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ADVANCE SALES EVENT

• No Up Front Costs... Nothing To Buy
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• Up & Running In Days... Not Weeks!
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info@extremetix.com • www.clicknprint.com
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At the Gate
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• Rapid Training
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PRESIDENT’S LETTER

The Power of One

I was walking down ‘The Strip’ in Las Vegas last 
month where I was attending a meeting of our Asso-
ciation Alliance presidents during the IAFE’s annual 

convention. While my main focus was centered upon 
fi nding the nearest Starbuck’s for a morning coffee, my 
attention was drawn to a Salvation Army bell ringer 
standing along the famous avenue of mega-hotels, elab-
orate shopping malls, and gambling Meccas; his lone 
bell standing out as a different sound from the ambient 
dinging of the slot machines of Bally’s where I had just 
passed through. As is usual in Las Vegas, there was no 
shortage of people passing by, but I noted that no one 
was dropping anything into the slot on the kettle that 
he provided. Perhaps if he had added a handle to pull 
he could have increased his own odds.

Continued on page 67

of you will never forget the Power of 
One. There are many challenges and 
opportunities that we all come upon 
every day that can be easily set aside 
with the mental justifi cation that they 
appear too large or encompassing to be 
undertaken without lots of help. 

Unfortunately, if no one ever sets the 
fi rst domino into motion, the chal-
lenges will only continue to grow and 
many opportunities will be lost. But 
for those who are willing to take that 
fi rst step to address both challenges 
and opportunities, the Power of One 
comes into play and One individual 
can quickly become One organiza-
tion, One event, One community, One 
country, One region and One world. 

I noted this effect recently in Hi-
dalgo, Texas, where I was asked to join 
in a sponsor summit and celebration 
centered upon Borderfest, a festival 
that has gained both local support and 
international recognition in recent 
years. The festival has enjoyed such 
success that it is no longer evident or 
important who had the One idea that 
started the ball rolling, because now it 
belongs to the entire community, who 
believe that together they can accom-
plish anything. As I looked around 
the room before I spoke, I saw One 
volunteer, One sponsor, One mayor, 
One media representative, One en-
tertainer, One school board member, 
One policeman, etc. Certainly, there 
may have been several attending from 
each category, as well as others, but it 

I was walking down ‘The Strip’ in Las 
Vegas last month where I was attending a 
meeting of our Association Alliance presi-
dents during the IAFE’s annual conven-
tion. While my main focus was centered 
upon fi nding the nearest Starbuck’s for a 
morning coffee, my attention was drawn 
to a Salvation Army bell ringer standing 
along the famous avenue of mega-hotels, 
elaborate shopping malls, and gambling 
Meccas; his lone bell standing out as a 
different sound from the ambient ding-
ing of the slot machines of Bally’s where 
I had just passed through. As is usual 
in Las Vegas, there was no shortage of 
people passing by, but I noted that no 
one was dropping anything into the slot 
on the kettle that he provided. Perhaps if 
he had added a handle to pull he could 
have increased his own odds.

I remember thinking that it must be 
an interesting challenge to ask for dona-
tions in a market like Las Vegas where so 
many opportunities call out to people 
for their money, holding out the possibil-
ity of the big pay-off. In fact, I thought, 
the sure payoff of making a donation in 
that lone red kettle would probably ex-
ceed many times over what multiple bets 

of much larger amounts might in 
the nearby casinos. 

Inspired by this thought I dug into my 
pocket and dropped what I could fi nd 
into the kettle as I passed by. “Thank-
you and Happy Holidays” the bell ringer 
cheerfully responded. “I’m sorry it isn’t 
more”, I replied, and he quickly chimed, 
“Every little bit counts.” 

His response reminded me of the story 
of the little boy walking along the beach, 
when he came upon a stretch of sand 
where the tide had apparently washed 
thousands of starfi sh up onto the shore, 
who were now dying without the water 
needed to keep them alive. He began 
picking them up and throwing them back 
into the water. 

A man came by and noticed the boy’s 
efforts and commented that “I’m afraid, 
despite your efforts, it just won’t matter. 
The problem is far too large to be solved 
by just one person.” After a brief pause 
to listen to the man, the boy picked up 
another starfi sh and threw it back into 
the water, noting as he did so that, “It 
mattered to that one.”

During the holidays and looking 
ahead to the New Year, I hope that each 

f ill f h f

STEVE SCHMADER, CFEE
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Dr. Joe Goldblatt, CSEP

PEOPLE

IN CONVERSATION

I am a Lecturer in the School of Business Enterprise and Management 
and a member of the Tourism, Hospitality and Events (THE) Group, at 
the University. I am developing the fi rst Global Centre for Eventology.

 How did you get into events?
I began at the age of six by organizing back yard carnivals in my 

home town of Dallas, TX. Later I found a community theater in Texas 
and produced events for my college. I was a professional mime when 
I met my wife who was a professional clown. Together we created and 
owned The Wonder Company in Washington, D.C. and produced 
events for two U.S. Presidents, Donald Trump and hundreds of others.

What has been your biggest professional 
challenge?

I suppose, establishing Eventology as a fi eld of study in higher educa-
tion. Now, there are over 200 colleges and universities offering these 
courses and conducting research.

What do you do to relax? 
I am an amateur photographer and my favorite subjects is, (surprise) 

events. I use the pictures for teaching and research. I also am an avid 
reader of history and biography. 

What’s the best advice you’ve ever received? 
Steve Schmader constantly reminds us we are in the people business. 

As we hurdle toward new technological challenges it is important to 
remember what business we are in.

Personal Philosophy
My mentor and friend Jack Morton said, “If you can’t sing, hum.” I 

believe every human being has value and events extract and showcase 
that value to continually advance the human family.

Other Experiences
Dr. Joe Goldblatt, CSEP served as Senior Lecturer in Tourism & Hos-

pitality Management in the School of Tourism & Hospitality Manage-
ment at Temple University in Philadelphia, Pennsylvania from 2003-
2007. Prior to this appointment, he served as Dean of the Feinstein 
Graduate School at Johnson & Wales University where he developed 
the fi rst MBA program in Event Leadership. He earned his master’s 
degree and doctorate degree at The George Washington University 
where he founded the fi rst master’s degree in event management and 
the fi rst professional certifi cate program in this fi eld. He is a graduate 
of St. Edward’s University in Austin, Texas where he was honored as a 
Distinguished Alumnus in 2007. Dr. Goldblatt recently has received a 
lifetime appointment as lecturer and is currently developing the world’s 
fi rst Global Centre for Eventology at Queen Margaret University in 
Edinburgh, Scotland where he now makes his home.

FACTS ON FILE
Degree:
Master’s Degree and Doctorate Degree 
at The George Washington University

Family:
Wife, Nancy (Married 30 years), Chil-
dren Max (28) and Sam (24)

Last book read:
Scotland Before History by Alistair Moffat

Last business book read:
Customer Experience Management by 
Bernd H. Schmitt

Dr. Joe Goldblatt, CSEP
Lecturer
Queen Margaret University
Edinburgh EH21 6UU, Scotland
44-131-474-000
jgoldblatt@qmu.ac.uk
www.qmu.ac.ukContinued on page 67
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INDUSTRY PERSPECTIVES

Attendance:
1,600 Athletes

Budget:
$85,000

Annual duration:
5 weeks

Number and types of events:
20 Olympic-style winter competitions 
held all across the state of Idaho

Number of volunteers:
381

Number of staff:
3

When established:
1990

Major revenue sources by percent:
Sponsorship ......................................70%
Grants ................................................ 20%
Entry Fees ......................................... 10%

Major expenses by percent:
Travel .................................................. 30%
Advertising ........................................ 30%
Merchandise/gifts ........................... 25%
Volunteers ......................................... 15%

Type of governance:
501 (c) 3 with 4 member Board of 
Directors from across the state

CONTACT INFORMATION:
Marie Atwell, CFEE & Heather 
Price, CFEE
SHOWS ETC./Winter Games 
of Idaho
P.O. Box 9046
Boise, ID 83702
U.S.A.
Phone: 208.342.2722
Fax: 208.343.6725
Email: director@wintergamesofi daho.com
Website: www.wintergamesofi daho.com

Brief history: The Winter Games 
of Idaho is a sports festival created 
for recreational and amateur ath-
letes of Idaho and the region. The 
Games also provide a forum for 
training and competition among 
the region’s recreational athletes 
and potential Olympians, which 
have included Dane Spencer and 
Lisa Kosglow. 

Initiated as part of Idaho’s 
Centennial celebration in 1990, 
the Games currently are held in 
9 community venues around the 
state and include ice hockey, cross 
country and skate skiing, fi gure 
skating, snowboarding, alpine ski-
ing, physically challenged and sit 
skiing and telemark skiing.  While 
winning plays an important role 
in any competition, the Win-
ter Games strives to emphasize 
individual achievement and good 
sportsmanship. 

Athletes receive a gift just for 
participating, while medals of 
Gold, Silver and Bronze are award-
ed to the top male and female fi n-
ishers in many age categories.  All 
children 12 and under also receive 
a Participant Ribbon whether they 

place or not. Each skill level has a 
place, as does every age group, at 
the Winter Games.

Many communities in Idaho are 
served by hosting the prestigious 
Winter Games of Idaho. Loca-
tions such as Salmon and Wallace, 
Idaho are examples of quality 
event venues that benefi t greatly 
by holding Winter Games compe-
titions by drawing athletes from 
out of their traditional market. It 
takes about 380 volunteers at 20 
different events all over Idaho to 
complete the games.

The Winter Games of Idaho 
is incorporated as a non-profi t 
organization and is governed by 
a board of directors comprised of 
recreation and business leaders 
throughout the state. This state-
wide event has served over 30,000 
participants in 18 years and con-
tinues to grow and bring the fun of 
Idaho winter sports opportunities 
to athletes of all ages.  We have 
hosted athletes aged 3 years old to 
80 years young from all corners of 
Idaho, as well as Washington, Or-
egon, Montana, Utah, Wyoming, 
Arizona and Minnesota.

The Winter Games of Idaho



FLY COAST-TO-COAST, 
STATE-TO-STATE, 
OR CITY-TO-CITY.

Travel Southwest Airlines for business, 
and get where you need to go ontime.  

Visit southwest.com today.

©2007 Southwest Airlines Co.
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The Value of 
IFEA ASSOCIATION PARTNER



Partnerships
IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider
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They became best known after the NFL tapped them to produce the 
halftime show of Super Bowl X in 1976, pioneering the genre of big 
cast halftime spectaculars. They went on to produce three more, a 

feat that has not been surpassed. 
But in December of 2000, after a succession of management teams 

and an unsustainable fi nancial operation, they cancelled their tours, 
disbanded their fi ve casts of 100+ students, laid-off their staff of 250 
and ceased operations. By the time of the shutdown, Up with People 
was spending millions more than it was taking in. Many thought Up 
with People was fi nancially bankrupt, but there was more than $10 
million in their endowment. In fact it was more of a bankruptcy of 
vision and leadership as well as a failure to adapt. 

Having traveled with a cast in 1973 and serving nearly 20 
years on their staff until 1995, it was a very sad day for me 
when they closed their doors. I attribute most of my drive and 
expertise in starting Creative Strategies Group to my time in 
Up with People. I was hopeful it would be around for my 
kids when they were old enough.

By Bruce L. Erley, APR

For 35 years, the international casts of Up with 
People could be found everywhere. They criss-
crossed the globe performing in communities 
large and small and were featured regularly at fes-
tivals and event from the Indianapolis 500 Festi-
val and the Olympics, to performing on the Es-
planade with the Boston Pops. 

ENCORE!ENCORE!
An Inside 
Look at the 
Return of

2007 INTERNATIONAL EVENTS 17
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At the same time, others were having 
similar thoughts. A group of alumni and 
former staff believed they had a bet-
ter idea and after a six-year hiatus, they 
recruited a new CEO and Up with People 
re-launched their program with a single 
cast in July of 2006. 

Up with People’s new CEO, Tommy 
Spaulding, is a former student and staff 
member. The program “was cutting edge in 
the ‘70s and ‘80s, but I think we lost our rel-
evancy by 2000,” said Spaulding, a former 
IBM regional sales manager and founder of 
“Leader’s Challenge”, Colorado’s foremost 
high school leadership program.

Spaulding set about assembling a team 
of people who shared his heart for the or-
ganization, but had the business expertise 
to help them design and implement a sus-
tainable business model. I was honored 
to join his Board along with Terry Adams, 
executive director of the Cherry Creek Arts 
Festival, who became its Chairman. 

Spalding replaced up the nonprofi t’s 
old business model, resulting in a far 
leaner Up with People with a $6 million 
budget and a staff of fewer than 100. 
Revenue last year was $4.9 million. 
“We really are a 40-year-old start-up,” 
said Spaulding of the new entrepreneur-
ial spirit that is prevalent at Up with 
People today.

In its early years Up with People relied 
on the kindness and generosity of about 
12 wealthy friends of program founder, J. 
Blanton Belk, all who could be counted 
upon to write million-dollar checks to 
cover almost one-third of the program’s 
operating expenses. The rest came largely 
from a combination of corporate spon-
sors, show-ticket revenues and “program 
fees” (tuition) paid by each student tak-
ing part. “As a businessman, I don’t know 
of any sustainable organization where 12 
people fund a third of the organization,” 
said Spalding. “So we failed.” 

Instead, Spaulding is making what he 
calls Up with People’s fi rst serious effort 
to seek donations from nearly 20,000 for-
mer cast members around the world and 
about 500,000 host families that put up 
student cast members during their tour 
stops. He expects to raise $1 million from 
alumni this year; in fi ve years he hopes 
that will rise to $3 million. 

Rather than pocketing ticket revenues 
directly, Up with People now lines up 
business sponsors to subsidize its’ shows, 
then donates the ticket proceeds to a 
pre-selected local charity. “The corporate 
sponsor gets up on stage at each show 
and presents the check to the charity in 
front of thousands. So everyone’s a hero,” 
Spaulding said. 

Up with People’s new business model 
for a sustainable operation is a bit like 
American Idol meets Extreme Makeover: 
Home Edition. 

Like Idol, the multinational, culturally 
diverse cast of talented 18-28-year-olds 
comes together to stage Up with People’s 
signature brand of high-energy, fam-
ily-friendly entertainment that has been 
replicated by such success stories as High 
School Musical.

But like Ty Pennington and the design 
team from Extreme Makeover, Up with 
People now structures their regular tours to 
allow for a week in each community they 
visit in order to focus community attention 
and interaction on one or two key com-
munity projects or nonprofi t organizations. 
Local corporate and media sponsors under-
write the cast to serve as a unique and high 
profi le catalyst, drawing public and media 
attention to a community need while 
providing hundreds of volunteer hours 
through the effort of the cast and commu-
nity members who have been sparked to 
action. The week culminates with a public 
benefi t performance to raise funds for the 
local charitable partners. 

Now, after more than a year of fl y-
ing under the radar, Up with People is 
throwing a series of coming-out parties 
to trumpet its rebirth. On November 
22, 2007, a cast performed as part of the 
Macy*s Thanksgiving Day Parade in New 
York City. And on January 1, 2008, Up 
with People helped launch the New Year 
by producing and performing during the 
Opening Celebration for the 119th Pasa-
dena Tournament of Roses Parade which 
was seen by 40 million people in the 
United States and hundreds of millions 
more around the world.

At present, Up with People is operating 
one touring cast on the road from mid-
August to mid-December and February 
through mid-June. They are also putting 
together an “all star” cast which will be 
booked for private performances, events 
and other special appearances. 
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Additionally, in order to have cast 
availability for the many festivals, fairs 
and events that take place in the summer, 
while the casts are usually in rehearsal, 
Up with People is assembling a seasonal 
“summer cast” comprised of students 
and staff who have recently completed 
their regular tours. They expect to have 
the group on tour east of the Mississippi 
during summer 2008 between mid-June 
and early-August.

Aside from the entertainment and 
community involvement, there’s another 
benefi t to having Up with People back 
in operation. Few organizations have 
produced more leaders in the festivals 
and events industry. Besides Terry Adams 
and myself, IFEA President & CEO Steve 
Schmader, Cirque du Soleil General Man-
ager Heather Reilly, Macy*s Thanksgiving 
Day Parade Manager Wesley Whatley, 
IFEA Europe Board Chair Allan Grige, 
Jamestown 400 Producer Ken Ashby and 
National Academy of Recording Arts & 
Sciences (Grammy Awards) Senior Vice 
President David Grossman are just a few 
Up with People alumni now playing key 
industry roles in festivals, special events, 
and entertainment.

Up with People’s re-launch is nothing 
short of a miracle. In truth it would have 

Bruce L. Erley is President and 
CEO of the Creative Strategies 
Group, a full-service sponsorship 
and event marketing agency based in 
Denver, Colorado which he founded 
in September, 1995. Creative 
Strategies Group (CSG) specializes 
in sponsorship and event market-
ing consultation as well as forging 
partnerships between corporations 
and events, festivals, nonprofi t organi-
zations and other properties. Prior to 
founding CSG, Erley was the Vice 
President for Marketing and Sales 
for Up with People, an international, 
educational and cultural organization. 
Erley is a member of the Board of 
Directors of the International Festivals 
and Events Association, as well as 
past President of the IFEA Founda-
tion and presently serves on Up with 
People’s Board of Directors.

been far easier to pack-up the memories 
and take some satisfaction in a good run. 
But too many people, myself included, 
felt that the program is as relevant and 
needed today as it was back in the mid-
1960’s when it took the world by storm.

