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PRESIDENT’S LETTER

Challenging Times Require Us 
to Focus on Goals vs. Hurdles

ences; and to launch new dreams.
I believe that now, today, our industry 

has the ability to take the world and our 
communities into a new era; an era of 
shared creativity, commonalities and re-
sources; an era of redefi ning who we are 
and who we want to be; an era worthy of 
grand celebrations. It is our industry that 
has the ability to fuel the human spirit 
better than any other.

And so, at a time when we all have 
more than enough challenges, I would 
like to add one more. I challenge all 
of us to look beyond the problems to 
see the possibilities, and to focus even 
greater efforts on our goals and visions, 
instead of the hurdles. 

Now, this does not mean ignoring the 
fact that there are very real challenges 
that we must get past, and that, in many 
cases, will call upon all of the creativity 
and fortitude that we can muster. We 
may, at times, fi nd ourselves taking two 
steps back, in order to take one step 
forward, but we must maintain our focus 
not on the speed of our pace, but on our 
fi nal destinations.

Visions are not easy. Nor without 
hurdles and challenges.

Ask Janet Landey, whose tireless ef-
forts have brought jobs and a brighter 
future to many young Africans whose 
dreams burn every bit as bright as yours 
and mine; but not without many years 
of deciphering and helping to build the 
system to support her visions.

Ask Jackie Wartanian, whose events 
are designed to bring together a 
turbulent Middle East for a peaceful 
celebration that all can enjoy, but whose 
marketing and cultural challenges are 
not even in our playbooks.

Or ask the Cedar Rapids Freedom Fes-
tival, who, on their opening day this year, 
found themselves with an offi ce complete-
ly underwater and a loss of their personal 
homes; but who quickly re-scheduled 
their event knowing that their community 
would need something to celebrate.

When the challenges around us seem 
to grow every day, that is the time that we 

I write this letter at the conclusion of 
a very successful and energizing IFEA con-
vention here in our world headquarters 
city of Boise. Each year I look forward to 
the IFEA’s annual convention, as I know 
many of you do as well, because wherever 
we gather, it is a convergence of dreamers 
and visionaries, from every corner of the 
globe. And there is a very real energy re-
leased when you combine extraordinary 
visions with the people who know how 
to turn them into realities. 

The IFEA’s task, as the fl ag-bearer 
for our industry, is to provide each of 
you, as the leaders in our fi eld, with the 
tools, the resources, the network and the 
motivation to continue doing what you 
do so well; for your communities, your 
countries and the world. 

Author and corporate mentor Lance 
Secretan notes that “leadership is a rela-
tionship with others that inspires their 
growth and makes the world a better 
place.” If that is indeed the defi nition, 
then as leaders, that should be our goal.

In recent weeks we were all able to see 
the power of events to inspire; to bridge 
divides; to shape impressions; to spur our 
imaginations; to open communications; 
to enhance understanding; and to lower 
barriers; as China played host to the 
Olympics and to the world in spectacular 
fashion. But while billions tuned-in to 
watch the pageantry from Beijing, a world 
away that same power of events was 

taking place in a small village in South 
Africa, where new festival and event co-
operatives and government support were 
making it possible to provide jobs, hope, 
training, pride and joy in the staging of a 
small child’s fi rst-ever birthday party. Dif-
ferent magnitude; same impact.

Every day, as Professor Randy Pausch 
noted in his now well known Last 
Lecture, we have the opportunity to be 
“communitarians;” to give and to gain 
from one another in whatever communi-
ties we may be a part of – be it a village, 
an industry, a global region, an event or 
an organization. And I know of no other 
profession that is built more solidly on 
the spirit of the “communitarian” con-
cept than festivals and events. ‘Commu-
nity’ lies at the base of our fi nest visions.

But it is easy, especially in today’s world, 
to lose sight of those visions that defi ne 
who we are; as individuals, organiza-
tions, industries, communities, countries 
and peoples. Our challenges, on a daily 
basis, can sometimes seem insurmount-
able. Just the media coverage of slumping 
economies, housing downturns, rising fuel 
prices, wars and political posturing, educa-
tion and retirement concerns, job layoffs 
and more, can be paralyzing. And they can 
paralyze not only individuals, but entire 
communities; causing us, and others, to 
miss the extraordinary visions that are all 
around us, as we narrow our focuses and 
build protective blinders.

I believe that the real legacy for our 
industry will be the power that we have 
to refocus our communities and the 
world on the possibilities and not just 
the problems. I believe that our story is 
larger than our challenges. The world 
around us is changing, on many fronts, 
and we must change as well – helping to 
lead our ‘communities’ into the future. 

Events have been used throughout his-
tory to celebrate victory and achievement; 
to bring people together in times of crisis 
(as they did seven years ago in the after-
math of 9/11) and in times of hope (as 
we did at the turn of the millennium); to 
share our commonalities and our differ-



must dream bigger; involve others in those 
dreams; and communicate our visions more 
clearly than ever before. It is not a time to 
give in to paralysis or to build walls around 
our goals and visions.

Randy Pausch also shared with us in his 
Last Lecture that hurdles are not meant to 
stop us, but simply to see how badly we 
want to reach our goals.

I raise this challenge because I have seen 
fi rst-hand the loss and ripple effect that 
is felt when our industry is missing from 
the equation. The loss to a community 
when an identifying festival or event closes 
its doors; when an important vendor or 
supplier must choose to move in other 
directions; when an involved and active 
corporate sponsor leaves a market and oth-
ers do not step up to fi ll the void. 

I have also been witness to the enor-
mous energy, pride, partnerships and re-
turn that come back to a community when 
there are one or multiple successful and 
active event elements within that commu-
nity. That is what we must help to provide 
and protect in every community, on every 
continent, around the world. 

I ask those I meet with throughout my 
travels, for us all to take a moment to 
imagine this extraordinary vision: 

If all the employees of a single company 
or organization were to align behind 

one dream; one vision; imagine the 
possibilities for that company. If all the 
components within a given ‘community’ 
– government, media, corporate, indi-
viduals, service groups, educators, and 
others – aligned behind one dream; one 
vision; perhaps a festival or event; imag-
ine the possibilities for that community. 
And if an entire global industry were to 
see itself as one and align itself behind 
the dream and vision of touching the 
world in a positive way through celebra-
tion, imagine the possibilities.

But rather than only imagine the pos-
sibilities, let’s commit ourselves to making 
them a reality; to providing the leadership 
that inspires others and makes the world a 
better place. If not us, who will be there to 
make them happen? And let’s work togeth-
er to encourage and develop the leaders of 
tomorrow, so that we can insure that our 
legacy is a lasting and enduring one.

We set a goal, an extraordinary vision, 
for the IFEA only a few short years ago; 
a vision that imagined a globally united 
industry that touches lives in a positive way 
through celebration, fi rmly planting the 
IFEA fl ag as the global leader in festivals 
and events. After crossing many hurdles, 
we came together last month in Boise 
with representatives and leaders from six 

continents and seven IFEA global regions, 
to share ideas, best practices, unexplored 
opportunities and fresh perspectives. 

Following the convention, we hosted the 
fi rst joint, face-to-face meeting of our new 
IFEA Global Roundtable Council and the 
IFEA World Board to discuss and explore 
together the possibilities that lie ahead for 
all of us. It was truly a milestone event and 
I am confi dent that it will be only the be-
ginning of many new visions yet to come.

I encourage each of you to set your own 
goals and visions and to begin working 
toward them by accessing the wealth of 
knowledge, experience, information, and 
contacts available through the IFEA. Take 
off any preconception blinders and leave 
the paralysis of outside problems some-
where else. The core values of the IFEA 
– excellence; sharing; and ‘community’ 
– have never been more accessible, both 
close to home and on the other side of the 
globe, than they are today.

Despite the hurdles that we may face 
along the way, including current economic 
uncertainties, let’s make the calling card 
of our industry our ability to rise beyond 
the challenges; to fi nd and encourage new 
solutions; and to provide the leadership that 
keeps the world and our communities in 
touch with themselves. I can assure you that 
the results will be well worth our efforts. 

www.fwworld.com
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MASTER MOTIVATIONAL SPEAKER

DR. VINCENT KITUKU
Overcoming Buffaloes at Work & in Life
DR. VINCENT KITUKU

Dr. Vincent Muli Wa Kituku, a native of Kenya and resident of 
Idaho established Kituku & Associates in 1995 to provide new 
approaches for dealing with workplace challenges. He likens the 
unpredictability of change/challenges to life with water buffaloes that 
invaded African villages without warning, devastating social struc-
tures, uprooting the harmonious livelihood of villagers and leave 
them feeling insecure and stressed out.

During chaotic times, people think that there is no solution for 
their perceptively overwhelming situation. They wonder, “Why do we 
have to change from what we are doing?” Some think they are not 
responsible for making change work. Vincent says, “When a buffalo 
invades your village, you can not waste time blaming others, whin-
ing, or wishing it had not happened.” 

His high energy, content fi lled and entertaining keynote and train-
ing programs challenge and inspire audiences for maximum impact 
mind shift. They learn how to set themselves apart at work and in 
life, re-discover talents and resources they need for growth, thrive by 
repeatedly providing exceptional services, be involved with something 
bigger than a career and move forward without leaving life behind. 

R. Scott Johnson, Program Manager, Hewlett-Packard said his 
group was moved by Vincent’s “powerful and encouraging message…
the motivational style is very unique, pointing each of us to look 
inwardly and in conjunction with each other as a team.” 

Dr. Kituku is one of the less than 7% speakers to earn the coveted 
Certifi ed Speaking Professional (CSP) recognition, presented by the Na-
tional Speakers Association. His storytelling skills have won awards for 
both spoken and written words. He has been the motivational speaker 
for the successful Boise State University Football Team since 1998.

Dr. Vincent Muli Wa Kituku, a native of Kenya and resident of 
d h bli h d Ki k & A i i 1995 id

For more information call 
(208) 376-8724 or 888 685-1621 
or visit www.overcomingbuffaloes.com

If you’d like Vincent to speak at your event, seminar or convention. Call him today!

http://www.overcomingbuffaloes.com
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CURRENT EVENTS

Unfortunately, once revenue goes 
down, so does an event’s budget. Ac-
cording to several industry offi cials, one 
line item that typically faces big cuts 
in this type of situation is spending on 
marketing and advertising. 

Which presents a real Catch-22 prob-
lem: cutting your marketing budget might 
save money in the short term but it also 
limits your ability to generate interest and 
awareness in your event which, in the 
long run, can hurt overall attendance.

Fortunately, there’s still a way to 
market your event without having to pur-
chase expensive radio, television or other 
advertising: free media resulting from 
press coverage of your festival or event. 

This month, Current Events examines 
three strategies for generating press 
interest in your project. 

Strategy #1: Planning a Press 
Event

While researching this story, Current 
Events surveyed a variety of different 
festivals concerning their media 
efforts. It was surprising to learn that 
many events either do not organize 
press gatherings or only do so in 
minimal ways. 

Fortunately, planning for such an 
event is not diffi cult and can be done 
so in a quality, yet cost-effective way. 
Several typical routes involve holding 
media previews, grand opening press 
conferences, or even on-line events 

which allow press members to virtually 
attend your media program. 

One entertainment company that has 
embraced the third option is Anheuser-
Busch, the beer giant that also operates 
the SeaWorld and Busch Gardens chain 
of theme parks. For several recent an-
nouncements, Busch has invited media 
members to join high-quality, on-line 
press events that discuss new rides and 
shows that the company is introducing. 

This virtual approach allows Busch 
to generate nationwide press interest 
without incurring the higher costs of on-
site preparations (though, in some cases, 
Busch has opted for the non-virtual 
route and hosted on-property events 
at their parks). The key to successfully 
executing the on-line approach is that 
the web-based delivery must be visu-
ally-appealing, fi lled with interesting 
content, and free from technical glitches. 
This often means hiring a third-party to 
help facilitate the technical details for 
the event. After all, there’s nothing worse 
for an on-line media event than for the 
“on-line” portion to not work well.

