 
commitments, profi t margins, and sales 
conversions as compared to the price 
of the sponsorship. This generation has 
largely disappeared, with the exception 
of brands that sponsor primarily to gain 
vending rights.

By Kim Skildum-Reid

Last Generation

Sponsorship
Last Generation
Sponsorship

Last Generation Sponsorship is about nurturing a 
brand’s connection with a target market by put-
ting their needs, not brand needs, fi rst.

Third generation has been a major step 
up from second, becoming popular in the 
early 90’s and still used very effectively 
by sponsors today. Brand needs, integra-
tion, and the achievement of multiple 
marketing objectives are drivers of this 
generation, with the goals resting equally 
between the short and long-terms. Skills 
are strong, processes are refi ned, and 
results well-documented. It is good spon-
sorship, but its full potential will only be 
realized by shifting the focus from “what 
can we get?” to “what can we offer?” 

This brings us to Last Generation Spon-
sorship. Why “last” and not “fourth”? 
Because, after forty years and three 
increasingly sophisticated generations, 
we are fi nally starting to focus on and be 
driven by the right thing. Last Genera-
tion Sponsorship is not ego-driven like 
fi rst generation. It isn’t short-sighted, like 
second generation. And it’s not needy 

and self-centered, like third generation. 
Last Generation Sponsorship is about 
nurturing a brand’s connection with a 
target market by putting their needs fi rst. 
It isn’t about how many times you can 
“get in front of” or “communicate with” 
your target market through a sponsor-
ship, it is about how you can use the 
most emotional and personally relevant 
of all marketing media to improve your 
brand’s relationship with a target market 
and, more importantly, their relationship 
to your brand. As much as those target 
markets change and their needs change 
and the world around them and their 
reaction to it changes, the basic building 
blocks of Last Generation Sponsorship 
will never change. 

This new wisdom has led to a very dif-
ferent model of sponsorship. In the past, 
sponsors have concentrated on creating 
bonds with events, rather than with their 
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target markets. An example would be a 
brewery that decides that it is in their 
best interests to be aligned with football. 
They spend a lot of time, effort, and 
money creating an indelible link between 
their brand and football – they put logos 
all over each other, the players drink the 
beer, they run ads, and thank each other 
at end-of-year dinners – with the assump-
tion that after all of this overt linking, 
Joe Beerdrinker is just going to “get it”, 
whatever that “it” may be. 

Unfortunately for all involved, it’s just 
not happening. People aren’t noticing 
signage anymore and we don’t bother 
with the convoluted mental gymnastics 
required to transfer attributes from an 
event to a brand (eg, “if Beer X is associ-
ated with football, and football is manly, 
then Beer X must be manly”). We have 
all become very good at editing the few 
marketing messages that matter to us 
from the hundreds that merely clutter 
our universe. If you fi nd this hard to 
believe, ask yourself or a colleague or a 
friend these questions:

• What was the most recent major event 
you have attended (in which you 
weren’t involved)?

• How many logos would you have been 
exposed to on that day?

• How many could you name right now?

• Of those that you can name, did any of 
them change your perceptions of that 
brand or make you understand it bet-
ter? E.g., your trust in their brand grew 
immeasurably or you now understand 
how that product fi ts into your life. Did 
any of them change your behavior? E.g., 
you ran right out and test drove a Ford 
or started to eat at KFC more often.

I have asked these questions hundreds 
of times, and I am guessing that you will 
remember being exposed to dozens of 
logos, will be able to name 2-4 of them, 
and none will have made you change 
your behavior or perceptions. If one did, 
it is probably because they leveraged it in 
such a way that it really resonated with 
you, your interests, and your needs. In 
that case, one out of dozens got it right.

Many would say that leverage is the key 
to maximizing sponsorship returns, and 
it does help, but even if a sponsorship 
is very thoroughly leveraged using the 
old model, the focus of that leverage is 
football, not Joe Beerdrinker. It may catch 
Joe’s attention, but it is unlikely to really 
matter to him. And to be an active part of 
the sponsorship, such as participating in 
promotions, Joe Beerdrinker is required 
to make the lion’s share of the effort. It is 

Case studies and examples
Cell phone companies are using their sponsorships of mu-
sic festivals to improve their customers’ experience at the 
event while showcasing product features. Some provide 
their mobile-mad customers with phone recharging facilities 
throughout the event or SMS reminders of upcoming sets at 
the various stages, while others allow customers to SMS mes-
sages (and now photos) to friends, bands, etc. and have them 
shown on the big screen.

SOME COMPANIES have realized that one of the biggest 
hurdles to enjoyment at an event is parking, with many trad-
ing in massive signage visibility for the ability to provide their 
customers with parking right next to the event entrance.

A SKINCARE BRAND sponsoring a major tennis tournament, 
provided spectators with UV-sensitive bracelets upon entry. 
When the bracelet changes color, it is time to cover up or put on 
some sunscreen, helping their target market avoid sunburn on a 
long, sunny day while inducing on-site product trial and sales.

SPRINT TELECOMMUNICATIONS used their sponsorship of 
the 1997 Rolling Stones US Tour to provide customers with 
the opportunity to buy tickets before they went on sale to the 
public. They didn’t offer a discount, because they understood 
that their market’s challenge wasn’t fi nancial, but logistical.

SANTA.COM used their sponsorship of a Christmas parade to 
make the audience part of the event, with elves taking digital 
photos of children and families in the crowd and uploading them 
directly to giant screens built into the fl oats. After the parade, 
people could download their keepsakes at the Santa.com site.

IN THE UK, Diet Coke understood that their core target 
market were not only huge fans of Bridget Jones’ Diary, but 
identifi ed strongly with Bridget herself. They negotiated with 
author, Helen Fielding, to write an extra chapter of the best-
seller, which was available only in cases of Diet Coke, provid-
ing meaningful added-value to current customers and a big 
enticement for brand-switchers.

CAUSE-RELATED MARKETING may be one of the best and 
most pervasive examples of conduit sponsorship, providing 
sponsors with not only a strong demonstration of alignment 
with their target markets’ passions, but an active and easy way 
to participate in the sponsorship: Buy a product, automati-
cally donate to a good cause, and get an emotional payoff.
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hard work wasted, which brings us to the 
new model of sponsorship, The Conduit.

First, we have to ask ourselves, is it really 
a brewer’s job to “align with” football? Is 
it in the company mission statement to 
be “synonymous with” football? No. A 
brewer’s job is to sell more beer by get-
ting people to try their beer, engendering 
loyalty to their beer, and getting the com-
panies who sell their beer to promote it 
more than their competitors. Their job is to 
connect with target markets – internal, ex-
ternal, and intermediary. Sport doesn’t buy 
the beer, the fans buy the beer. Football is 
simply a means to an end – a tool – and 
that’s it. How they, and we, use that tool is 
what separates good from great sponsors.

Last Generation Sponsorship puts the 
target market’s needs fi rst. The sponsee 
becomes a conduit – a set of benefi ts 
and information – through which you 
connect with that market. Identifying, 
valuing, and meeting those needs – both 
functional and emotional – now forms 
the basis not only for what you sponsor, 
but the benefi ts you negotiate and how it 
is leveraged.

How that connection is made is often 
very simple – a meaningful gesture, a 
demonstrated sharing of values, or a 
way for your market to become part of 
the event. Interestingly, there are lots 
of examples of very successful conduit 
sponsorships, but often as not, the spon-
sor doesn’t seem to understand why it 
worked and goes straight back to the 
conventional model. Those that do un-
derstand and continue to use the conduit 
model are some of the most consistently 
successful sponsors around.

Last Generation Selection 
and Negotiation

As a last generation sponsor, you have 
three priorities when selecting and nego-
tiating sponsorship. They are:

1.Target market needs

2.Internal buy-in

3.Brand needs

“Whoa, Nelly!”, I hear you saying, “Brand 
needs third?!” Yes, brand needs are third 
on the list, and for very good reason: You 
won’t meet your brand needs effectively if 
the other two priorities aren’t met fi rst.

Even corporate hospitality can benefi t from the 
conduit approach. We know of one fashion-orient-
ed charity sponsor who handed out slippers to 500 
upscale women midway through a gala fundraiser, 
becoming the instant savior of the stiletto lovers 
who make up their market. By the end of the night, 
there was not a Manolo Blahnik in sight.

Target market needs
If the ultimate goal is to connect with 

a target market in a way that creates 
meaningful and long lasting changes in 
their behaviors and perceptions, the fi rst 
thing you need to understand is who your 
target markets are – not what they are, 
which demographics will tell you – but 
who they are. We’re talking psychograph-
ics here – motivations, self-defi nition, 
peer infl uences, and opinions. If you don’t 
know who your markets are, you won’t be 
successful at any kind of marketing, much 
less with sponsorship, the most emotional 
and personal of all marketing media.

You also need to understand your 
target market’s relationship with both 
your brand and the event. Sponsorship 
selection and negotiation will be driven 
by the answers to questions like:

What do my target markets care 
about? Are there any events, sports, 
programs, or causes that they really care 
about or which form part of their self-
defi nition? (E.g., snowboarding, volun-
teerism, the high arts, alternative music, 
child safety, etc.)

• What are all the ways that my target 
market consumes that event (e.g., at the 
stadium, in a bar, at home with friends, 
reading about it in the paper, etc.)?

• What are the best things about this 
event experience to my target market? 

• What are the worst things about this 
event experience to my target markets?

• Is my brand part of that experience? 
Could it be? How can we improve that 
experience?

• What are all the ways that my target 
market consumes my brand and com-
petitor brands? What is their “brand 
experience”?

• Could that experience be improved us-
ing the unique benefi ts of sponsorship?

As a Last Generation Sponsor, the 
answers to these questions will help enor-
mously in the selection process and virtu-
ally create the negotiation plan for you.

Internal Buy-In
It used to be that one person, either a 

senior executive or a sponsorship manager, 
would make the decision about whether 
to sponsor something and how to negoti-
ate and leverage it. They would manage it, 
hopefully measure the results, and might 
even write a report on how it fared. 

Originally driven in large part by 
Olympic sponsors trying to get maximum 
value from their tens of millions of dol-
lars invested, now sponsors have realized 
that it is only through integrating a spon-
sorship across existing marketing media 
that they will receive the strongest and 
most cost-effective return. Everyone from 
sales managers to IT, human resources to 
brand management, ad agencies to new 
product development are using sponsor-
ship to increase the relevance and effec-
tiveness of their activities. Unfortunately, 
this isn’t always easy.

The fact that sponsorship is the most 
emotional of all marketing media isn’t lim-
ited to the outside world. Internally, spon-
sorship can be both a powerful tool and a 
battleground. Everyone has his or her own 
perceptions about it as a medium, everyone 
has their own favorite sports, charities, and 
events, and a lot of them let those percep-
tions and pet projects rule their decisions 
about whether and how effectively they 
will integrate a sponsorship.

There is far more to say about integra-
tion and leverage than I can address in 
this short article, but I will go so far as to 

hard work wasted, which brings us to the Target market needshard work wasted which brings us to the Target market needs

• 

• 

Sponsorship is the most emotional and personally 
relevant of all marketing media.
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say that there are three truths of spon-
sorship integration that many sponsors 
ignore:

1. Sponsorship is the most integrateable 
of all marketing media

2. If a sponsorship isn’t well integrated 
across at least a few marketing media, 
it won’t work

3. You can’t force integration to happen. 
Your peers have to want it

The long and the short of it is that 
achieving buy-in from a range of in-
ternal stakeholders, and commitment 
from them to use the sponsorship in a 
meaningful way, is a now a prerequisite to 
committing to a sponsorship. This means 
that their departmental needs and con-
cerns must be understood and addressed 
and their interests represented in negotia-
tions. There is no use gaining buy-in from 
your major customer management area 
and then not negotiating the benefi ts they 
need to enhance their VIP connections.

The fact that this is taking place before 
a sponsorship commitment is made is 
the key here. Anyone who has tried to sell 
a sponsorship into uninvolved colleagues 
after the fact will certainly agree, and the 
result is a sponsorship that is more costly 
and far less effectively leveraged. As my 
grandpa used to say, it’s like trying to 
make a silk purse out of a sow’s ear.

Brand Needs
The good news about gaining internal 

buy-in prior to investing in a sponsorship 
is that you will also gain a far more com-
prehensive understanding of brand and 
business needs than you would if this 
information was coming solely from the 
brand group. One fl ows from the other, 
making brand needs sit very comfort-
ably as the third, yet still very important, 
priority. 

Last Generation Branding
As you have no doubt fi gured out, I am 

not a big fan of logo exposure. Something 
that will come as somewhat of a surprise 
to many sponsors is that neither are your 
customers.