The real magic of Up with People re-
mains its authenticity. The young people 
in the cast are not equity performers be-
ing paid to play a role. Rather, they are a 
microcosm of the world, taking time out 
of their lives to work together to make the 
planet a better place to live. 

Up with People continues to use music 
as the universal language to convey a 
message of cross-cultural communica-
tion and understanding. The show is 
upbeat because the message is a positive 
one. Current trends in pop culture and 
renewed audience interest in variety-style, 
large cast entertainment are working in 
Up with People’s favor. And under the 
new business model, Up with People is 
making a relevant, lasting impact on the 
communities they visit.

And that dream I had that Up with 
People would be around someday for 
my kids? My son Matthew is currently on 
tour with Up with People’s Cast B in the 
Philippines having the type of experi-
ences that played such a formative role 

in my youth. That is the best I could have 
hoped for!

For more information on Up with 
People go to www.upwithpeople.org.
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in the Workplace

How to Get Serious About Laughter
By Elaine Ambrose

20 INTERNATIONAL EVENTS 2007
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Did you hear the joke about the 
priest, the prostitute and the 
politician who walked into 
the employee break room? 

Probably not. While there is a time and a 
place for jokes, it’s a bad idea to attempt 
to be funny at work with stories featuring 
religion, sexuality or politics. However, a 
well-timed anecdote about the befuddled 
customer who forgot his address can be 
the perfect icebreaker to dispel tension 
in a serious staff meeting. While timing 
should be considered, experts agree that 
laughter in the workplace can be a real 
asset to profi tability and productivity. 

After 30 years of working in the super-
serious, chuckle-challenged business 
world, I know there is one essential truth: 
A sense of humor will save your job 
and probably your life. My wicked and 
warped sense of humor proved to be my 
best asset in times of terrible trouble. 

Harmless humorous antics in the 
workplace are now encouraged by many 
corporations, including General Electric, 
IBM and AT&T. Companies of all sizes, 
services and products are adhering to 
a philosophy that advocates humor 
programs to improve morale, relieve 
stress, build camaraderie, and positively 
impact the bottom line. In an attempt to 
turn the offi ce into a quarterly comedy 
club, businesses are hiring professional 
humor consultants who encourage 
employees to lighten up and get serious 
about laughing. 

Modern medical experts agree with 
the ancient admonition that “Laughter is 
the best medicine.” A hearty belly laugh 
can lower blood pressure and laughter 
exercises the lungs, pumps more oxygen 
into the bloodstream, and activates en-
dorphins that make people feel good. We 
were born with the ability to communi-
cate with our emotions, and that includes 
laughing and smiling. Yet it’s sobering to 
know that young children laugh or smile 
more than 400 times a day while adults 
are lucky to muster up a few daily chuck-
les. Kids shouldn’t be having all the fun. 

It’s important to know that humor 
has a proper time and place. You don’t 
want to become known as the joke of the 
company because of tasteless and silly be-
havior. Before you start wearing a clown 
nose to work every day, there are some 
guidelines to remember.

1. Know your audience
Knowing your audience is the fi rst and 

most important aspect of using humor 
at work. First, don’t use humor to insult 
or offend anyone. Among friends, it may 
be common to gang up on one friend, 
joking about an embarrassing memory 
or funny comment, but that is certainly 
not appropriate among co-workers. Also, 

don’t even think about jokes or anecdotes 
that include sexuality, religion, politics, 
ethnic background, or someone’s person-
al appearance. It’s a good idea to avoid 
gross stuff as well, as the offi ce is not the 
place for stories that include bodily func-
tions. During a briefi ng of a company’s 
new health plan, the male facilitator 
joked that mammograms would now be 
conducted at Hooters. The men laughed. 
The women threatened to sue. 

2. Be sure to laugh at yourself 
People enjoy self-depreciating humor 

that’s not too pathetic. A middle-age 
speaker can win her audience by joking 
about her age. For example, “I turned 50 
years old and decided it was fi nally time 
to travel and see the world. Unfortunate-
ly, many of the historical sites are younger 
than I am (pause for smiles).” Or, “I try 
to wear those tailored business suits, but 
every time I suck in my gut, my ankles 
swell.” As a warning, don’t go overboard 
on the self-depreciation or they’ll start to 
agree that, yes, you are a loser.

3. Include company anecdotes 
It’s always a good idea to joke about 

the things employees can relate to, in-
cluding stories about products, 
competitors, diffi cult customers, and 
production goals. Remember, a joke 
about a co-worker from a different 
department is not acceptable. However, 
there are a few occasions that you can 
incorporate personal stories about an 
employee. While you would never com-
ment on a worker’s weight gain, you 
could compliment someone who has 
lost a signifi cant amount. “Look at Roger. 
He’s our shinning positive example of 
corporate downsizing!”

4. Use humor to diffuse tension 
The workplace can be a very stress-

ful environment! Humor is a great way 
to diffuse a high-tension situation and 
reduce potential personnel problems. 
Companies often go through times 
of high stress, especially if quotas are 
increased and sales are down. You could 
start a presentation with a mock exag-
geration. “The light at the end of the 
tunnel has been turned off due to budget 
constraints.” However, avoid the tempta-
tion to criticize the boss during times of 
tension. One employee actually told this 
joke during a heated meeting: “James is 
a seagull manager. He fl ies in, make a lot 
of noise, dumps everywhere, and then 
leaves.” The employee who made the joke 
was encouraged to take his humor to a 
different job. 

5. Remember… there is still 
    work to do 

While everyone deserves his or her 
daily dose of humor, it’s important to 
remember that you’re paid to do a job, 
not to be the class clown. A few daily 
laughs will make the workload better for 
everyone, but don’t let jokes distract you 
from your work. Also, avoid emailing 
jokes on company time and on company 
equipment … that’s not in your job de-
scription. For example, an employee sent 
out a blanket email that stated, “Can I 
trade my job for what’s behind Door #2?” 
Unfortunately, he inadvertently included 
his boss in the email distribution. The 
boss returned the following email. “Yes 
you can. Door #2 is the Unemployment 
Line. Good luck.”

The latest business studies indicate 
there is room in the offi ce for both a 
work ethic and a sense of humor. Com-
panies that incorporate humor into the 
workplace experience a notable decrease 
in staff turnover and absenteeism. Surveys 
reveal that most employees list a sense 
of humor as an essential quality for their 
managers to have and use. To foster 
healthy humor, employees are encour-
aged to create tools that promote positive 
attitudes. Even simple ideas, such as a 
humor bulletin board or a weekly joke 
calendar, can boost morale. 

You can fi nd more information about 
humor in the workplace by researching 
online for related books and articles. 
Preview national speakers bureaus and 
speakers associations to fi nd someone 
suitable for your organization or busi-
ness. Contact recommended facilita-
tors and inquire about their costs and 
programs. Then schedule a regular humor 
session for your offi ce and enjoy the 
rewards of working with happy people. 
That’s so much better than working with 
crabby, stressed-out employees who 
wouldn’t know a punch line if it hit them 
on the funny bone.

Elaine Ambrose is an award-win-
ning comedic author and speaker 
who motivates business audiences to 
use humor to survive and thrive in the 
workplace. Her thirty-year business 
resume includes being a manager 
at a Fortune 100 corporation, bank 
offi cer, television news reporter, 
magazine editor, and most recently, 
co-founder of Mill Park Publishing. 
Currently she is co-writing a comedic 
book for middle-aged women titled, 
“Menopause Sucks.” Please contact 
Elaine at 208-630-4217 or www.
millparkpublishing.com.
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Building the Right Festival 
From the Ground Up

By Rick Lott, CFEE
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Every Festival needs a location that can 
give it the best visibility, the most revenue, 
and the best promotion. Few events – es-
pecially new ones – can grow well if they 
are off the “beaten path”. Look around 
your city or neighborhood and see where 
the foot traffi c is already concentrated. It 
may be in a City center, a town square, or a 
museum or entertainment district. Growth 
is important for continuing to raise rev-
enues and it’s a lot easier to promote an 
event whose location doesn’t have to be 
described every time it’s talked about. And 
if your location already has built-in foot 
traffi c on a daily or weekend basis, you’re 
starting out ahead of the game when it 
comes to your audience numbers.

Your audience isn’t the only group that 
needs the right location. Your Sponsors 
need it so they can “reach out and touch” 
as many consumers as possible. They 
want to interact with them in a positive 
environment. Your Public also wants an 
ideal location so they feel safe and have a 
pleasant and fun place to come and play. 
Finally, your City also benefi ts from the 
right location as they will receive lots of 
additional publicity that helps to bring 
visitors in year after year. Businesses also 
look for “quality of life” factors when 
considering relocating and a vibrant, Fes-
tival fi lled area is often a real plus when 
making that decision.

Festival layouts take their benefi ts from 
their environments. If you have a suitable 
waterfront area, there are a host of water 
related events that can enhance your event. 
If you have a Main Street, Town Square or 
City Park, you can build your Festival using 
your available natural resources there. Do 
you have a hill that’s just right for card-
board box sledding? Or nice big sidewalks 
that are just begging for a sidewalk art 
competition? Take a new look at your 
event location. Is it the best location for 
your needs and future growth?

One major consideration is existing 
traffi c fl ow. Do you have traffi c fl ow built 
in or do you have to work to get your 
audience in each year? Cities like down-
town Fort Worth, Savannah’s waterfront 
or Southlake, Texas’ Town Square provide 
wonderful areas to host events because 

not only are your primary resources and 
utilities at your fi ngertips, but you have 
an everyday, ready audience. Fort Worth’s 
Main Street Fort Worth Arts Festival begins 
on Thursday at lunch to draw downtown 
workers into an easy fi rst Festival day. 
Savannah’s Historic River Street is a huge 
tourist draw nearly every day so situating 
a festival there automatically brings an 
audience that can be added to by market-
ing to the locals as well.

Next, ask yourself if you are self-funded 
or if you rely on corporate sponsorships to 
grow. Then ask yourself what you are look-
ing for in a sponsor – beyond the check, 
of course! Can they provide an additional 
activity area for your audience? Sponsors 
like Avon, the SPAM Mobile, Ford Motor 
Company and even your state Lottery do 
a great job here. Get your Bank sponsor to 
provide portable ATM’s. Both your audi-
ence and the sponsor win. It’s also a good 
idea in most cases to partner with sponsors 
who can add to your event’s promotion 
– your local radio, television and newspa-
pers. Whether cash or in-kind services, the 
right mix of sponsors can help to build 
and enliven your Festival. 

Now ask yourself what sponsors want of 
YOU. For the most part, the days of philan-
thropic giving are dead and buried. Spon-
sors in today’s environment are looking for 
some kind of real ROI (return on invest-
ment). Whether it’s in the form of sales or 
building a database, your sponsors want 
something tangible in return. They want 
your signage, logo placement and all the 
press you can get them, but they also want 
to meet your audience. You provide them 
with the opportunity to do business in an 
atmosphere of relaxed fun. And, instead of 
clumping all your sponsors together in one 
area, consider mixing them in and among 
your other vendors. It’s not so easy for your 
audience to avoid passing by them and 
you’re giving your sponsors an even greater 
chance of visiting with the most customers 
they possibly can.

Now as you begin to build your Festival, 
look and see what your area offers that you 
can work with. Look for great places to 
situate your arts and crafts vendors, food 
vendors and others. Where should you 

place your entertainment stage so it is easy 
to get to but doesn’t blast out your artists? 
Is there room for a carnival? They can be 
a great additional source of activity and 
revenue if you have the space. If you have a 
pond or stream nearby, you might consider 
a duck or boat race. If you have a windy 
area, consider having an art school or class 
teaching kite building. If your event has 
an art, fi shing, or boating theme, you can 
offer fi sh printing. 

As you begin to get the feel for element 
placement on your venue, be careful to 
check out any restrictions you may have to 
consider. Does your venue allow you to sell 
alcoholic beverages? Can you allow com-
mercial product sales? Are there signage re-
strictions? Do you have water and electrical 
service available? Is your area handicapped 
accessible? As with most things in Festival-
world, NEVER ASSUME ANYTHING. 

Finally consider whether a paid event 
producer or volunteers are the best fi t for 
your organization. Festivals are minutia-
studded universes that demand a lot of 
planning and oversight. If your organiza-
tion can handle it well, then more of your 
revenue goes to your bottom line. On the 
other hand, a professional event person or 
group can get you organized and take you 
to new heights. Good producers can bring 
you brand new sources of sponsor and ven-
dor revenue as well. If you get more back 
than you put in, it’s probably a good fi t. A 
good Festival Director will have good orga-
nizational ability, great vision and creativity, 
and adequate sources of sponsorship.

The right location will go a long way 
in attracting sponsors, artists, musicians 
and a host of other event activities. It also 
makes it far easier for your event to grow 
– both creatively and in size. Because 
my current venue is a world-wide tourist 
destination, I’ve had occasions where 
a headline band took advantage of city 
tours or games or golf in their down time, 
making their stay with our Festival more 
enjoyable for them, which translates to 
their performance. While all the other 
event elements we’ve talked about are 
important, the right location is the very 
backbone of a Festival. The right one can 
make your event strong and the wrong 
one can cripple you from the very start.

Rick Lott, CFEE, is currently 
Executive Director of the Savannah 
Waterfront Association, producers 
of 27 riverfront festivals and events 
each year. Rick is also Vice-Chair 
of the Georgia Festivals and Events 
Association and has been a speaker 
at IFEA Conferences at Montreal 
and Orlando, in addition to local and 
regional events. He can be reached 
at rick@riverstreetsavannah.com.

What’s true for real estate is also 
true for Festival production – it’s all 
about location. For your event to have 
the best chance of surviving – and 
thriving – think long and hard about 
choosing the right location for it.
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RESIZING RESTRUTURING RAY

As special events across the country 
continue to face fi nancial chal-
lenges, many festival executives 
are asking themselves if their 

events can sustain themselves in the long 
run, given their present business model.

The revenue sources that events have tra-
ditionally relied upon are changing. Spon-
sorships, which saw an exponential growth 
in the last 10 to 15 years, have slowed while 
the deliverables for those sponsorships 
have increased. ROI (return on investment) 
is the new key word in sponsorship and 
this focus has made fulfi lling sponsorship 
obligations more expensive and challeng-
ing for events. Revenue from gate receipts 
continues to be fl at at best as events see 
more competition from other private and 
public venues. Other traditional revenue 
sources (concessions, merchandising, carni-
val, ticket sales, etc.) are increasing but not 
at a rate fast enough to offset the changes 
that are occurring with sponsorships and 

gate receipts.
While all this is happening on 
the revenue side, event expenses 

continue to increase. Some 
event fi xed expenses, like 

insurances, have actu-
ally doubled since 

2001. Additional costs have been added 
to events to ensure participant safety and 
emergency management costs have grown 
dramatically. Many large events who tradi-
tionally have received municipal services 
free of charge, now have to pay for those 
services as local governments struggle with 
their own fi nancial challenges. 

In performing a very unscientifi c survey 
of several large to mid-size events I found 
that over the last 5 years, event revenues 
have been increasing at an annual rate of 
2 to 3 % while expenses have increased 
at a rate of 4.5 to 6%. Obviously, it does 
not take a rocket scientist to see what will 
happen to the bottom line if these rev-
enue and expenditure trends continue. Of 
the events surveyed, all except two, have 
had years in which they have lost money 
in the 2001 to 2006 time frame. Of great-
er concern is that the percentage of net 
income that events are annually produc-
ing is decreasing. If this trend continues 
the capability of an event to withstand a 
catastrophic loss will be diminished and 
in some cases events will run the risk of 
going out of business. 

So, given the current fi nancial envi-
ronment, what can be done to ensure 
fi nancial sustainability?

By Tom Kern, CFEE
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Many event professionals are beginning 
to look inward for the answer. Instead of 
seeking more revenue sources some are 
asking themselves the question “Is there 
a different way for me to operate this 
event?” And many are fi nding out that the 
answer is “Yes, there is a different way.”

Restructuring or “Rightsizing” an 
event’s operational structure is one meth-
od being utilized to redefi ne an event 
and make it more fi nancially stable.

Recently, a large community based 
event went through this rightsizing 
process and the fi nancial impact it had 
on the event was dramatic. Over the last 
5 years the staff size of this event had 
grown dramatically and the staff had 
become segregated into “silo” function 
areas such as sponsorship, marketing, 
operations, public relations, etc. As this 
process continued, the organization’s 
personnel and benefi t expenses, as a per-
cent of the total event budget, exceeded 
30%. This percentage exceeded industry 
standards by some 8 to 12%.

By going through an extensive strategic 
operational review process it was deter-

mined that there was a way to operate the 
event with staff that were crossed trained in 
multiple areas. This cross training allowed 
for the creation of staff teams that would 
be responsible for entire function areas 
of the event. The bottom line is that this 
restructuring or right sizing process allowed 
the event to reduce its personnel and 
benefi t expenses from 30% of the budget 
to around 22% in the fi rst year. Given the 
$3.5 million annual budget of the event, 
the restructuring process has increased this 
event’s bottom line by some $275,000.

Event executives are also looking at 
a process called internal management 
audits as a way to improve the fi nancial 
stability of their events. 

An internal management audit is a pro-
cess whereby an event examines, in detail, 
all of its revenue sources and expendi-
tures to see if there are opportunities to 
expand those revenue sources and at the 
same time, reduce expenditure costs. 