While technology has made virtual 
press events a realistic possibility, the 
most common press approach continues 
to be the on-site media preview. Under 
this scenario, local, regional (and, in 
some cases, even national) media mem-
bers are invited to an exclusive preview 
that typically combines an entertain-
ment element with an information one 

By Chad Emerson

With the economy mired in a prolonged slump, many con-
sumers are cutting their recreational spending to help pay 
for increased gas and food bills. Some events and festivals 
are feeling the brunt of this downturn through decreased 
attendance and revenue.
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(such as interviews with key executives or 
members of the creative team).

Some events utilize third party plan-
ners to organize these efforts while others 
produce them in-house. Whichever route 
you choose, free food and interesting en-
tertainment are common success factors. 
After all, speaking as a media member, I 
can assure you that very little engenders 
more goodwill than complimentary food 
and drink combined with great music or 
other creative acts. Add to this equation 
something akin to an exclusive media tour 
of your festival and you’ve gone a long 
ways toward placing your event in the best 
light possible for those whose primary job 
is to report on interesting happenings. 

But, the work hardly stops there. 
Indeed, once you’ve planned the press 
event, you’re ready for the next step: 
determining who to invite.

Strategy #2: Identifying Your 
Target Media 

As someone who writes for several 
different magazines, I’ve attended a wide 
variety of press events across the coun-
try. In many instances, the companies 
hosting these events focus their efforts on 
conventional print, radio, and television 
outlets. After all, these have traditionally 
been the three best formats for reaching 
potential guests. 

However, as the worlds of Wi-Fi and 
social networking continue to expand, 
more and more people are getting their 
news from blogs and other on-line 
sources such as discussion boards and 
special interest websites. In addition to 
these upstarts, many conventional media 
sources (such as the New York Times, 
major television networks, and even local 
papers) are also expanding their invest-
ment into on-line news coverage. 

The end result is an increased likeli-
hood that a prospective guest might read 
about your event or festival via an on-line 
outlet. Unfortunately, despite this reality, 
many event planners continue to ignore 
the blogosphere and other on-line outlets 
when organizing press gatherings. Consid-
ering that many of these sites receive thou-
sands of guests per day, this narrow focus 
makes little sense. And, it’s even more 
short-sighted when you consider that the 
specifi c focus for many of these websites 
means that you can very precisely target 
your marketing efforts to those audiences 

most likely to be interested in your event. 
Doing so, though, requires two steps. 

The fi rst is very obvious but often 
seems to be missed: invite on-line media 
members to your press events. Again, in 
many instances, these writers maintain 
large followings with many daily readers. 
Yet, too often, we’ve heard publicists 
stereotype on-line reporters as essentially 
guys in their basement surfi ng the Inter-
net. Nothing could be further from the 
truth in the real world as many of these 
reporters are serious and well-trained 
writers who’ve simply opted for the vir-
tual news world. 

Which leads to step two: spend time 
researching the on-line outlets that would 
be most interested in your event and then 
prioritize the most successful ones. The 
amusement industry is a great example of 
this at work. Large theme park resorts like 
Universal Orlando and Disney fi nd their 
every move chronicled by a large cadre of 
discussion groups and weblogs. In some 
cases, the publicists are right and the web-
site is simply an amateur effort more akin 
to a hobby than a serious news outlet. 

But, in other instances, these on-line 
venues are professionally run and receive 
a large number of visitors looking for the 
latest news on their favorite park. Suc-
cessful media teams like the one led by 
Michael Lewellen at Universal Orlando 
are realizing the usefulness of these sites 
and have expanded their marketing ef-
forts to include on-line reporters in their 
press and promotional campaigns. 

Your event or festival could adopt the 
same strategy by identifying the on-
line sites that would be a natural fi t for 
promoting your efforts. For instance, nu-
merous blogs and discussion groups are 
dedicated to the wine and music indus-
tries. If you run a wine festival or music 
event, these sites would be ideal places to 
pitch stories covering your event. To effec-
tively do so, spend some time researching 
which ones are popular (this can be done 
through the variety of website traffi c rank-
ings available on-line). 

Once you’ve identifi ed the on-line 
leaders, reach out to their editors, report-
ers, moderators, and webmasters. You 
may well fi nd more free media coverage 
than you would have ever thought pos-
sible—with most of it directed at those 
audiences most likely to be interested in 
attending your event.

Strategy #3: Making the 
Media Remember You

Once you’ve developed a media out-
reach plan and organized your events, the 
next strategy is to make sure the media 
remembers your effort. This might seem 
like a no-brainer but, in today’s world of 
near constant media advisories and press 
releases, a clever publicist can separate 
his or her event from others by creatively 
reminding media members of why your 
event is worth reporting on.

One way to do this is through simple 
materials like coffee mugs, t-shirts, or 
other branded merchandise. While there 
is certainly a cost involved in creating 
these materials, many festivals already 
produce these types of souvenirs for 
sale at the event. Distributing these at 
your press gathering or mailing them to 
attendees after the event are often much 
cheaper than advertising buys. Plus, it 
keeps your event—even if only subtly—in 
the minds of the media. 

Case in point: I have a particular coffee 
mug, themed to an annual amusement 
industry festival, which I frequently use. 
Every cup of joe ends up being another 
reminder of that event and the stories I’ve 
written about it. All in all, an excellent 
return on a $5 coffee cup investment. 

Now, it’s worth noting that some 
media outlets do not allow their report-
ers to accept free promotional items 
(even inexpensive ones); however, that 
approach seems to becoming less com-
mon. Meaning that, in the vast majority 
of cases, distributing small, generally 
inexpensive mementos—branded to your 
festival—is an excellent way to keep your 
name in front of the reporter’s eyes even 
after they’ve attended your press event. 

Free Media Can Equal 
Increased Revenue

Is the economy creating new challenges 
for your festival or event? If so, the above 
three strategies—while certainly not silver 
bullets—represent relatively inexpensive 
ways to reach a broad range of media 
members who, if pitched with interest-
ing stories, will often provide coverage of 
your festival or event.

In today’s tough economic times, this 
type of strong bang for the buck can 
be your secret weapon for reaching the 
guests interested in attending your event. 
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Dodie L. 
Holderfi eld, CFEE

PEOPLE

IN CONVERSATION

The Kentucky Derby Festival is a not-for-profi t, com-
munity organization of 4,000 volunteers, a 75-member 
board and a full-time staff of 22 who work all year 
to provide quality entertainment that enhances the 
community. Produced annually since 1956, the in-
ternationally acclaimed Derby Festival has become a 
whirlwind of 70 special events entertaining 1.5 million 
people leading up to the Kentucky Derby.

 How did you get into events?
I was working for a Theatre Troupe in Chicago and we were asked to 

do the Grand Opening for The McCormick Place and the Museum of 
Contemporary Art. The Chicago Mayor’s Offi ce of Special Events con-
tinued to invite us to do outdoor spectacles throughout the year. One 
thing lead to the next and I found myself as the Operations Director for 
the Chicago Christmas Parade Association. I left theatre shortly after 
and have been working in special events ever since.

What has been your biggest professional challenge?
Convincing people that what I do for a living is important.

What do you do to relax? 
Row, play with my dog and travel as much as possible. Spend time 

with my friends and family. Volunteer!

What’s the best advice you’ve ever received? 
Focus, Concentrate, Listen, Think, React. Walk in the shoes of those 

around you. Remember the WOW Factor.

Personal Philosophy
Have no regrets! Live everyday to the fullest and live each day with 

Passion. If you question your own motives, make sure to have a mentor 
close by to help you understand your choices.

Other Experiences
My co-workers will love this: I have a theatre background. Starting at 

a young age, I was acting, directing, playwriting and stage managing. 
I found my passion early on as a production manager and continued 
to carry that through college. Production Management allowed me to 
segue into Project Management, Operations, Film, Event Management, 
Producing, Advertising and Promotions.

FACTS ON FILE
Years in Business
13

Degree:
BFA in Production Management, The 
Theatre School, DePaul University, IL.

Last book read:
Never Have Your Dog Stuffed 
by Alan Alda

Last business book read:
The Green Book: The Everyday Guide to 
Saving the Planet One Step at a Time.
by Elizabeth Rogers & 
Thomas M. Kostigen

Dodie L. Holderfi eld, CFEE
Advertising and Promotions Manager
Kentucky Derby Festival
1001 South Third Street, Louisville, 
Kentucky, 40203
1+ 502-584-6383
dholderfi eld@kdf.org
www.kdf.org

mailto:dholderfield@kdf.org
http://www.kdf.org
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The Value of Partnerships
IFEA ASSOCIATION PARTNER

IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider

The IFEA’s Association Partners have made a commitment to the continued success of
our association, our members, and our industry, today and into the future. We thank
them for their important support and ask your help in doing the same. Show your support
for these dedicated providers to our industry by getting to know them and the high
quality products and services that they supply, better.

www.hwins.com

www.festivalmediacorp.com

http://www.hwins.com
http://www.festivalmediacorp.com
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www.fabulousinflatables.com
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www.fabulousinflatables.com
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In Memory of 

Bill Lofthouse 
“The Granddaddy of Rose Parade fl oat builders.”

Founder and CEO, Phoenix Decorating Co.

1939-2008



Bill Lofthouse was widely regarded as the 
“Granddaddy of Rose Parade fl oat builders.” 
He began his affi liation with the Pasadena 
Tournament of Roses Parade in 1955 when 
he began working with Isabella Coleman, a 
pioneer of modern day parade fl oat design. 
He met his late wife Gretchen at the Coleman 
fl oat facility and the couple went on to found 
Phoenix Decorating Co. and develop the fi rm 
into the largest commercial builder of Rose 
Parade fl oats. The company annually creates 
nearly half the fl oats featured in the interna-
tionally renowned parade. 

Bill was active in the greater-Pasadena 
community, the festival industry, and a wide 
variety of philanthropic endeavors.

He was a moving force in major events 
throughout the country and around the 
world and his outstanding contributions 
to the festival industry garnered him the 
singular honor of induction into the IFEA 
Hall of Fame in 1998. He also served as the 
Chair of the IFEA Board in 1996 and as a 
founding Board member and Board Chair of 
the IFEA Foundation. He was also a founding 
member and past president of the California 
Festivals and Events Association.

A former Tournament of Roses President 
noted after his passing that, “Bill Lofthouse 
was an icon in the festival industry. A true 
visionary. He pushed the boundaries of 
creativity and technology by bridging the 
modest early fl oat designs into the spectacular 
creations found in the Rose Parade today. He 
was a wonderful ambassador for the Tourna-
ment of Roses to the festival business due to 

his high standards of ingenuity, entertainment 
and his unique ability to build and maintain 
relationships. His legacy will live on through 
future Rose Parades but his gentle presence 
will be greatly missed.”

Prior to concentrating the focus of Phoe-
nix Decorating Co. on the Rose Parade, the 
fi rm was the exclusive builder of fl oats for the 
Orange Bowl Parade in Florida and the Fiesta 
Bowl Parade in Arizona, simultaneously with 
its activities in Pasadena each January 1st. Bill 
also guided his company’s creation of fl oats in 
the Coca Cola 100th Anniversary Celebration, 
the Kentucky Derby Festival, the Indianapolis 
500 Festival, the National Day celebration 
in Singapore, and the Pre-Olympic Parade in 
Seoul, South Korea.

During his induction into the IFEA Hall of 
Fame, Bill commented that, “We are only as 
good as the people who make up our industry. 
From my experience, that means we are in very 
good hands. With the skill of the people in the 
IFEA and their ability to avail themselves of 
ever-improving technology, the future of our 
industry is truly unlimited.”

Bill’s death is a loss to the IFEA and to 
our entire industry, and especially to those 
of us who had the pleasure of knowing and 
working with him throughout our careers 
and friendships. He touched us all in many 
ways, including many who will never have the 
opportunity to meet him, know him or thank 
him personally.

Bill will be missed by all of us and is, in so 
many ways, still with us today as we look to 
the future.

The IFEA would like to pay a special tribute and 
remembrance to an icon in our business who, 
unfortunately, passed away on June 5th after a 
short battle with cancer.
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SAAND



AND!
One of my fondest memories 
as a child is the sandbox my 
father built in my backyard. It 
was huge - 10ft x 16ft to be exact. 
The oldest of four girls who grew 
up in Toronto, Ontario, Canada 
we would play in the backyard 
sandbox for hours. It was the 
closest thing to a beach. As we 
got older, we would in fact use it 
as a great place to suntan – um-
brella, towels, and sand – what 
could be better. 