Forty years ago, sports grounds had 
billboards. The signs actually said some-
thing about the brand or the product, 
not like the logos that now plaster every 
surface of every modern stadium. That 
was followed by the more-is-better 
logo-driven approach. Still common, 
the problem with this approach is that 
the massive preponderance of signage 

is unwelcome. It is clutter – an interrup-
tion – that detracts, rather than enhances, 
the audience’s experience with the event. 
Research has shown that people tend to 
equate signage with sponsorship and 
sponsorship to making an event run, 
which means that they tolerate it, but that 
is all they do.

The past few years have seen the advent 
of technological innovations like revolv-
ing signage, Diamondvision, and virtual 
signage – all created to capture the atten-
tion of an audience. All created to divert 
that audience from the experience that 
they are trying to have. This is not good. 
If you want your brand to be an invited 
part of someone’s life, there is no more 
powerful way to achieve that than to add 
value to their experience and align with 
their values and self-defi nition through 
something that they truly care about, and 
no worse way to do it than to disrespect 
their experience by intruding on it.

The wisest of sponsors – those who op-
erate in the Last Generation – understand 
that signage and other branding is not 
the cake, it’s not the frosting, it is merely 
the cherry on the top. In a fully realized 
sponsorship program, it can serve as a 
reminder of the sponsorship’s substance, 
but a conscious effort is made not to be 
intrusive. 

I believe that, as logo fatigue becomes a 
more recognized phenomenon, this more 
Olympic-style approach to branding will 
become a major part of Last Generation 
Sponsorship. I also believe that we will 
eventually see a move back to billboards 
for some sponsors, who will recognize 
the value of a message over a logo.

Last Generation Leverage
First generation sponsorship was 

neither leveraged nor part of the over-
all marketing plan. It was considered a 
luxury spend, with exposure being its 
own reward.

Second generation saw an acknowl-
edgement that sponsorship had to be 
leveraged to provide returns. Sponsor-
ship departments started budgeting 
extra money to run promotions and PR 
campaigns, often in competition to other 
brand activities. It was better, but still not 
integrated.

Integration with overall marketing 
objectives came into play with third gen-
eration sponsorship. It became a piece of 
the marketing pie, with less incremental 
money spent on support and more inte-
gration with existing marketing activities.

Last Generation sponsorship turns 
conventional leverage programs on their 
head. It acknowledges the integrateability 

and uses the uniquely emotional power 
of sponsorship to drive the brand’s entire 
marketing program. Sponsorship is now 
not supported by other media, but acting 
as a catalyst to make that other media 
more effective.

This is not to say that sponsorship 
should be your biggest expenditure or 
drive every marketing activity, simply that 
if meeting both functional and emotional 
target market needs is part of your overall 
marketing plan, that the more consis-
tently and centrally you use the power of 
Last Generation Sponsorship, the more 
effective your marketing program will be. 

The leverage program of a successful 
Last Generation Sponsorship will have 
one or more of the following qualities:

• It is leveraged in a way that respects 
and enhances the audience’s emotional 
connection with the event (or team, 
cultural organization, program, etc.)

• It provides meaningful added-value 
to the audience’s experience with the 
event

• It provides meaningful added-value 
to the customer’s experience with the 
brand

• It enhances the target market’s com-
munity (geographic or virtual) in a way 
that impacts, even in a small way, on 
ordinary people’s lives
 
The best sponsorships do all of these 

things.

Last Generation Measure-
ment

When I started in this business, I clearly 
remember measuring results solely in 
terms of impressions. One logo seen one 
time equals one impression. The more 
impressions a given sponsorship got, the 
more valuable and effective it supposedly 
was. While this did give some indication 
of the reach of a sponsorship, it really 
didn’t have anything to do with the 
impact that sponsorship had on brand’s 
results. It was convenient, it was lazy, but 
it was all we knew.

Second generation was all about sales 
and the myriad ways of counting them. 
If you couldn’t count it, it didn’t happen, 
and if the sponsorship wasn’t “profi table” 
in immediate dollar returns, it was a dud. 
Some augmented sales numbers with 
impressions. Others threw a big num-
ber into the ROI column to indicate the 
amount of good corporate citizenship the 
sponsorship engendered, which, crude as 
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it was, may have been the fi rst real indica-
tion that our industry understood that 
sponsorship returns could be both long 
and short term.

Third generation was a revelation, with 
a range of stakeholders not only inte-
grating sponsorship with their activities, 
but also setting multiple objectives and 
using their own resources and expertise to 
measure results against those objectives. 
Market research has become an integral 
part of third generation sponsorship, as 
measuring changes in perceptions and 
behaviors has become an important part 
of reporting.

In terms of measurement, Last Gen-
eration Sponsorship is only a small step 
from third generation. Rather than replac-
ing any of those effective and appropriate 
measures, it simply goes further, creating 
a far deeper understanding of the target 
market’s alignment with and attach-
ment to a brand, the longevity of those 
changes, and the role of sponsorship in 
achieving that. Last Generation Sponsors 
measure their brand’s alignment with 
and understanding by target markets who 
have experienced a sponsorship against 
ambient numbers. Again, market research 
is a key element. 

Last Generation Ambush
An argument could be made that 

ambush marketing isn’t really part of 
sponsorship, that it’s essentially the anti-
sponsorship. I disagree. It is something 
that happens to sponsors, it functions 
much like sponsorship, and the results 
are very similar to sponsorship results, so 
I approach it as a facet of the sponsorship 
industry.

First and second generation ambushers 
do it for one reason, to annoy the compe-
tition. They get a buzz when they manage 
to get their logo or advertisement into or 
around an event, whether that event is a 
strategic or even market fi t, and imagine 
the competition eating their hearts out 
that their beautiful sponsorship has been 
foiled by 40 people wearing a non-spon-
sor’s t-shirt.

Third generation ambushers are some-
what more strategic, with their primary 
focus to create confusion as to who 
the true sponsor is among a key target 
market. Does it work? Well, that depends 
entirely upon how well the true sponsor 
has leveraged their sponsorship and how 
natural a fi t that true sponsor is with the 
event.

Moving on from that, generation 3.5, 
for lack of a better name, ambush market-
ing has become very strategic. Ambushers 
select, leverage, manage, and measure 

their ambushes with the same degree 
of care that they apply to their sponsor-
ships. They don’t even try to ambush 
good fi tting, well leveraged sponsorships. 
This means that there are fewer ambushes 
across this generation, but those that 
are carried out tend to work – delivering 
on a range of objectives very cost-effec-
tively. The best ambushes create meaning 
around an event that the real sponsor 
has missed. The heartfelt patriotism that 
underlies all of their marketing and ideal 
positioning of Qantas made them not 
only a natural ambusher of the 2000 
Olympics, but enabled them to refl ect 
the emotional state of Australians during 
the Games, something the true sponsor 
didn’t and couldn’t do.

So, what does ambush marketing 
look like in the Last Generation? I’m an 
idealist, so I’d like to think that when 
Last Generation Sponsorship becomes 
the norm, there will no longer be any 
room for ambush. Sponsorships will 
be selected, negotiated, leveraged, and 
measured thoroughly and for the right 
reasons, and the degree of meaning that 
will bring to the brand-customer relation-
ship will make any attempts at ambush 
ineffective.

What Next?
After reading this article, you may be 

realizing that you are already there. You 
are a Last Generation Sponsor – not 
just mature, but wise. It is more likely, 
however, that you will have recognized 
elements of your approach across third, 
second, or even the fi rst generation. If this 
is the case, you need to update the way 
you do sponsorship and you need to do 
it soon.

Last Generation Sponsorship is still 
in the early stages, with precious few 
companies fully realizing the potential of 
the medium. This will not, however, last 
forever. As more great case studies get out 
– as more people read this article and see 
the benefi ts of focusing on target market 
needs fi rst and foremost – the impact of 
doing sponsorship right and leading your 
category will diminish.

Sure, you can always catch up. Of 
course, creating meaningful bonds with 
your target markets will always be a good 
idea. But for a few years at most, this 
emotional marketing turf will be rela-
tively uncluttered, allowing the shrewd 
sponsors among you to take ownership 
of key ground before your competition 
does.

Getting there isn’t necessarily easy, and 
it often requires up-skilling across a broad 
range of internal stakeholders in order to 

Kim Skildum-Reid, President of 
Power Sponsorship in Australia is 
a corporate sponsorship strategist, 
trainer, speaker, and author of the top 
selling sponsorship book in our indus-
try, The Sponsorship Seeker’s Toolkit 
and The Sponsor’s Toolkit. 

With 21 years experience across 
the US, Europe, Asia, the Middle East, 
and Australia/New Zealand, Kim is the 
brainchild behind Power Sponsorship, 
a sponsorship organization created 
to assist sponsorship profession-
als worldwide with getting the skills, 
information, and resources they need 
to modernize their approach and make 
their sponsorship programs really 
deliver.  Kim is recognized around 
the world as a dynamic and insightful 
speaker. Her enthusiastic style and 
practical approach has made her high-
ly sought-after, with consistently rave 
reviews. Her most recent speaking en-
gagement was at IFEA’s 52nd Annual 
Convention & Expo in Atlanta, Georgia 
as a general Advanced Professional 
traing course where she presented: 
“Power Sponsorship: Distancing 
Yourself from Your Competitors.”

For more information, contact:
Power Sponsorship
25 Samuel Street
Tempe NSW 2044, Australia 
Phone: 61-2 9559 6444
Fax: 61-2 9475 0118 
Email: admin@powersponsorship.com
Website: www.powersponsorship.com

If you liked this article, you may also 
be interested in…

• The Sponsor’s Toolkit by Anne-Marie 
Grey and Kim Skildum-Reid, published 
by McGraw-Hill and available at good 
bookstores.

• The Sponsorship Seeker’s Toolkit 
(Second Edition) by Anne-Marie Grey 
and Kim Skildum-Reid, published by 
McGraw-Hill and available at good 
bookstores.

• SponsorScope – A free interactive 
sponsorship self-assessment tool that 
provides insight, direction, and an 
assessment of your current situation 
based upon your answers to a ten-min-
ute quiz. Available at www.powerspon-
sorship.com, the web’s most powerful 
sponsorship destination.

consistently benefi t from the principles 
of Last Generation Sponsorship, but it is 
worth it. And it is not optional.
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Why People Fail
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to Achieve Their Goals

Even more surprising, of the 20 percent of the population that 
does set goals, roughly 70 percent fail to achieve the goals they 
have set for themselves. And when you take into consideration 
the fact that many of these goal-setting people strive for easily 
attainable, small goals, it’s a wonder that anyone accomplishes 
anything remarkable at all in business and in life. 

When it comes to goals, there are two categories: “be” goals 
and “do” goals. In other words, who do you want to be or what 
do you want to achieve? Within each category, there are four 
areas of goals: wealth, health, relationships, and self-fulfi llment. 
So any goal you set for yourself will fall into one of these areas. 
When a business professional sets a goal, it tends to be either 
a wealth goal or a relationship goal. However, achievement 
involves all four areas, and success means fi nding balance in the 
four areas. In order to live a successful life, you need both “be-
ing” and “doing” goals in each of the four areas. 

But before you rush out and set goals at random, you need 
to know what traps to avoid. Following are the top ten reasons 
why people fail at achieving their goals. Avoid these roadblocks 
and goal attainment will be yours.

1. Fear of success and/or failure. 
Some people are afraid they will fail, or even worse, they may 

actually succeed. As such, they don’t even bother trying to attain a 
goal. Such people lack belief in themselves and in their potential. 
In their mind, if they fail, everyone will think negatively of them. 
And if they succeed, people will be envious and think negatively of 
them. So it becomes a lose-lose situation no matter how they look 
at it. But realize that you can achieve anything you set your mind 
to. Believe in yourself and your abilities and others will, too.

2. Lack of understanding about the 
 goal-setting process.

Many people mistakenly believe that goal setting simply 
means putting a goal on paper, setting a date for completion, 
marking off checkpoints as they occur, and then starting all over 
again. Such a mentality hinders people from success, because a 
goal isn’t a one-time thing that you eventually scratch off a list. 
Setting a goal is really about changing yourself for the long-
term. Goals aren’t short-term, quick-fi x things; they are fi xed 
and immovable destinations that show the world who you want 
to become or what you want to achieve.

3. Lack of commitment to the goal. 
Even though people state they want to achieve a certain goal, 

in truth, they’re really not committed to it. Because of this lack 
of commitment, they don’t give the act of goal attainment their 
full effort. And as with anything in life, if you don’t give it your 
all, you receive mediocre results. Commitment is crucial for at-
taining any goal. 