Several events have recently gone 
through this process and the results have 
been impressive. One event, which has a 
$4.5 million annual budget, saw revenue 
enhancements and expenditure reductions 

of some $287,000 (6.4% of their annual 
budget) as a result of performing an in-
ternal management audit. The majority of 
the $287,000 was the result of expenditure 
reductions as the event found new and 
less expensive ways to obtain the goods 
and services it needed to run the event.

Both of these processes are not easy 
for an organization to undertake. They 
require strong executive leadership, a 
willingness to look at things differently 
and to not be threatened by the process. 
Typically rightsizing requires the organi-
zation to look at issues such as changing 
staffi ng levels, which is never an easy 
process. Examining your revenue and 
expenditures systems through an internal 
management audit can be challenging. 
Areas where revenue opportunities have 
not been optimized and expenditures 
have not been scrutinized as much as 
they should have been become evident.

There is no question that special events 
will continue to face signifi cant chal-
lenges as they relate to fi nancial sustain-
ability. New revenue sources are harder 
to fi nd and existing revenue sources, such 
as sponsorships, continue to place extra 
demands on events that drive the cost of 

Continued on page 67
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With worldwide traveling shows and permanent productions in 
Las Vegas and Orlando, Cirque du Soleil has become an inter-
national entertainment juggernaut—to date performing for over 
70 million guests since its 1984 debut. Yet, while most guests 

experience this eclectic blend of theater and carnival from an audience seat, 
the company has increasingly expanded its efforts in the area of special events. 
Indeed, Cirque du Soleil staffs a large special events group that focuses on 
integrating the Cirque magic into both large and small group gatherings.

Recently, “i.e.” Magazine visited with Cirque offi cials to discuss how the 
award-winning creative group has continued to enhance their special event 
offerings. What we quickly found is that, more than magic, the company’s ap-
proach relies on clever and evolving strategies to market its unique product. 

Adding Special Group Space at Existing Events
Each year, the Montreal-based Cirque dispatches several touring shows 

across the globe. In 2007, these included two arena shows as well as six shows 
presented under a mobile, tent-like venue. Ranging from North America to 
Europe and the Pacifi c Rim, the touring shows perform before hundreds of 
thousands of guests during a given year.

And, while almost any seat at a Cirque show offers a great experience, 
like many other events, the company is embracing opportunities to reach the 
lucrative group and corporate sales market. Headlining this effort is 

Cirque du Soleil 
Special Events

By Chad D. Emerson
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“Tapis Rouge—the ultimate Cirque du 
Soleil VIP Experience”—a traveling suite 
and lounge venue that accompanies the 
touring shows during their run.

Since opening fi ve years ago, the Tapis 
Rouge suite has offered guests the opportu-
nity to upgrade their ticket to include pre-
show and intermission access to a relaxed 
environment similar to a hospitality suite. 
However, this is hardly your average hos-
pitality room. Rather, at Tapis Rouge, guests 
enjoy VIP treatment with access to food 
and beverage service in a setting almost as 
dramatic as the actual show.

The success of the program is dem-
onstrated by the fact that more than 
600 companies have invited upwards 
of 100,000 attendees to Tapis Rouge for 
everything from incentive awards to busi-
ness development. As you can imagine, 
that’s a lot of extra revenue beyond the 
existing ticket sales.

However, as with many such programs, 
keeping the experience fresh and unique is 
a big key to success. So, Cirque has recently 
revamped the program and added another 
layer of VIP treatment to its repertoire.

Different Levels of VIP Access
Originally, the Tapis Rouge program 

consisted of a large, mobile “suite” that 
was available to almost any guest willing 
to purchase the upgrade. While this set-up 
certainly offered group and corporate op-
portunities, there was not an easy way to 
provide for group privacy within the suite. 

So, as part of its new “Tapis Rouge Cor-
porate” program, the company has added 
two new mobile “lounges” to the suite. 
Designed for groups of 24 to 75, lounge 
guests have access to the Tapis Rouge ameni-
ties within a private setting reserved for that 
group. Plus, for groups that rent a lounge 
(which is available for $2,000 with the pur-
chase of at least 24 Tapis Rouge VIP tickets), 
Cirque offers a variety of extra benefi ts.

These include: assigned waiter and 
account executive service, use of a guest 
welcome board, will call table, and use of 
the show signature for event invitations.

And, in an effort to broaden its appeal 
(and, in doing so, increase its revenue) 
Cirque has further refi ned its group and 
corporate efforts by offering “Tapis Rouge 
Nationwide”. Under this program, Cirque 
teams with corporate groups that main-
tain subsidiaries—or clients—across the 
country to coordinate lounge rentals as 
the show tours different North American 
cities. This allows companies to offer the 
unique Tapis Rouge experience to employ-
ees and clients located near one of the 
many Cirque tour stops—saving the need 
to fl y these groups to a single destination.

The overall success for the entire Tapis 
Rouge program remains clear among 
clients. Indeed, as Dan Osipow, Sponsor-
ship Director for iShares, notes “Since P
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Chad D. Emerson is an Associ-
ate Professor of Law at Faulkner 
University’s Jones School of Law. 

He is a frequent lecturer, author, 
and consultant in the area of amuse-
ment and hospitality law. Chad is 
also the author of: The Continuing 
Showdown Over Who Should Regu-
late Amusement Attraction Safety: A 
Critical Analysis of Why Fixed-Site 
Amusement Attraction Safety Should 
Remain State-Governed published 
by the Seton Hall Legislative Journal.

He is the Editor and Administrator 
of the amusement industry’s lead-
ing legal, business, and regulatory 
website—ThemeLaw at themelaw.
blogspot.com and a Contributing 
Writer for a variety of leisure and 
special events industry magazines, 
including a regular column entitled 
The Large Park Report for Tourist At-
tractions & Parks Magazine. 

Chad D. Emerson can be contacted 
by telephone at (334) 386-7536, or 
by e-mail at cemerson@faulkner.edu.

we began our partnership with Cirque du 
Soleil as the presenting sponsor of its U.S. 
Touring Shows, we have witnessed fi rst 
hand the success of the client hospital-
ity component of our relationship. From 
market to market - Dallas to Los Angeles 
- we continue to receive fantastic feed-
back from our clients for the events we 
organize in Tapis Rouge. This unique type 
of corporate hosting is truly fi rst class 
and put forth in a way that differentiates 
our clients’ experience from anything else 
they’ve attended.”

All in all, as Cirque travels the country, 
the company has developed a deft strat-
egy for generating revenue by offering 
a “movable” VIP experience that tours 
with the show itself. Yet, when it comes 
to group and corporate strategies, the 
group’s efforts aren’t limited to temporary 
venues. Indeed, while the permanent 
Cirque shows in Las Vegas and Orlando 
are the headliners, the special event 
concepts developed to complement these 
productions demonstrate the magic of 
Cirque in their own respect.

Incorporating Premium Op-
tions Into Permanent Shows

For the company’s permanent Las Vegas 
shows, Cirque incorporates many of the 
Tapis Rouge amenities into its group and 
VIP programs. However, the similarities 
typically stop there as, unlike the touring 
shows, the Las Vegas venues are fi xed-sites 
that not only offer event space but, on 
most nights, must also double as the foyer 
and theater for the actual shows. Plus, the 
constraints of being located inside a casi-
no resort—where every inch of fl oor space 
is a potential revenue generator—adds a 
sense of urgency to developing event space 
as effi ciently as possible. But, now that 
they have a decade plus of experience in 
Vegas event planning, the Cirque team has 
fi ne-tuned its special event offerings.

According to Anita Nelving, Director 
of Public Relations for Cirque, “Our sales 
professionals are experts at creating unique 
and custom made pre or post show experi-
ences that take the Cirque du Soleil show 
experience to a whole other level. From 
drinks and dinner at the best restaurants 
in Las Vegas to interactions with Cirque 
du Soleil artists and one of a kind photo 
opportunities - the Cirque du Soleil group 
experience in Las Vegas is unforgettable.

Not surprisingly though, Mystère at 
Treasure Island, the company’s fi rst Vegas 
production, offers much less in terms 
of special event space than other show 
theaters as it was built before the recent 
boom in corporate and group marketing. 
However, more recent Cirque shows such 
as KÀ at the MGM Grand and Zuman-
ity at New York-New York, commonly 
generate additional receipts for the venue 
by cleverly offering event space without 

detracting from the experience of the 
general audience. 

At KÀ, this often involves group events 
located in bar space adjacent to the main 
foyer. Here, groups can customize the 
setting for their event while non-group 
guests can still gather in the foyer prior to 
the show. Similarly, at Zumanity, groups 
can buy-out reception space inside the 
show foyer where—among other eclectic 
features—they can view old movie clips 
through peepholes with sensors that 
notice when guests are standing at the 
peephole and, somewhat magically, play 
the accompanying audio.

However, Cirque’s most unique event 
space to date is opening at the Bellagio, 
home to “O” the group’s water-themed 
show. Until recently, the venue layout did 
not allow for many group event oppor-
tunities. However, a new gallery will be 
opening at Bellagio - The Art of Richard 
MacDonald - near the “O” Theatre. The 
gallery will host a collection from MacDon-
ald, a renowned fi gurative sculpture, while 
also offering one of the more unique event 
space options in town. A great example of 
how, when designing space, the possibility 
of generating group event revenue should 
be considered from the onset.

Ultimately, whether it is a touring show 
or a permanent theater, Cirque du Soleil 
has discovered that adding a group event or 
VIP component to their offerings can gen-

erate additional revenue without distracting 
from the overall show environment. 

A clever new spin, indeed, on the clas-
sic big-top production.
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Attendance is an important measure of an event’s success or 
failure, often considered the most signifi cant quantifi er of ac-
complishment. Can you make a reasonable estimate of how 
many people attend your events? In the magical festival indus-
try of OZ there are many Scarecrows desiring a brain to calcu-
late attendance fi gures.
30 INTERNATIONAL EVENTS 2007
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W
hen understanding large 
numbers the average 
person is innumerate 
– that is to say, in part 
they lack ability to deal 

rationally with large numbers. In his 
1989 best seller, INNUMERACY, Math-
ematical Illiteracy and its Consequences, 
John Allen Paulos contends most people 
fear mathematics … “innumerate people 
characteristically have a strong tendency 
to personalize – to be mislead by their 
experiences, or by the media’s focus on 
individuals and drama.” If this describes 
you, there is hope. 

To grasp the concept of estimating at-
tendance we must admit that we use two 
types of fi gures in our industry. I label 
them as “marketing fi gures” and “opera-
tional fi gures.” Sometimes these fi gures 
match up, but usually the marketing ones 
are big, virtual numbers created to attract 

big press and create big ego, while the 
operational ones are closer to the actual 
real fi gures critical to the effective use of 
limited production resources. The ques-
tion arises, “Are we being straight forward 
using two types of fi gures?” Is it accept-
able to justify double-bookkeeping under 
the guise of “Situational Ethics” wherein 
proponents claim the ethical thing to 
do in any situation is dependent on the 
peculiar mix of factors in that situation? 
You decide, but remember to ask, “Who 
is affected, what stake do they have in the 
outcome, will they be infl uenced in future 
situations, and who’s asking, anyhow?” 
The bottom line – many festivals use two 
sets of attendance fi gures.

My suggestion for marketers is to 
replace numbers with meta syntactic 
terms – words used to describe numbers. 
An example is the word zillion, defi ned 
as “an undetermined large number.” 

After discussing a zillion at the Arkansas 
Festival Association a delegate told me its 
synonym when he stated attendance at 
his event was really low, it was “squat-el-
de-poop!” Following the 2004 Glendale 
Jazz & Blues Festival, I distributed a press 
release that described a doubling of our 
regular attendance when a swarm of bees, 
estimated in the thousands, enjoyed the 
music, occupying a tree beside the stage 
for a few hours without incident (a true 
story). It generated exceptional coverage. 
Festival and event people are creative 
people. The use of meta syntactic terms 
should be more common place.

Accurate operational fi gures are re-
quired to best utilize the limited resourc-
es of most events. They are the founda-
tion for everything from providing an 
appropriate number of vendors, emergen-
cy service personnel and restrooms to site 
lay out for effi cient traffi c fl ow to ordering 

By Vern Biaett, Jr. CFEE
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souvenir merchandise. Operational staff 
needs valid fi gures to competently fulfi ll 
their responsibilities. To arrive at these 
fi gures create a plan in advance, monitor 
what’s actually happening during your 
event, collect data from your guests, and 
then use the gathered facts to estimate 
genuine fi gures, as opposed to trying to 
guesstimate fi gures after the fact.

When events are ticketed or have 
defi ned entrance points, it is relatively 
easy to measure attendance. Venues use 
turnstiles, electronic ticket bar code read-
ers or even staff with manual counters. If 
re-entrance is allowed a separate gate is 
recommended to avoid double counting. 
What about volunteers, workers, party 
crashers and friends who don’t have 
tickets or use public entrance points – are 
you counting them? Sometimes events 
sell or distribute tickets which go unused, 
but are included in fi nal counts – are you 
subtracting them? Routinely, gated events 
know actual fi gures and operations staff 
are properly informed. It’s a good idea to 
share these numbers with your sanction-
ing publics. Events have been required by 
governmental special event committees to 
overly employ security personnel or order 
excessive restrooms when provided with 
only the marketing fi gures.

A diffi culty and controversy in our 
industry has been accurately estimat-
ing attendance at large, non-gated and 
unfenced, open seating, free or partially 
free events including parades. Literature 
on this dilemma dates to the 1980’s and 
coincides with the growth of the festival 
industry succeeding the 1976 Ameri-
can Bicentennial and the emergence of 
modern event sponsorship at the 1984 
Olympics. Factual attendance fi gures 
became critical to both the grassroots 
appeal and the economic impact of 
events. There are two prominent cases 
of national attention. In 1983 a battle 
ensued between the Tournament of Roses 
Parade and its spoof, the Doo-Dah Pa-
rade (http://gaspee.com/CrowdEstimates.
htm). In 1995 the National Park Service 
estimated the Million Man March at only 
400,000, its organizers, Nation of Islam, 
sued and the Boston University Center 
for Remote Sensing using satellite photos 
became involved (http://www.eomonline.
com/Common/Archives/February96/baz.
htm). In each instance mathematics was 
used in part to estimate crowd size. These 
two events provided initial insight into a 
“maximum possible crowd size” method 
I began to envision a dozen years ago to 
address our industry quandary.

John J. Fruin, Ph.D., P.E., renowned ex-
pert on the prevention of crowd disasters 
(http://www.crowddynamics.com/Main/
Fruin%20-%20causes.htm) informs us 
that crowds reach critical densities at one 

person per 5.38 sq’, can only shuffl e and 
move as a group at 4.95 sq’ per per-
son, and at 4 sq’ per person potentially 
dangerous psychological pressures occur. 
Understanding how many people can po-
tentially occupy space is key not only to 
preventing disasters, it is key to estimat-
ing attendance. 

Imagine the crowd at an rock outdoor 
concert. Fans at the front are packed – 
shoulder to shoulder, back to front, front 
to back – occupying a space 2’ by 2’ or 4 
sq’. To empirically understand, mark off a 
2’ by 2’ space on the fl oor and stand in the 
middle. Observe how you fi ll this space. 
Fans in the middle section are stand-
ing, but with just enough room to move 
around. In this area you see “snakes” of 
people weaving through the crowd. People 
here occupy approximately 3’ by 3’ or 9 
sq’. At the rear are fans sitting on the grass, 
blankets or lawn chairs. They occupy ap-
proximately 4’ by 4’ or 16 sq’. 

Let’s now use these square footages to 
estimate a maximum possible crowd size. 
(Read this paragraph slowly- sketch a diagram 
as you go.) A parade route is 1 mile long 
with 50’ of available crowd depth on both 
sides. A mile is 5280’. Because a person 
occupies a space 2’ wide, a maximum of 
2640 people, shoulder to shoulder, can 
stand along one side of the route. People 
occupy 2’ of depth so a maximum of 25 
deep can fi ll the available 50’. Multiply-
ing the 2640 people in length by the 25 
people in depth calculates into a maxi-
mum of 66,000 people on one side of the 
route. Multiply by 2 because we have two 
sides and we get a maximum of 132,000 
people for our 1-mile route. If this route 
was 2.5 miles the maximum would be 
330,000. Consider a 2.5 mile route with 
10 people deep on lawn chairs or bleach-
ers, occupying 16 sq’ per person, with a 10’ 
rear walkway and the maximum would be 
66,000. To fi gure actual attendance, pre-
mark 100 foot lengths along your route 
and have marshals estimate the people 
across by the average people deep in each 
section – knowing the maximum possible 
crowd prevents over-estimation.

Parades are easy. People line up and 
typically stay for the entire event. Events 
in parks, on streets, and at waterfronts 
involve more math and factors. You must 
fi rst take time and measure your site to 
determine the total square footage. Take 
out the trees, bushes and other places 
people can’t occupy. Divide the total by 4 
sq’ to determine the maximum possible 
crowd that can fi ll your site at one time. 
Break your site into smaller, usually natu-
ral, grids and determine their maximum 
possible crowd size. I guarantee you’ll be 
shocked the numbers are smaller than 
predicted. You also need to survey your 
guests to gather data on their average 

length of stay to determine your turnover 
ratio, on how many arrived by personal 
vehicles with the average people per ve-
hicle, and on how many arrived by public 
transit or walked.

Now, during your event observe, esti-
mate and record attendance in your grids 
at regular time intervals. Combine this 
data with survey turnover data to accu-
rately estimate attendance. Knowing the 
maximum possible crowd size prevents 
over-estimation.