By Lara Scott
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I think I was seven when I planned 
my fi rst real event in the sand box – 
an outside beach wedding between my 
yellow elephant “Elly” and Harold my 
stuffed dog. All the neighbourhood 
children, along with their dolls and 
stuffed animals received invitations to 
the big event at the beach (or sandbox). 
The 3 foot tiered cake, sand sculpted 
chairs and backdrop with fl ower details 
which took hours to build, were the 
centre of it all. It was a truly amazing 
day with not one detail missed. Thirty-
one years later, the only thing that has 
changed in my event planning career is 
the size of my sandbox, now a real beach 
in Cobourg, Ontario, Canada. 

Today every community with a beach 
in North America and around the world 
hosts at least one sandcastle contest a 
season. Some of the top 10 Sand-Castle 
Contests according to COASTAL LIVING 
magazine include SandSations Sandcastle 
Competition in Long Beach, Washington; 
the U.S. Open Sandcastle Competition on 
Imperial Beach, California, and the Nep-
tune Festival in Virginia Beach, Virginia. 
Other communities include South Padre 
Island, Texas, Hampton Beach; New 
Hampshire and the Magdalen Islands, 
Quebec, Canada.

The history of sand sculptors dates 
back as far as the Egyptians. According to 
author, Ted Siebert in his book The Art 
of Sandcastling, ancient Egyptians made 
sand models of the pyramids before start-
ing the construction. After World War II, 
when families started taking beach vaca-
tions again, sandcastle contests started 
popping up along the east coast. Gerry 
Kirk and Todd VanderPluym started mod-
ern day sand sculpturing in California in 
the early 70’s. The team known as Sand 
Sculptors International (SSI) organized 
teams of sculptors to create detailed 
replicas of famous castles and fantasy 
architecture. As part of the 2007 Sun 
Fun Festival in Myrtle Beach, California, 
the world’s tallest sandcastle was built, 
standing 49.55 feet (15.1 meters) high. It 
took 10 days to construct, and used 300 
truckloads of sand.

Sandcastle Competitions have become 
family-oriented events. The visual appeal 
of the fi nal product excites all ages. You 
know what to expect what you come to 
the beach – sand, water and sun. But 
when the sandcastle competitions begin, 
the real magic lies waiting in the pile of 
sand and the builder’s imagination. 

The old saying “if you build it – they 
will come” holds true to sandcastle 
competitions. That being said, Cobourg’s 
beautiful beach had never been used 
to host any type of festival, let alone a 
sandcastle competition. Located an hour 
east of Toronto, Canada on the shore of 
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Lake Ontario, Cobourg’s beach is nothing 
short of spectacular with its soft white 
sand and pristine water. The beach is 
one of the communities’ main attrac-
tions and used primarily by sunbathers, 
for family reunions, beach volleyball and 
people cooling off from the hot weather, 
but the beach had never hosted a sand-
castle festival.

And so, three years ago, the concept 
was created... “Sun, surf and sand, sand, 
sand - dig up your shovels and pails and 
get down and dirty in Cobourg.” But 
where to start when creating a 
sandcastle competition?

SAND RESEARCH 
Like any event, there needs to be a 

business plan, a mission, vision, objec-
tives and budget, sponsorship proposals, 
and an advertising and marketing plan. 
However when it comes to sand, there 
are many questions.

Master sculptors demand a high grade 
of sand. The sand must be reasonably 
fi ne or the grains will not stick together. 
Dry sand is loose. Wet sand adherent, 
except when it is too wet. According to 
Sandi “Castle” Stirling, a master sculptor 
at the Cobourg Sandcastle Festival, the 
perfect sandcastle sand is what she likes 
to call, new sand. “It is quarried. Fine an-
gular sand packs the best, because the sharp 
edges knit together under pressure. Coarse, 
uneven sand or sand with lots of small stones 
doesn’t pack well because there are too many 
voids or air spaces between the particles.” 
Sandi has competed at many of the inter-
national events including New England 
Sandfest, South Padre Island Sandcastle 
Days in Texas and in November she 
competes in the American Sandsculpting 
Competition in Fort Myers, Florida. Sandi 
Stirling adds clay powder to the sand to 
give it holding power allowing her to 
build a sculpture that is at least 10ft 
tall and, subject to weather, will stay 
in place three to four days.

CATEGORIES: MASTER 
SCULPTORS AND AMATEURS

 In a competition there are two levels 
of sand sculpting: an amateur division 
and masters division. You can vary your 
amateur categories according to the par-
ticipants you want to attract. For example, 
Cobourg has fi ve amateur categories: 
Business Challenge ($5.00 per person, 
10 person maximum, 3.5 hours to 
build), Adult Division ($5.00 per person, 
unlimited number of team members, 
3.5 hours to build), Family ($5.00 per 
adult, $1.00 per child, no more than 2 
adults, unlimited children, 3.5 hours to 
build), Youth 12 and under ($1.00 per 
child, unlimited number of team mem-
bers, 3 hours to build) and Youth 

13 – 16 ($1.00 per person, 10 team mem-
bers maximum, 3 hours to build). Cash 
prizes and pennants are awarded to the 
top three in each category and the public 
votes on one overall “People’s choice” 
award. All teams registered receive a great 
beach bag with water, suntan lotion, 
snacks, coupons, and sand toys to get 
them started. At the awards ceremony, 
all participating teams also receive rib-
bons and certifi cates of participation.

For a Masters Competition, you need 
to come up with enough prize money 
($1,500 - $2,500 for 1st place) in order 
to attract them to your event. Cobourg’s 
beach, while beautiful, is not the right 
type of sand to host an international 
master sculptor competition. However, 
master sculptors can easily be hired for 
two days with their sculptures lasting 
three to four days, depending on weather. 
For the last three years, the Cobourg 
Sandcastle Festival has hired fi ve master 
sculptors and a master logo carver. 

Most master sculptors will come in 
a day early to compact the sand so it is 
ready to shape, mold and carve the next 
morning. Compacting involves building 
the forms to carve with each form having 
at least 50 shovelfuls of sand and 4 -5 
buckets of water. It is then compacted to 
bind the grains together. 

Each hired master sculptor will have a 
set fee and will require accommodation, 
travelling costs and a food allowance. 
During the weekend, master sculptors 
are provided with shade tents, clothing 
identifying them as master sculptors, 
lunch on the beach, signage and lots 
of water as they build. 

RULES AND JUDGING
As simple as the rules are, they are 

important. Each team receives a 20 
square foot plot (clearly marked with 
survey stakes and surveyor’s tape) and a 
team fl ag. A 5 foot walkway between each 
of the plots is essential for movement 
throughout the competition. Participating 
amateur teams provide their own tools, 
buckets, food, beverages and sunscreen, 
with the sand in your assigned plot and 
lake water is the only material to be 
added. No artifi cial colouring, machinery 
or decorations are allowed. The Cobourg 
Sandcastle Festival, during the set-up day, 
actually uses a backhoe to place extra 
sand in each plot. 

Shovels are the main construction tool, 
although some people use only their 
hands. Water from the lake is brought to 
the site with a bucket or other container. 
In some sand sculpting competitions, 
however, the rules often require the 
fi nished sculpture to be sprayed with a 
stabilizing coating (usually a solution 
of water and glue) to preserve it, and 

allow the work to be properly judged and 
enjoyed by spectators. 

Judging is one of the hardest parts 
of a competition as there is no way to 
objectively judge a sand sculpture. Judg-
ing is typically rated on originality of 
concept, artistic execution of the concept, 
sculpting and carving technique, and best 
utilized plot space. 

Over the last three years of the Coburg’s 
Sandcastle Festival, the amateur competi-
tion has drawn some serious competitors. 
Creations by the teams go beyond simple 
castles, giving the master sculptors a “run 
for their money.” 

THE ENTERTAINMENT AND 
EXCITEMENT JUST FALLS IN 
PLACE

A live DJ, rock walls, water slides, 
boat-making, kite making and a movie 
on the beach in the evening among the 
lighted sculptures, all add to Cobourg’s 
festival weekend. Other competitions 
in North America offer live entertain-
ment, fi reworks, vendors, wine festivals, 
BBQ’s and sandcastle lessons before the 
competition and some charge to enter 
the sculpture area and then donate the 
money to charity. 

Visitors to the beach will stand 
transfi xed in front of a sandcastle under 
construction. It can take hours to walk 
through 50 – 100 sand sculptures. The 
Cobourg Sandcastle Festival only has 
about 300 participants in the competi-
tion but draws close to 10,000 people to 
the beach over the two days.

WHEN THE SUN SETS FOR 
ANOTHER YEAR

When I evaluate this event at the end of 
each year, I keep thinking I need something 
new to attract return visitors or new ones to 
our small town. The simple fact is that the 
temporary nature of the sandcastle is part 
of the attraction. It is a temporary art form 
which is unique year to year. The imagina-
tion is an amazing thing and each year the 
master sculptors and amateurs continue to 
amaze me. Perhaps it’s the participants or 
visitors chance to be a kid again because, 
like the sandbox in my backyard, they 
never seem to get bored of sun, surf, 
sand and Cobourg’s Sandcastle Festival.

Lara Scott is Events Coordinator for 
the Town of Cobourg Events Depart-
ment, Ontario Canada and on the Board 
of Directors for Festivals and Events 
Ontario. She can be contacted at:
212 King Street West • Cobourg, On-
tario • K9A 2N1 • (905)372-5481, ext 
4150 • www.cobourgtourism.ca
lscott@cobourg.ca
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Is it possible to have 
corporate culture in 
organizations that 
are not traditional 
corporate settings? 
Corporate culture is 
created and maintained 
in larger organizations 
because of their history, 
assets, founder’s image, 
products and advertis-
ing. Smaller organiza-
tions, such as in the 
world of special events, 
are much more fl uid, 
have smaller assets, 
employ fewer people 
and work with a diverse 
group of “clients” such 
as government agen-
cies, sponsors, media 
partners, general con-
sumers and entertainers. 
For smaller companies, 
teams and workgroups 
it is about creating 
a culture from the in-
side out - organizational 
culture.

Is it possible to have

Creating and Maintaining 
Organizational Culture
 Finding great people and creating an environment they can thrive in …

By Ted Baroody



As defi ned and detailed by Wikipedia, 
“Organizational culture is not the same as 
corporate culture. It is a wider and deeper 
concept, something that an organization ‘is’ 
rather than what it ‘has’ … it is the specifi c 
collection of values and norms that are 
shared by people and groups in an organiza-
tion and that control the way they interact 
with each other and with stakeholders 
outside the organization.” So how does an 
event marketing organization maintain a 
consistent and defi ned organizational or 
internal culture? How does an organiza-
tion achieve its mission, develop high 
standards and continue to grow?

We have been fortunate at Norfolk 
Festevents as our Executive Director, Karen 
Scherberger, founded the organization 
and has remained the company’s leader 
for more than 25 years. Her standards and 
expectations are not only engrained into 
the company, but into the organization’s 
volunteers, employees and partners. 
Maintaining the level of success that is 
now expected each and every year is about 
fi nding great people and creating a culture 
those individuals can thrive in as a team. 

FINDING GREAT PEOPLE 
Looking beyond the resume …

When searching for great people it is 
important to remember that great does 
not mean perfect. Excluding Untied States 
Olympic Swimmer, Michael Phelps, the 
Summer Olympics showed us that even 
the world’s most amazing athletes do still 
have imperfections and make mistakes. 
When searching for “gold-medal-quality-
people” you may need to be prepared to 
deduct a tenth of a point here and there 
understanding that no one is perfect. 
It is also important to look beyond the 
industry or your organization’s specialty 
and know that some of the most talented 
people and partners may be from the 
outside of your every day circle. A driven 
individual with an amazing attitude, 
passion for the greater good that is also 
likeable, can be an extremely powerful 
addition to your team whether the person 
is a volunteer, staff member or partner. All 
of these characteristics that are so hard to 
teach can be found in many lines of work 
with a diverse background of experience 
and education.