4. Inactivity. 
After setting a goal, writing down dates, and setting check-

points, some people stop. They never actually take that fi rst step 
needed to progress toward their goal. But realize if you don’t get 
started, you can’t go anywhere. Without action, nothing hap-
pens. So if you’ve created a goal list and now wonder why none 
of your goals are transpiring, ask yourself what action steps 
you’ve taken to achieve your goals. If you haven’t taken any ac-
tion, now is the time to start.

Most people claim to understand the importance of goal setting in order to attain 
a better life, but in fact, approximately 80 percent of people never set goals for 
themselves. This is especially prevalent among people who are not involved in 

some sort of business or entrepreneurial endeavor that promotes goal setting. 

By Douglas Vermeeren
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5. Analysis paralysis.
Many people let questions and doubts 

paralyze them. They believe they can’t 
start on a goal until they have all the 
answers to every “what if” scenario. How-
ever, no matter how long and hard you 
prepare, you will never have all the an-
swers to the questions you ask. Addition-
ally, most people make their decisions 
and/or answer their questions based on 
where they are right now, rather than on 
where they want to go or who they want 
to become. Always base your decisions 
and answer your questions with a view to 
the future, not a view to current situa-
tions. Your situation will change because 
of the decisions you make today and will 
dictate the success of your journey. So 
move forward toward your goal knowing 
that you’ll never have all the answers.

6. Lack of a real destination.
People often begin setting goals with-

out a solid destination of who they want 
to become or what they ultimately want 
to achieve. But if you don’t have a desti-
nation in mind, then you’ll never know 
which road to take to get where you 
want to go. Your destination needs to be 
clear – something you can visualize and 
describe to others. Without such a clear 
view of what you want in life, you’ll be 
forever changing course and falling short 
of your potential.

7. Failing to plan.
While many people understand the 

formula of goal setting, they don’t have a 
plan for goal attainment that’s personal-
ized to them and their experiences. In 
other words, they neglect the gifts they 
possess which can help them attain the 
goal, as well as the people they know 
who may be able to help them. We each 
bring so many unique talents and at-
tributes to the table, and we know a mul-
titude of people who can help us in some 
way. Be mindful of these advantages 
during your planning process and use the 
resources you have available to you. 

8. Having too many goals.
Some people have too many goals and 

not enough focus. It’s like they’re stand-
ing in front of a dart board with three 
targets in mind. Hitting just one target 
is diffi cult enough; hitting three targets 
simultaneously with one dart is impos-
sible. Therefore, determine the one goal 
you are focused on and move forward 
with that one goal only. Eliminate other 
goals that are secondary. This is not to say 
that you should never have more than 
one goal. Rather, you need to realize that 

you have only so much time and energy. 
Therefore, chose the goal that will give 
you the highest ROE (Return On Effort) 
and focus on that one goal fi rst. Once 
complete, you can then focus on other 
goals in sequence. 

9. Feeling unworthy of the end 
 result.

Some people really don’t believe 
they’re worthy of attaining the goal. As 
such, they self-sabotage themselves. Per-
haps they suddenly walk away from the 
key contact who will help them with their 
goal, or they neglect to do a critical activ-
ity that will enable them to achieve their 
goal. People who feel unworthy usually 
lack self-confi dence, and confi dence is the 
keystone to goal attainment. 

10. Lack of motivation to change. 
Finally, many people are simply satis-

fi ed with what they have and where they 
are in life. As such, they don’t explore 
what else is available or what greater 
things they could achieve. Research 
tells us that there are only two motivat-
ing factors that cause people to change: 
Pain and pleasure. And even if someone 
is feeling pain in a situation, that pain 
may not be great enough, or he or she is 
simultaneously receiving ample pleasure, 
so the person doesn’t strive for more. 
Change and goal attainment only happen 
when you’re ready to break the status quo 
and truly want something better in life.

Goal achievement doesn’t have to be 
an elusive target. You really can be whom 
you want and do what you want. By bal-
ancing your goals into the four categories 
mentioned and avoiding the mistakes 
that hinder people’s results, you can 
achieve any goal you set for yourself and 
reach new levels of personal and profes-
sional success.

Doug Vermeeren is best-selling 
author on goal setting and human 
performance. His most recent book, 
“Amazing Success,” combines over 
400 interviews with top achievers and 
highlights the attributes and similar 
patterns they followed to achievement. 
Currently, Doug is touring with the 
cast of the documentary, “The Secret,” 
while producing its follow-up, “The 
Opus,” which focuses on taking a vision, 
turning it into a plan and putting it to 
performance. For more information on 
“The Opus,” visit www.TheOpusMovie.
com, or to contact Doug, visit www.
douglasvermeeren.com.
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WOW!

FOUNDATION

Wow! I was expecting to have a 
good time in Atlanta last September; 
hoping too, that we’d have good atten-
dance, a successful fundraiser and that 
I would make lots of new friends, but 
… WOW! All my expectations were 
met and exceeded. It was a fantastic 
conference, I met many wonderful 
new people and reconnected with 
my long-time friends. The people of 
Atlanta were wonderful hosts, Steve 
Schmader and his team did a fabulous 
job as usual, and I left with more new 
ideas than my ever-softening brain 
could hold.

As is usually the case when someone 
agrees to be the chair of an event, I was 
congratulated for a job that was largely 

done by everyone else! So let me 
quickly thank Joe Vera, Kay Wolf, Foun-
dation chair-elect Mindy Rabinowitz, 
and everyone else for all their help on 
this year’s foundation fundraisers! Of 
course, the entire Foundation board 
is to be thanked for stepping forward 
with wonderful contributions to the 
live auction as well as their attendance 
and support at both the Auction Party 
at Centennial Olympic Park, and the 
Georgia Aquarium. They volunteered, 
staffed the Foundation table, and gen-
erally talked up all the great work the 
Foundation has done in the past, and 
has planned for the future.

As for the Foundation’s future, our 
crystal ball tells us we’ll have an even 
closer relationship with IFEA in the 
coming year, and a more active role 
in the day-to-day operations of the 
Foundation. As we reorganize to bet-
ter apply our volunteer resources, we 

fi nd that the organization may well 
benefi t from a different approach to 
its management; an approach that 
we hope will result in even more of 
your contributions being directed to 
the educational activities that we are 
organized to provide.

I’d also like to thank Bruce Skinner 
for his years of service and for getting 

Continued on page 66
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Flexible Spaces.

World-Class Cuisine.

Breathtaking Views.

Wolfgang Puck Catering

www.georgiaaquarium.org
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®

There must be something in the water.

Your guests will never forget the extraordinary experience waiting for them at the Georgia Aquarium. Through 
two large observation windows in our ballroom, they’ll come face-to-face with fascinating animals from around 
the globe. Whether you’re hosting an intimate reception or a large event, our  exible space can be customized 
to create a unique, personalized setting for your occasion. Complementing this dramatic scenery, Wolfgang Puck 
Catering brings innovative cuisine to elevate your one-of-a-kind event. 
 

To book your event today contact our catering sales 
team at 404.581.4126 or booking@georgiaaquarium.org.
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Make the IFEA 
Part of Your World

THE BOARD TABLE

Having been with my current 
organization since 1990, and an IFEA 
member since 1988, I’ve had the op-
portunity to witness how the industry 
has changed via these two relatively 
consistent backdrops. For our festival, 
the difference between the business 
environment today to that of ten to 
fi fteen years ago is astounding. ‘Back 
in the day’ corporations sponsored 
the festival for what they could give, 
not for what they got. Budget and ser-
vice cuts by government were on the 
list of things that could possibly hap-
pen, but usually not something that 
you needed to really deal with. And 
competition was usually only the idea 
of a similar event somewhere in the 
region around the same time as you 
– not the multiple layers of dollar, 
time, destination, and resource com-
petition that we all see today. Atlanta, 
and the numerous colleagues that I’ve 
met through IFEA, has convinced me 
that the challenges that our festival 
faces today are shared by many, if not 
most, of organizations in the industry.

Just as the world of producing festi-
vals has changed, so has the world of 
the special events industry trade associ-
ations. ‘Back in the day’ people joined 
because that was simply what you did. 
The IF(E)A conference was as much, 
if not more, about socializing than it 
was about education. Keeping up to 

date on current trends was something 
that could perhaps be done annually. 
Do any of these things sound remotely 
similar to the world today? People 
today will join IFEA or any trade asso-
ciation primarily based upon the direct 
return on their investment. While net-
working is critical, simple socialization 
is not – people want to learn and meet 
those who can help them. It’s also a 
ROI equation, this one based upon the 
investment of time. And the idea of 
keeping up on trends annually? Today 
we want to know today. 

Besides confi rming to me the idea 
that the world has indeed changed 
for everyone, the Atlanta conference 
illustrated two other important things. 
First, I saw again how critical the IFEA 
was to my continued success in the 
world of special events. The camara-
derie, support, ideas, inspiration, and 
understanding I was able to soak in 
from fellow professionals is simply not 
available at any other place. Every edu-
cational session I attended yielded at 
least one idea that I could take back to 
my business. I found inspiration and 
motivation from the keynote speak-
ers, fi lling me with renewed energy to 
inspire and motivate those around me. 
I also walked away with a much more 
confi dent view on where the industry 
is today and what the next challenges 
and opportunities are likely to be. 

As always, the recent IFEA conference in Atlanta was an op-
portunity to see old friends and to make new ones. That’s 
always been my favorite aspect of the gathering…after all, 

we’re in a people business and getting to spend time with people 
in the same business is always special. I noticed this year however 
that the “shop talk” that everyone engages in has gotten more se-
rious and detailed. Upon refl ection, I realized that it’s a trend that 
really has been growing in the past few years and it’s truly a refl ec-
tion of the business and the times we are in today. Like virtually 
every business in the world, the special events industry is getting 
increasingly competitive and demanding. 

My second take away, and one that I 
think is most important to all of you, 
is seeing fi rst hand how committed 
IFEA is to evolving with the indus-
try…how committed it is to being the 
best possible resource it can be for you 
today and tomorrow. I saw the results 
of the effort and energy expended to 
have the best possible speakers and 
sessions. I saw the intense desire by 
the entire organization that your con-
ference experience be exceptional. I 
saw the sincere interest of the organi-
zation to learn what it is that you want 
to know, what it is that you want the 
IFEA to be and to do for you.

The commitment – and the 
results - that I saw in Atlanta are a 
tangible product of the efforts that 
the organization’s staff and board 
have made towards creating a “new” 
IFEA. Creating an association whose 
mission and goals are not simply 
something that ‘looks good on paper’, 
but are instead something that is a 
living, breathing entity…an entity 
that is solely designed to make my 
business and myself successful. From 
my perspective as a member of the 
Board of Directors, I am pleased and 
proud to know that commitment, 
and the results we all see from it, will 
only grow over time and become even 
more focused and benefi cial. I trust 
that you will see that as well and will 
prosper by having IFEA as your ‘part-
ner’ in the challenging world and in 
our equally challenging industry. 

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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TRIPinfo.com
your trip starts here

11 Years as a Trusted Source!

Deadline: January 31 for 2008 Issue

EXCLUSIVE BONUS to IFEA members:
Purchase an online advertising package and
receive a free, 1/12 page, color ad in the popular
TRIPinfo.com Festivals & Attractions Guide.

TRIPinfo.com’s Festivals and Attractions Guide is used
by 40,000 travel agents, tour operators and group
leaders eager for new experiences – like only IFEA
members can provide.

TRIPinfo.com is an Index to USA Travel Sites used by
consumers & professionals.  It has 700,000 unique 
visitors and 2,500,000* page view annually.  Maximize
your promotional efforts and gain exposure for your
organization with this IFEA member-only bonus.

To participate:
1. Go to www.TRIPinfo.com/submissions/festivals_submit.html
2. Complete your listing
3. Enter the words “08IFEA Member” in the “More Info” box 
4. Choose your TRIPinfo.com package

TRIPinfo.com will contact you to create your 1/12-page, $600 
value, bonus ad!  That’s all there is to starting your 
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2008 IFEA Board Offi cers and Transitions

The Board paid tribute to Derrick Fox, President & CEO, 
of the Alamo Bowl in San Antonio, Texas for his service 
to the organization as a member of the Board from 1998 
- 2007, including serving as the IFEA World Board Chair in 
2006, and to Jimmy Wong, President of Gywndara Inter-
national in Singapore, for his service on to the organiza-
tion as a member of the Board from 2005 - 2007.