A method to confi rm this estimate 
incorporates parking, mass transit and 
walk-up data. How many parking spaces 
are available for your event? If people 
park up to a mile away count every space 
within a 1-mile radius. Monitor parking 
at regular time intervals and combine 
with survey data on turnover and guests 
per vehicle to determine the number of 
guests who arrived by personal vehicle. 
Add data on guests who arrived by public 
transit and walked for a total attendance 
estimate, which should be comparable to 
your earlier estimate.

Some means used to confi rm estimated 
attendance changes include monitoring 
food, beverage and souvenir sales and 
accounting for the amounts of trash, lost 
and found items, and portable restroom 
waste. Also monitor merchant sales 
and traffi c counts adjacent to the site. 
Variables may sometimes affect this data, 
but it will generally rise as attendance 
increases and fall as it decreases.

What about aerial photography? First, 
it provides attendance only at a specifi c 
time. Second, photos taken at angles can 
be obscured by buildings and trees and 
when taken directly overhead, people, 
shadows, chairs, blankets and coolers 
are hard to distinguish. Finally, who has 
resources to take high quality photos, 
hire skilled photo interpreters, or spend 
valuable staff hours counting heads?

Additionally, I found a “Tag and 
Recapture” method to estimate crowds 
(http://www.imakenews.com/durham-
cvb/e_article000132553.cfm) where 
a predetermined number of tags are 
randomly distributed to guests. Staff then 
observes all guests passing a boundary 
during a specifi c time and records totals 
of the tagged and untagged. The number 
of tags distributed multiplied by total 
guests observed passing the boundary 
divided by total tagged guests passing the 
boundary calculates attendance.

In conclusion, festival and event at-
tendance fi gures are … what they are. If 
an accurate estimate of participants is 
important to your organization, then make 
the required effort to accurately measure. 
Design a sampling plan in advance with se-
lected measurement techniques. Take time 
to measure your site size and then monitor 

Continued on page 67
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JOHN BARRY
StarEvents, LLC; The Ferstival Foundation; 
Chicago Entertainment Agency; Festival 
Marketing Association
1609 W. Belmont Avenue, 2nd fl oor
Chicago, IL 60657
Phone: 773-665-4682 
Fax: 773-665-4866
Email: info@starevents.com
Website: www.StarEvents.com

BIOGRAPHY/COMPANY PROFILE
StarEvents is an Award-Winning event company, found-
ed in 1996, that continues to help defi ne the special 
events industry in the US. StarEvents is dedicated to 
building communities for a better tomorrow. We have 
raised over $5,000,000 for local charities and non-prof-
its in and around Chicago. We specialize in producing 
world-class special events and entertainment. We spe-
cialize in the development of community celebrations 
that make a positive economic impact.

The Festival Foundation enables non-profi ts to receive 
grants and participate in the success of local festivals 
and events while enhancing the economic vitality of 
the community represented. We showcase the strengths 
of the community, develop beautifi cation projects, and 
unite residents for celebrations of art and culture.

Chicago Entertainment Agency has been working with 
national, regional and local talent to bring our clients the 
best in live music and entertainment. We have established 
relationships in the entertainment industry that allow us 
to bring the top bands and entertainment to each event. 

The Festival Marketing Association provides educa-
tional content, proven strategies, and relevant insights 
related festival marketing trends. Expert advice is 
included in the monthly newsletter that is jam-packed 
with results-based, how-to information on developing 
marketing results. Our monthly membership CD pro-
vides exclusive interviews with the nations top festival 
producers and leaders in the event industry.

FESTIVALS & EVENTS PRODUCED
Chocolate Fest, Chicago Mayfest, Andersonville Mid-
sommarfest, Strawberry Festival, Chicago Summerfest, 
Rock Around the Block, Summer on Southport - featur-
ing Chicago’s Children’s Festival, Retro on Roscoe, Ship 
& Shore, North Side Summerfest, Oktoberfest Chicago, 
Apple Festival, plus others.

AWARDS
Volunteer of the Year, National Leasdership Award, Nu-
merous Skyscraper Awards, Ronald Reagan Gold Metal.

AREAS OF EXPERTISE
All aspects of Festivals, Special Events and Entertainment.

AVAILABILITY & FEES
We encourage you to call and explore the opportunities.

DANIEL BALDACCI
Baldacci Group and 
IFEA Latin America
President
Alameda dos Umbuzeiros, 309, 
Caminho das `Arvores 
Salvador, Bahia, Brazil 41820680
Phone: +55 71 37974616 
Fax: +55 71 37974604
Email: danielbaldacci@ifealatinamerica.com
Websites: www.ifealatinamerica.com; 
www.baldaccigroup.com

BIOGRAPHY/COMPANY PROFILE
Since 1975, the management of projects in entertain-
ment and promotional marketing has been our busi-
ness! The Baldacci Group is your guide in the planning, 
creation and production of events. Our entertainment 
works revolve around the needs of the consumer. With 
over 3 decades of experience, practice and evolution, 
the Baldacci Group is a respected and valued enterprise, 
ready for business!

FESTIVALS & EVENTS PRODUCED
Utilar Modecor, our main event is one of the biggest 
fairs from Bahia and includes vendors from many dif-
ferent industries, such as fashion, gourmet, electronics, 
health, decorations, and many others. 10 days of new 
opportunities! 

We also produce many other events such as the 
Infoshow which is an exhibition of high technology 
products encompassing Information Technology. The 
Baldacci Group won the bidding promoted by the Bra-
zilian Ministry of Foreign Affairs for the III Conferência 
Ibero-Americana de Chefes de Estado e de Governo (III 
Iberian-American Conference of Heads of State and 
Government), the ABAV -Travel Agents Brazilian Con-
gress, the Johnson & Johnson Convention, the VARIG 
Convention, The IBM Latin-American Convention and 
several other fairs and exhibitions linked to congresses.

AREAS OF EXPERTISE
Festivals & special events, exhibitions, conferences & 
conventions, theme parks & attractions, consulting in 
tourism, architecture promotion, marketing promo-
tion, casting- models & receptionists.

FEES
Fee based on size and scope of project. Please contact 
for a proposal/quote.

Directory of Event Planners
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JOAN LEMAHIEU
The Parade Company
President
9500 Mt. Elliot, Studio A
Detroit, MI 48211
Phone: 313-923-8259 
Fax: 313-923-2920
Email: jlemahieu@theparade.org
Website: www.theparade.org

BIOGRAPHY/COMPANY PROFILE
The Parade Company, the premiere event planning and 
management organization of Michigan, is equipped to 
handle events of every shape or size. Handling the 81st 
America’s Thanksgiving Parade® makes for an experi-
enced staff of artists, costume makers and fl oat construc-
tion experts ready to take any event to the next level. 
Hob Nobble Gobble®, The Parade Company’s largest 
black tie fundraising event, commands national atten-
tion as it combines local civic and community leaders 
with national sports and musical talent. Whether plan-
ning the Cornerstone Schools picnic where over 9000 
people were in attendance or the International River 
Days Festival that extends past US borders, the staff of 
The Parade Company has the ability to bring their event 
creation skills, fl oats, balloons, and their innovative 
expertise to your corner of the world.

FESTIVALS & EVENTS PRODUCED
America’s Thanksgiving Parade® (1983-2007); Hob 
Nobble Gobble®(1990-2007); Rhythm & Rhymes from 
the Hart (2004-2007); International River Days Festival 
(2007); Turkey Trot 10k Race (1983-2007); Holidays 
on Parade; Distinguished Clown Corps (1983-2007); 
Detroit Red Wings Championship Parade (1997, 1998, 
2001); Detroit Pistons Championship Parade (1989 & 
1990); University of Michigan National Championship 
Parade (1997); Governor Jennifer Granholm’s Inaugu-
ral Parade; Cornerstone Schools Picnic (2006-2007).

AWARDS
Among the many awards received by The Parade 
Company, our most recent 2007 honors are: Silver 
– Best Full Length TV Program (local): Target Fireworks, 
Detroit River Days; Best Organizational Website: www.
theparade.org; Best Event Invitation: Hobb Nobble 
Gobble ® and Gold- Best Full Length TV Program 
(national): America’s Thanksgiving Parade ®; Best Event 
Website: www.theparade.org; Best Organizational Web-
site: www.detroitriverdays.com.

AREAS OF EXPERTISE: 
Event Planning, Development & Management; Spon-
sorship; Volunteer Management; Operations; Creativity 
& Innovation; Float Construction.

AVAILABILITY & FEES
Please call or contact us for a quote or proposal infor-
mation.

BRUCE ERLEY
Creative Strategies Group
President & CEO
11880 Upham Street, Ste. F
Broomfi eld, CO 80020
Phone: 303-469-7500 
Fax: 303-438-5613
Email: berley@csg-sponsorship.com
Website: ww.csg-sponsorship.com

BIOGRAPHY/COMPANY PROFILE
Bruce Erley is President and CEO of the Creative 
Strategies Group, a full-service sponsorship and event 
marketing agency based in Denver, Colorado which he 
founded in September, 1995. Creative Strategies Group 
(CSG) specializes in sponsorship and event marketing 
consultation as well as forging partnerships between 
corporations and events, festivals, nonprofi t organiza-
tions and other properties. 

Erley is widely acclaimed as a top presenter on spon-
sorship topics for the events and festivals industry 
having traveled most recently to Vienna, Singapore 
and Beijing to present at major conferences. Erley is a 
member of the Board of Directors of the International 
Festivals and Events Association, as well as a past Presi-
dent of the IFEA Foundation.

FESTIVALS/EVENTS PRODUCED
Among CSG’s current or recent clients include the Pasa-
dena Tournament of Roses, Philadelphia Flower Show, 
Cherry Creek Arts Festival, and the Colorado Garden & 
Home Show. CSG’s current and most recent corporate 
clients include Janus, Pontiac, the Colorado Lottery, 
U.S. Bank and Kaiser Permanente.

AWARDS
CSG received a bronze award for 2007 Sponsor Success 
Awards and multiple 2007 IFEA Pinnacle Awards for 
their work with CowParade Denver and the Cherry 
Creek Arts Festival. CSG was recently named a fi nalist 
in the Colorado Ethics in Business Awards. 

AREAS OF EXPERTISE
Property consultation including audits and sponsor-
ship plans, valuations, sales training, fulfi llment plans; 
event marketing & advertising; corporate sponsorship 
audits, sponsorship activation and management; spon-
sorship training and seminars.

AVAILABILITY & FEES
Fees based upon size and scope of project. Please call 
for a proposal/quote.
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IRA ROSEN
Entertainment on 
Location, Inc.
President & CEO
2410-8 Sylvan Drive
Point Pleasant, NJ 08742
Phone: 732-701-9323 
Fax: 732-701-9327
Email: ira@eolproductions.com
Website: eolproductions.com

BIOGRAPHY/COMPANY PROFILE
Ira L. Rosen is President and Chief Executive Offi cer 
of Entertainment On Location, Inc. (EOL), a full-ser-
vice entertainment production and consulting com-
pany based in New Jersey. Ira has spoken and written 
extensively on topics ranging from sponsorship to the 
fi nancial and operational management of events, and 
has been a featured speaker at conventions and seminars 
around the world. Additionally, he is an adjunct faculty 
member at Temple University’s School of Tourism and 
Hospitality Management..

FESTIVALS & EVENTS PRODUCED
Hawaii Tourism Association, Red Bank (NJ) Jazz and 
Blues Festival, Allen Consulting, Capital One, City 
of Philadelphia July 4th Celebration, Dogwood Arts 
Festival, IFEA, Preakness Celebration, Festival Media 
Corporation, Detroit River Days Festival, Virgin Islands 
Carnival Committee, Verizon Yellow Pages, Pennsylva-
nia Lottery, Macy’s, Greeley (CO) Independence Stam-
pede Parade, San Juan (PR) Christmas Parade, Mexico 
City Christmas Parade, Summer Mummers Parade, 
AAU Junior Olympics, Senior Games.

AWARDS
Temple University’s Event Leadership Program Educa-
tor of the Year.

AREAS OF EXPERTISE: 
Event Production and Operations, Strategic Planning, 
Marketing/Branding and Sponsorship. 

AVAILABILITY & FEES
Fees based on scope of project. Please call or e-mail for 
additional information.

PAUL WOLMAN
P.W. FEATS, INC.
PRESIDENT & CEO
3 East Read Street
Baltimore, MD 21202
Phone: 410-727-5575 
Fax: 443-451-8438
Email: paulcwolman@pwfeats.com

BIOGRAPHY/COMPANY PROFILE
Paul Wolman is President and CEO of P.W. Feats, the 
nationally recognized leader in creating events, envi-
ronments, and live experiences, and is a pioneer in the 
special events industry. A graduate of the University of 
Maryland Law School and former advertising executive, 
Paul combined his many talents to form P.W. Feats, 
Inc. 21 years ago. Today, P.W. Feats is a full-service event 
design and management fi rm, driven by some of the 
most creative, dedicated professionals in the industry. 
The fi rm provides strategic event counsel and produces 
live experiences and innovative event marketing solu-
tions for clients across the country and internationally. 

Paul has been recognized for his work by Special Events 
magazine and the International Special Events Society 
(ISES). A founding member of ISES, he currently serves 
on the boards of the Greater Baltimore Committee’s 
LEADERship Program, the FANS board of the Balti-
more School for the Performing Arts, and as chairman 
of the board for Baltimore’s Academies of Finance, IT 
and Hospitality + Tourism, which named him Industry 
Leader of the Year. Event Solutions magazine recog-
nized Paul with its inaugural Samaritan Service Award, 
and the Baltimore Business Journal named P.W. Feats, 
Inc. small business Philanthropist of the year. 

FESTIVALS & EVENTS PRODUCED
Shawan Downs Steeplechase, Chevy Chase Bank Open-
ings, Baltimore Ravens’ Walk, Baltimore Ravens’ Super 
Bowl Pep Rally, Crayola’s 100th Anniversary Parade, US 
Foodservice Global Showcase, International Spy Museum 
Opening, Major League Baseball All Star Celebrations, 
Goldwell Trendzoom 2007 International Haircare & Fash-
ion Showcase, Deutsche Bank Alex Brown 200th Anni-
versary, Mayoral & Gubernatorial Inaugurations, Towson 
Town Center & other regional shopping center openings, 
Disney Studios’: Pirates of the Caribbean Promotion.

AREAS OF EXPERTISE: 
Strategic planning and message development, event design, 
marketing & management, concept & creative theme devel-
opment, graphic & environmental design, technical design 
& production, multi-media production, entertainment 
production, executive production & logistics management.

AVAILABILITY & FEES
All our projects are customized according to clients’ 
objectives. Fees are based on size and scope of projects. 
Please contact us for a proposal.
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Boise… 
The Main Event
By Heather M. Price, CFEE

SPIRIT OF BOISE BALLOON CLASSIC
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JANUARY 2008

• MAKE-A-WISH GREAT POLAR BEAR 
CHALLENGE - A frigid New Year’s Day 
tradition of water skiing and swim-
ming, all to raise money for the Make-
a-Wish Foundation. (Boise, Idaho) 

• WINTER GAMES OF IDAHO – A statewide 
Olympic-style winter sports festival cre-
ated for state and regional amateur ath-
letes of all ages. Competitions include 
alpine and Nordic ski races, snow-
boarding, ice hockey and fi gure skating. 
(IFEA/Haas & Wilkerson Pinnacle Award 
Winner) (Multiple Idaho communities)

FEBRUARY 2008

• MCCALL WINTER CARNIVAL - Features 
world class snow sculptures, a Mardi Gras 
themed parade, children’s activities and 
musical entertainment. (McCall, Idaho)

• CHEVROLET SNOWBOARD GRAND PRIX 
– Olympic medalists and world-class 
snowboarders go head-to-head on a 
mammoth 22-foot half pipe and a spe-
cially-constructed snowboard cross course 
at Tamarack Resort. (Donnelley, Idaho)

• LIONEL HAMPTON INTERNATIONAL JAZZ 
FESTIVAL – Recipient of the National 
Medal of Arts and voted one of the 
top events in America by the American 
Bus Association, more than 50 of the 
world’s greatest jazz artists show up to 
conduct workshops and participate in 
concert performances. (Moscow, Idaho)

MARCH 2008

• US BANK FLOWER & GARDEN SHOW - 
Over 150 booths and displays showcas-
ing local nurseries, landscape con-
tractors and designers, garden stores, 
suppliers, artists and other garden 
related companies. (Boise, Idaho)

APRIL 2008

• GENE HARRIS JAZZ FESTIVAL - Three 
great nights of music in downtown 
Boise featuring Club Night, a big band 
extravaganza and a tribute to pianist 
Gene Harris. (Boise, Idaho)

MAY 2008

• BURGERS FOR BIKES, BIKES FOR KIDS - 
Created 15 years ago as a way to get refur-
bished bikes to kids who couldn’t afford 
one of their own, this community event 
has since given out over 3,000 bikes and 
helmets. (IFEA/Haas & Wilkerson Pinnacle 
Award Winner) (Boise, Idaho)

WELLS FARGO TWILIGHT CRITERIUM

We hope that everyone has made a New 
Year’s resolution to join us for the IFEA’s 
53rd Annual Convention & Expo pre-
sented by Festival Media Corporation, 