Because of this, we have tried to train 
ourselves to be on the lookout for good 
people and partnerships in everything 
we do. Just as we in the industry all 
come with a sixth sense to be aware of 
our surroundings, knowing our assets 
and what we have to work with at all 
times, we need to keep our “people 
radar” on full time, always searching for 
great people and always knowing where 
a good personal connection lies. Just 
recently, we found good people through 
a city offi cial’s recommendation, through 

a television station we work with and by 
attending a networking hour. All three 
of these fi ne people volunteer their time 
to assist us with a specialty within our 
over-all event production. Each showed 
interest, but were recruited thereafter for 
their specialty and their time. 

Those who seem to succeed at Nor-
folk Festevents and in the special events 
industry are those individuals who have 
great “balance.” Well-rounded individuals 
that are amazingly adaptable and fl exible. 
We have found that the more diverse the 
group the better, however, each individu-
al must come aboard with the same value 
system and the same determination to be 
the best individual they can be, to make 
the team the best team it can be. 

The most important characteristic to 
look for in these well-rounded individuals 
is for the person to have a high “EQ,” or 
emotional intelligence. These people are 
both intellectually smart and emotionally 
smart. Having a high EQ allows a person 
to relate, understand and communicate 
more effectively than the person that is 
just “book smart.” Life (and work) is 
mostly dealing with people and situations 
that are out of your control. Having the 
ability to work with people, adapt to 
your environment and understand what 
to do and say at the right time, is the key 
to self-advancement in the workplace and 
the outside world.

Emotional Intelligence is about 
understanding that gain may require 
pain, it is about being empathetic, about 
reading people well, having the ability 
to feel energy, moods and emotions and 
it is about being a good communicator. 
A UCLA study led by Albert Mehrabian 
paraphrased in the book, How to Wow, 
by Frances Cole Jones, shows that we are 
infl uenced by three elements of commu-
nication; words, tone of voice and body 
language. The study showed that the 
most powerful infl uence is from our body 
language; 55% of this infl uence power is 
from our body language, 38% is from the 
tone/quality in which we say it and 7% is 
from the words we say. Knowing this, we 
need to hire, work with and partner with 
those who are talented beyond the facts, 
the statistics and the words. 

Dr. Daniel Goleman has written many 
great books on the subject of EQ. In a 
recent book, Primal Leadership, he recom-
mends cultivating leadership throughout 
the organization and in every partner-
ship based on EQ. He highlights three 
key qualities that come with leaders that 
display a high EQ; 

1. Self Awareness

2. Accurate Self Assessment

3. Self Confi dence 

Goleman describes people with high 
self awareness as people with the ability 
to speak openly and honestly about them-
selves and honestly with others. These 
people share professional and personal 
visions well. They save time for self-refl ec-
tion and do not act impulsively. Gole-
man’s example of this was someone that 
had turned down a job that was tempting 
to take because of the great salary, but 
changing jobs based on money competed 
with the person’s value system and thus 
they chose not to accept the position.

Accurate self assessment is knowing 
one’s strengths and weaknesses. These 
same people can exhibit a sense of hu-
mor about themselves, know where they 
need to improve and welcome construc-
tive criticism and feedback. They are not 
afraid to and know when to ask for help.

Self confi dence is the ability to play to 
one’s strengths. It is having the confi -
dence to welcome diffi cult assignments. 
It is also having the strength to control 
their emotions.

All of this talk about emotions and feel-
ings is not what you think. Those with a 
high EQ and those who succeed in today’s 
workplace are rigorous employees, but not 
ruthless. They are tough people in tough 
jobs, but understand the importance of 
relationships. These leaders are also not 
afraid to rid the team of its weak links!

We have realized that the team build-
ing process begins in the interview pro-
cess. We utilize this time to not only test 
skills and qualifi cations of a candidate, 
but search for what makes an individual 
tick. This time can be crucial in setting 
the tone for the long hours and stress-
ful times ahead. This is the time to soul 
search. We look past resume and the de-
mographics of the person with the hope 
to fi nd the same core values we stand for 
and live by. Our interviews have simply 
become an interactive EQ test. 

During our interviews we have seen 
success in looking past the resume with a 
simple exercise of writing and presenting. 
We ask the candidates to write out and 
then present what certain words, phrases 
and quotes mean to them. We ask them 
to expand on words and phrases such as, 
“Team,” “110%,” “My actions speak so loudly 
that you cannot hear what I say” in relation-
ship to what the words or phrases mean 
to them. We have also made it a habit to 
have the fi nalists appear before the entire 
team. These group interviews are encour-
aged to be more than just questions about 
the individual’s skills. Questions such as, 
“what song would you sing and why if you 
went to a karaoke bar tonight?” and “what’s 
your favorite new song addition on your i 
pod?” and “do you like dogs?” are all fair 
game. It is great to see how these individu-
als act on their feet. We look to see if they 
are too good for the exercise and if they 
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have a sense of humor. It is important to 
see if they can they read the energy in the 
room and fl ow with the questions.

During a time frame that we were hold-
ing interviews for a couple of entry level 
positions, a podium was left in my offi ce in 
between events that hosted a lot of public 
speaking. Finalists for the jobs were asked 
to stand behind the podium and answer the 
interview questions as if they were a celeb-
rity being questioned by us acting as the so 
called media. Though somewhat unregulat-
ed and raw, the exercise was great in seeing 
the true personalities of the candidates.

We also like to get people out of the 
offi ce. We have asked fi nalists to meet us 
for early breakfasts to see how they acted 
in the morning time. Could they fi nd the 
restaurant with little direction? Would 
they offer to pay for the meal? Would 
they keep their attention on the interview 
and not the food? Having fi nalists attend 
events seems to accomplish a lot for us as 
well. We like to see who will give up their 
free time for a company they do not work 
for yet. Did they dress appropriately? 
How was the chemistry with the rest of 
the team on-site at the event?

The other trick we have activated re-
cently is to research the candidates on line. 
For older employees it is nice to see what 
volunteer work they may do, what boards 
they serve on and if and why they have 
made the news, etc. For younger person-
nel, just about everyone under the age of 
30-ish has a personal page on myspace or 
facebook. We go to these web sites … If 
their pictures they have posted there are of 
the family beach trip – we love it. If their 
pictures are of improper activities at a 
recent party – we move on. We are always 
shocked that many of these young people 
don’t change their sites while interviewing.

ORGANIZATIONAL CULTURE 
what is the personality of your 
organization?

Finding good people is just the begin-
ning of the journey. Success in leading 
and keeping good people really comes 
down to an organization’s environment 
or organizational culture. 

In the book, Ten Clowns Don’t Make 
A Circus, Steven Schragis suggests fi ve 
questions you can ask yourself to better 
understand your own culture and work 
more effectively within it.

1. What ten words best describe your 
company?

2. How would you describe your compa-
ny’s spirit, personality and morale?

3. What is important – what behaviors 
get rewarded?

4. What are some of the “unwritten 
rules?”

5. How would you compare this company 
with other places you have worked?

Every family, team and organization has 
a culture to it whether they know it or not. 
On a simple level for example, there are 
funny nicknames, jokes and stories within 
every family that outsiders must know 
or they won’t fi t into the family circle. At 
Thanksgiving dinner the new friend of the 
family must understand the inside family 
jokes and laugh when the family does or 
they just won’t fi t in. A part of any good 
organizational culture is to have your own 
memories, language and unwritten codes. 
We at Festevents have established such a 
tight-knit culture that it can become awk-
ward for others to be around us. We have 
our own way of communicating, “Meet 
me at the birdhouse of loop 4 with an R2D2 
where Fat Albert broke down because the pig-
tail for the bollard is gorched and my cat-40 
is bent … signal four?” Just like a family, we 
laugh at inside jokes, have our own funny 
experiences and stretch the truth each time 
we tell the stories. 

Successful organizational cultures em-
brace a team concept, they have a mental-
ity of serving the greater good and they 
focus on positive attitudes that will not 
only attract good people, but keep them. 
Rewards, raises, promotions are all part 
of the mix, but including people in the 
vision of the project, event or organiza-
tion is amazingly powerful! Do you, your 
people and your partners feel needed? Do 
they feel a part of something great? In-
clude them, empower them, thank them 
and watch what happens! 

Though you are trying to create a 
modern culture within a non-traditional 
work environment, you must have a 
function of discipline within your system. 
To quote Jim Collins who said it best in 
his book, Good To Great, “When you have 
disciplined action, you don’t need excessive 
controls. When you combine a culture of dis-
cipline with an ethic of entrepreneurship, you 
get a magical alchemy of great performance.” 

The individuals and staff must not act 
as robots, but feel a part of the deci-
sions of where the company is headed. 
Debate within an organization should 
take place and can be healthy for the 
big-picture outcome. But, look for people 
that understand that the discussions and 
challenges within a company should be 
about the common good of the company, 
not someone’s personal interests.

Major event productions are so power-
ful because they are larger than any one 
company, partner, person or program-
ming element. These events do not have 
an ego and exist for the greater good. The 
people involved have to place their egos 

aside and are usually willing to do so for 
the greater good to succeed. Each person, 
partner and political fi gure knows their 
role and understands they are a key piece 
of the greater good puzzle. This environ-
ment creates a foundation of serving 
others – Servant Leadership! Once you, 
your people and your partners understand 
this, many of the small problems that 
arise from individual egos will disappear 
because they do not fi t in with the current 
culture. Those that try to buck the system 
or go against the grain of the common 
good for themselves are no longer a part 
of the team, the winning program and the 
common goal. They become outcasts that 
are no longer a part of the success.

We try to encourage this spirit of com-
radery and greater good on all levels and 
in every situation. Even when we have a 
personnel situation in the middle of an 
event, we remind the individual of who 
they are working for during these produc-
tions. We literally ask them, “Who do 
you work for?” They usually answer their 
direct boss’s name of that time. We tell 
them, “you do not work for your boss, 
board of directors or political leaders.” 
We explain that they do report to these 
people, but that they may not even know 
the names of their true bosses. We walk 
them through the crowd showing them 
that their “bosses” are the 6-year-old little 
boy dressed up as a pirate that has just 
boarded a tall ship with the real Black-
beard. Another “boss” is actually a couple 
that is toasting their anniversary at the 
site at which they met at the same fi re-
works show 10-years prior. And a group 
of their “bosses” is a section of front-row-
seated young adults making an incredible 
memory watching their favorite band.

Sometimes the smallest of changes to 
a workplace can make a world of differ-
ence. As most small team environments 
operate, we are constantly interrupting 
each other. In a leadership training 
session presented by Steve McClatchy of 
Alleer Training & Consulting, we estab-
lished one of the most valuable systems 
within our culture to save time and cut 
back on our interruptions. He showed 
us that as a group we could change one 
small action within our culture and yield 
large results. Now before buzzing some-
one on the telephone intercom, calling 
someone’s cell phone and before we enter 
someone’s offi ce, we simply say, “do you 
have a minute?” This small act of respect 
totally changed how our offi ce operates 
and set a new standard for the team. 

Our leadership would never ask an 
employee to do something they would 
not do themselves. A major part of our 
organizational culture has been to create 
standards that everyone must work by at 
all levels. These standards include accuracy, 
attention to detail, accountability and a 



positive attitude. Though these standards are 
a must and specifi c direction from the top, 
the leadership techniques it takes to engage 
these standards are fl exible and open so the 
team can somewhat manage themselves. 
For example, we have team meetings here at 
Festevents that are “players only.” We have 
created an unoffi cial “Kangaroo Court” that 
serves as the “law” so that problems can be 
fi xed before they go public or interrupt top 
leadership’s daily work. This self-governing 
judge and jury is made up of our senior staff 
and is utilized to guide new employees into 
our expectations.

Kangaroo Courts are very common in 
sports. In college, the seniors are respon-
sible for the freshman. If the freshman are 
late to the team meeting or are acting con-
trary to the expected team standards, the 
seniors correct the actions. These courts 
can act as small courts of law with serious 
disciplinary rulings or be casual group 
decisions that issue out fun punishments. 
For example, internally we wanted to cut 
down on gossip and bad language in the 
offi ce that was taking place behind the 
scenes. Those individuals that gossiped 
or used profanity had to place $5 in a 
common collection jar. Each month the 
cash collected was used to fund a fun 
outing as an after-work staff gathering.