The Board also thanked 2007 IFEA Foundation Chair 
Steven Remington, CFEE, for his service on the IFEA 
World Board in 2007. The current IFEA Foundation Chair 
holds a reciprocal seat on the IFEA World Board. 2008 
IFEA Foundation Board Chair, Mindy Rabinowitz, with 
Harrah’s Entertainment in Las Vegas, Nevada will fi ll that 
seat in 2008.

We appreciate the time, energy and commitment that all 
of these individuals continue to give to the IFEA and to our 
industry. 

Nominations for IFEA Board of 
Director’s Requested

While there are currently no required seats to be fi lled on 
the 2008 IFEA World Board of Directors, as we go through 
some internal strategic changes the Board Nomination 
Committee is requesting nominations for consideration. A 
person may be nominated by another IFEA member(s) in 
good standing or through self-nomination. Nominations 
for the IFEA Board of Directors can be submitted by send-
ing a no more than two page description defi ning how the 
candidate meets the criteria listed below. 

Successful candidates should demonstrate the following 
characteristics:
• Knowledge of and interest in serving the global industry
• A well-balanced knowledge of the IFEA organization
• A sense of integrity 
• Demonstration of ethical behavior
• A commitment to adequate time for board service
• Open-minded, but confi dent
• A strong sense of confi dentiality
• A record of team orientation with no strong personal agenda
• A strong track-record of interest and active participation 

in the association and industry
• A positive and supportive attitude
• A belief in the value of volunteerism and the ability to 

support, fi nancially, participation on the board
• A high level of communication skills

Nominations may be faxed to the IFEA Offi ce, Attn: Nom-
inating Committee, at (208) 433-9812 or emailed to kaye@
ifea.com and must be received no later than 5 p.m. (Moun-
tain Time) on Friday, November 30th, 2007.  

Board members may serve up to two consecutive three-
year terms. The IFEA Board has three regularly scheduled 
meetings per year, and each board member is responsible 
for paying for their own individual travel and hotel ex-
penses to all board meetings. Not more than three meetings 
may be missed in any three-year term.  New board mem-
bers are also expected to attend an orientation session prior 
to the start of the fi rst meeting of their term. 

IFEA UPDATE

The IFEA Board met in Atlanta, Georgia on September 22nd, following the 52nd Annual 
IFEA Convention & Expo, and elected the following Offi cers for the 2008 IFEA World 
Board of Directors term:

SECRETARY
SAM LEMHENEY, CFEE
Director of Design
Pennsylvania Horticultural
Society
Philadelphia, PA

CHAIR-ELECT
TOM BISIGNANO
Director, Special Events
Management
Walt Disney Parks
and Resorts
Orlando, FL

CHAIRMAN
HENRY “PETE” VAN
DE PUTTE JR., CFEE
President & CEO
dfest/Dixie Flag Event
Services Team
San Antonio, TX

IMMEDIATE
PAST CHAIR
PAUL JAMIESON, CFEE
Executive Director
SunFest of Palm Beach
County, Inc.
West Palm Beach, FL
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The American Bus Association (ABA) 
has released its popular Top 100 Events 
in North America listing for 2008 and 
IFEA members are well represented. The 
listing has become a popular source of 
information for motor coach and tour 
operators and a coveted piece of recogni-
tion for events. The entire list is included 
as a supplement along with the October 
edition of Destinations, the magazine of 
the ABA or is available on-line at www.
buses.org . 

ABA’s Top 100 Events in North 
America is an annual compendium of 
the best events for group travel in the 
United States and Canada. Each spring, 
a committee of ABA-member motor-
coach and tour operators selects the 
Top 100 Events for the subsequent year 
and the list is unveiled in September. 
Winners are chosen from hundreds of 
celebrations, festivals, fairs, commemo-
rative events, and more that have been 
nominated by state tourism offi ces and 
local and regional CVB’s. From among 
the winners, ABA names the Number 
One Event for both the United States 
and Canada. 

ABA launched the Top 100 program in 
1982 to help motorcoach and tour opera-
tors plan itineraries. Each year, 100 U.S. 
and Canadian events are selected for the 
program. Two events from the list of 100 
are singled out for top honors, one from 
each country.

Now in its 26th year, the Top 100 
Events receive worldwide attention 
via the media–television, radio, and 
print–such as USA Today and CNN. 
ABA’s Web site lists the winners and 
links to the events. ABA distributes some 
10,000 copies of the Top 100 Events in 
North America magazine, featuring the 
winners, to all of its members and to 
thousands of travelers worldwide. 

The IFEA congratulates the following 
member events, included on the 2008 
list of Top 100 Events (* = Also rec-
ognized as an Internationally Known 
Annual Event):

• *Pasadena Tournament of Roses, Pasadena, California

• National Western Stock Show, Denver, Colorado

• Isle of Eight Flags Shrimp Festival, Fernandina 
Beach, Florida

• *Indianapolis 500 Festival, Indianapolis, Indiana

• *Kentucky Derby Festival, Louisville, Kentucky

• National Cherry Festival, Traverse City, Michigan

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

• Tupelo Elvis Presley Festival, Tupelo, Mississippi

• Albany Tulip Festival, Albany, New York

• Harborfest, Oswego, New York

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

• Food Lion Speed Street 600 Festival, Charlotte, 
North Carolina

• Pro Football Hall of Fame Festival, Canton, Ohio

• *Portland Rose Festival, Portland, Oregon

• Kutztown Folk Festival, Kutztown, Pennsylvania

• *Mummers Parade, Philadelphia, Pennsylvania

• *Philadelphia Flower Show, Philadelphia, Pennsylvania

• 24th Annual Charlestown Seafood Festival, Charlestown, 
Rhode Island

• Sun Fun Festival, Myrtle Beach, South Carolina

• Gatlinburg’s Winter Magic, Gatlinburg, Tennessee

• 35th Annual Dickens on the Strand, Galveston, Texas

• Grapefest: A Celebration of Texas Wines, Grapevine, Texas

• MAIN ST. Fort Worth Arts Festival, Fort Worth, Texas

• Utah Shakespearian Festival, Cedar City, Utah

• Wisconsin State Fair, West Allis, Wisconsin

• *Calgary Stampede, Calgary, Alberta, Canada

• *Folklorama, Winnipeg, Manitoba, Canada

• Kitchener-Waterloo Oktoberfest, Kitchener, 
Ontario, Canada

IFEA Members 
Part of ABA Top 

100 Events for 2008

IFEA 2007-08 Member-
ship Directory Upgraded 

to New Format 
Watch your mailbox and/or email box 

for the new “2007-08 IFEA Who’s Who in 
Festivals & Events Electronic Membership 
Directory & Buyer’s Guide”. This year, for 
the fi rst time, we are providing the IFEA 
Membership Directory and Buyer’s Guide 
in electronic format for all of our members 
worldwide. Using this upgraded new for-
mat, you may choose to access the informa-
tion from one or more of several options:
• Directly from the disc provided from 

the IFEA;
• From the Members-Only section of our 

IFEA website at www.ifea.com;
• By copying it directly onto your com-

puter hard drive so that you can carry it 
with you for easy access at all times; or

• By printing out a hard copy of selected 
sections or the entire Directory to keep 
nearby. 
You may also wish to load copies onto 

your staff computers so that they, too, can 
have ready access to the IFEA professional 
global network.

The “2007-08 IFEA Who’s Who in 
Festivals & Events Electronic Membership 
Directory & Buyer’s Guide” is searchable just 
like a printed version and can be viewed full 
screen in a .pdf full-color version. The Direc-
tory will open automatically when loaded 
into your computer. From there you can:

Thumb through the information page by 
page; or Click on the “Bookmarks” tab in 
the upper left-hand corner which have been 
formatted to take you quickly to any area of 
the Directory, such as “Texas Events” or “Asia 
Suppliers” or “Industry Sponsors”.

Along with the Directory you will also 
receive our new “2007-08 IFEA Who’s Who 
in Festivals & Events Advertisers Guide”, a 
special desktop reference to the advertisers 
found in the Electronic Membership Direc-
tory & Buyer’s Guide. These advertisers, in 
a multitude of categories that can help to 
ensure your success, represent the leading 
vendors and suppliers to the festivals and 
events industry. We encourage you to keep 

Continued on page 51
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Boise, Idaho, IFEA’s World Head-
quarters, will be the site of the 53rd 
Annual IFEA Convention & Expo. 
Nestled on a high desert plain in the 
shadow of the Rocky Mountains with 
a pristine river fl owing through its 
center, Boise fi nds its roots from the 
gold rush days of the 1800s. Today 
Boise is the state capital and the largest 
metropolitan community in the state 
of Idaho, with some 500,000 residents 
in the surrounding Treasure Valley, 
and is considered one of America’s 
most livable and likable cities. Home 
to corporate headquarters and bases 
for Micron Technology, Hewlett-Pack-
ard, Washington Group International, 
MPC Computers, J.R. Simplot Com-
pany, Albertson’s Grocery Stores, Boise 
Cascade, Trus Joist International, and, 
of course, the International Festivals & 
Events Association (IFEA), Boise has 
received awards and recognition as 
“The #1 Adventure City” by National 
Geographic Adventure magazine; “One 

of the Best Places to Live” by Money 
magazine, ”One of the Best Places for 
Business & Careers” by Forbes magazine, 
among a list of many other accolades. 

Boise offers the culture and entertain-
ment of a large urban area in a place that 
feels a little like everyone’s hometown 
— quality of life is high and residents and 
visitors alike enjoy the unique blend of 
natural beauty and urban comforts. Boise 
is the hub of commerce, banking and 
government for the state and is located 
midway between Salt Lake City, Utah, and 
Portland, Oregon. Easily accessible by air, 
Boise is a direct fl ight from many markets 
in the eleven western U.S. states, and only 
one stop away for the 39 eastern states. 

The Boise Centre on the Grove will 
be the primary site for the convention, 
with attendees able to choose between 
three hotel properties, all at a substantial 
savings to attendees over previous years. 
Free hotel shuttles and a short ten-minute 
journey from the airport to the center of 
downtown will also help registrants save 
on travel expenses. Additionally, attendees 
will be surrounded by pre, post and dur-
ing community event activities, including 
“Art in the Park”, the largest arts festival 
in the Northwestern United States, on the 
Friday, Saturday and Sunday leading into 
the convention; the “Hyde Park Street 
Fair”, a long-running, eclectic, neighbor-
hood gathering of crafts, entertainment 
and food on the weekend leading out of 
the convention; and “Alive After Five”, a 
popular downtown mid-week, summer-
long tradition featuring food, entertain-
ment and people watching. 

For those with more adventuresome 
tastes the best in white-water rafting, 
mountain biking, river tubing, golfi ng and 
more await. Or, you may want to plan a 
side trip to the resort communities of Sun 

Valley, McCall, the new Tamarack Four 
Seasons Resort, or one of Idaho’s local 
wineries. Closer to Boise you can enjoy 
the World Center for Bird’s of Prey; 26 
miles of pristine greenbelt pathways 
along the Boise River for walking, 
running or biking; a spectacular city 
parks system; hot-air ballooning; water 
parks; the Boise Art Museum and many 
downtown art galleries, the Idaho 
History Museum, the Idaho Black His-
tory Museum, the Anne Frank Human 
Rights Memorial, the Basque History 
Museum, the Discovery Center, Zoo 
Boise, the Idaho State Capital Building 
or a visit to the World Sports Humani-
tarian Hall of Fame and the infamous 
blue-turf football fi eld of Boise State 
University and college football’s post-
season Humanitarian Bowl. 

If you like to eat, Boise is home to 
more restaurants, per capita, than any 
city other than Las Vegas. And for sports 
enthusiasts, Boise is home to college and 
professional teams, including football, 
arena football, basketball, baseball, 
hockey, and tennis teams. If you have a 
specifi c interest, please contact the IFEA 
staff or the Boise Convention & Visitors 
Bureau prior to your visit, or go to the 
Boise links on-line at www.ifea.com. 

“We look forward to welcoming ev-
eryone to Boise, the world headquarters 
for the IFEA, and what promises to be a 
fun and memorable convention experi-
ence, “ said IFEA World President & 
CEO, Steve Schmader, CFEE. “We have 
lots of special plans that we are working 
on. We also hope that the savings in 
hotel room costs, cab fares, etc., will 
allow people to bring more members of 
their festival and event staffs, volun-
teers, boards and more, to be a part of 
the IFEA convention experience.”