September 8-12, 2008 in Boise, Idaho. As an event plan-
ner in Boise, I feel I can speak for all event planners here 
in Idaho’s capital city when I say that we are absolutely 
thrilled to have the IFEA Convention come to Boise! 
We’re excited to host the convention and to have you 
visit our beautiful ‘city of trees!’ I have no doubt that 
you will be kept quite busy during the convention with 
all of the valuable educational seminars and networking 
opportunities, but we hope that you will get a chance to 
sneak away to enjoy all the sights and sounds that Boise 
has to offer. Recognizing that many of you may not 
have been to Boise and the surrounding area before, we 
thought a brief introduction might be helpful. Since the 
festivals and special events of an area often capture the 
story of a community, we thought what better introduc-
tion for you, event professionals that you are, than to 
give you a glimpse of the many events, some IFEA Pin-
nacle Award winners, held throughout the year.
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WESTERN IDAHO FAIR

JUNE 2008

• MERIDIAN DAIRY DAYS - Coincides with 
National Dairy Month and honors the 
history of farming and ranching in the 
area. (IFEA/Haas & Wilkerson Pinnacle 
Award Winner) (Meridian, Idaho)

• EMMETT CHERRY FESTIVAL - Takes place 
in a small southwestern Idaho communi-
ty known for its fruit trees and beautiful 
valley. The festival features cherry pit-spit-
ting and pie-eating contests, a quilt show, 
fun run, and carnival. (Emmett, Idaho)

• NATIONAL OLD TIME FIDDLERS 
CONTEST AND FESTIVAL - 350 of the 
Nation’s top fi ddlers compete for Na-
tional Champion titles with a bluegrass 
concert series running throughout the 
festival. (Weiser, Idaho)

• MUSIC AT THE WINERY – From June 
to October, Sunday afternoons at the 
Ste. Chapelle Winery are fi lled with the 
sounds of bluegrass, folk, jazz, swing 
and Latin, during their summer concert 
series. (Caldwell, Idaho)

• IDAHO SHAKESPEARE FESTIVAL – 
Idaho’s premier professional repertory 
theatre company performs Shakespeare 
in a world-class, outdoor amphitheatre 
beside the Boise River from June to 
September. (Boise, Idaho)

• ALIVE-AFTER-FIVE – Boise’s favorite sum-
mer concert series runs June through 
September every Wednesday in the 
center of town with live music, dancing, 

food and beverages. The center fountain 
at ‘The Grove,’ conveniently located 
right outside our Convention headquar-
ters, provides an ideal spot to cool off 
from the summer heat. (Boise, Idaho)

JULY 2008

• “WE THE PEOPLE” LIBERTY DAY PARADE 
– A spectacular forth of July celebration 
featuring a full day of family-friendly 
activities, Pancake breakfast in Julia 
Davis Park, Liberty Day Parade through 
downtown Boise and a fi reworks 
extravaganza in Ann Morrison Park. 
(Boise, Idaho)

• WELLS FARGO TWILIGHT CRITERIUM 
– An exciting professional-class bike 
race with some of the best cyclists in 
the country taking laps around down-
town Boise after dark. Named the third 
best criterium in the U.S. by VeloNews, 
a national cycling magazine, in 2001. 
(IFEA/Haas & Wilkerson Pinnacle Award 
Winner) (Boise, Idaho)

• SNAKE RIVER STAMPEDE - One of the 
top 12 rodeos in the nation featuring 
the world’s best cowboys and cowgirls 
in action. Includes bareback bronc 
riding, calf roping, saddle bronc riding, 
steer wrestling, team roping, barrel 
racing, bull riding and the Stampeders 
Night Light Drill Team. (Nampa, Idaho)

AUGUST 2008

• CALDWELL NIGHT RODEO - One of 
the top 20 PRCA rodeos in the nation 

featuring top professional cowboys in 
an outdoor arena. (Caldwell, Idaho)

• WESTERN IDAHO FAIR – Idaho’s biggest 
fair with top entertainers nightly, 4-H 
exhibits, a carnival, food, games and 
more. (Boise, Idaho)

SEPTEMBER 2008

• KETCHUM WAGON DAYS – Celebrating 
the mining heritage of the Wood River 
Valley since 1958, this four day event 
features good Old West entertainment. 
(Ketchum/Sun Valley, Idaho)

• ART IN THE PARK – The largest multi-
day arts and craft fair in the Northwest-
ern United States. Artists from through-
out the Northwest display and sell 
original works of art in Boise’s beauti-
ful Julia Davis Park. For IFEA Conven-
tion-goers looking to attend this event, 
it occurs the weekend immediately be-
fore the start of the convention. A great 
pre-convention event! (Boise, Idaho)

• ALBERTSON’S BOISE OPEN – Since 
1990, Boise has been one of the most 
popular stops for the 156 professional 
golfers from throughout the United 
States, Australia and New Zealand all 
with hopes of earning their way onto 
the PGA Tour. This week-long commu-
nity extravaganza at Hillcrest Country 
Club will be taking place at the same 
time as the IFEA Convention… for 
those interested in sneaking away to 
the greens. (Boise, Idaho)

• SPIRIT OF BOISE BALLOON CLASSIC 
– Created as an anchor event of the 
original Boise River Festival, the Spirit 
of Boise Balloon Classic features over 
50 spectacular hot air balloons lifting 
off each morning from Ann Morrison 
Park to fi ll the skies over the city. This 
breathtaking event normally takes place 
during June, but as a special tribute to 
the IFEA, for 2008 only, this event will 
be held in September, during the week 
of the Convention, Wednesday through 
Saturday. For those of you who are early 
risers, this is most defi nitely not one to 
miss. (IFEA/Haas & Wilkerson Pinnacle 
Award Winner) (Boise, Idaho)

• HYDE PARK STREET FAIR – Held in 
Boise’s historic north end, this eclectic 
three day street fair features live music, 
shopping, food, drink and fun! A great 
post IFEA Convention event to attend 
for those looking to stay the weekend 
after the convention. (Boise, Idaho)

• ST. LUKE’S WOMEN’S FITNESS CELEBRA-
TION AND 5K RUN/WALK AND STROLL 
– This three day event plays host to a 
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NATIONAL OLD TIME FIDDLERS CONTEST

two day Women’s Show with over 165 
exhibitors, and a 5K Run, Walk and 
Stroll. With a current participant base 
of around 12,000 annually, it is one 
of the largest all-women events in the 
United States. Held the week follow-
ing the IFEA Convention, this is a great 
community event to participate in. 
(IFEA/Haas & Wilkerson Pinnacle Award 
Winner) (Boise, Idaho)

OCTOBER 2008

• SCARECROW & HARVEST FESTIVAL 
– Held just outside of Boise in Merid-
ian, this citywide scarecrow contest, 
historical treasure hunt, pumpkin 
bowling, and arts and crafts is fun for 
the entire family. (Meridian, Idaho)

• OKTOBERFEST AT THE IDAHO BOTANI-
CAL GARDENS – Set in the spectacular 
ambiance of the Idaho Botanical 
Gardens, this festive event celebrates 
Oktoberfest with Oompah music and 
traditional folk dances. (Boise, Idaho)

• BOO AT THE ZOO – Cute kids share the 
spotlight with the penguins and tigers 
during this popular family-oriented 
Halloween Event. Highlights include a 
costume contest for all ages, pumpkin 
patch photos, face painting, and the 
zoo, too! (Boise, Idaho)

NOVEMBER 2008

• BOISE VETERANS DAY PARADE - A chance 
to show support for the troops and give 
thanks to soldiers past and present for 

serving the country. For the kids in the 
crowd, it’s also a chance to see some 
military vehicles up close and even 
participate in the parade. (Boise, Idaho)

• FESTIVAL OF TREES – One of the largest 
Festival of Trees in the United States 
with a general attendance of around 
40,000 and a gala for over 1,000. This 
brightly decorated event features over 
80 large trees, wreaths and small trees 
all sold to benefi t the Saint Alphonsus 
Regional Medical Center. (IFEA/Haas 
& Wilkerson Pinnacle Award Winner) 
(Boise, Idaho)

DECEMBER 2008

• WINTER GARDEN A GLOW – Be dazzled 
by the spectacular display of color and 
lights at the Idaho Botanical Gardens, 
where over 250,000 lights are artistical-
ly arranged and beautifully designed for 
visitors to stroll through. (Boise, Idaho)

• ROADY’S HUMANITARIAN BOWL – Held 
on the last day of the year, this NCAA 
Division I post-season college football 
game, pairs a Western Athletic Confer-
ence (WAC) team and an Atlantic Coast 
Conference (ACC) team. The game is 
named for the World Sports Humani-
tarian Hall of Fame located in Boise. 
(Boise, Idaho)

If all these events aren’t enough festivi-
ties for you, there are a few large events 
in the near future that Boise and the sur-
rounding areas are looking forward to!

Heather Price, CFEE has been 
in the events industry for 14 years.  
After completing a Communications 
Degree from the University of Idaho 
she joined her mother Marie Atwell, 
CFEE at SHOWS ETC. based in 
Boise, Idaho. SHOWS ETC. pro-
duces events across the state and 
beyond including those that directly 
benefi t the community like Burgers 
for Bikes, Bikes for Kids and the 
Winter Games of Idaho.

2009

• THE 2009 SPECIAL OLYMPICS WORLD 
WINTER GAMES, FEBRUARY 2009 
- Attracting more than 3,000 Special 
Olympic athletes from 85 nations 
around the globe, athletes will compete 
in skiing, snowshoeing, fi gure skating, 
fl oor hockey, snowboarding and speed 
skating. The largest multi-sport event 
ever held in the state of Idaho, with 
thousands of volunteers, coaches, fam-
ily members and supporters joining 
the athletes, the Games promise to be 
a truly unique opportunity for both 
Boise and the surrounding areas, as 
well as the participating athletes. 

2010

• JAIALDI - Basque food and culture is 
popular in Boise even for non-Basques, 
largely due to an event held in Boise 
every fi ve years. Euzkaldunak, Boise’s 
Basque Organization, invites people 
from around the world to Jaialdi 
(meaning “Big Festival”), to celebrate 
the Basque culture’s festival spirit. Fun 
customs characteristic of the Basque 
people including lively music, quick-
footed dancing, spirited handball 
exhibitions, strength lifting, fl avorful 
foods, and presentations on Basque 
history take over the town for a full 
week where everyone in the commu-
nity becomes a little bit Basque!

So, there you have it . . a quick glimpse at 
some of the many festivals and events that 
take place in Boise, the ‘City of Trees,’ and 
the surrounding areas. With a little more 
knowledge, we hope that you’ll be interest-
ed to learn more about these events and the 
people behind them, fi rst hand, as you join 
us for the IFEA’s 53rd Annual Convention & 
Expo, presented by Festival Media Cor-
poration, September 8-12, 2008 in Boise, 
Idaho. For those who may be interested in 
exploring the endless Idaho recreational 
opportunities available during your stay at 
the convention, stay tuned for the next issue 
of i.e. magazine where we’ll feature some of 
the main outdoor attractions!



FOUNDATION

It’s been a wonderful year and a 
grand adventure to be the chairman of 
the IFEA Foundation. I thank you all 
for giving me the opportunity, and for 
making it so successful and engaging. 
The support from all the members was 
tremendous; especially those donors, 
volunteers and board members that 
stepped forward during some diffi cult 
changes. Thanks for hanging in there!

As most of you know, the IFEA 
Foundation offi cers are now actively 
involved in the day-to-day manage-
ment of the foundation. The “Atlanta 
Experience” Night at the incomparable 
Georgia Aquarium and our annual 
Foundation Night Party & Auction 
raised nearly $80,000 in support 
of the foundation’s activities, so we 
are feeling like we can focus on our 

future and how we can best serve the 
IFEA’s educational mission. And we’ve 
outlined a strategy to move forward in 
2008 that includes an analysis of the 
effi ciencies of re-uniting the admin-
istrative functions of the foundation 
with the IFEA’s operations in Boise.

All in all, it has been a successful 
transition from the CEO/Carver Board 
Governance structure to a more volun-
teer-centered management structure, 
and as we move into the future we 
should see increased opportunities to 
redirect our resources into those edu-
cational support activities that defi ne 
our purpose.

In 2008 we will be looking for new 
opportunities to generate educational 
funds for the IFEA, as well as ways to 
maximize our endowment returns for 

the scholarships under our purview. 
I’m expecting that with the leadership 
of incoming chair Mindy Rabinowitz, 
a strong effort in Boise at the 53rd 
Annual IFEA Convention & Expo 
presented by Festival Media Corpora-
tion, and the continued support of 
the IFEA membership, we will see the 
foundation taking an active part in the 

Continued on page 67
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Make the 
IFEA Part 
of Your World

THE BOARD TABLE

Oh, from the mouths of babes. 
Is there a better way to describe the 
importance of celebration in our 
lives? I am not sure, but I do know 
that those of us in the festivals and 
events industry spend a tremendous 
amount of time making sure that 
our ‘parties’ are the best they can be. 
Whether we are professional event 
producers, volunteers, or suppliers, 
we focus our talents and energies on 
creating great event experiences for 
our communities. We have found 
that all communities - large, small, 
urban or rural - have a shared need 
for celebration; but to create these 
experiences we have also found that 
we need an almost endless bounty 
of ideas, resources and support. That 
bounty lies in the members of the 
IFEA. Since 1956 the IFEA has been 
the catalyst that has turned individual 
event experts into industry resources 
ready to share their knowledge with 
other members. 

Now, we are looking beyond the 
horizon to the world of celebration 
and recognizing that it is time to truly 
come together as a global industry, 
promoting community celebration 
as a way to peace and understanding. 
Throughout 2007, the IFEA World 
Board of Directors, under the leader-
ship of our chair, Paul Jamieson, 
CFEE, has worked to refi ne a new 

strategic plan representing a global 
vision for our industry and our as-
sociation. With this new strategic plan 
in place, the IFEA is poised to fulfi ll 
the promise of being the global leader 
in festivals and events. 

What does that mean for you and 
your organization? The answer is 
everything or nothing. To receive the 
benefi ts the IFEA has to offer, you 
need to use them. By reading “ie: 
the business of international events” 
magazine and other IFEA publications 
and resources; by checking-out on 
a regular basis; by taking advantage 
of IFEA seminars and webinars; and 
by interacting with other members 
from around the world via e-mail, 
telephone, or face-to-face at regional 
workshops and the 53rd Annual IFEA 
Convention and Expo presented by 
Festival Media Corporation, Septem-
ber 8-12, 2008 in Boise, Idaho, you 
can tap directly into the vast resources 
of this great association. Whether 
your event is a large international 
festival or a small one-day party in 
the park, you have access to all of the 
knowledge, talent, and experience 
available through IFEA.

The mission of the IFEA, as stated 
in our new strategic plan, is “To inspire 
and enable those in our industry to real-
ize their dreams, build community and 
sustain success through celebration.” 

I remember the day my youngest son told his fi rst joke. He was 
fi ve years old and very proud of himself as he walked into the 
room and asked with a grin, “Daddy, what’s more fun than a 

big, big party?” I said, “I don’t know. What is more fun than a big, 
big party?” At that his face broke into a huge smile as he replied, 
“Nothing!”

IFEA President & CEO Steve Schmad-
er, CFEE, and his staff are dedicated to 
creating and providing programs that 
will directly speak to this mission. 
The Board of Directors will continue 
to monitor our progress and will 
make adjustments as needed. All of 
our combined efforts will be directed 
toward making the IFEA’s vision of “A 
globally united industry that touches lives 
in a positive way through celebration” a 
reality for each of our members and 
the industry as a whole.

I am extremely grateful for the 
opportunity to serve as the Chairman 
of the Board of the International Fes-
tivals and Events Association at this 
pivotal time in our history. I invite 
your feedback. Let me know when we 
have impressed you, as well as when 
we have fallen short. Together, we will 
build an even greater organization, 
serving one of the most important 
industries in the world; the industry 
that provides history, culture, com-
munity, joy, heritage, and the future 
through celebration. 

PETE VAN DE PUTTE, JR., CFEE
2008 IFEA Board Chair 

Dixie Flag Event Services Group
Tel: (800)356-4085

Email: pete@dixiefl ag.com
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New Deadlines for 2008 
IFEA Awards Programs Set

IFEA Hall of Fame 
The highest of industry honors, the IFEA Hall of Fame 
honors industry professionals that have demonstrated 
a lifetime career of excellence and industry-changing 
achievements. 
Deadline: 5:00 p.m., Friday, May 3rd, 2008

IFEA Volunteer of the Year Award 
The Volunteer of the Year Award recognizes one individ-
ual each year, who has provided unselfi sh and dedicated 
service to an industry festival or event, going beyond the 
‘call of duty’, to represent the countless thousands of vol-
unteers on whom our industry depends.
Deadline: 5:00 p.m., Friday, May 3rd, 2008

IFEA Sponsorship Success Award 
The Sponsorship Success Award recognizes the highest 
level of creativity, execution, follow-through and sponsor-
ship success by a festival or event. 
Deadline: 5:00 p.m., Friday, May 3rd, 2008

IFEA Pinnacle Awards
The IFEA Pinnacle Awards honor the very best of the 
many outstanding promotional, educational, volunteer 
and media initiatives being created by festivals and events 
worldwide.
1st Deadline: 5:00 p.m., Monday, June 30th, 2008
Late Fee Deadline: 5:00 p.m., Friday, July 18th, 2008 

IFEA UPDATE

Over the next few weeks entry brochures for all of the 2008 IFEA Awards Programs will be 
available through numerous sources; on-line at www.ifea.com, sent to you as part of the 
IFEA Weekly Update and printed here in the next issue of ie: the business of international 
events magazine. Entrants will notice that some of the deadlines for the various Awards 
have changed from previous years. In order to give you as much notice as possible about 
these new deadlines, we have provided a list of all the IFEA Awards and deadlines, along 
with a brief description of each, below.  For more information, contact Nia Forster, Director 
of Marketing & Communications at 208-433-0950 ext: *814 or nia@ifea.com. 
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H-2B Guest Worker Reform
Note: At the request of the Outdoor Amusement Business Association (OABA), a member of the 

Association Alliance partnership that includes the IFEA, IAAM, IAAPA, IAFE and OABA, we are 
providing this overview of the H-2B Guest Worker issue. We encourage those in our industry to take 
action as you may feel appropriate. For more information contact Bob Johnson, President of the OABA 
in Orlando, Florida, at 407-681-9444 or BobOABA@aol.com. 