The other critical piece to creating a 
solid culture is to create an “unwritten 
code.” We all need to adhere to and obey 
the staff handbook. However, the staff 
handbook tells an employee not to be 
late, dress properly, don’t do drugs and 
details the vacation policy. If the employ-
ee or volunteer does not come equipped 
to handle those requirements, you do not 
want to be considering them for any part 
of your operation. That said, the unwrit-
ten code book is one that details what is 
expected from the individual as part of 
the team culture. The company can bend 
the rules for a new team member that is 
late once or twice, but if that same team 
member does not follow the unwritten 
codes, the person will not fi t in with the 
group and he or she will not succeed. 

Here is an example of our unwritten 
codes …

Welcome To The Team, This Is 
Our Code

1. We Live By The Golden Rule
We always treat others as we would 
want to be treated. Even with small 
details such as equipment … why 
would we leave something dirty, 
broken or out of place knowing an-
other team member may need those 
same supplies on short notice and in 
working order. We communicate to 
people as we want to be communi-
cated to …

2. It Is NOT About Me
It is not your personal money, so 
do not be upset when a fi nancial 
decision is made contrary to your 
liking. It is not your company – treat 
the organization as if it was a family 
business, but do not take decisions 
personally. Support your co-workers 
in all aspects of the job, when your 
duties are complete, pitch in to help 
the team. It is not about who parks 
closer, who makes more money or 
who the boss likes more. It is not 
about who takes long lunch breaks 
or who has the best gear. It is not 
about what is fair, but what can you 
do to make the organization great. 

3. It Is About Me
My actions speak so loudly that no 
one can hear what I say. Most people 
view the world through a window 
… we are constantly looking in the 
mirror to see what can we, the indi-
viduals, can do to better ourselves 
and in turn better the organization. 
We do not bring personal problems 
to work and we leave our emotions 
outside of the offi ce. Great people 
show greatness in their strength and 
discipline to control their emotions.

4. Communication Is Key
We listen more than we speak. We 
are always conscious of our tone and 
style of communication. We do not 
say, “no,” “can’t,” or “won’t.” We do 
not use “I” and “my,” but “we,” and 
“our.” We phrase things in a positive 
fashion. We offer solutions, not chal-
lenges. How you say something is as 
important as what you say. 

 
5. Attitude Is Everything

We always focus on the solution, 
not the challenge. We do not gossip, 
pout or wine. A little venting about 
an issue can be healthy, but we never 
complain. Whether we are making 
a $1 million dollar presentation or 
painting trash cans, always be the 
best you can be! We do not let emo-
tions, fatigue or stress effect how we 
treat each other or the public!

6. Have A Personal Toolbox
It is Friday, it is 102-degrees, you 
have not slept since Wednesday, not 
eaten since Thursday and you are 
emotionally and physically broken 
down. You are tired, upset and over-
whelmed. Yet, you are expected to 
live by the code … what is in your 
personal toolbox to act energetic, 
positive, kind and clear-minded.

7. Don’t Ever Take Advantage of the 
Friendships Created at Work

Your boss and co-workers will 
become your friends, don’t take 
advantage of it!

These qualities and these unwritten 
codes are now a part of our organizational 
culture. The team truly appreciates and 
lives by these standards. So much so that it 
is uncomfortable for new employees, vol-
unteers and partners to work with our team 
that do not have these same values. The 
“don’t get it” personalities are simply out 
of place. It is just as awkward for the person 
that does not agree to these standards to 
be a part of our “family” as it is to be the 
person stuck at that Thanksgiving dinner 
not knowing all of your family’s personal 
stories and inside jokes. We will probably 
turn down a volunteer soon, we could very 
well have to fi re an employee someday 
in the near future and we will defi nitely 
discontinue a partnership before too long, 
however, the group is now structured so 
that the individuals that do not connect 
with the team and the culture, will separate 
themselves from the organization on their 
own as they seek a culture that fi ts them 
better. The weeds now remove themselves 
from the fl ower bed because it is not an 
environment they can grow in.

It is amazing to see how productive such 
diverse groups of people can be when they 
come together with the same values and 
goals. Only through a special event can 
a Mayor, a corporate sponsor, an artist, a 
musician, a policeman and a volunteer all 
come together for the same cause! There is 
no stopping a cause, a team or an organi-
zation that is built on a foundation of a 
positive organizational culture and lead by 
emotionally intelligent people! It is nice to 
know that in a world of expanding technol-
ogy that it still comes down to people. It 
is and always will be about people – they 
are your greatest asset. Your equipment, 
your technology and your other tangible 
resources remain valuable tools, but, 
invest in people and in your organization’s 
culture and watch the phenomenal results 
that will take place for your departments, 
organizations and events!

Ted Baroody, Director of Develop-
ment, Norfolk Festevents, Ltd.
120 West Main Street, Norfolk, 
Virginia 23510

 Norfolk Festevents, Ltd. is a 
private not-for-profi t organization 
dedicated to producing premier con-
certs, festivals, ship visits and special 
events for residents and guests of 
Hampton Roads on behalf of the 
City of Norfolk. Celebrating its 24th 
season, Norfolk Festevents is the of-
fi cial event marketing and production 
agency for the City of Norfolk.
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Effectively Manage 
Your Multitasking Day
 By Michael Guld Do you sometimes feel as though you’re on a treadmill 

in your professional life? You were coasting along com-
fortably at a “fi ve” setting, yet the speed just bumped up 
to 10. While you may be able to keep up briefl y, you’re 
exhausted just trying to maintain. You constantly fear 
being thrown off and everything crashing down. 
This is the way many feel in their current jobs. Due to 
budget cutbacks and corporate downsizing, less people 
are being asked to do more; this strains their time, drains 
their energy and leads to great frustration and stress. 
While you may not be able to control what’s being 
thrown at you or asked of you, there are ways to 
effectively manage your Multitasking day.
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Effectively manage your goals
Before deciding on what to work on … 

you need to know what you’re working 
for. If you have not established your goals, 
you can’t celebrate when you achieve one. 
The fi rst step is to take a baseline snap-
shot of where you spend your hours in a 
typical day and typical week and whether 
it is leading you to reach your goals. 

Effectively manage your priorities 
The most important decisions you 

make during the day are what actions to 
take and not to take. This prioritization 
will determine where your time, energy 
and focus will be spent. Ask yourself “for 
every action taken or not taken what is the 
intended result?” Life is about choices. In 
choosing what to work on, you need to 
distinguish between the “urgent” and the 
“important.” Start early working on the 
“urgent” before the deadline approaches. 

Effectively manage your focus
Your fi rst goal is to fi lter the noise, 

which is anything distracting to your task. 
Everyone wants a piece of your time and 
attention, but not everyone is entitled to a 
piece of your time and attention. Schedule 
time for interruption and manage the time 
for the interruption. “Do you have a min-
ute?” rarely turns out to be “a minute.” 
You could respond, “Yes, I have a minute 
… but it will be after 2 p.m.” Turn up your 
personal and business spam fi lters that 
block anything that steals our time and 
our attention. If the task is not going to im-
mediately make you more knowledgeable, 

make you more money, save you time, or 
provide a worthwhile benefi t, ignore it. 

Effectively manage conversation
While the three most important axioms 

in real estate are said to be location, loca-
tion, location, in business it’s communica-
tion, communication, communication. When 
it comes to communication and manag-
ing conversation, it’s not just what you 
say…it’s what people hear. Say yes slowly. 
While no one task you agree to do takes 
that long, it’s when we agree to multiple 
projects over and over again that the over-
whelming feeling begins. 

Effectively manage expectations 
Much stress in the workplace can be re-

duced by effectively managing expectations. 
If you are overwhelmed by having too 
much to do than you can possibly get done 
within the time committed, determine the 
most important priorities to complete and 
reset the deadlines with others. 

Effectively manage technology
With all the new technologies designed 

to save you time and to make you more ef-
fi cient, many feel more stressed than ever 
before because we are accessible 24/7. Also, 
we are now living in “drive-thru society,” 
and everybody wants what they want, when 
they want it. Expectations in communica-
tion response time have been raised, and 
due to e-mails and texting, people not 
only expect replies, but quick replies. The 
responses do not have to be long – “got it,” 
“no problem,” “will call this afternoon to 

discuss” – but responding lets the sender 
know you received the message. Don’t let 
your technology manage you! 

 
Effectively manage organization

Being unorganized can lead to feeling 
stressed and busier than you actually are. 
Organization is a process, not an event, 
and it should be scheduled in as a part 
of your day. Some people are naturally 
organized and others have to work hard 
to stay ahead of the clutter. While some 
people are fi lers and others pilers, your 
goal should be not to touch each piece 
of paper more than one time. 

Effectively manage your mind and 
emotions

Most people do not mind working hard, 
but they resent worrying hard. Feeling 
overwhelmed and overworked can lead to 
stress, however, stress is not an absolute 
cause and effect. When you fi nd your mind 
and your emotions wandering to the dark 
side, think … “why worry?” Instead of 
worrying, go back to the source causing the 
worry (diagnosis) and write it down. Reset 
your priorities, make a plan and take action 
to fi x the confl ict in your mind; manage 
conversation and the expectations of others 
to give you time to get back on track. 

Life is not a race to the fi nish line. Win-
ners are not the ones who get it all done. 
Winners are those who get the most out 
of everything they do and make the big-
gest difference. While few people will go 
to their grave saying, “I wish I would have 

Everything takes longer than you 
think it will

That’s OK, too. The high quality output 
you demand of yourself takes a little 
longer to produce. If it’s on your schedule, 
it’s important that you do the absolute best 
job you can; even if it means you can’t get 
to everything else on your plate. 

You will never get it all done
While many feel there is not enough 

time in the day to get everything done, it’s 
not actually a “supply” problem. We have 

the same amount of hours that everyone 
else has and has always had. It’s a “de-
mand” problem. Even if you work 24/7, 
there will still be unfi nished business; 
things to do, people to see, reports to pre-
pare, and e-mails and publications to read.

Your day will not always go the way 
it was planned

That’s OK. Your success at the end of the 
day should not be based upon whether the 
schedule you set was followed, but on how 
productive you were leading to your end 

First, you must admit and acknowledge the 
three truths…

Effectively managing your Multitasking day 
involves effectively managing the following… 

goals. Just as a satellite navigation system 
recalculates as you go off course, you will 
have to continually reprioritize to adjust to 
changing situations.

At the end of a long day, do you look 
at everything you accomplished or do 
you focus on the incomplete to-do list? If 
you focus on the former, you have a feel-
ing of completeness and self-gratifi cation 
for a day well spent. If you focus on the 
latter, you focus on your shortcomings, 
never feeling like you do a good job.

Continued on page 60
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There are 10 keys to successfully 
maximizing your public relations 
through media sponsorships:

 1. Defi ne your event goals.

 2. Determine what you need from 
media sponsors.

 3. Assess your event’s assets.

 4. Develop an inventory of what your 
event can offer media sponsors.

 5. Decide on exclusive or non-exclusive 
media sponsorships.

 6. Develop a proposal.

 7. Create exclusive sponsorship oppor-
tunities within your event. 

 8. Negotiate from a position of strength.

 9. Close the deal! 

 10. Over deliver, thank and recognize 
your media sponsors.

It sounds simple, right? Now, let me 
give you a more in depth look at these 
keys to success.

The fi rst two keys to success are to 
defi ne your specifi c event goals and to 

determine what you need from media 
sponsors. Do you want to increase your 
event’s visibility – locally, regionally, 
nationally? Do you want to increase over-
all attendance or attendance by specifi c 
target markets such as art buyers, high 
income individuals and families?

Do you want to promote advance 
ticket sales to generate pre-event cash 
fl ow? Do you want to leverage your 
media promotions to add value to other 
major sponsorship proposals? Do you 
want to increase on-site sales revenue 
from food, beverages, merchandise, 
admission tickets and/or parking? 
Do you want to publicize your event’s 
logistics in advance including parking, 
traffi c routes, hours, rules and regulations, 
prices, and entertainment schedules?

The third key is to assess your event’s 
features – because features equal 
benefi ts! What makes your event attrac-
tive to media sponsors? Is it the largest 
event of its kind in the city, the state, or 
the country? Is your event held during a 
TV “sweeps” ratings period? There are 4 
months of the year when TV ratings are 
measured and these ratings determine 
the advertising rates that TV stations can 
charge. These 4 months are February, 
May, July and November. 

Does your event have a prestigious 
reputation? Is it the biggest or the best or 
the most prestigious event of the year? 