Boise, Idaho – IFEA World Headquarters – 
to Host 53rd Annual IFEA Convention & Expo

IFEA Global 
Partner Festival 
Media Corpora-

tion, together with the Shanghai 
International Arts Festival, hosted a three 
day International Sponsor Summit, 
October 17th-19th, in Shanghai, China. 
Targeting major international corporate 
sponsors and marketing agencies, the 
summit introduced attendees to the power 
of festivals and events as a major spon-
sorship component and consideration 

around the world. IFEA World President 
& CEO Steven Wood Schmader, CFEE, ad-
dressed the attendees on the topic of “The 
Role & Impact of Festivals & Events” and 
IFEA China President Zhang Nuan talked 
about “Festivals in China – Sponsor-
ship Opportunities & Challenges”. Other 
familiar IFEA presenters included Sylvia 
Allen , CFEE, CEO of Allen Consulting; 
Pat Christenson, President of Las Vegas 
Events; Chuck Blische, Executive Director 
of Fiesta San Antonio, and Dan McCon-

nell, Senior Vice President / Managing Di-
rector of DDB. Charles Brown, Chairman 
& CEO and James Shanklin, Executive Vice 
President of Festival Media Corporation 
covered the new two-way channel access 
provided by their organization between 
sponsors and events worldwide. Chinese 
government offi cials, media, leading festi-
val representatives, and representatives for 
the BOAO Forum for Asia, the Shanghai 
2010 World Expo and the 2008 Olympic 
Games also participated in the summit. 
Many new relationships, partnerships and 
increased awareness of our market niche 
were sparked as a result of the summit.

IFEA Highlights Festivals & Events at Festival Media 
Corporation International Sponsor Summit



The IFEA, along with their As-
sociation Alliance partners the In-
ternational Association of Assembly 
Managers (IAAM), the International 
Association of Fairs & Expositions 
(IAFE), the Outdoor Amusement 
Business Association (OABA) and 
the International Association of 
Amusement Parks and Attractions 
(IAAPA), are pleased to provide 
members of all the Alliance organi-
zations with free access to the new 
quarterly magazine Venue Safety & 
Security. Covering all aspects of life 
safety and asset protection, this im-
portant new publication, in associa-
tion with PRISM Media Group, cuts 
across every niche of our industry. 
Members of the fi ve Association Alli-
ance partners received the inaugural 
issue of Venue Safety & Security this 
summer and can look forward to the 
fall issue coming soon. The maga-
zine will also be available on-line in 
the Members-Only section at www.
ifea.com and each of the other Al-

New Association Alliance Benefi t

liance Associations. Those interested 
in submitting an article or idea for 
future issues of Venue Safety & Security 
should contact Nia Forster at nia@
ifea.com. 

IFEA China 
Recognizes First 

Recipients of IFEA 
China Outstanding 

Figures Award  
Following on the tradition set by the 

IFEA World Hall of Fame, the highest 
honor in our industry, recognizing the 
impact of selected individuals on our 
industry and/or association, IFEA China 
created the “IFEA China Outstanding 
Figures Award”, designed to recognize 
selected individuals who have infl uenced 
the face of our industry in the People’s 
Republic of China. The fi rst recipients of 
this new award were recognized during a 
special luncheon as part of the Shanghai 
International Arts Festival in Shanghai, 
China on October 18th. Awards were 
presented to the following individuals:

Wang Zhongnong, 
Chairman, Hubei 
Festival & Conven-
tion Society

Chen Shenglai, CEO, 
Shanghai Internation-
al Art, Festival Center

Li Jicheng, General 
Director, Beijing In-
ternational Culturism 
Tourism Festival

Chen Xiaoling, Direc-
tor, Nanning Interna-
tional Folk Song Art 
Festival

Zhou Liangtian, Vice 
Director of the Organiz-
ing Committee Offi ce, 
China Wuquio Interna-
tional Circus Festival

Jiang Lianshao, Di-
rector, Weifang Inter-
national Kite Festival

The IFEA congratulates these individu-
als for their extraordinary efforts, leader-
ship and accomplishments on behalf 
of their events, communities and our 
common industry.

The new IFEA Korea was offi cially 
launched in July in Boryeong, South 
Korea, during the city’s very popular 
Boryeong Mud Festival. The offi cial 
ceremonies, attended by government 
offi cials, leading media, educational 
representatives, and local event profes-
sionals, concluded an IFEA Asian 
Summit meeting with representatives 
from each of the IFEA’s Asian affi liates. 
Professor Gang-Hoan Jeong, Ph.D., Di-
rector of the Event Research Center for 
Pai Chai University, was named as the 

fi rst and founding President of the new 
IFEA Korea. The Mayor of Boryeong and 
other government offi cials, including 
Mr. Cheol Min Kim, Director of the Ko-
rean Festivals Section for the South Ko-
rean Ministry of Culture and Tourism, 
helped to host IFEA World President 
Steven Wood Schmader, CFEE, IFEA 
China President Zhang Nuan, IFEA Sin-
gapore President Kelven Tan, CFEE; and 
other attendees for the two-day summit 
that set the stage for many exciting new 
opportunities in the future.

The new IFEA Korea was officially first and founding President of the new

IFEA Korea Affi liate Launches 
with Asian Summit
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Dodie Holderfi eld, CFEE
Heather Price, CFEE



this handy guide close-at-hand for whenever you need quick 
access to the most creative and helpful resources in our business. 
And when you contact them, please be sure to tell them that you 
got their information through the IFEA.

We hope you enjoy the fl exibility offered by your new “2007-
08 IFEA Who’s Who in Festivals & Events Electronic Member-
ship Directory & Buyer’s Guide”, the gateway to your profes-
sional global network. 

IFEA Europe Thanks Outgoing 
President Jeroen Mourik for Service

The Board of Directors of 
IFEA Europe would like 
to express their thanks 

to outgoing President Jeroen Mourik. Mourik has tirelessly 
served IFEA Europe for many years in numerous capacities 
as Chairman of the Board of Director’s, President, Business 
Development Manager and Convention Director. He has also 
served as a member of the IFEA Foundation Board. While 
not retiring or giving up his much appreciated and continued 
support for the IFEA, other professional obligations have 
created a need for him to step aside from his offi cial duties 
for the organization. In his place, Allan Xenius Grige (allan.
xenius.grige@ifeaeurope.com) with CACC/Copenhagen Arts 
& Culture Consult in Denmark and current Chairman of the 
IFEA Europe Board will serve as the primary point of contact 
for IFEA Europe on a daily basis and IFEA World Hall of 
Fame Inductee Colm Croffy (colm.croffy@ifeaeurope.com) , 
with the support of the Association of Irish Festivals & Events 
(AOIFE), will serve as the organization’s base of operations.

Continued from page 47
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The IFEA and Zambelli Fireworks Internationale are pleased to announce Dave 
Carter of Wichita Festivals, Inc., Wichita, Kansas, as the recipient of the 2007 
IFEA/Zambelli Fireworks Internationale Volunteer of the Year Award. 

As this year’s winner, Carter was the guest of IFEA and Zambelli Fireworks 
at the IFEA’s 52nd Annual Convention & Expo, presented by Festival Media 
Corporation, September 17-21 in Atlanta, Georgia. He was recognized and 
presented with his award during the IFEA Hall of Fame Awards Luncheon on 
Wednesday, September 19th, 2007.

2001
John Johnson

Nominated by SunFest
Palm Beach County, Florida

2002
John Altadonna

Nominated by the Autumn Leaf Festival 
Clarion, Pennsylvania

2003
Tad Fraizer

Nominated by Updowntowners
Lincoln, Nebraska

2004
Ray Griffin

Nominated by Cityfolk
Dayton, Ohio

2005
Lisa Collins

Nominated by Memphis in May 
International Festival
Memphis, Tennessee

2006
Doreen Ravenscroft

Nominated by Waco Cultural Arts Fest
Waco, Texas

Dave Carter
Nominated by Wichita Festivals, Inc., 
Wichita, Kansas

Dave Carter’s enthusiasm and dedica-
tion as a volunteer for Wichita Festivals, 
Inc. is unparalleled. His 25 years of 
involvement have spanned everything 
from coordinating antique bathtub races 
and organizing corporate challenges, to 
serving on the board of directors and 
most recently chairing the Wichita Flight 
Festival. 

Dave has acted as media spokesper-
son, sponsorship solicitor, local gov-
ernment liaison, marketing strategist, 
promotional director, problem-solver, 
cheerleader, mentor and leader, and has 
also lent his vocational expertise in the 
field of aviation. There hardly seems to 
be a skill that Dave doesn’t possess, and 
the organization has benefited tremen-
dously from his willingness to share 
them all. 

Beyond the roles he is willing to 
assume, Dave’s initiative is witnessed 
through his careful organization. He out-
lines in advance what needs to be done, 
assigns responsibilities to other volun-
teers helping with the project and serves 
as a cheerleader in completing the tasks. 
He never asks someone to do something 
he wouldn’t do himself and is careful 
to explain what needs to be done and 
when. His frequent Power Point presen-
tations to outline information, demon-
strate his commitment to getting things 
done right, and his leadership in making 
that happen. He has used this mecha-
nism so often with the organization’s 
operations committee that they tease him 
every time he addresses the group, asking 
where the Power Point presentation is!

With a constant smile on his face and 
an endless willingness to step forward if 
help is needed in any area, Dave never 
says something can’t be done and is 
always positive. He believes the group 
of volunteers involved on the festival’s 
operations committee can make anything 
work and voices that belief often. Dave 
is also always thinking of others. Earlier 
this year he had accepted responsibil-
ity for a specific event role and when 
asked to assume a different role, his first 
concern was about upsetting the person 
he had originally agreed to help. Not 
until he checked with her to make sure 
it wouldn’t damage their relationship 
would he accept the new position. Not 
only is he hard working, he’s fun to be 
around and extremely personable. No 

20012001

Past Volunteer 
 of the 

Year Awards Winners
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While there can only be one person named as the 2007 “IFEA/Zambelli Fireworks International Volunteer of the Year”, we would 
like to take a moment to recognize all of the many deserving individuals who were nominated this year. Each one stands out in 
their own special way, making it a very diffi cult decision for the committee to make. The spirit and dedication they have shown has 
helped to strengthen and shape the events they work with, which in turn, has helped to keep our industry and their communities 
strong. We invite you to join us in thanking them, and all volunteers, for their much-appreciated efforts.

Patti Clevenger
Nominated by Jane Groff 
City of Maryville, Maryville, TN

Mary Horner
Nominated by Jack Daniels 
Memphis in May, Memphis, TN

Lupita Perez
Nominated by Penny Reeh
Texas Festivals & Events Association

Lowell Register
Nominated by Shirley Buafo, 
Macon, Georgia’s International 
Cherry Blossom Festival

Tom Steltenkamp
Nominated by Mark Shallcross 
Kentucky Derby Festival, Louisville, KY

Joe Vickarelli
Nominated by Lynn Settje
Greeley Stampede, Greeley, CO

matter how many details he’s tracking at 
once, he remembers conversations with 
and the needs of others.

Last year in preparation for the Wichita 
Flight Festival and the participation of 
the U.S. Air Force F15E demonstration 
team, the festival learned that it did not 
have the equipment in Wichita neces-
sary to do after-flight oil sample tests, 
a requirement for the F15. Without our 
being aware, Dave contacted McConnell 
Air Force Base, located in Wichita, Boeing 
Aircraft Company and others trying to 
find the necessary equipment. Through 
his efforts and those of another volunteer 
working with him, the festival was able 
to secure the equipment needed at an Air 

Force Base in Oklahoma. The base agreed 
to do the tests required if we could trans-
port the oil sample to them after each 
flight, and Dave found the volunteers 
to do so. Without his efforts and deter-
mination to find a solution, we would 
not have been able to enjoy what was 
the highlight of the air show, the perfor-
mance of the F15E. 

Perhaps the greatest impact that Dave 
has made at Wichita Festivals, Inc. is as 
a leader and role model for others. He is 
a great mentor for new members of the 
operations committee. He doesn’t com-
plain or voice displeasure with decisions, 
but instead jumps in to help for the 
greater good. As a result, he is respected 

by the organization’s staff and all of the 
other volunteers who work with him. His 
interest in the events Wichita Festivals, 
Inc. produces, along with the people who 
make it work and who enjoy the results, 
is always foremost in his mind. 

Without Dave Carter, Wichita Festivals, 
Inc. would lose valuable expertise, a 
trusted role model and a friend. He pro-
vides continuity from years of experience 
to both staff and other volunteers and 
has a true commitment to our mission of 
community celebration. The festival can 
count on Dave and has never been disap-
pointed.



Congratulations to our 2007 Winners

Gold
Borderfest

Stripes Sponsorship

Silver
Kentucky Derby Festival
McDonald’s Sponsorship

Bronze
Creative Strategies Group

Forest City Stapleton Sponsorship



Budget: Under $250,000 
Gold - Clarksville/Montgomery County Tourism Commission 

Rivers & Spires Festival, Inc. - Clarksville - TN - U.S.A.
Silver - City of Richardson - Cottonwood Art Festival - Richardson - TX - U.S.A.
Bronze - Irish Fest Milwaukee - Milwaukee Irish Fest - Milwaukee - WI - U.S.A.