Seasonal employers from outdoor amusement, entertainment and related industries 
often rely on the H-2B visa program to fi ll seasonal jobs when suffi cient U.S. workers 
are not available. The program allows these businesses to supplement their full time 
American workforce and remain viable during peak seasons. Because the recruitment and 
paperwork burdens required by the H-2B program are expensive and time-consuming, 
employers turn to the program only after they have engaged in extensive efforts to recruit 
American workers. Unfortunately, most Americans are not interested in the seasonal na-
ture of jobs in the amusement industry and by the constant travel these jobs require.

For many small, seasonal businesses, the H-2B program is the only legal way to hire 
non-immigrant, foreign seasonal workers. However, in each of the U.S. government’s 
past three fi scal years, the program has been subjected to unannounced shut downs 
due to an inadequate cap (66,000) on the number of workers who can participate in 
the program in any given year—regardless of the need of employers. For fi scal 2008, 
the 33,000 cap for the fi rst half of the fi scal year, October 1, was reached before the 
fi scal year even started and the cap for the second half of the year, beginning on April 
1, is expected to be reached soon. The program is used by an array of industries, which 
compete for the small number of available visas. 

Because carnivals and circuses tour mostly during the summer, and because em-
ployers may not legally apply for workers until 120 days before they need them, the 
H-2B visa caps for both halves of the fi scal year have often been reached before OABA 
members even have a chance to apply to the program. During fi scal 2005, 2006 and 
2007 the outdoor amusement industry still had access to some H-2B workers who had 
participated in the H-2B the program in the past. The recent expiration of the returning 
worker exemption, however, is threatening the survival of many OABA members and 
their ability to serve local communities. By not allowing the returning workers to re-en-
ter the U.S. the government has essentially cut the H-2B workers in half. 

BACKGROUND
For the past three years, Congress passed emergency H-2B relief as an amendment to 

a spending bill. The measure exempts certain repeat workers from counting against the 
cap. However, this cap exemption expired on September 30, 2007. Because the labor 
shortage for seasonal unskilled workers is expected to continue and even grow, a perma-
nent solution is needed. 

A permanent solution must include a permanent extension of the H-2B repeat worker 
exemption, an increase in the cap to refl ect the true market need for seasonal workers, a 
market based regulator that allows the cap to adjust up or down based on market need, 

Continued on next page

IFEA President & CEO Steve 
Schmader, CFEE, met with his 
counterparts from the IFEA’s As-
sociation Alliance partners in Las 
Vegas, Nevada on November 27th. 
The meeting was hosted by the IAFE 
as part of the IAFE Annual Con-
vention & Expo to discuss future 
initiatives and partnerships that 
might benefi t the members of all 
alliance organizations. The Associa-
tion Alliance is made up of the IFEA, 
the International Association of 
Amusement Parks and Attractions 
(IAAPA), the International Associa-
tion of Assembly Managers (IAAM), 
the International Association of 
Fairs & Expositions (IAFE), and 
the Outdoor Amusement Business 
Association (OABA). The meeting 
covered areas such as the new Venue 
Safety and Security magazine, which 
is now being provided as an added 
benefi t to all Association Alliance 
members; plans to make all Associa-
tion Alliance organization webinars 
available at special discounts to 
members of all fi ve associations 
in 2008; discussion of the H-2B 
Temporary Foreign Labor issue as 
it affects those in our industry (see 
overview in this section of ie); Asso-
ciation Alliance web calendars and 
links, and other potential programs 
to benefi t the members of the fi ve 
partner associations. The Association 
Alliance partners meet twice each 
year to discuss the state of the indus-
try and possible new initiatives to 
benefi t those in the public assembly 
arena. The next Association Alliance 
President’s meeting will take place 
in Washington, D.C. and will be 
hosted by IAAPA.

Association 
Alliance 

Presidents Meet
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In December, more than 4 million 
American businesses will receive 2007 
economic census forms, includ-
ing 83,000 arts, entertainment, and 
recreation businesses, underscoring 
the importance of every industry’s 
participation in the nation’s most 
comprehensive measure of business 
and industry taken every fi ve years. 
Responses to the questionnaire are 
required by law (Title 13, U.S. Code) 
and are to be returned by February 
12, 2008. 

More than 500 versions of the 
basic form are tailored to different 
industries and business size. Forms 
ask for basic operating statistics from 
each respondent, such as employees, 

payroll, and value of goods or services 
produced in 2007. Information about 
individual responding fi rms is kept 
confi dential and only aggregate in-
dustry data are published. Responses 
can be reported electronically via the 
internet.

“Economic census forms that busi-
nesses receive in December will tell 
us how we are changing as a nation,” 
said Thomas Mesenbourg, Jr., the U.S. 
Census Bureau’s associate director 
for economic programs. “Important 
economic indicators, such as gross 
domestic product, are directly related 
to the quality of the data we get from 
businesses in every industry and every 
locality.”

The Census Bureau has launched a 
new Web site – www.business.census.
gov - to help businesses better under-
stand the economic census and how 
it benefi ts them. The site includes 
economic snapshots of selected 
industries and signifi cant facts about 
every industry.

Because timely and accurate re-
sponses mean better data for indus-
tries and communities, the IFEA en-
courages those who receive the 2007 
Economic Census Form to respond 
completely and before the designated 
deadline. 

Watch for the 2007 
Economic Census Forms

and suffi cient resources for the three fed-
eral agencies – the Departments of Labor, 
Homeland Security and State – involved 
with the program administration.

Each of these components is an essen-
tial part of H-2B reform. At a minimum, 
Congress must pass a lasting extension of 
the repeat worker exemption to allow the 
outdoor amusement industry to meet its 
community obligations such as participa-
tion in state fairs, carnivals and com-
munity events this spring and summer 
and to allow them to plan for the future 
without the annual anxiety of knowing 
if they will have access to a predictable, 
reliable and legal labor force. 

The 33,000 caps for each half of the 
fi scal year are met earlier and earlier each 
year. Without the repeat worker exemp-
tion, the outdoor amusement industry 
will not have access to the needed sea-
sonal labor force provided by the H-2B 
program. Repeat workers have successful-
ly participated in the program in the past 
and proven that they return home after 
the completion of their seasonal work. 

REQUESTED ACTION
Community events such as fairs, festi-

vals and carnivals provide wholesome en-
tertainment for families nationwide and 
are a source of real community pride. The 
OABA and its carnival and circus mem-
bers are urging Congress to immediately 
pass an extension of the H-2B returning 
worker exemption to allow employers in 
the outdoor amusement industry to con-
tinue to serve communities this year. We 
hope that a more lasting H-2B reform will 
be passed, but at a minimum are asking 
Congress to provide an extension of the 
H-2B repeat worker exemption such as 
that included in the Save Our Small and 
Seasonal Businesses Act of 2007 (S. Bill 
998 and HR 1843). The OABA is asking 
that all those affected by this issue write 
to your congressional representatives in 
support of these initiatives. 

For those members whose member-
ship runs from January to December, 
your membership renewal notice for 
2008 has been sent to you via postal 
mail and email. Why not take a mo-
ment right now . . . as you’re reading 
this, to grab that renewal and pay 
your 2008 IFEA Membership Fees 
online, via fax or mail it in today 
and be one step closer to crossing 
“renew IFEA Membership” off your 
‘to-do’ list for another whole year! It’s 
quick, convenient and tailored to you 
- Update, Pay and Renew your IFEA 
Membership today.

IFEA Membership Renewal 
Season In Full Swing



Yes, and it’s
important to our

industry! 

Isn’t that our
2007 Economic
Census form?

If your business receives 
an Economic Census form, 
fill it out and return it by 
Feb. 12. Find out more at 
business.census.gov.

hat morning, in the mailroom...



The Hawaii Tourism Authority (HTA) 
will partner together with the IFEA 
beginning in February of 2008 (February 
20-22) to provide a unique professional 
opportunity for the island state’s festival 
and event professionals. Working with 
the HTA, the IFEA will present their Cer-
tifi ed Festival & Event Executive (CFEE) 
professional certifi cation program, 
including six core curriculum, electives 
and other requirements over the course 
of a condensed timeframe between Feb-
ruary 2008 and February 2009. 

Thanks to support provided by 
the HTA, Hawaii festivals and events 
will be able to complete their profes-
sional certifi cation for a signifi cantly 
reduced investment and without the 
travel expenses of leaving the state. All 
courses will be presented in Honolulu 
at the Hawaii Convention Center on 
the island of Oahu. Participants from 
neighboring islands can receive addi-
tional support for inter-island travel ex-
penses. To date, an estimated 80 festival 
and event professionals have expressed 
interest in the program.

“Our goal is to provide enhanced pro-
fessional opportunities to festival and 
event leaders in Hawaii that will help to 
raise the level of all festivals and events 
and, in turn, our overall state tourism 
product,” said Robbie Kane, Tourism 
Product Development Manager for the 
HTA, “We have always valued our rela-
tionship with the IFEA and are confi dent 
that this new partnership is the start of 
many great things to follow.”

IFEA President & CEO Steve Schmad-
er, CFEE, added that “The Hawaii 
Tourism Authority has always been at 
the leading edge of our industry in their 
efforts to provide unique and valuable 
opportunities to the festivals and events 
of their state. It is our hope that this 
new approach to the CFEE program 
is one that can be replicated in other 
states throughout the United States and 
in other regions around the world.” 

For those festivals and events in Ha-
waii who would like more information 
about the Hawaii CFEE program, please 
contact Julie Parke at 208-433-0950, 
ext. * 810 or at Julie@ifea.com. Others 
interested in exploring similar programs 
can use the same contact information. 

The IFEA’s Certifi ed Festival & Event 
Executive program is sponsored by K&K 
Insurance.

Hawaii Tourism Authority Partners with IFEA to Provide Professional 
Certification Opportunity or State Festivals and Events
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Carnival of Pernambuco
WORLD
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February is a special month in Per-
nambuco, Brazil as it brings the 
start of Carnival. From the city of 
Recife on the coast, all they way to 

the middle of the state, Carnival revelers 
dressed in costumes, parade through the 
streets with joy and reverence, appreci-
ating the cultural diversity of the local 
people. From the Frevo1 to the Maracatu2, 
from the Afoxé3 to the Coco4, from the 
Ciranda5 to the Samba6, there is always a 
different rhythm to liven the party of the 
folião7. 

A main element of the Carnival of 
Pernambuco is Saturday morning in 
Recife, when the parade in honor of the 
Rooster of the Dawn (Galo da Madru-
gada) offi cially marks the beginning of 
the Carnival. More than a million people 
take to the streets starting at the center 
of Recife, moving along to the sound of 
Pernambuco’s music in the biggest “bloco 
carnavalesco”8 in the world. 

At night, the main attraction is within 
the Recife quarter, also known as Old Rec-
ife, where many musical acts perform on 

the stages or parade along the streets of 
the quarter between the old Casario. Even 
though the biggest focus of the folia is 
within the city center, there are 53 other 
varieties of entertainment throughout 
Pernambuco that honor the diversity of 
the old and new local culture such as, 
groups of Maracatus of Baque-Solto and 
Virado, Manguebeat9, Afoxés, Schools of 
Samba, Reggae, Electronic Music, Orches-
tras of Frevo, and many more. 

Frevo, the most famous musical style 
at the Carnival of Pernambuco, is named 
from the verb “to boil,” referring to the 
bubbling of music and dance. Celebrat-
ing its 100 year anniversary in 2007, 
Frevo was born from the music styles 
of Polcas, Dobrados and Maxixe, Frevo 
and developed defi ned characteristics 
throughout the years into today’s version 
which is divided in to “street frevo” (brass 
instrumental), “block frevo” (all string 
orchestra and female choir) and “frevo 
song” (solo singer accompanied with an 
orchestra and choir).

1. Frevo: The Most famous musical 
style at the Carnival of Pernambuco

2. Maracatus: Common term used 
to describe to two distinct perfor-
mance genres in Pernambuco

3. Afoxé: A unit of Carnival specifi c 
behavior

4. Coco: An African-infl uenced 
musical rhythm that originated in 
Northern Brazil. Also refers to the 
style of dance performed to the 
music – a kind of stomping.

5. Ciranda: A typical dance of the 
beaches of Pernambuco

6. Samba: One of the most popular 
forms of music in Brazil. It is widely 
viewed as Brazil’s national musical 
style.

7. Folião: Marching Bands

8. Bloco Carnavalesco: Carnival Block

9. Manguebeat: A cultural movement 
created in Recife during the 90’s
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While it is not unusual for heads of state to convene 
at international summit meetings to discuss issues 
ranging from global warming to trade collabora-

tion, it is unusual in our world of festivals and events. 
This year IFEA again featured an “Industry Compass” 

panel discussion at its 52nd Annual Convention presented 
by Festival Media Corporation, in Atlanta, Georgia (USA) 
with representation from each of the association’s affi liate 
organizations around the world. It marked a signifi cant po-
sitioning of IFEA‘s vision of a “globally united industry that 
touches lives in a positive way through celebration.” Rarely 
has there been such an august assembly of senior event 
experts working together to map out where we are now, and 
a vision of where we could go. 

The ideas presented below are the collective thoughts 
expressed by the panelists listed to the right and represent 
an invaluable contribution to our industry.

IFEA: Magnetic North
Traditionally, a compass gives orientation and allows its 

user to put his destination in the context of a fi xed point, 
Earth’s magnetic north. Its coordinates help the traveler 
to hold true to a course which often has never been fully 
explored or charted.

Here, then, are some of the compass points from the 
panel discussion which collectively move us towards our 
destination of becoming a more integrated international 
organization—a snapshot of the global issues, trends, and 
challenges facing us today , followed by some of the op-
portunities awaiting us. We begin by taking stock of where 
we are now.

“Festival”: A word about the word 
The word festival is used differently throughout the world, 

and it is closely entwined with the word culture. If we use 
the European Cultural Capitals Project’s defi nition of culture 
as “those expressions of a city or country that ‘make life 
worth living’ or ‘give a city its soul’…,” then the word festival
can be interpreted equally as broadly and without judg-
ment. Simply put, it is a celebration of life.

Tom Bisignano
Walt Disney World

United States 

Thérèse St.-Onge
National Capital Commission (Retired)

Canada 

Daniel Baldacci
Brazilian Festivals & Events Association 

Brazil 

Di Henry
Maxxam Events

Australia 
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Singapore
 

Zhang Nuan
Beijing Festivals & Events 

Culture Development Center
China

Professor Gang-Hoan 
Jeong

Pai Chai University
South Korea 

Colm Croffy
Association of Irish 
Festivals & Events

Ireland 

Johan Moerman
Rotterdam Festivals

The Netherlands 

Janet Landey
Party Design Group
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Charlotte DeWitt, CFEE
International Events

United States
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The World of Festivals
In Europe, a festival often has an artistic 

connotation involving exhibits, themed 
performances, preservation of heritage, 
or “pushing the envelope” of artistic 
creativity. Think of the Edinburgh Interna-
tional Festival in Scotland, the Rotterdam 
Architecture Festival in The Netherlands, or 
Ireland’s Galway Festival on the classically 
cultural side of things; or Spain’s Fira de 
Teatre al carrer in Tarrega, or Nice Carnival 
in France for street theatre and outra-
geous satire. 

What a North American would call a 
festival is more often thought of as an 
event or a civic celebration in Europe and 
frequently has more of a community-
building aspect to it. The Kentucky Derby 
Festival, Macon Georgia’s International 
Cherry Blossom Festival, Seattle’s Seafair, 
or the Fiesta Bowl in Phoenix, with its 
American-style football (as opposed to 
European football, or soccer) champion-
ship and festivities, are typical examples 
in the United States. 

Canada shows a range of styles, from 
the Calgary Stampede to the Halifax Busk-
ers’ Festival, from Winterlude in Ottawa 
to the Just for Laughs Festivals in Montreal 
and Toronto. Some festivals are bilingual, 
French/English. By federal mandate, 
festivals in the National Capitol Region 
of Ottawa must both promote the capitol 
region and create a meeting place of 
cultural diversity, which is a cornerstone 
value of the country. 

IFEA Asia is comprised of affi liate orga-
nizations in Singapore, China, and most 
recently, Korea.

China has some 6,000 festivals divided 
into nine categories; 70 % of all festivals 
in China take place either in April/May 
or September/October, and only 10% of 

all Chinese festivals have existed longer 
than 10 years. Most Chinese festivals are 
government-run, and 30% of all tourists 
to China will attend a festival. The China 
Shanghai International Arts Festival, the 
Pinnacle award-winning Nanning Interna-
tional Folk Song Festival, and the Harbin Ice 
and Snow World are contemporary icons, 
while throughout the land, traditional 
Chinese New Year celebrations, known as 
Spring Festivals, abound.