Is your event a major tourist attraction? 
Does it draw a local crowd or does it have 
a wider draw? Does your event have a 
substantial impact on the local economy? 
Do you know what the economic impact 
of your event is estimated to be? Have 
you had a credible study done to deter-
mine what the economic impact of your 
event is?

Does your event have tremendous com-
munity support and involvement from 
community groups, community leaders 
and non-profi t organizations? Do you 
have client entertainment opportunities?

Do you have pre-event or on-site event 
activities in which the media sponsors’ 
audience can participate such as contests 
or giveaways? Do you have pre-event or 
on-site activities for the media sponsor’s 
talent to participate in?

After answering these questions, you 
are ready to tackle the fourth key to suc-
cess - developing an inventory of your 
event’s assets. 

What can you offer media sponsors?

• Goodwill – The media sponsor will 
benefi t from positive association with 
a celebrated, community event. It’s 
intangible, but very important.

• Exclusive rights, fi rst rights and 
general rights within your event. An 

Maximizing your event’s public relations through media sponsorships can substantially impact 
the success of your event. Do you have exclusive media deals or do you have non-exclusive 
media deals? In this article, you will learn how to develop a public relations plan that will 
maximize and leverage your media sponsorships to positively impact your event.



exclusive right is one that only that 
media sponsor gets. A fi rst right is one 
that gives the media sponsor the fi rst 
choice. A general right is one that all 
media sponsors get.

• Broadcast rights – The media spon-
sor can broadcast their news, weather 
and/or traffi c segments live from the 
event or do live remotes.

• Event Space – The media sponsor 
will have a defi ned amount of space 
to park station vehicles, display an 
infl atable, have a tent for a meet and 
greet with their talent, or to give away 
logo merchandise.

• Visibility – The media sponsor will 
have their logo included on designated 
event promotions which may include 
advertising, merchandise and the 
event’s website.

• Client entertainment opportunities 
– The media sponsor will have special 
access to entertain clients at your event. 
This could be a hospitality tent by the 
main stage or backstage passes to meet 
a performer or VIP tickets to an offi cial 
event party.

• Client promotional tie-ins – As long 
as there are no confl icts with other 
festival sponsors, the media sponsor 
will have the opportunity to share their 
event space with one or two of their 
most valued clients to sell or sample 
their products.

• Audience Involvement – The media 
sponsor can conduct contests and 
giveaways for their readers, viewers or 
listeners to win event-specifi c prizes.

• Talent Involvement – The media 
sponsor’s talent can be the honorary 
chairperson, the emcee or the special 
guest at your event.

After you have established your event 
goals, determined what you need from 
media sponsors and developed an inven-
tory of what you have to offer media 
sponsors, you need to decide whether 
you are going to offer exclusive media 
sponsorship deals or non-exclusive. This 
is the fi fth key to success. 

Exclusive means that you have one 
television station sponsor, one radio sta-
tion sponsor and one newspaper sponsor. 
Non-exclusive means that you offer the 
opportunity to sponsor your event to all 
of the media outlets in your city, on the 

condition that they agree to meet your 
promotional needs. Requiring each sta-
tion to give your event the same things 
is important so that they are all treated 
fairly. Unless a media sponsor is willing 
to pay a substantial fee for exclusivity, 
you can get greater public relations value 
from having multiple media sponsors.

The pros of having non-exclusive 
media sponsorships are:

• You will substantially increase the 
total reach and frequency of the radio 
and television commercials that your 
event receives by having multiple 
media sponsors. 

• You can leverage these additional 
commercial spots and package them in 
sponsorship proposals to secure other 
major event sponsors.

• Increased media exposure creates buzz 
about your event in multiple market 
segments and has a snowball effect.

• Additional media exposure increases 
community awareness about your 
event. 

• Increased awareness increases atten-
dance at your event which increases 
revenue.

• Increased revenue helps improve the 
fi nancial stability of your event and 
can give you funding for future growth 
and expansion.

The cons of having non-exclusive 
media sponsorships are:

• Perceived inequity. You must distribute 
sponsorship benefi ts fairly among me-
dia sponsors. However, it’s important 
to note that fair does not always mean 
equal. It means equitable.

• Alienation. You may alienate a media 
sponsor that had an exclusive sponsor-
ship of the event in prior years and 
now, does not want to be part of a 
crowd. 

The sixth and seventh keys to success 
involve developing your proposal. As 
you develop a proposal to present to your 
media sponsors, you should consider 
what your event’s goals and needs are and 
submit an aggressive request, knowing 
that you can negotiate, if needed. In the 
interest of parity, you should submit sim-
ilar proposal offers to all of your media 

outlets. An example of a media sponsor-
ship proposal to the television stations in 
your area could include: 

To be one of the TV sponsors of your 
event, each TV station must provide the 
following to the event:

• 75 Television commercials 

• A national NETWORK feature on 
the festival 

• On-site festival news coverage each day 

• Festival promos during the TV station’s 
weather and traffi c segments. 

The 8th Key to Success is Negotiation. 
The most important negotiation points 
are:

• Perceived fairness. It is critical for each 
of your media sponsors to fulfi ll the 
same sponsorship requirements. They 
also have to receive similar – or equi-
table – benefi ts.

• You may also want to negotiate how 
your media sponsors can include one 
or two of their most valuable clients. 
You will need to establish a pre-approv-
al process to prevent any confl ict of 
interest with the event’s other sponsors.

• Another negotiation point is what 
can the media sponsors sell? Such as 
advertising during their on-site broad-
cast, and taglines during pre-event 
promotions. 

• And most importantly, where will each 
of the media sponsors be located at the 
event so that they each have “prime 
real estate?” This point of negotiation 
involves making equitable trade-offs 
among sponsorship benefi ts. 

The fi nal two keys to success are 
critically important. You have to close 
the deal and get the contract in writing. 
Then, fi nally, you have to over deliver, 
thank and recognize your media sponsors 
so that you have built the foundation for 
a long-term relationship that is mutu-
ally benefi cial to your event and to your 
media sponsors.

Janet C. Hart, CFEE, is the Director 
of Public Relations for the Better 
Business Bureau of Southern Pied-
mont in Charlotte, North Carolina.
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Visitors to Singapore are often spoiled by the sheer variety of its quality 
event offerings–cultural festivals, world-class shows and musicals, acclaimed 
arts performances and exhibitions, and top-notch sporting events.

Such diversity is refl ected in Singapore’s colorful, year-round events 
calendar, which not only bolsters the nation’s destination appeal, but 
also enhances the experiences of visitors by allowing them to take home 
uniquely personal memories of their time in Singapore.

Hosting the world’s fi rst Formula One™ night race
This September 26-28, Singapore hosted the inaugural 2008 FORMULA 

1™ SingTel Singapore Grand Prix, which will go down in Formula One™ 
history as the world’s fi rst night race on Asia’s fi rst street circuit. 

For the uninitiated, Formula 1 (or F1) racing, also known as Grand Prix 
automobile racing, is considered one of the most expensive sports in the 
world, with teams spending some US$125-250 million (£100-200 million/ 
€85-170) annually on engines alone. The cars race at speeds approaching 
225 mph (360 km/h). A deposit of £25 million (about US$46 million/€31 
million) is required to enter a new team into the F1 World Grand Prix.

To rev up the excitement even further, the Singapore Grand Prix (GP) 
season offered top-notch lifestyle experiences catering to a wide spectrum of 
visitors. Held in conjunction with the F1 race, the GP season ran September 
20- October 5th. Besides the Singapore Motorshow (September 26-October 5), 
the GP season featured lifestyle-centric festivals like the Singapore River Festival 
and Beer Festival (September 19-28); prestigious arts-oriented events like the 
Singapore Biennale (September 11- November 16) and Opera Gallery’s Master’s 
Formula - The Artistic Drive; retail exhibitions by Bulgari and Tag Heuer; as well 
as concerts by internationally-renowned artists Diana Krall and Paul Anka. 

Over 100,000 race spectators were expected to converge at the heart of 
Singapore’s city center to watch the F1 race and partake in the Singapore GP 
season’s offerings. An estimated 40 percent of race spectators were overseas 
visitors, underlining the growing signifi cance of events in driving tourism. 

Singapore hosted the world’s fi rst 
Formula One™ night race and 
Asia’s fi rst street circuit race in 

September 2008.

The “One City Three Festivals” celebrates three major 
cultural festivals: The Hari Raya Adifi tri, Mid-Autumn 
Festival, and Deepavali.

34 INTERNATIONAL EVENTS 2008

P
h

o
to

s 
co

u
rt

es
y 

o
f 

Si
n

ga
p

o
re

 T
o

u
ri

sm
 B

o
ar

d
.

P
h

EVENTS:
und events Such diversity is refl ected in Singapore s colorful, year-rou
ppeal, but calendar, which not only bolsters the nation’s destination ap
o take home also enhances the experiences of visitors by allowing them to

uniquely personal memories of their time in Singapore.

y of its quality Visitors to Singapore are often spoiled by the sheer variety
sicals, acclaimed event offerings–cultural festivals, world-class shows and mus

events.arts performances and exhibitions, and top-notch sporting e
und eventsSuch diversity is reflected in Singapore’s colorful year rou

A Driving Force of Singapore’s Tourism



Celebrating Diversity, 
Building Unity

Singapore is a diverse cultural melting 
pot, and so are its festivals. The “One City 
Three Festivals” celebration encompasses 
three major festivals: the Mid-Autumn 
Festival, Hari Raya Aidilfi tri, and Deepavali, 
observed by the Chinese, Malay, and In-
dian communities respectively during the 
fall. Visitors can immerse themselves in 
Singapore’s rich heritage by strolling along 
the brightly decorated streets of key ethnic 
neighborhoods, enjoying varied cultural 
performances, and visiting bustling bazaars 
offering traditional handicrafts, ethnic 
clothing, and of course, festive food items. 

In fact, food is a central part of Singa-
porean culture and prompted the creation 
of the Singapore Food Festival, an annual 
gourmet extravaganza that gives visitors yet 
another taste of Singapore’s multi-ethnicity 
and rich culinary heritage by offering such 
local favorites as chilli crab, Hainanese 
chicken rice, and satay (grilled meat skew-
ers with peanut sauce). The festival runs 
throughout the month of July each year.

Chunjie, the festival that marks the 
beginning of the Chinese Lunar New 
Year (annually in January and February), 
features colorfully decked out “shop 
houses” in Chinatown and festive bazaars 

that offer New Year delicacies ranging 
from the traditional Mandarin oranges, 
cookies, and barbequed sweet meats, to 
brightly colored fl owers and New Year 
ornaments. An anchor event of Chunjie is 
the River Hong Bao festival, which offers 

a stellar line-up of activities and perfor-
mances centered on the ever-popular 
“God of Fortune,” who bestows his bless-
ings of prosperity and health for the New 
Year. Chunjie culminates with Chingay, 
an annual street parade that showcases 

The Singapore Sun Festival 2007 had a 
stellar line-up of artists, such as highly-
acclaimed violinist Pinchas Zukerman, 
celebrity-chef Jean-Christopher Novelli, 
and renowned pianist Lang Lang.

Extremely popular with tourists and locals alike, ‘Chunjie’ features bustling bazaars and festive cel-
ebrations such as Chingay, a street and fl oats parade.
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mesmerizing fl oats and colorful multi-
cultural performances. Dates vary accord-
ing to the lunar calendar.

World-class entertainment for 
the discerning

The Singapore Tourism Board (STB) 
supports the development and market-
ing of events as a way of encouraging 
inbound travel by directly attracting 
visitors to Singapore for the event itself, 
as well as enhancing Singapore’s destina-
tion appeal. Acclaimed arts performances 
such as those during the Singapore Arts 
Festival and the Singapore Sun Festival give 
foreigners an impetus to visit Singapore.

A premier arts and lifestyle festival, the 
Singapore Sun Festival bolsters Singapore’s 
profi le as a preferred lifestyle destination 
for discerning visitors seeking fi ne and 
exclusive experiences. Now in its second 
year, this critically-acclaimed festival 
celebrates “the art of living well.” Its 
October gala opening will feature, for the 
fi rst time ever, Academy Award-winning 
director and actor Robert Redford, the 
legendary grand dame of opera Dame 
Kiri Te Kanawa, and the renowned 
Vienna Boys Choir all sharing one stage. 