 
Budget: $250,000 - $750,000 

Gold - Borderfest Association - Borderfest 2007 “A Salute to Ireland,” 
Proudly Presented by Kraft - Hidalgo - TX - U.S.A.

Silver - Issaquah Chamber of Commerce - Issaquah Salmon Days Festival 
Born to be Wild - Issaquah - WA - U.S.A.

Bronze - City of Palmdale Special Events - Palmdale Fall Festival
Palmdale - CA - U.S.A.

 
Budget: $750,000 - $1.5 Million 

Gold - Macon Georgia’s International Cherry Blossom Festival - Macon - GA - U.S.A.
Silver - Cherry Creek Arts Festival - Denver - CO - U.S.A.

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

Budget: Over $1.5 million
Gold - Portland Rose Festival Association - Portland Rose Festival 

A Century of Celebration - Portland - OR - U.S.A.
Silver - Kentucky Derby Festival - Louisville - KY - U.S.A.

Bronze - Greeley Independence Stampede - Greeley Stampede 
Buckle Up - Greeley - CO - U.S.A.

 
View the complete list of 2007 IFEA/Haas & Wilkerson Pinnacle Award Winners on the IFEA Website.

 
MARK YOUR CALENDARS FOR THE 2008 IFEA/HAAS & WILKERSON 

PINNACLE AWARDS ENTRY DEADLINE

Friday, June 27th, 2008 
(With Late Entry Fee Deadline: Friday, July 18th, 2008)

Proud to insure excellence in the festivals & events industry

Silver 
Bron

G

Silve

Gold - M

Bronze 

Vie
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Kay Wolf, CFEE
Kay Wolf began 

her career, like 
most Hall of Fame 
inductees, by get-
ting involved where 
there was a need 
to make their little 
corner of the world 
just a little better to 

celebrate culture, to bring together friends, 
family and neighbors and bond as a com-
munity through celebration. 

Kay began her community involve-
ment career in the Aransas Pass Cham-
ber of Commerce in 1979. As a staff 
director and eventually Chamber CEO, 
she produced a very successful event, 
Shrimporee, in that small coastal town 
in Texas. Her event was recognized 
throughout the state as being one of 
the best. She, too, was recognized for 
her success at that event along with her 
other duties for the Chamber of Com-
merce. She understood the importance 
of her event not only for her hometown, 
but for tourism in the State of Texas and 
throughout the country.

As a volunteer, Kay really shined as 
she basically single-handedly saved 
the TFEA organization through various 
transformations. “I served on the TFEA 
Board with Kay” quotes Steve Rosenauer, 
Executive Director of Fiesta Oyster Bake, 
“and I saw fi rst hand how her dedication 
and willingness to support the festival 
industry became the driving force to 
maintain a need for a strong associa-
tion.” Kay has contributed hundreds of 

This years inductees will join the ranks of 43 others inducted into 
the IFEA Hall of Fame over the past 15 years. Each is recognized 
as an outstanding individual who, through exceptional work and 
achievements, has made a significant contribution to the festivals 
and events industry.

Ron Simpson, CFEE
 Ron Simpson 

has built a career 
helping to enter-
tain thousands of 
people in any way, 
at any time!

Ron founded 
RCS Productions 
in 1982 and to 

this day serves as its President.  RCS Pro-
ductions evolved out of Ron’s hobby as a 
Disc Jockey. At the time, Ron owned and 
operated Atlanta Rubber Company.  By 
day he was marketing industrial rubber 
products such as conveyor belting and 
specialty gaskets in the Atlanta metro area 
and on weekends, spinning records for 
weddings, corporate and special events.

In the early 80’s, Ron assisted with con-
cert events at Stone Mountain Park.  When 
the opportunity arose to give Ron a leader-
ship role providing concert entertainment 
there, Stone Mountain Park became RCS 
Productions’ fi rst major client.  

Ron was also instrumental in shap-
ing the entertainment portion of many 
events at Stone Mountain Park including 
Taste of the South, Spring Fest, Stone 
Mountain’s Memorial Day, July 4th Cel-
ebration and the Yellow Daisy Festival 
among others.  

In the early days, RCS booked regional 
and national talent, but eventually made 
the foray into providing production 
services, making the entertainment and 
technical portion of an event seamless 
for their clients.  This vision and growth 
helped transform RCS Productions into 

Herb Melleney
Herb Melleney 

has a very unique 
connection with 
the IFEA because 
for many years he 
was the IFEA!

As one of the 
founding members 
of what was then 

called the “International Festivals As-
sociation” (IFA), Herb provided executive 
leadership for more than 26 years, then 
served as the association’s fi rst full-time 
Executive Director from 1984 to 1988. On 
top of that, Herb has made a tremendous 
contribution to the event industry.

In his 22-years as Executive Director of 
the St. Petersburg Festival of States, Herb 
led the organization to national fame 
through the Champions on Parade Field 
Show, featuring top out-of-state bands in 
fi eld competition. In 1969, he initiated 
the Festival’s Illuminated Night Parade 
and in 1971 created the National Flag 
Pageant, a history of the United States 
depicted through music and presenta-
tion of the various American fl ag chang-
es. For a number of years, the National 
Flag Pageant was taken on the road to 
other festivals around the country. 

Herb’s creativity resulted in several 
other festival events that have been widely 
replicated throughout the nation. The 
Clown Alley program, teaching youngsters 
the art of being a clown, was started in 
1978, along with a marathon race. The 
Second Time Arounders Marching Band 
was begun in 1983 for people of all ages 
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one of the largest festival and special 
event entertainment companies in the 
South, today.

In the late 1990’s when communi-
ties around Atlanta were in the midst of 
downtown redevelopment, a number 
of them were interested in performing 
art spaces.  Ron consulted with these 
communities on their vision and goals 
for these spaces, and made sure that they 
incorporated best practices and industry 
standards in the development of these 
facilities.  Today, Town Center Park in Su-
wanee Georgia, the Duluth Festival Cen-
ter complex and the Villages Amphithe-
ater in Ron’s hometown of Fayetteville, 
Georgia, all stand as testament to Ron’s 
guidance and are enjoyed by hundreds of 
thousands of people each year.

Today RCS Productions produces 
over 125 concerts a year, working with 
national talent in all genres producing 
for festivals, radio shows and special 
events throughout the country.  From the 
Olympic Games in 1996 to the Kingsland 
Catfi sh Festival, Habersham Bank Home-
coming to include KICKS Radio Country 
Fair and the Marietta Square Summer 
Concert Series, Ron continues to bring 
the very best in professionally produced 
shows to interesting venues, small towns, 
large arenas, parks and intimate spaces.

Ron’s dedication and big heart to the 
Special Events shows through with his 
support on the event side with his profes-
sional participation in The Alzheimer’s 
Association’s Memory Walk, United 
Cerebral Palsy’s Fund Raiser event and 
the annual March of Dimes Achievement 
in Radio awards show among others.

His biggest gift to the festivals and 
events industry however, is his ability to 
work with new clients…helping them 
dream big, despite often limited budgets.  
He assists in mapping out a path for 
them to grow their event with entertain-
ment and programming.  “The result is 
very rewarding” says Ron.  “When you 
have worked with a community or event 
that has little or no access to national 
entertainment, and are able to deliver 
a national recording artist to the event.  
The amount of community pride, the 
community response, and the economic 
impact of those events are priceless.”

Stone Mountain Park was Ron’s intro-
duction into the festival market, and IFEA 
was introduced to him shortly after.  RCS 
was involved in the early planning of the 
Georgia Festivals & Events Association 
(GFEA) and Ron served on the board in 
the 90’s and was recently invited back for 
another board term with GFEA. Always a 
supporter of the Festivals and Events In-
dustry, Ron has attended the IFEA Conven-

who previously played and/or marched in 
a high school band. It has now grown to 
over 500 members, and is known as the 
“Offi cial Festival of States Marching Band.”

Herb’s approach to the annual corona-
tion of the Festival of States Sungod-
dess was also unique and dramatic. In 
a pageant not typically associated with 
royalty coronations, Herb marched a full 
high school marching band through the 
coronation auditorium, creating a spec-
tacularly dramatic event climax.

Herb’s legacy in the festival business is 
probably most appropriately focused on 
his dedication to high school music educa-
tion programs. Through the fi eld, march-
ing, jazz and stage band competitions he 
created, thousands of music students were 
able to enjoy recognition of their excel-
lence and achievements. To this day, Herb 
is remembered by now grown-up band stu-
dents who will never forget their participa-
tion in the Festival of States competitions.

“I have known Herb Melleney since 
1969,” said Ray Gove, retired band director 
of the Long Prairie Marching Ambassadors 
from Long Prairie, Minnesota. “The Long 
Prairie High School Band, which I directed 
at that time, was invited to the 1970 Festi-
val of States in St. Petersburg, Florida and 
Herb Melleney was the Executive Director. 
That festival and the opportunity to meet 
Herb was the greatest boost to my career 
as a band director that I can ever recall. 
Not only did we participate in the 1970 
festival, but we returned to the Festival of 
States fi ve more times in my 36 years as the 
Long Prairie High School band director. 
Why? Because of Herb Melleney. Herb was 
a dedicated festival director, but he was re-
ally special to the bands and the kids that 
participated in his festival.”

He was not your usual festival director, 
where once a band was invited you were 
on your own. Herb was in contact with us 
before, during and after the festival. He 
is the only executive director that I know 
who personally traveled to the towns 
after the festival to present the winning 
band their awards. He came to our town 
in central Minnesota at least four times to 
share our excitement with the school and 
community who we represented at the 
Festival of States. To Herb, the bands and 
the kids were the stars of the show in St. 
Petersburg. I learned more from Herb and 
the band directors that Herb put me in 
contact with, than any other source. Herb 
Melleney was a band director’s friend, a 
band director’s mentor, and one heck of a 
festival director at the same time. I could 
give you a list of band directors as long as 
my arm that would agree with me.

During his career as a festival direc-
tor, Herb was often called upon to lead 

hours of her time to see that TFEA was 
there to support all of its members in 
the State of Texas. She took that support 
to the next level with her involvement 
in IFEA through lecturing, educational 
seminars, being a member of the IFEA 
Foundation Board and getting involved in 
the CFEE certifi cation program-a program 
designed to bring outstanding profession-
al recognition to the festivals and events 
industry. She currently serves as the 
elected representative from the TFEA Past 
President’s Committee to the TFEA Board.

Kay then joined the creative and man-
agement staff at Dixie Flag to enhance 
their reputation as a leader in the festivals 
and events industry. She saw this as an 
opportunity to bring her expertise to 
many events both regional and national. 
“I worked with her for several years; and 
she helped transform our festival with the 
inclusion of a Dixie Flag decorations and 
signage program” said Steve Rosenauer. 
“She was very professional and her over-
all knowledge of the festival and event 
industry helped the Fiesta Oyster Bake 
develop long range plans for the signage, 
decoration and sponsor programs for 
the event.” Even during her tenure with 
Dixie Flag, Kay continued her work with 
the TFEA and IFEA as a very supportive 
vendor and enthusiastic sponsor.

Kay truly enjoys the festivals and events 
industry because it is a way to bring to-
gether diverse people to share in support 
of the community. Kay has been a proven 
leader for many years in the festivals and 
events industry, not because she wants 
to win awards and be recognized for 
personal achievements, but because it is 
a great opportunity for her to contribute 
to the organizations that support the 
celebration of communities.

Chuck Blische, Executive Director, Fi-
esta San Antonio Commission states, “ev-
eryone knows Kay and how she reaches 
out and touches fellow event planners 
daily. You mention her name and people 
light up. I don’t think I have met any one 
at the TFEA or IFEA conferences that did 
not know her or had not heard of her.” 
He continued, her reputation throughout 
the festivals and events industry is huge. 
And she deserves it. Kay approaches every 
challenge with vigor and zest. She just 
seems to enjoy whatever she is doing that 
very moment. She certainly is not afraid 
of challenges. Actually I believe she seeks 
them out!”

It’s not always what Kay says, it is the 
passion and energy with which she delivers 
the message. Kay wants to make a differ-
ence to our industry one person at a time 
and she is succeeding! She knows how 
to listen to people and is never too busy 

Ron Simpson, CFEE Herb Melleney, CFEE Kay Wolf, CFEE
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Obesity, the war in Iraq, and 
the Morse-code nose-twitch-
ing of a Filipino mother brought 
a sold-out house in Toronto, 
Canada’s beautifully restored 
Winter Garden Theatre to its 
knees in side-splitting laugh-
ter at the closing night per-
formance of the fi rst Just for 
Laughs Festival in that city. 