The Korean festival spectrum ranges 
from historic to pop, and has been aided 
signifi cantly by the Korean Ministry of 
Culture and Tourism’s strategic invest-
ment in festivals and events as a tour-
ism resource and economic stimulator. 
The government ranks the festivals it 
funds. The Daegaya Experience Festival 
in Goryeong, for example, is one cul-
tural tourism festival rated as excellent. 
Featuring numerous historic exhibits of 
tombs and weaponry, demonstrations, 
and re-enactments, the festival is held in 
honor of the ancient Korean kingdom of 
Daegaya, which existed 1,500 years ago. 

Overall, however, some 80% of South 
Korean festivals are young, cultural tour-
ism festivals, such as the Boryeong Mud 
Festival, and are more popular than the 
20% which can be classifi ed as traditional 
festivals.

Multi-cultural Singapore has its own 
mixture of both traditional and new 
festivals representing its three principle 
cultures: Chinese, Indian, and Malay. Ex-
amples include traditional Chinese New 
Year’s celebrations and contemporary 
Chingay Parade, Sentosa Resort’s Flowers 
Festival, and the new Singapore WaterFest, 
on the contemporary side of things; reli-

CHINA

CHINA
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gious festivals like Deepavali, the Hindu 
festival of lights, Thaipusam, with its 
body-pierced participants, and Hari Raya 
Light-up, marking the end of Ramadan; 
and the Pinnacle-winning World Gourmet 
Summit, to name just a few. Its Edinburgh 
equivalent is the Singapore Arts Festival.

But the most surprising newcomer to 
that city/state’s festival scene is the festival 
driven by government money supporting 
the cultivation of sports. Where normally 
a festival may have several sporting events 
under its umbrella, in Singapore’s case, 
the reverse is true: the sporting events are 
driving the creation of new festivals and 
events. 

Some Sing $700 million (US $475 
million) has been invested by the govern-
ment in Singapore’s public schools for 
infrastructure development to provide en-
hanced indoor sports facilities. Together 
with a School Master Sports Programme to 
be rolled out later in 2007, this will drive 
the cultivation of sports activities as part 
of a lifestyle habit that can be developed 
from a young age. Over the last fi ve years 
there have also been targeted marketing 
segments done, especially for women. 
This has resulted in a sports festival called 
Women’s Day Out, which has grown into a 
large event with some 5,000 participants 
taking part in a three-hour hour aerobics 
event in the middle of Singapore’s shop-
ping belt. The event is designed to make 
a stand on women and sporting lifestyles. 
Finally, as an island surrounded by warm 
waters year ‘round, it is not surprising to 
see water sports events being celebrated. 
WaterFest Singapore is now in its third 

year, another example of a sports-driven 
new festival. 

The 2012 Olympic bidding conference 
hosted by Singapore in July 2005 gener-
ated some Sing $40 million (US $27 mil-
lion) in tourism spending, further proof 
that sports are the new economic genera-
tors for Singaporean festivals and events. 

The Middle East stretches the limits 
of the word “festival,” depending on the 
country involved. Often the word con-
notes a religious pilgrimage, such as Hadj, 

or a cultural heritage celebration, such as 
the Jenadriyah National Heritage & Cultural 
Festival in Saudi Arabia. Dubai, one of the 
United Arab Emirates, hosts a prestigious 
Film Festival, as well as two major outdoor 
music festivals in the desert: a rock festival 
called, not coincidentally, Desert Rock, and 
a world-music festival, Desert Rhythm. But 
this emirate is also world-famous for its 
Dubai Shopping Festival, whose 3.3 million 
visitors in 2005 generated more tourism 
revenue in thirty-two days than all the rev-
enues of Dubai’s tourism sector for all of 
2004. The Dubai Shopping Festival format 
has been adopted and adapted by both 
Singapore and Malaysia.

 Oman’s Khareef Fog Festival turns what 
in other, non-arid countries would be 
a bad-weather situation to its advan-
tage with its cooling mists and green 
landscapes. However, with extremes in 
climate, culture, and population profi les 
(81% of Dubai’s population are im-
migrants; 60% of the Saudi population 
is aged 21 or under), single or one-off 
events are often easier to produce in the 
Middle East than full-blown community 
festivals so typical of other parts of the 
world. It is an industry in its infancy in a 
region boasting one of the oldest civiliza-
tions in the world.

Latin America, like many of the Medi-
terranean countries, is best known for its 
carnivals, especially those in Bahia and 
Rio de Janeiro. With more than 16 miles 
of streets blocked off, two million people 
in attendance, over 3,500 hours of music 
performed, and 227 carnival groups 
participating, the Carnival of Bahia is so 
big that three different parade circuits 
occur simultaneously. Because alcohol 
consumption is allowed in the streets and 
throughout the festival area, Bahia uti-

KOREA

SINGAPORE
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lizes a security force of 20,000 policemen, 
all very well-trained and prepared for the 
festival’s huge street crowds. 

In addition to carnival, numerous 
large festivals take place in June in the 
northeast region of Brazil, such as those 
celebrating São João (Saint John), with 
some Brazilian states celebrating the 
entire month. Check out the Festival of 
Parintins deep in the Amazon rainforest, 
accessible only by boat and by plane, 
June 29-30-July 1, annually.

In South Africa, “Events with a Pur-
pose,” whether birthday parties or singing 
street sweepers , are a way of teaching 
skill sets that can be translated into future 
festival employment opportunities. 
Looking ahead to the World Cup (foot-
ball/soccer) championship, to be hosted 
by South Africa in 2010, this training is 
one way to create employable people to 
match the country’s World Cup motto, 
“South Africa is ready.” Today’s ginger 
beer pushcart entrepreneur can develop 
a capacity for catering, and the creation 
of small heritage and sports festivals 
in South Africa can serve as a practical 
application of skills training, as well as 
tourism generators. 

South Africa’s emerging events industry 
has recently received offi cial governmen-
tal recognition and is moving steadily 
forward towards its goal of building 
mutually benefi cial partnerships, creating 
new sources of livelihoods and enhancing 
community pride and bonding. 

In Australia, water events like the Bris-
bane River Festival are popular, and public 

sculpture installations like the Cow Parade 
are being used as cause-related fund-rais-
ers. The merging of Australia Day and the 
Australian of the Year award ceremony 
has evolved into the creation of a new 
national festival, while in Adelaide, the 
annual arts marketplace provides a big 
opportunity for visiting festival directors 
to book performers. 

From Compass to Analysis
Having fi xed the coordinates of the 

world of festivals, let’s now look at some 
of the issues, trends, and opportunities 
lying ahead.

1. Issues
Global warming, “green” or ecological 

issues, and migration were identifi ed by 
Industry Compass panelists as top issues 
facing festivals and events world-wide. 
Thérèse St-Onge, recently retired from 
Canada’s National Capital Commis-
sion, noted that in recent years, Ottawa’s 
Winterlude festival has suffered both 
fi nancially and aesthetically from warmer 
winter temperatures. Last year, the festival 
was forced to erect tents to preserve its 
ice sculptures, at enormous cost, and in 
previous years, the world’s longest skat-
ing rink, the Rideau Canal, has failed to 
freeze over, affecting many of the festival’s 
outdoor events normally scheduled on 
the frozen waterway. 

The private sector is also increasingly 
more environmentally conscientious. The 
Walt Disney Company now has a Chief 
Environmental Offi cer, according to Tom 
Bisignano, Director of Special Events at 
Walt Disney Parks and Resorts, and re-
cycles all of its trash from events like the 
X-Games, which they produce.

Johan Moerman, Managing Director of 
Rotterdam Festivals, introduced the issue 
of globalization and migration, pointing 
out the need for festivals to build another 
culture to better serve the profi le of those 
who live in their host cities. The City of 
Rotterdam (The Netherlands) now is 
comprised of 6% Chinese, 12% Islamic 
people, and more than 20% immigrants 
from other countries. Moerman raises the 
question of festival programming and 
its relevancy to its constituency: should 
immigrants only have the opportunity to 
celebrate in the cultural context of their 
adopted country, or could festivals also 
offer programs more refl ective of their 
former countries, such as Chinese opera 
at a Dutch festival, in order to be more 
inclusive… or will a mixture of these two 
create a completely new urban culture?

One fi nal issue – that of terrorism 
– was brought up via audience discus-
sion, and reactions on the panel varied 
greatly. Canada does have a joint opera-
tions center with festival organizers for its 
Canada Day celebrations in its national 
capitol of Ottawa. Zhang Nuan, President 
of IFEA China, felt that festivals should 
not let fear of terrorism attacks and pre-
vention measures undermine the joy of 
the event; one should not give in to fears 
of potential terrorism. Brazil, according 
to Daniel Baldacci, President of IFEA 
Latin America, does not have a terrorism 
task force during its carnival season, but 

DUBAI, U.A.E.

BRAZIL
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in the city of Bahia, for example, they do 
have an extraordinarily large police pres-
ence—as many as 20,000 offi cers on duty 
during what the Guinness Book of World 
Records has billed as the largest street 
party in the world. Kelven Tan, Chief of 
Sports Marketing for the Singapore Sports 
Council and President of IFEA Singapore, 
summarized it rather succinctly when he 
said that in his opinion, those countries 
friendly to the United States faced greater 
possibilities of risk than other countries.

2. Trends: Technology, tourism, 
education, and festival financing

Internet Technology
The impact of internet technology (IT) 

has been one of the most far-reaching 
forces in the history of festivals. With the 
profi le of festival audiences encompass-
ing more and more IT-savvy participants, 
it has revolutionized not only the way we 
engage our guests, but also the way we 
connect with artists and performers, pro-
ducers and sponsors, sometimes halfway 
around the world. 

Moving away from the use of tradi-
tional media such as billboards and TV 
ads, Disney’s Tom Bisgnano says that 
festivals can now reach their patrons via 
consumer empowerment blogs, YouTube 
broadcasts, and the dimensional technol-
ogy of the internet and i-phones. Where 
those born in the 1940s and ‘50s listened 
to portable radios and thought they were 
pretty cool, today’s hipsters walk around 
with “BlackBerries” that not only deliver 
emails and phone calls equally instan-
taneously, but also, as Festival Media 
Corporation’s CEO, Charles Brown point-
ed out, have the ability, via “Bluetooth” 
technology, to “message” patrons as they 
pass a fi xed location in a festival venue, 
directing them, for example, to turn right 
and pick up a free promotional gift.

Tourism
Few entities are charged with as much 

responsibility for driving tourism as 
festivals and events. Whether destination 
tourism in Australia, experiential tourism 
in Ireland, or “value tourism” promoting 
Islamic family values in Saudi Arabia, 
government tourism agencies are invest-
ing in festivals… but often, says Ireland’s 
Colm Croffy, Director of Operations for 
the Association of Irish Festivals and 
Events (AOIFE), with more and more 
strings attached to the money. In Ireland, 
for example, there is less government 
funding, and those festivals receiving 
funding are expected to drive a political 
agenda, such as the re-branding of a par-
ticular section of a city that might have 
fallen into disrepair. He also notes that 
the “new teenagers” are retirees, who are 

retiring earlier and have both discretion-
ary money and lots of time. Destination 
tourism, according to Croffy, is being 
replaced by experiential tourism.

Tom Bisgnano adds, “It’s a themed 
world. People used to go to festivals to 
get away. Now they can get away any-
where.” The challenge is to keep things 
fresh and exciting in order to both retain 
existing audiences and develop new ones.

South Korea, says Professor Gang-Hoan 
Jeong, President of IFEA Korea, has un-
dertaken a Tourism Culture Festival System 
directed at supporting the top festivals in 
South Korea and targeting an audience of 
30 million tourists.

The country‘s Tourism Culture Festival 
System was created in 1996 by the Minis-
try of Culture and Tourism as a means of 
commercializing festivals to reinvigorate 
the local economy via tourism. In 1999, 
a festival evaluation system was created, 
and beginning in 2000, Korean festivals 
were classifi ed into one of three classifi ca-
tions: Excellent, Good, and Hopeful. 

Offi cially endorsed “culture tourism 
festivals” receive both fi nancial and PR/
marketing support from the government. 
Those funded grew from eight festivals 
in 1996, to a peak of thirty in 2001, at 
which point the government decided to 
step in to contain this growth in order to 
control the quality of the festivals. 

In 2002, it began applying the prin-
ciple of “choice and concentration,” ef-
fectively reducing the number of festivals 
funded by both federal and provincial 
governments. In 2003, a fourth category 
of “culture tourism festivals” was added: 

“Preparing Festivals;” however, these fes-
tivals are only eligible for public relations 
support, not fi nancial support.

In 2007, funding appropriations based 
on evaluations were awarded as follows:
• BEST 350 million won (US $370,000.)
• GOOD 100 million won (US 

$110,000.)
• HOPEFUL 50 million won (US 

$50,000.)
Tourism goals in the Middle East are 

signifi cant, as well. Dubai expects to grow 
from 5.4 million visitors to 15 million 
by 2010, when experts predict its oil to 
dry up. After the Doha games in 2005, 
Qatar hopes to triple its tourism to 1.4 
million visitors by 2008. Oman’s two-
year-old tourism ministry has its sights 
set on 2 million tourists per year, but 
Saudi Arabia’s vision exceeds all of these 
goals combined: its National Tourism 
Development Strategy targets 36 million 
domestic and 6 million international 
visitors by 2025, or an increase of roughly 
three times its 2005 levels domestically 
and twice as large internationally. Do the 
math.

Ironically, the United States is one 
of the few countries in the world that 
does not spend federal money to attract 
international visitors. Such promotional 
activities are generally the responsibility 
of the individual states or their cities or 
regions, often through local convention 
and tourism bureaus.

Education and Research
Formal training and certifi cation are 

playing increasingly more important 
roles in most parts of the world. Today’s 
students are tomorrow’s leaders. Colm 
Croffy estimates there are some 185,000 

CANADA
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undergraduate students of events man-
agement. The Association of Irish Festi-
vals and Events commissioned a major 
research study in 2004 to benchmark the 
status of Irish festivals, and regularly uses 
research results to substantiate its lob-
bying efforts on behalf of governmental 
support for festivals and events.

Because most countries except the 
United States give government funding to 
festivals and events, the need for research 
data to substantiate public funding re-
quests is greater outside the U.S.. 

After ten years, South Korea’s Tourism 
Event Center at Pai Chai University has 
the largest repository of research on Asian 
festivals and events. The center conducts 
fi fteen-to-twenty case studies a year.

China, the Middle East, and South Af-
rica all have started certifi cation programs 
for events professionals. High tourism 
goals, event-driven economic agenda, and 
unusual opportunities like the ASEAN 
Games in Doha, the Olympics in Beijing 
and London, and the World Cup in South 
Africa have all created a demand for well-
trained events professionals.

One neglected area is advanced edu-
cation of senior festival professionals. 
Johan Moerman noted the existence of an 
informal, peer mentoring network of arts 
professionals interested in increasing audi-
ences in the cultural sector. Called AEN, or 
Audiences Europe Network, it is comprised 
of marketing and audience development 
specialists, as well as artistic directors 
aiming to reach specifi c target groups. This 
non-membership organization attracts col-
leagues principally from England, Germany 

and the Benelux countries (Belgium, The 
Netherlands, and Luxembourg) to share 
information and best practices.

  
Festival Finance

In the realm of festivals and events, many 
countries offer different support for the arts 
than is seen in America (which has next 
to none), such as through their tourism 
bureaus (Singapore, Malaysia, and South 
Korea, for example) as well as via arts coun-
cil funding. But many only offer support of 
certain art forms, such as dance or theatre. 

The European Commission (EC) is 
well-known for funding cooperative 
projects. In 2008, according to IFEA 
Europe President Allen Xenius Grige, the 
theme is “2008: the year of inter-cultural 
dialogue.” This theme is refl ective, says 
Grige, of the large number of immigrants 
changing the face of Europe. The current 
round of EC funding addresses bi-an-
nual (2007-2009) cultural cooperation 
projects with or in one of two Asian 
partner countries, India or China. Each 
project must involve organizations from 
three European Union (EU) or emerging 
EU countries, as well as a collaborative 
partner from either India or China. 

Overall, though, panelists felt there to 
be a decrease in government sponsorship 
of festivals and events, and a resultant 
diversifi cation into corporate sponsorship 
and alternative income streams. Although 
the model for corporate sponsorship 
of festivals and events originated in the 
United States, its international application 
differs greatly from country to country. 

Canada now gives less government 

funding than previously, but gives better 
access to public information about how 
to apply for it. In the past, the private 
sector in Canada was reluctant to fund 
festivals because they saw no need – the 
government was generous. 

Because it runs most of China’s festivals 
and events, the Chinese government has 
invested heavily in them. Nonetheless, the 
trend now is to seek corporate investors 
and sponsors for festivals and events, 
much the same as business and industry 
seek strategic alliances with non-Chinese 
counterparts. Zhang Nuan stated China’s 
biggest advantage is volume. There is 
a large sponsorship market in China, 
but there are also many problems. He 
emphasized that it is important to create a 
business process, and not to simply look 
at sponsorship as a form of capital invest-
ment. He also announced that a World 
Festivals Exposition Park is to be estab-
lished in Xian, with twenty hectares prom-
ised by the government for the project. (1 
ha = 10,000 square meters = 2.471 Acres) 

Singapore’s Kelven Tan agreed that there 
is a lack of a good business model for fes-
tivals and events—too often festivals focus 
on the community-building aspects and 
forget the economics, such as in pricing 
tickets to events. He also proposed that 
the industry come together to work on 
good fi nancial models to enable funding 
providers and governments of the world to 
understand the dynamism of this industry 
in contributing to both the economy as 
well as the social and cultural fabric. 