The stellar line-up of events continues 
with the pairing of sumptuous cuisine 
and exclusive wine sessions with celebrity 
chefs such as Charlie Trotter and Luke 
Mangan, literature talks by best-selling 
authors, and wellness sessions conducted 
by international yoga gurus and 
taiji masters. 

charm. With a focus on three key elements 
– water, heritage, and entertainment– the 
river will host a series of exciting events 
encompassing a mega-illusion act, the In-
dochine and Timbre music festivals, outdoor 
concerts, river parties, pub walks, a bumboat 
fl oat parade of colorful, classic wooden 
boats, as well as other visual spectacles. 

Christmas in the Tropics spotlights another 
key tourism district – Orchard Road, Singa-
pore’s main shopping artery. This much an-
ticipated event features a dazzling light-up 
of Orchard Road, specially decorated malls, 
nightly performances, extended shopping 
hours, and exclusive retail promotions. 
Other entertainment offerings to spread 
the festive cheer often include traditional 
Christmas classics like Nutcracker on Ice and 
Scrooge- The Musical, as well as countdown 
parties and concerts, such as Zoukout, 
Singapore’s defi nitive dawn-till-dusk beach 
party. Zoukout headliners include such 
legendary DJs as Carl Cox (UK) and Armin 
Van Buuren (NL), and, more importantly, 
offers unforgettable experiences of great 
music and dancing at the beach. 

World-class sporting events 
and more

STB will continue to be supportive of 
compelling and unique events with strong 
tourism appeal and value. The upcoming 
line-up of top-notch sporting events such 
as the fi rst-ever Formula One TM night 
race (2008) and the fi rst-ever Youth Olym-
pics Games (2010), as well as the stopover 
of the prestigious Volvo Ocean Race, ocean 
sailing’s equivalent of the F1 races, will 
spotlight Singapore as a world-class events 
and entertainment hub. The Volvo Ocean 
Race will make its only South-east Asian 
call on Singapore in January 2009. The 
stop-over begins in December; the festivi-
ties run January 8-18, 2009.

Round-the-clock action and 
entertainment

In terms of venue development, STB 
has been actively involved in the revital-
ization of the Singapore River, an iconic 
waterway of great historical importance 
to Singapore that has also become 
synonymous with waterfront alfresco 
dining and a vibrant nightlife. Further 
infrastructure changes to the lighting 
and river streetscape are underway to 
create a distinct experience for visitors. 

Complementing these hardware en-
hancements is the introduction of new 
ways for visitors to experience the river 
through lifestyle and entertainment events. 
The Singapore River Festival (September 
19-28) strengthens and sharpens the river’s 
identity as a place offering visitors round-
the-clock fun with a touch of historical 
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Christmas in the Tropics features a resplendent light-up of Orchard Road, Singapore’s main shopping district.

In recent years, Singapore has 
embarked on a series of transfor-
mational developments on the 
tourism front, such as the upcoming 
“integrated resorts” featuring the 
country’s fi rst casinos in 40 years, 
the staging of the 2008 Formula 

One™ race and the Youth Olympic 
Games in 2010, and the revitaliza-
tion of key tourism districts like the 
Singapore River and Marina Bay. 

The Singapore Tourism Board 
(STB) has set ambitious goals to 
achieve tourism revenues of S$30 
billion (US$ 22 billion/€ 14.4 bil-
lion) and visitor arrival fi gures of 
17 million by 2015. With all these 
exciting changes in the tourism 
landscape, events have emerged as 
a great complement to the develop-
ment of the new physical infra-
structure, continually refreshing the 
image of Singapore as a compelling 
destination and lending a vibrant 
and exciting edge.
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Contact:
stb_visitsingapore@stb.gov.sg
www.visitsingapore.com

Christmas in the Tropics features a resplendent light-up of Orchard Road, Singapore’s main shopping district.
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Where normally a festival may have 
several sporting events under its um-
brella, in Singapore’s case, the reverse 
is true: sporting events are driving the 
creation of new festivals and events, 
such as the Singapore WaterFest, run-
ning August 30th - October 11th this 
year. The creation of sports-driven fes-
tivals meshes well with a government 
initiative encouraging active sports 
participation as part of a lifestyle habit 
that can be developed from a young 
age, and its tourism-driven goals to at-
tract an international audience.

The economics of sports 
marketing

Perhaps spurred on by its experience 
in hosting the 2005 bidding conference 
for the 2012 Olympic games, Singapore 
has embraced sports marketing whole-
heartedly ever since. The 2005 confer-
ence generated some Sing$40 million 
(US$ 27million) in tourism spending, 
proof even then, that sports are the new 
economic generators for Singaporean 
festivals and events. 

Today, that vision is paying off. 
On an individual level, triathlons, 

biathlons, and marathons in Singapore 
drew some 45,000 local and interna-
tional competitors over the past year. 

The 2008 FORMULA 1™ SingTel Sin-
gapore Grand Prix on September 26-28, 
2008, is expected to draw 100,000 spec-
tators, 40 percent of whom will come 
from overseas.

And to cap off the year, in December 
2008, Singapore will host a stop-over 
of the Volvo Ocean Race (VOR), a 
‘round-the-world competition known 
as the “Everest of Sailing.” The VOR 
festivities run January 8-18, 2009.

As Singapore makes a transition away 
from manufacturing towards a service-
based economy, it is tourism driving 
home the message, with sports marketing 
at the helm. 

Singapore Biathalon
March 1, 2008
East Coast Park, Singapore

The Singapore Biathlon, the largest and 
most competitive biathlon in Southeast 
Asia, consists of an Olympic-standard 
1.5km (0.9 mile) swim followed by a 
10km (6 mile) run. Over one thousand 
local and international biathletes took 
part in the event this year. The Biatha-
lon is an annual event organized by 
SAFRA National Service Association, 
the Republic of Singapore Navy, and 
the Singapore Sports Council.

OSIM Triathlon
July 12–13, 2008
East Coast Park, Singapore

More than 3500 local and interna-
tional triathletes from Australia, New 
Zealand, and England challenge one 
another to push their limits in this 
annual event. Participants must swim 
through 1.5 km (0.9 mile) of open 
sea, cycle a 40km (25 mile) route, 
and complete a 10km (6 mile) run.

 Standard Chartered Singa-
pore Marathon (SCSM)
December 7, 2008
Esplanade Drive, starting at the 
Esplanade Bridge 

Singapore’s premier running event and 
one of Asia’s top marathons attracted 
a total of 40,000 runners in 2007. The 
SCSM is also the second leg in the Great-
est Race on Earth series, which includes 
Nairobi, Mumbai, and Hong Kong.

The 2008 SCSM is open for registra-
tion. Organizers are expecting all 
48,000 slots to be taken up before the 
closing date on October 15. Visit www.
singaporemarathon.com for details.
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Singapore and Sports:
A new source of celebration
Multi-cultural Singapore has always had its own mixture of both 
traditional and new festivals representing its three principle 
cultures: Chinese, Indian, and Malay. But today, the playing fi eld 
has gone international, and the most surprising newcomer 
to that city/state’s festival scene is the festival driven by the 
cultivation of sports.
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Singapore Sports Council
Kelven Tan, Sports Marketing Manager 
and President, IFEA Singapore
Kelven_tan@ssc.gov.sg 
www.ssc.gov.sg

Photos courtesy of Singapore Sports 
Council.

By Charlotte J. DeWitt, CFEE
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Being home to the world’s largest 
Ferris wheel and fi rst-ever Formula 
One™ night race doesn’t seem to satisfy 
Singapore. This ambitious little red dot 
on the global map raises the sporting 
bar even higher by taking the honor as 
the only Southeast Asian stopover for 
what is touted as the “Everest of Sailing.” 
Formerly known as the Whitbread Round 
the World Race, the thrilling Volvo Ocean 
Race (VOR) will be crossing Asian waters 
for the fi rst time in its 34-year history and 
calling at Singapore this December on its 
round-the-world voyage.

The race is the world’s most gruelling, 
elite offshore sailing race, covering 37,000 
nautical miles over a span of nine months. 
The race takes place every three years. 

For the Volvo Ocean Race 2008-2009, 
seven teams will race their Volvo Open 
70 monohulls across four continents 
– Africa, Asia, Europe, and the Americas. 
Singapore will be the longest stopover 
on the entire race calendar, with the visit-
ing teams spending their Christmas as 
well as New Year’s at the plush ONE°15 
Marina Club located on the resort-island 
of Sentosa, south of mainland Singapore. 
In-port activities are expected to begin 
January 8, 2009, with the Singapore leg 
of the race leaving for Qingdao, China, 
on January 18th.

From dream to destination
Discussions to bring the Volvo Ocean 

Race 2008-2009 to Singapore began when 
offi cials from Volvo Events Manage-
ment United Kingdom (VEMUK) visited 
Sentosa’s newly opened marina in 2007. 
Impressed with the scenic location and 
premium standards of its facilities, VE-
MUK, ONE°15 Marina Club, and Sentosa 
agreed to a joint collaboration – with sup-
port from the Singapore Tourism Board 
(STB) – to organize and promote the 
inaugural Singapore Stopover. The company 
“ONE°15 Singapore Ocean Race” was 
then created to produce the stopover. 

The VOR matches well with Singapore’s 
rich sailing heritage. The city-state’s 
resident population can trace its descent 
from immigrants who sailed from China, 
India, and the Malay archipelago in the 
19th century. Although the country’s sail-
ing and boating culture went into decline 
in the years after the country achieved 
self-rule in the 1960’s, it has recently 
experienced resurgence in popularity as 
Singapore has grown more affl uent and its 

Being home to the world’s largest 
Ferris wheel and fi rst-ever Formula
One™ night race doesn’t seem to satisfy 
Singapore. This ambitious little red dot 
on the global map raises the sporting 
bar even higher by taking the honor as 
the only Southeast Asian stopover for

Singapore Sets Sail with 
Volvo Ocean Race 
2008-2009
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Alicante, Spain 
11 October 2008

Cape Town, South Africa 
15 November 2008

Cochin, India
13 December 2008

Singapore 
18 January 2009

Qingdao, China
14 February 2009

Rio De Janeiro, Brazil 
11 April 2009

Boston, USA 
16 May 2009

Galway, Ireland 
6 June 2009

Göteborg, Sweden 
14 June 2009

Stockholm, Sweden 
25 June 2009

St. Petersburg, Russia 
27 June 2009

Source: www.volvooceanrace.org

Volvo Ocean Race 2008-2009 
(start dates)

people more appreciative of fi ner lifestyle 
aspects. Sailing is now a steadily growing 
area of sports and increasingly is becom-
ing a pastime of choice for the middle and 
upper echelons. Added to this, Singapore 
boasts a great infrastructure and has the 
political and economic capacity to host 
international events of this calibre.

Mr. Low Teo Ping, President of the 
Singapore Sailing Federation and Vice 
President of the International Sailing 
Federation said, “The advent of this ocean 
marathon, referred to by many as the ‘Ever-
est of Sailing,’ was very timely. Singapore 
is fast gaining a reputation as an interna-
tional sailing hub and an exciting lifestyle 
destination. Now we are all set to welcome 
the world’s fastest ocean racing yachts 
manned by the best elite sailors. These are 
truly exciting times for Singapore.”

A marriage of sports and tourism 
One of the main aims of the organiz-

ers is to attract boaters and visitors from 
around the region to visit Sentosa and 
enjoy its recreational attractions.

 A specially-designed Race Village 
will be built in Sentosa Cove, where the 
ONE°15 Marina Club is located. The 
village will be accessible to the general 
public for viewing and for opportuni-
ties to interact with sailors participat-
ing in the race. The state-of-the-art Race 
Village will feature facilities catering to 
hospitality activities, corporate functions, 
interactive elements and public entertain-
ment events. During the 2005-2006 VOR, 
the Race Villages in the port stopovers 
attracted some 3.5 million visitors in 
total and delivered enormous economic 
benefi ts to the respective regions.

“Sentosa is quickly becoming a key 
lifestyle and travel destination for tourists 
and Singaporeans alike, with the upcom-
ing Integrated Resort, as well as a raft of 
luxurious waterfront residences at Sentosa 
Cove in the works. The Volvo Ocean Race 
2008-2009 will help to further increase 
Sentosa’s profi le as the venue of choice 
for world-class events,” said Ko Eng Wee, 
General Manager, Leisure Business, 
Sentosa Leisure Group. 