WORLD

Ha
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Running three days, from July 26-28th, 
the festival featured a star-studded line-
up with six prestigious comedy galas, two 
“Ethnic Heroes of Comedy” shows, a free 
outdoor comedy show, and over sixty 
colorful street theatre (les arts de la rue) 
performances from an international array 
of Canadian, European, and American 
artists. The festival ran from 6PM to 
almost midnight each night.

Jay Leno’s Tonight Show, one of Amer-
ica’s most popular late-night talk shows, 
broadcast live from the festival’s opening 
night gala featuring TV personality Howie 
Mandell. For a fi rst-year event, the festival 
gained instant recognition throughout 
North America.

A Tale of Two Cities
It is impossible to talk about the 

Toronto festival without mentioning 
its much older sibling in neighboring 
Montreal, some 316 miles/509 kilo-
meters away. 

Dubbed the “Cannes of Comedy,” 
the Just for Laughs/Just pour rire Festival 
in Montreal started in 1982 with a very 
simple idea: “to put together, under one 
roof, the people who like to laugh with 
the people who make them laugh.” 

The festival has featured some of the 
biggest names in comedy: Bill Cosby, Jackie 
Mason, Jim Carrey, Jerry Seinfeld, Jay Leno, 
Jon Stewart, Howie Mandel, and the late 
George Burns, among others. The lineup 
reads like the “Who’s who” of comedy.

Today, some twenty-fi ve years later, it 
is known as the world’s largest comedy 
event, bringing some 2.2 million people 
annually to Montreal to enjoy comedy in 
all its forms, from small, stand-up club 
routines to televised galas, street arts, 
open-air theatre, television industry audi-
tions, and fi lm. Of this number, 200,000 
people attend indoor events and 2 million 
throng through the streets of Montreal’s 
Old Town enjoying the colorful European 
street theatre performers. In 2006 alone, 

Just for Laughs/Montreal offered 434 indoor 
shows in 24 venues and 1,265 outdoor 
events; 1,600 artists from 16 countries per-
formed. In 2007, the urban arts outdoor 
component increased by 20 per cent.

The Golden Sound of Laughter
In 2006, the Montreal budget was 

CN$35 million in 2006, supporting 
150 permanent employees in Montreal, 
Europe, and the U.S.. 

With an estimated economic impact of 
CN$100-million from the festival’s one 
month run each year, the City of Mon-
treal is, so to speak, laughing all the way 
to the bank. This year’s Montreal festival 
ran from 9 – 29 July.

Sibling Rivalry?
It is no wonder, then, that the city 

fathers of Toronto approached the 
Montreal organizers to bring the event 
to Toronto—not as a carbon-copy, but as 
a festival with its own unique personal-

Hahaha!
by Charlotte DeWitt, CFEE
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ity refl ective of Toronto’s multi-ethnic-
ity. With a population of 2.48 million, 
Canada’s largest city is one of the most 
multi-cultural cities in the world, and is 
ranked the safest large metropolitan area 
in North America according to Places 
Rated Almanac. Forty-nine per cent of 
Toronto’s population were born outside 
of Canada, and forty-three per cent of the 
population identify themselves as being 
part of a “visible minority,” meaning 
non-Caucasian.

Just pour rire founder Gilbert Rozon 
agrees. “You have to capitalize on this 
(multi-ethnicity),” he explains in French 
to the Journal de Montreal, the largest 
circulation French-language newspaper in 
North America. He believes that Toronto 
must have its own style of comedy festi-
val, different from Montreal’s. 

Translating this into programming for 
Toronto, Just for Laughs hosted the hysteri-
cally funny comedy gala, “Ethnic Heroes of 
Comedy,” where the 350-pound Greek-Ca-
nadian comic Angelo Tsarouchas and his 
multi-ethnic friends lampooned their own 
Indian, Italian, and Asian roots with perfect 
infl ection and intonation overshadowing 
their English. The crowds ate it up.

David and Goliath: 
The Battle for Roomnights

“Travellers have more choices than ever 
and that means the focus on enhancing 
our tourism product has to be ongoing,” 
said Bruce MacMillan, former President/
CEO of Tourism Toronto, in an interview 
last October announcing a new CN$1 

million annual marketing initiative to 
augment the Greater Toronto Region’s 
cultural tourism experiences. Tourism 
Toronto’s Cultural Enhancement Program 
will invest up to CN$1 million annually 
in new cultural experiences that have the 
potential to be signifi cant tourism draws. 

Other Canadian local and regional 
government agencies obviously agree.

This year, Just for Laughs/Toronto 
received CN$250,000 from Tourism To-
ronto, as well as CN$200,000 from Tour-
ism Ontario, CN$200,000 from Ontario 
Tourism Marketing Partnership Corpora-
tion, and a CN$500,000 loan from the 

City of Toronto. 
Major corporate support came from 

Canadian airline West-Jet, who also spon-
sors the Montreal event. 

The inaugural three-day Toronto fes-
tival had a budget of CN$2.4 million. It 
hopes to grow to a 10-day festival in the 
next 3-5 years.

Two Cities, Two Languages
Regardless of size or age, language is 

one of the unique differences between 
the Montreal and the Toronto festivals. 
In French-speaking Montreal, stand-up 
street comedy would be enjoyed by only 
50% of the audience at best, whereas 
in English-speaking Toronto language 
presents no barriers for famous Canadian 
performers like Russell Peters, who kept 
an outdoor audience of nearly 20,000 
people “in stitches” during his free per-
formance at Dundas Square. 

“It was one of the largest crowds ever 
seen at Dundas Square,” said David 
Whitaker, CEO of Tourism Toronto, the 
city’s convention and visitors’ bureau. 
According to Whitaker, the international 
branding of the 25-year-old Montreal 
festival brought instant credibility to 
the Toronto event, and the live televised 
broadcast on The Tonight Show with Jay 
Leno reinforced that message. Duncan 
Ross, Director of Tourism for the City of 
Toronto, called the broadcast “a dream 
which became reality…” for the tourism 
sector. “ 

As for Montreal’s solution to its linguis-
tic challenge, two weeks of the festival are 
performed primarily in French—hence 
the name “Just pour rire,” and two, in 
English; however standup comedy is only 
done in indoor venues throughout the 
entire festival period so as not to exclude 
anyone. Two million people annually 
have proven that the formula works.
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Street Theatre: 
Un Festival Sans Frontières

But the program that transcends all 
language barriers is the street theatre 
program in each city. From 6PM until 
11 PM on July 27 and 28 in Toronto, 
some 60,000 people meandered along 
Yonge Street, then closed to traffi c, to 
enjoy the pyromania of German group 
Bangditos, whose volunteer fi re fi ghters 
created more fi res than they put out; stilt 
walkers from France, Italy, and Holland; 
talking mushrooms from France; and 
the crazy antics of Les Vernisseurs and 
their “Delightful Urban Chaos” (Joy-
euse Pagaille Urbaine), wrapping miles 
of mylar ribbons around any spectator 
or object within range of their magical 
ribbon machines. No language necessary 
– just laughter and shrieks.

Tom Comet of Toronto’s alternative 
Circus Orange (alternative because there 
are no lions or tigers, just electrifying, ac-
robatic spectacle and special effect props) 
feels that even Canada has a long way to 
go before it will completely understand 
what street art is all about. Quoted in the 
Toronto Star, he said, “Here (in Canada), 
when you hear about street theatre, 
people think a guitar, a busker, maybe a 
juggler… over there (in Europe), … they 
close down the whole cores of cities.” 

Europe’s enthusiasm for street the-
atre knows no bounds. In France alone, 
there are 500 different companies doing 
street-based theatre, according to Comet, 
who has toured as a street performer 
throughout Europe. Because street theatre 
performers rarely use the spoken word, 
there are no language barriers.

Urban Arts in Montreal
In comparison to Toronto, the Montre-

al festival’s street program is enormous, 
including a full European carnival-style 
parade with huge, sculpted papier mâché-
style fl oats of comedians like Britain’s 
Mr. Bean and 36 sculpted, walk-around 
grosses têtes, or “big heads” from France. 

This year, the fi rst year of the carnival 
parade, also featured 2000 sets of twins 
and performing artists—perhaps the larg-
est parade of twins in the world! In true 
European style, an estimated 350,000 
people thronged through the streets 
alongside the parade and the fl oats. The 
fl oats remained on display throughout 
the remainder of the festival.

One-Stop Shopping
While it is still early for Toronto to de-

velop its strength in this respect, Montreal 
has become the launchpad for new com-
ics, a talent mecca annually hosting over 
500 industry executives, TV producers, 
managers, agents, and talent scouts. This 
year, 471 accredited media attended Just 
for Laughs/Montreal. Toronto Mayor David 

Miller, whose goal is to surpass Montreal 
as the Canadian “City of Festivals,” may 
have his work cut out for him.

Sister Festivals
Two years ago, Victor, the mascot of 

Just for Laughs/Montreal fell in love with 
Rose, his counterpart from the Carnival in 
Nantes, France. It was love—and laugh-
ter– at fi rst sight, and the result was the 
creation of a sister-festival relationship 
between the two. 

Carnival, in the European context, 
means a mardi gras-style celebration lead-
ing up to the beginning of the Christian 
observance of Lent, with forty days of 
fasting. 

Because half of the Montreal comedy 
festival is performed in French, the “fi t” 
was instantaneous and gave each festival 
the opportunity to benefi t from the other. 
Nantes sent its carnival parade—with 
Rose– to Montreal in honor of the 
festival’s 25th anniversary celebration, 
and true love prevailed.

The Festival with the Good 
Cause: Charge of the Light-
Hearted Brigade

Increasingly, festivals are aligning with 
causes to carry the message to the masses. 
Just for Laughs/Montreal is no exception. It 
collaborates with the Montreal charitable 
organization la Maison du Père to help the 
homeless in that city, and with Britain’s 
Comic Relief, to whom the Just Cause 
Foundation donates funds collected dur-
ing the festival. Comic Relief seeks to edu-
cate and inform people worldwide about 
global social justice, especially in Africa. 

In addition to a TV laugh-a-thon, 
where callers pledge money during the 
broadcast, the festival also sells green Just 
Cause bracelets throughout the run of the 
festival. Performers also donate a portion 
of income from dvd sales. In 2005, Just 
Cause raised CN$180,000.

Keeping it Fresh, Keeping it 
Funny

Just for Laugh’s Artistic Director André 
Pérusse travels the world in search of new 
street theatre performers, and the parent 
company of Just for Laughs maintains book-
ing offi ces in London, Los Angeles, Paris, 
and Montreal. The most important aspect of 
programming the street festival is variety.

Laughter may be the best medicine, 
but comedian Milton Berle captured it 
perfectly when he said, “Laughter is an 
instant vacation.” 

Comedian/actor Alan Alda goes one 
step further: “When people are laughing, 
they’re generally not killing each other.”  

Continued on page 67

Additional information: www.hahaha.com

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-Presi-
dent/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
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In February 2008, IFEA´s members will 
have the opportunity to meet the Carnival of 
Bahia. Plan now to join your professional peers for 
this unforgettable experience as IFEA Latin America 
takes us behind the scenes of this Brazilian carnival. 

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

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

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

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

Specifi c details, exact dates and costs will be made avail-
able in the months ahead. Be sure to check the IFEA World 
Headquarters website at www.ifea.com for upcoming details 
and links to IFEA Latin America.

Questions? 
Contact Daniel Baldacci, President of IFEA Latin America at danielbaldacci@yahoo.com.br
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tion & Expo since the late 1980’s, obtained 
his CFEE certifi cation in 1999 and has been 
a giving supporter to the IFEA Foundation.

Ron and RCS Productions were nomi-
nated for and won the GFEA Vendor of 
the Year three times. He continues to play 
a big part in their Southeastern Regional 
Conference, doing everything from provid-
ing educational panels and programming 
for the conference, to sponsoring and host-
ing the Kaleidoscope awards banquet.

Ron recently spoke to the newly formed 
Music Business class at the University of 

Georgia. Ron said “ teaching our young 
adults the in’s and out’s of the music busi-
ness is a way of giving back and assuring 
for a positive future.”

In addition to the IFEA, Ron is involved 
in the Country Music Association, Interna-
tional Entertainment Buyers Association 
and the International Association of Fairs 
& Expositions.

In the revolving door of the event in-
dustry, Ron takes the time to council and 
consult with the new point of contact for 
each event, explains what had been done 

in the past and works with them on their 
vision and direction.