One of the biggest challenges that festi-
vals in Brazil are facing right now, according 
to Daniel Baldacci, is sponsorship, especial-
ly for small and medium sized festivals that 
don’t have strong corporate connections. 
Several city-owned festivals, which in many 
cases are not directed by festival or market-
ing professionals, are also having problems. 

Brazil’s Rouanet Law was created 
to stimulate sponsorship for cultural 
festivals, events, and activities, including 
music, cinema, theater, dance, museums, 
etc. A festival submits its project to a 
committee of the Ministry of the Culture 
and if approved, it receives a certifi cate 
that provides the sponsor a discount in 
income tax for the same amount invested 
in the sponsorship of the event. 

This year, the government’s fi scal rebate 
to corporate sponsors should reach about 
US $2 billion, according to Baldacci. Of 
the fi ve largest sponsors, three are public 
companies owned by the federal govern-
ment, and two are private companies. The 
largest sponsor is Petrobrás, a Brazilian 
petroleum company, with US $110 mil-
lion/year in sponsorship. Among the pri-
vate companies, the fi rst is Bradesco, the 
largest private bank in the country, with 
US $8 million in annual sponsorship. 

Even so, many times the promoter of a 
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festival obtains the certifi cate, but is not 
able to raise all the necessary money for 
his project. Therefore, there is a lot of work 
ahead for IFEA Latin America, says Bal-
dacci, in the sense of making many more 
companies aware of the benefi ts of invest-
ing in festival and event sponsorship.

Opportunities for 2008 and beyond
The Industry Compass points to many 

far-reaching paths awaiting exploration:

1.International collaboration
Opportunities abound for cross-border 

collaborations between both artistic direc-
tors and business managers. The European 
Commission funds such collaborations 
within EU countries. By contrast, there is 
rarely federal government festival funding 
within the U.S. Festivals like Memphis in 
May and the Houston International Festival, 
nonetheless, feature non-U.S. countries 
each year, and an entire network of Irish 
festivals in America “import” Irish per-
formers, often with an assist from either 
AOIFE or the Irish Tourist Board.

Performing arts marketplaces offer 
festival directors a place to see performers 
in action – WOMEX, the European street 
theatre network in Tarrega (Spain) and 
Aurillac (France), Australia’s Adelaide arts 
market, and the Just for Laughs Festival in 
Montreal are good examples. The China 
Shanghai International Arts Festival features 
an annual Performing Arts Fair, a trade fair 
of performances aimed at introducing 
outstanding Chinese performers to the 
world. The Beijing International Cultural 
Tourism Festival has showcased more than 
24,000 performers from 106 countries 
since its beginning in 1998.

2.International Educational 
Opportunities 

Each year, IFEA’s Pinnacle Awards, 
IFEA China’s Awards Ceremony, and 
IIR Middle East’s Festivale Awards, now 
renamed Event 360, collectively receive 
hundreds of applications. The winning 
entries represent the best in their fi eld 
and must be preserved and archived for 
those seeking examples of excellence. The 
question is where, not whether.

Student Pinnacle Awards could also be 
created, giving recognition to an under-
graduate student for submission of the 
best research paper.

Statistics regarding economic impact, 
research papers benchmarking the festival 
sector vis à vis other professions, and 
industry case studies are all valuable 
parts of our educational legacy for which 
the text books are still being written. An 
IFEA library (or series of linked librar-
ies around the world) could make this 
information available to those seeking in-
formation, whether as a virtual library or 
a physical one associated with a research 

center, such the Tourism Event Center of 
Pai Chai University in South Korea. 

Executive exchanges and staff exchanges, 
perhaps as many as thirty per year, could 
offer an intense, behind-the-scenes look at 
how another festival works. Two festivals 
would agree to exchange a staff member 
for a certain period of time, such as three 
weeks, where the visiting professional 
would “shadow” his counterpart in the host 
organization. Another layer could be added, 
whereby a student “shadows the shadow” 
and writes up the entire experience.

In the U.S., for example, the Kentucky 
Derby Festival and West Palm Beach, 
Florida’s SunFest bring the top members 
of their respective staffs together in a 
third, unrelated city to do networking 
and share ideas. 

Another very obvious educational 
offering would be for each affi liate 
organization to host its own “Industry 
Compass” panel at its own conferences, 
so as to give its membership a sense of 
orientation with other parts of the world.

3.The Festivals with the Good Cause
Festivals represent the largest peaceful 

gatherings of people in the world. 
Imagine the power of an entire global 

network of festivals, where members 
could “opt-in” to support a common 
philanthropic cause during the year, such 
as global warming, clean water, or third 
world poverty. We saw this energy when the 
world rose up in support of the victims of 
Southeast Asia’s tsunami in 2004, donating 
in excess of US $7 billion (2004 exchange 
rate). What, for example, would the impact 
be if all those festivals sharing the same 
vision were to band together and make a 
public statement to their collective audienc-
es throughout the year? Such an act could 
give new meaning to “a globally united 
industry touching lives in a positive way”. 
Many festivals support charitable causes, 
but no one has linked those with the same 
cause together for common fund-raising and 
public messaging.

Charting the Course: Imagination, 
Innovation, Inspiration

Putting the “I” in IFEA, and using it, is 
a way of keeping our festivals and events 
fresh, our minds nimble, and our audi-
ences inspired. 

Have compass, will travel.

SAVE THESE DATES! 

IFEA’s GLOBAL CALENDAR OF 
CONFERENCES

2-10 February, 2008 
Behind the Scenes of Carnival

Bahia, Brazil

19-21 February, 2008 
Festivals & Events Ontario (FEO)

London, Ontario, Canada

27-29 February, 2008
IFEA Europe

Reykjavik, Iceland 

27 April - 1 May, 2008
Event 360 Conference 

(formerly Festivale)
Dubai, UAE

July, 2008 
IFEA South Africa

August, 2008 
Australia Festivals and Events 

8-12 September, 2008
IFEA 53rd Annual Convention

Boise, Idaho, USA 

October, 2008 
World Events Tourism Summit

IFEA China

6-8 November, 2008
Association of Irish 
Festivals & Events

Galway, Ireland

Charlotte J. DeWitt, CFEE is the Presi-
dent of International Events, Ltd., Boston, 
USA. Charlotte is a past-Chair of the IFEA 
World Board and past-President/CEO of 
IFEA Europe. She can be reached at 249 
W. Newton St. #8, Boston, MA 02116, 
USA or call +1-617-513-5696 or email 
internationalevents@comcast.net. 

Toolbox

 USD 1 =

Euro zone  EUR 0.705497

UK  GBP 0.489527

China  CNY 7.50550

Australia  AUD 1.12450

Canada  CAD 0.996470

Singapore  SGD 1.48189

South Africa  ZAR 6.92250

Brazil  BRL 1.83250 

South Korea  KRW 913.120 

United Arab Emirates  AED 5.20464 

 as of 2 Oct. 2007
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For more information about the IFEA Latin America Behind the Scenes Tour, or for any 
questions, please contact Ana Paula Arêas, IFEA Latin America at +55 (71) 3797 4616 or 
anapaula@ifealatinamerica.com

Brazil has a very rich cultural diversity and therefore, celebrates Carnival 
in many different ways, in accordance with the local culture. The two most 
popular carnivals within Brazil are in Rio de Janeiro, world famous for the Pa-
rade of the Schools of Samba, and the Street Carnival of Salvador, named the 
biggest street party in the world by the Guinness Book of Records! Defi nitely 
an event that event professionals shouldn’t miss!! 

A trip to Brazil is not complete without seeing these two events. Therefore, 
IFEA Latin America has scheduled programming that not only includes the 
Parade of Rio De Janeiro, but also the Carnival of Salvador. These great musi-
cal parties, where bands play on the top `trios elétricos’, (giant truck-stages) 
and more than two million people dance in the streets is defi nitely not only 
a sight to see but a secret to discover! How they became about and how they 
are organized are just the tip of the iceberg of what will be revealed at the 
IFEA Latin America Behind the Scenes Tour of Carnival of Brazil!

Programming will begin in Salvador on Saturday, February 2nd, 2008, and 
concludes the night of Saturday, February 9th, 2008, in Rio de Janeiro. Read 
on for more details about each specifi c event:

BACKSTAGE TOUR – CARNIVAL OF BAHIA
The Carnival of Bahia takes place in Salvador, the capital of the State of 

Bahia and lasts for a total of six days. Along more than 12 miles, streets are 
blocked off for the over two million people that come to party and dance 
in the Musical Parade and follow their favorite bands playing on top of the 
“trios elétricos”. In addition, people can also join the party in one of the hun-
dreds of huge skyboxes built on both sides of the parade route, with comfort 
and all kind of services, food and drink for the guests. 

In the Backstage-Tours, the group will meet with bands, artists, producers, 
and responsible authorities. They will see the making-of and the infrastruc-
ture of the party closely. In addition, they will enjoy taking part in one the 
main groups (blocos) and skyboxes of the Carnival. Afterwards, they will see 
the great beaches of the All Saints Bay, and other tourist points that make 
Salvador the 2nd tourist destination in Brazil.

BACKSTAGE TOUR – CARNIVAL OF RIO DE JANEIRO
After Salvador, guests will proceed to Rio de Janeiro where they will be re-

ceived by the city’s tourism authorities and the League of the Samba Schools, 
the entity that organizes the Rio’s Carnival.  

Backstage-tours will be held at the Sambodrome (the Carnival Stadium), 
and at the Samba City. Known as the dream factory, Samba City is a large 
complex where workshops for all the major Samba Schools turn out a steady 
stream of elaborate fl oats and costumes. It is a unique showcase for the vi-
brant magic that makes Rio the world’s Carnival Capital.

To understand why Rio de Janeiro is known as the Marvelous City, guests 
will have the opportunity to take tours to the main tourist points, including the 
Christ Redemptor, Sugar Loaf, Guanabara Bay, Barra da Tijuca and the main 
beaches like Copacabana and Ipanema, known best for the song “Girl from 
Ipanema”. 

To wrap up the Behind the Scenes tour, on Saturday, February 9th, guests 
will take a seat at the Sambodrome to view the Champion’s Parade, the best 
Samba Schools of the 2008 Carnival.



Your Event Deserves an ENCORE

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

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

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

The ENCORE Festival and Event Evaluation kit col-

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

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

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

Software to evaluate your events sustainability and ongoing improved performance.
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AIRLINE

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

AMUSEMENT RENTAL

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

BANNERS/FLAGS

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

FIRST FLASH! LINE - Specializing in custom 
printed promotional materials. Our product line 
includes EventTape (roll banners), hemmed 
banners, bags, stickers, and ponchos, as well 
as popular specialty items. We pride ourselves 
on great customer service and friendly pricing. 
Phone: 800-213-5274; Fax: 260-436-6739; 
Website: www.fi rstfl ash.com.

ENTERTAINMENT/
TALENT

LIZ GREGORY TALENT – Full service agency 
with a variety of attractions from music acts to 
walk arounds to trick ropes. Contact: Liz Gregory; 
Address: 9 Music Square So., Ste. 357, Nashville, 
TN 37203; Phone: 888-455-7549; Fax: 615-312-
7059; Website: www.lizgregorytalent.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.

MARKETPLACE

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 



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

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: trim82020@aol.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; Email: zzeq90a@prodigy.com; Website: 
www.fabulousinfl atabels.com.

INSURANCE

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

K&K INSURANCE GROUP, INC. – Serving 
more than 250,000 events, offering liability, 
property, and other specialty insurance cover-
ages including parade, fi reworks, umbrella, 
volunteer accident, and Directors and Offi cers Li-
ability. Contact: Dale Johnson, CFEE; Address: 

1712 Magnavox Way, Fort Wayne, IN 46804; 
Phone: 866-554-4636; Fax: 260-459-5800; 
Email: Dale_Johnson@kandkinsurance.com; 
Website: www.kandkinsurance.com.

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/INTER-
NET

TRIP MEDIA GROUP - TRIPmedia group is a 
multi-media information company in Atlanta. It 
produces one publication, two websites, three 
newsletters, and regional road maps serving 
travel professionals and the public. Its widely 
recognized database drives the print and online 
media, constantly updated by travel destina-
tions 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 & Market-
ing; 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.
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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 Avenue, Ste. 810, 
Seattle, WA 98164; Phone: 206-381-5200; Fax: 
206-621-9339; Email: jshanklin@festmedia.
com; Website: www.festmedia.com.

IEG - Leading provider of information/expertise 
on sponsorship. Publisher of IEG: Sponsorship 
Report, Directory of Sponsorship Market-
ing, Legal Guide to Sponsorship. Producer: 

Event Marketing Seminar Series. Analysis: IEG 
Consulting. Contact: Lesa Ukman; Address: 640 
N. LaSalle, Ste. 600, Chicago, IL, 60610; Phone: 
312-944-1727; Fax: 312-944-1897; Email: 
lukman@sponsorship.com; Website: www.
sponsorship.com. 

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

TICKETING/
WRISTBANDS

CLICKNPRINT TICKETS BY EXTREMETIX 
- ClicknPrint Tickets ™ is the portable, turnkey, 
eticketing solution for festivals, featuring up 
no-front cost, quick set-up; instant “print-your-
own” ticket delivery, secure bar codes, and live 

customer service. Address: 13111 Northwest 
Freeway #520, Houston, TX 77040; Phone: 800-
370-2364; Fax: 832-251-0877; Website: www.
clicknprint.com.

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@nationalticket.com; 
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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 _ 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

Continued from page 6

was those singular individuals who now made up this One community who had 
gathered to celebrate their mutual successes.
The IFEA, too, is made up of many individuals, who may sometimes feel like it 
won’t matter much if they do not get involved, especially since they are only One. 
But imagine what the value would be to everyone (the IFEA, your own event/or-
ganization and our industry) if each One involved with the IFEA were to tell two 
other people about the organization and the industry that it represents worldwide; 
or invited all of the local events in their city to a gathering to share with them the 
value that the IFEA has provided to them; or shared with the IFEA staff their two 
best ideas to increase the value of the organization to them; or brought One new 
attendee/staff/board member to the IFEA convention each year; or took home and 
implemented One new idea at their event each year. Now imagine that you are that 
One and that you can set the fi rst domino into motion. 

As One industry, united globally for the purpose of touching lives in a positive way 
through celebration, imagine what we can accomplish. I look forward to working with 
each One of you to turn those imaginings into realities and wish each of you a Happy, 
Healthy and Prosperous New Year!

those sponsorships up. Expenses for events continue to increase at a rate greater 
than the increase in event revenues, so overall net income continues to decrease. 

Restructuring, rightsizing, and internal management audits are all mechanisms 
that event executives can use to look at their events differently. Hopefully, as a 
result of these examinations, their events can be more fi nancially stable and have 
the fi nancial resources needed to sustain the event over the long run.

Tom Kern is the Managing Partner of KMG Consulting of McLean, Virginia 
and is the former Executive Director of the National Cherry Festival in Traverse 
City, Michigan.

Continued from page 25

it and collect data during your event. If you invest the time and energy you will cre-
ate the usable data necessary for an accurate estimate of your attendance.

Vern Biaett, Jr., CFEE, has worked in leisure services for forty years and 
is currently a Faculty Associate at Arizona State University where he teach-
es classes in special events management, part of a new certifi cate program 
he helped to establish. From 1988 to 2007 he produced and marketed 
major festivals for the cities of Phoenix and Glendale, Arizona.

Continued from page 32

strategic development of the IFEA into the future.
On behalf of this year’s scholarship recipients, the foundation and IFEA board 

members, and myself, I thank you for your support of the IFEA Foundation. I look 
forward to working with you in 2008. 

STEVE REMINGTON, CFEE
2007 IFEA Foundation Board Chair 

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

Email: steve@seedevelopment.com

Continued from page 42

Dr. Goldblatt was the founding 
president of the International Special 
Events Society and the developer of 
the original Certifi ed Special Events 
Professional certifi cation program. 
He is the author, co-author or editor 
of 19 books and hundreds of schol-
arly and trade publication articles. 
He has lectured on fi ve continents in 
over 50 countries and produced hun-
dreds of events. Goldblatt received 
the fi rst ever Lifetime Achievement 
award for service to the industry 
from ISES. Event Solutions Magazine 
awarded him the Industry Visionary 
Award for his contributions to event 
management education and research. 
He received the highest award from 
the Creative Marketing Laboratory 
of Russia, when he was presented 
with the prestigious silver medal for 
lifetime career achievements.

Dr. Goldblatt is the founder of the 
Temple University student chapter of 
PCMA and one of his students, Astrid 
Schrier, was honored as the 2007 
PCMA Student Planner of the Year. Dr. 
Goldblatt was named by PCMA as the 
200 Event Educator of the Year. Also 
in 2008, his alma mater, St. Edward’s 
University in Austin, TX named him 
their distinguished alumni.

The program that he founded at 
Temple University, The Event Leader-
ship Executive Certifi cate Program, in 
2006, was awarded the Haas & Wilk-
erson Pinnacle Award by the Interna-
tional Festivals & Events Association 
for Best Event Management Certifi cate 
Program in the world. Dr. Goldblatt 
has been married to Nancy Lynner for 
30 years and they are proud parents of 
Max Darwin (28, a professional actor 
in New York City who recently made 
his Broadway debut) and Sam (24, 
most recently a senior manager at the 
Shakespeare Theatre of Washington, 
DC. and is now earning his Master’s 
Degree in Festival Management at 
Queen Margaret University in Edin-
burgh, Scotland.)

Continued from page 10
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Cirque du Soleil – “O” – Photograph by Jerry Metellus – Copyright Cirque du Soleil

PARTING SHOT