With his easy going mannerism, country 
boy charm and disarming personality, Ron 
brings smiles to clients, staff and enter-
tainers while on site producing events.   In 
an industry known for its backstage drama 
and tense situations, Ron goes out of his 
way to make sure this tension is not part 
of his client’s experience.  Many events 
that are still in existence today are due to 
Ron’s ability to dream the big dream, and 
get it done.

seminars and workshops on various 
areas of festival management during the 
IFA conference. He was also kept busy 
with requests for his expertise from other 
developing festivals and events. Herb was 
very generous with his time and talents, 
and welcomed calls from IFA members 
requesting advice and direction. He was 
instrumental in assisting many small festi-
vals in their start-up and growth periods.

In 1984, following the sudden death 
of volunteer IFA Executive Director, Ken 
Walstad, Herb was asked by the IFA board 
to take over the reins of the Association. 
He agreed, and for a minimal salary of 
$15,000 a year and a budget for two part-

time staffers, he moved the headquarters 
for IFA to St. Petersburg, Florida. While 
modestly admitting that he furnished the 
offi ce out of his own pocket, he made a 
great personal contribution of his time 
and talents to take IFA to the next level 
of growth. He was extremely successful 
in increasing membership to over 300 
members, and dedicated a great deal of 
time and effort to supporting the growth 
of small festivals throughout the nation.

In addition to his IFA leadership, Herb 
served on the boards of several Florida 
festivals associations during his career, 
sharing his knowledge and expertise in 
the area of festival management. 

As a footnote to Herb’s induction to this 
year’s IFEA Hall of Fame, 2008 marks the 
fi rst time that the 550 member Awesome, 
Original Greater St. Petersburg Second 
Time Arounders Marching Band will appear 
in the Macy*s Thanksgiving Day Parade.

If you ask Herb to refl ect back on his fes-
tival and event career, it is the organization 
of musicians, young and old, into “One 
More Time” marching bands, that live in his 
fondest memories! Having been adopted 
by over a dozen top festivals worldwide, 
Herb’s all volunteer marching band concept 
has created a lasting legacy for thousands of 
performers and hundreds of thousands of 
festival-goers for years to come!

Ron Simpson, CFEE

Herb Melleney, CFEE

Continued from page 57

Continued from page 57
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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

Dfest Event Services Team - 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@dixiefl ag.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 Reserva-
tion 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 coverages including 
parade, fi reworks, umbrella, volunteer accident, 
and Directors and Offi cers Liability. Contact: Dale 
Johnson, CFEE; Address: 1712 Magnavox Way, 

MARKETPLACE



Fort Wayne, IN 46804; Phone: 866-554-4636; Fax: 
260-459-5800; Email: Dale_Johnson@kandkin-
surance.com; Website: www.kandkinsurance.com.

PAYMENT PROCESSING

CASH SOLUTIONS - Offer your clients the 
convenience of paying by Visa, Mastercard, Dis-
cover, or American Express while attracting new 
customers and improving cash fl ow. Contact: 
Tim Barger; Address: 14415 N. 73rd, Ste. 105, 
Scottsdale, AZ 85260; Phone: 888-273-4693; 
Fax: 480-609-9417; Email: visamccashfl ow@
aol.com.

PINS/EMBLEMS

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

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, constantly updated by travel destinations 
who submit their information updates online. 
Contact: Mark Browning; Address: 3103 
Medlock Bridge Rd., Norcross, GA 30071; Phone: 
877-861-0220, ext. 221; Fax: 770-825-0880; 
Email: mark@tripinfo.com; Website: www.
tripinfo.com.

RESTROOMS

PORTABLE SANITATION ASSOCIATION 
INTERNATIONAL - Trade association repre-
senting U.S. and international companies who 
rent, sell, and manufacture portable sanitation 
services and equipment for construction, special 
events, emergency ad other uses. Contact: D. 

Millicent Carroll, Industry Standards & Mar-
keting; Address: 7800 Metro Parkway, Ste. 104, 
Bloomington, MN 55425; Phone: 800-822-3020 
OR 952-854-8300; Fax: 952-854-7560; Email: 
portsan@aol.com; Website: www.psai.org.

ROYAL RESTROOMS - We are a nationwide 
company specializing in mobile restroom and 
shower trailer leasing. Features: self-con-
tained, running water, fl ushing toilets, climate 
controlled, and soap & towels. Contact: Kym 
McCarty; Address: P.O. Box 13605, Savannah, 
GA 91416; Phone: 912-442-2500; Fax: 912-
964-1228; Email: kym@royalrestrooms.com; 
Website: www.royalrestrooms.com.

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 
Shanklin; Address: 2033 6th Ave., Ste. 810, 
Seattle, WA 98121; Phone: 206-381-5200; Fax: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

 
 
 
 
 
 
 

 

 
 

NO MORE BOUNCED CHECKS!
No More Driving to the Bank with Deposits! 

 

ATTENTION: ALL MOBILE PROFESSIONALS -   
NEWEST POINT-OF-SALE TRANSMITTER  

GUARANTEES CREDIT CARDS & CHECKS – 
 

Save Time, Eliminate Risk & Make Money  
Anywhere you do Business. Offer your 
Clients the Convenience of Paying by 

Visa, MasterCard, Discover or American Express 
& Attract New Customers, Improve Cash Flow! 

 

DEPOSITS WIRE-TRANSFERRED TO 
ANY CHECKING ACCOUNT! 

 

Payment Processing Technologies LLC. is registered ISO/MSP of Chase Paymentech 
Solutions, LLC., Electronic Check Conversion & Guarantee Services by Global eTelecom 
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206-621-9339; Email: jshanklin@festmedia.
com; Website: www.festmedia.com.

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

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

TICKETING/WRIST-
BANDS

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.

COMPLETE TICKET SOLUTIONS - CTS 
provides full service box offi ce management 
including: branded internet & phone sales, event 
day staffi ng, credit card processing, bar-coding 
& scanning, ticket printing, and consulting. Con-
tact: Ivan Marin; Address: 5201 Anglers Ave., 
Ste. 103, Ft. Lauderdale, FL 33312; Phone: 754-
224-6573; Fax: 954-889-0893; Email: imarin@
tixops.com; Website: www.tixops.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@national-
ticket.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

us this far with the Foundation. 
His was a labor of love and we are 
grateful for his efforts. We wish 
him all the luck in his new proj-
ects and hope he stays involved 
for years to come.

I’d also like to welcome our 
new Foundation members, and 
wish chair-elect Mindy Rabinowitz 
an extra helping of good luck; it’s 
an exciting time and I think you’re 
going to see some wonderful 
things from this board.

So thank you all for this oppor-
tunity to serve the IFEA. My career 
and personal relationships have 
fl ourished as a result of the people 
in this organization and I can only 
hope that my small contribution 
has helped convey my gratitude 
for that assistance and support. I 
look forward to working with you 
all in the future.

STEVE REMINGTON, CFEE
2007 IFEA Foundation Board Chair 

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

Email: steve@seedevelopment.com

Foundation Letter continued from page 42
scenario that they have been born into to 
see extraordinary visions of what could 
be. People, young and old, who out of a 
lifetime of need have learned how to turn 
every piece of coal into a diamond, if they 
but had enough coal. 

I learned how to see the unlimited 
possibilities that can be held within an 
African “Mbawula”, a simple bowl. Possi-
bilities to draw people together, to change 
long-held perceptions and images, to pro-
vide opportunities for cultural exchange 
and to fund and build entire communities. 
A vision that Janet will happily share with 
each of you interested in learning more.

And I was reminded of a seed of a 
dream planted by Zhang Nuan in China 
two years ago, now growing on the other 
side of our planet in Africa through the 
efforts of Janet Landey, as we began and 
continue to understand and recognize 
the exponential power of our focused 
industry working together to make a dif-
ference in our world. 

From that seed, as we work to build and 
support our united industry in the years 
ahead, the IFEA will play the role of advo-
cate for the appropriately named “Events 
with a Purpose”. Using and supporting the 
common product of our industry – festi-
vals and events – as a tool to help change 

lives, build pride, create jobs, protect heri-
tages, feed villages, and celebrate hope, we 
will help to communicate needs and direct 
support to and from our peers around the 
world who are aiding others in need.

Beginning in the African cradle of hu-
manity some 70,000 years ago, the evolu-
tion of events has brought us here today, 
each of us, to this moment. The future is 
ours to choose and the IFEA has chosen 
to work toward our vision of a globally 
united industry and a leadership role 
supporting and representing that industry 
worldwide. A vision that we invite each 
of you to be a part of. A vision that will re-
quire that we dedicate ourselves to work-
ing together and to inviting others from 
our combined networks – festivals, events, 
sponsors, municipalities and government 
representatives, tourism agencies, related 
associations and organizations, the media, 
academic institutions, and industry sup-
pliers to join in our vision. 

Martin Luther King also said that 
“After one has discovered what they are 
made for, they should surrender all of the 
power in their being to the achievement of 
that. They should seek to do it so well that 
nobody could do it better.” 

I invite you to share our dream. To-
gether, we can do great things.

Planting the IFEA Flag for the Future continued from page 10
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to stop and answer that pressing 
question. And if she doesn’t have 
an answer, which is very infrequent, 
she knows where to get the answer 
and will always get back to you. 
She unselfi shly gives back to others 
whenever an opportunity arises.

Kay has touched the lives of 
so many. That was eloquently 
expressed at our 50th IFEA Con-
ference in San Antonio, when all 
three of the Hall of Fame recipients 
mentioned Kay in their acceptance 
speeches. She has been an inspira-
tion, a mentor, and a friend to all 
who know her.

Kay Wolf, CFEE

sites as www.festivals.com, www.festi-
valsandevents.com, www.festivalnet.
com, www.festivalfi nder.com and of 
course www.ifea.com. 

Don’t discount those websites that 
attract the same audience as your event. 
If you’re a fl oral event then hyperlink 
to local garden clubs or a nursery; if 
you’re a music festival then link up 
to websites that cover the local music 
scene or where musicians gather to 
swap instruments or recruit new band 
members. If you’re an arts festival then 
link up to art galleries, an arts guild, or 
to stores that sell art supplies.

Perhaps look into your event having 
a page on wikipedia.org as it’s quickly 
become one of the most referenced 
sites when searching through Google.

What about Myspace? No doubt a 
great marketing/informational tool we 
all should be capitalizing on, but not 
every event is ready for it. Working for 
a municipality kept the Wildfl ower! 
Arts and Music Festival in check when 
discussions opened up on creating 
a myspace page, but we still found 
ways to take advantage of this latest 
craze. List your festival on the myspace 
“events” page for your market, and 
create a banner ad (with your website 
address embedded) and place the 
image front and center on your event’s 

website. Encourage site visitors with 
a myspace page to copy and paste 
the banner ad and feature it on their 
myspace page. That way every “friend” 
visiting their myspace page can click 
thru to your event’s website. Finally, if 
you have no plans to create a myspace 
page do your event a favor and at least 
secure your domain name on myspace.
com. You never know when your strat-
egy may change, and you don’t want 
others taking your name and creating 
an “unoffi cial” page.

Whatever methods of marketing you 
chose to use however, don’t be limited 
by budget or by using just the tradi-
tional methods of marketing. There are 
many other ways to get your message 
out there as shown in this article and 
there are probably many more, if you 
just get a little creative.

Geoff Fairchild is the Commu-
nity Events Manager for the City 
of Richardson, TX, and serves as 
the Managing Director of the city’s 
award-winning Wildfl ower! Arts and 
Music Festival. 
He can be reached at 2100 E. 
Campbell Road, Ste. 100, Richard-
son, TX 75081 or call 972.744.4583 
or email geoff.fairchild@cor.gov.

i f i l f i b

Other Tips…
• Brand your web address by listing 

it on the back of your ‘Event Staff’ 
T-shirts.

• If your event prints brochures by 
the thousands, consider having 
them shrink-wrapped in bundles 
of 100. Cost wise it’s not that 
much more, and your grassroots 
marketing team will greatly appre-
ciate it as well as any volunteer 
who carries them in their car. 

• For your print brochures, card-
board counter display pieces are 
perfect for temporary marketing 
campaigns. They’re very affordable 
and easily hold 100 brochures. 
Attach a festival sticker and you’ve 
got an eye catching point-of-sale 
piece that’s more effective than a 
stack of brochures lying flat on a 
counter.

• Don’t forget street banners, they 
actually scored high on that sur-
vey mentioned earlier. 

Festival Marketing continued from page 27
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A dramatic historical reenactment of the ìWar of Steel ” from the 2007 Daegaya Experience Festival, 
Goryeong, South Korea.

PARTING SHOT