Editor’s note: Singapore recently ap-
proved the construction of two new resort 
complexes with casinos, a “fi rst” after the 
island-country’s forty-year history prohib-
iting the same. Because of sensitivity to 
the connotations of gambling, the resorts 
are referred to as “Integrated Resorts,” or 
“IRs” for short. Resorts World at Sentosa 
is a S$5.2 billion project (US$3.7 bil-
lion/€2.5 billion) featuring six hotels, an 
oceanarium, a maritime heritage muse-
um, and a water theme park; anticipated 
completion date is 2010, with a goal of 
10 million visitors by 2015, according to 
www.sentosacasinoresort.com.

Advance preparations
Preparations for the Race Village of the 

Volvo Ocean Race 2008-2009 Singapore 
Stopover include the involvement of not 
just the home ports, but also “travelling 
shore teams” responsible for the main-
tenance and upkeep of the yachts and 
various other tasks. Since the offi cial sign-
ing ceremony in November 2007, various 
VEMUK representatives have been work-
ing closely with the team from ONE°15 
Singapore Ocean Race to ensure every 
detailed requirement is met even before 
the race commences in October 2008.

Yin-Yang: Balancing 
community and commerce

Organizers are determined to ensure 
that this prestigious event does not be-
come a showcase exclusively for corporate 
interests. The Race Village for the Singapore 
Stopover will also serve as an educational 
platform for visitors from across the 
region to enjoy and embrace the human 
spirit of the race, while highlighting the 
VOR’s theme of “Life at the Extreme.”

The Race Village will include exciting 
features such as a fl oor-to-ceiling I-Max 
Theatre screen and Volvo Ocean Race simu-
lator that will allow visitors to emulate the 
thrill of the ocean race. There will also be 
competitions such as the “grinder” chal-
lenge, where participants compete for the 
fastest times to “grind” in the sail via 

a huge winch, and an opportunity for spec-
tators to view the racing yachts and meet 
the teams. Visitors can also view artistic 
creations by Singapore students involved 
in specially-organized educational pro-
grams centering on the Volvo Ocean Race. 

While competitive sailing enjoys a 
high profi le in Singapore as a govern-
ment-sanctioned ‘Merit’ sport, it is still, 
relatively speaking, a “niche” activity con-
fi ned to the upper social rungs and those 
with a strong passion for the activity. 
Nonetheless, the Singapore Stopover aims 
to help Singaporeans and regional visi-
tors gain better understanding of sailing 
and in doing so, generate further interest 
in the sport and – over the longer term 
– increase its accessibility to the masses. 

Beyond providing maritime entertain-
ment and economic impact, this leg 
of the Volvo Ocean Race 2008-2009 is 
expected to further benefi t Singapore by 
fulfi lling the city-state’s aim of being on 
the world stage as a major sporting hub. 

Contact:
Sentosa Resort, Sentosa Leisure Group
Ko Eng Wee, General Manager, Leisure 
Business
ko_eng_wee@sentosa.com.sg 
www.sentosa.com.sg
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THE INTERNATIONAL 
FLAG PARADE 
ROTTERDAM
By Hans H. Horsting, M.Sc.
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The symbolism of fl ags deserves to 
be paraded and to have a museum and 
a center of information of its own for 
documentation, education and research.

Where better to have this than in 
Rotterdam, The Netherlands, the largest 
port in Europe, a city build on transport, 
commerce, industry and tourism? 

For centuries fl ags have had a close 
relationship with shipping, and The 
Netherlands, being a maritime nation, 
has become one of the leading fl ag 
producers in the world. That is why The 
Netherlands Flag Museum Foundation 
started in 1997 by taking the initiative to 
erect a Flag Museum in Rotterdam. 

The Parade of Flags
For the time being, the Flag Museum 

is an open air museum in the form of 
a parade of fl ags, the International Flag 
Parade Rotterdam. This parade wants to 
show the world that everyone who lives 
there, works there, or does business there 
is welcome. This is shown by the fl ags of 
all 170 nationalities represented in the 
city, in one uninterrupted International 
Parade of Flags along the water of the 
main river Rhine, day and night. This 
unique project is 

fi nanced by the Rotterdam commercial 
sector via sponsorship: 60 companies 
that help maintain the Flag Parade may 
display their company fl ags year round in 
the Parade, as well. In total there are 170 
+ 60 lit fl ag poles with the colorful fl ags 
all in a row: a very unique sight (espe-
cially at night), not experienced anywhere 
else in the world. 

During festivals, metropolitan 
events, and on regional, national and 
international occasions, appropriate 
theme fl ags are fl own, the parade lending 
itself to a changing variety of displays; 
very special expositions are held in the 
Parade of Flags. Therefore, this is not only 
a “Welcome to Rotterdam” parade, but an 
“outdoor museum for fl ags,” as well.

The Museum
The foundation’s longer term objec-

tive is to establish a museum of historical 
fl ags, banners, books, fl ag charts, etc., 
especially designed with the education of 
the young in mind. 

There are many valuable collections in 
the country which will be brought togeth-

er in Rotterdam, giving the opportunity 
of varying the exhibits. At present, the 
plan is to establish an information center 
for fl ag documentation, education, and 
research, with a section for the restoration 
and conservation of fl ags. The aim of the 
center is to preserve the famous Dutch 
fl ag heritage for the nation. 

Cooperation
The Rotterdam Flag Parade and The 

Netherlands Flag Museum are the initia-
tive of the Rotterdam Flag Museum 
Foundation. This foundation works in 
conjunction with the Netherlands Vexil-
lological Association (a society for the 
study of fl ags), with the Flag Institute 
(GB) and the Flag Research Center (USA), 
and is a member of the world organiza-
tion, the International Federation of 
Vexillological Associations. 

Financial
The parade is 100% managed by 

volunteers. The 60 commercial sponsors 
are essential to keep the Rotterdam Flag 
Parade in a spic and span condition. The 
fl ags have to be washed very often, to be 
repaired after a heavy storm, and replaced 
by new ones (e.g. in the case of theft!)

The parade’s yearly budget is up to Euro 
75,000 (US$118,000). The number of 
visitors (or better, spectators) is unknown 
as the parade stands in a free, public area 
along the main river. Fifty thousand cars 
pass by daily. Sponsors sign a contract 
for three years. New sponsors have to be 
found constantly for the parade and for 
the future museum/information/educa-
tion center. In the future, some income 
may be derived from the selling of table 
fl ags, buttons, books, charts, etc. 

Hans Horsting is a board member 
and Secretary of the Rotterdam Flag 
Parade Foundation/Netherlands Flag 
Museum Foundation (www.vlaggen-
museum.nl). A member of the IFEA 
Hall of Fame, Hans is past-chairman 
of IFEA Europe. He can be reached 
at horsting@commop.demon.nl. 

Since the beginning of history, fl ags have played an important 
role in communicating all manners of information. Flags pro-
claimed the power of kings, the explorer’s claim to new territory, 
and man’s fi rst steps on the moon. Flags represent emotion: 
they are displayed as signs of joy, of mourning and sorrow, of 
freedom, independence and pride. National fl ags represent a 
country, a people. They play a prominent role in political and 
cultural changes in the world. It could be said that the fl ag is 
invested with a universal language of its own. Consider the blue 
fl ag of the United Nations or the fl ag of the International Red 
Cross and, of course, national fl ags.
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TECSA Chairman Tami Sokutu says 
the goals of the agreement are to commu-
nicate and popularize Broad Based Black 
Economic Empowerment and provide 
practical implementation support to 
both the private sector and the benefi cia-
ries of this transformation. “This brings 
to fruition our stated approach to work 
in partnership with other relevant stake-
holders to bring about transformation 
and particularly Black Economic 
Empowerment in the tourism sector.

“It will also monitor implementation, 
report on progress, and set up capacity, 
systems and processes for verifi cation.” 
The agreement will also provide 
incentives to recognize contributors, 
facilitate implementation of mecha-

nisms to fast-track BEE, and advise South 
Africa’s Minister of Tourism on related 
BEE legislation.

Tourism’s Top Ten in South 
Africa

The ten private organizations signing 
the BEE Memorandum of Understanding 
include the International Festivals and 
Events Association-Africa (IFEA-Africa), 
representing events across South Africa; 
the Federation of Unions of South Africa 
(FEDUSA), an umbrella body for 26 
affi liated trade unions; the Association 
of South African Travel Agents (ASATA), 
a non-profi t association with more than 
500 travel agents and tour operators as 
members; and the Federated Hospitality 

Association of Southern Africa (FED-
HASA), which represents the Southern Af-
rican hospitality industry to government 
and other industry operators, as well as 
its Inland and Cape regions.

Also on board are the Southern Africa 
Tourism Services Association (SATSA), 
a non-profi t association that represents 
both small business and principals in 
the private sector of tourism; the Club 
Management Association of Southern Af-
rica (CMASA), an association of country, 
city, social, sports and recreation clubs 
in Southern Africa; BnB Sure, which pro-
vides insurance coverage for the bed and 
breakfast and guesthouse industry; and 
AA Travel Guides, a leader in travel and 
tourism publishing in South Africa.

Black Economic 
Empowerment
Focus of 
South African 
Tourism
The face of tourism in 
South Africa is changing.
The Tourism Empower-
ment Council of South 
Africa (TECSA) and ten 
private sector stakehold-
ers recently signed a Mem-
orandum of Understanding 
to promote “Broad Based 
Black Economic Empow-
erment” (BEE) in the tour-
ism sector. IFEA Africa is 
one of the ten private sec-
tor stakeholders.



Events, Empowerment, and 
Tourism

TECSA Chairman Sokutu says this 
historic agreement between like-minded 
stakeholders is set to change the face of 
empowerment in tourism in South Africa, 
creating an enabling environment for 
transformation.

“Much has been done since Environ-
mental Affairs and Tourism Minister 
Martinus van Schalkwyk launched the 
Tourism BEE scorecard in 2005. The 
objective of the scorecard was to facilitate 
transformation in the tourism sector, 
eventually leading to a charter on how 
BEE can be monitored and reported on.” 

In the South African context, a 
scorecard is an evaluation system. The 
Tourism BEE scorecard provides for 
transformation in seven areas of busi-
ness: ownership, strategic representation, 
employment equity, skills development, 
preferential procurement, enterprise and 
social development.

Each of these indicators is measured 
proportionally to a company’s compli-
ance in that area and two targets were set 
for each indicator –December 31, 2009, 
and December 31, 2014.

Codes of Good Practice 
Sokutu says the government, through 

the Department of Trade and Industry, 
created a standard framework as the 
foundation for Black Economic Em-
powerment in South Africa, across all 
industries. This led to the development of 
the Codes of Good Practice for Broad Based 
Black Economic Empowerment, which were 
offi cially publicized by the government in 
February last year.

“These codes exempt businesses 
with an annual turnover of less than 
R5 million (US$ 617,470/Euro 
400,000) from complying with any 
of the seven elements, while the tour-
ism scorecard exempts such businesses 
from the ownership element only. 
Robust debate followed on whether 
the tourism industry should decide to 
stick to its own scorecard.

“The process of aligning the Codes of 
Good Practice and the tourism industry’s 
own BEE scorecard is now almost com-
plete and the formal public notice of the 
tourism codes of good BEE practice is 
expected soon.

“This will speed up the process of 
transformation in the sector. However, 
waiting for the codes to be formalized did 
not hamper TECSA as a transformation 
partner, to work hand-in-hand with the 
private sector to help grow this industry 
which, undisputedly, has the greatest 
potential for job creation and foreign 
exchange earnings.

“Forging links with reputable players in 
the tourism arena certainly paves the way 
to exciting transformation in an indus-
try that plays an increasingly important 
role in building both the South African 
economy and the country’s branding as a 
destination of choice,” says Sokutu.

IFEA Africa President Janet Landey 
agrees. 

“Offi cial governmental recognition of 
South Africa’s emerging events indus-
try allows us to move steadily forward 
towards our goals of building mutually 
benefi cial partnerships, creating new 
sources of livelihoods and enhancing 
community pride and bonding. We are 

very pleased to be one of the ten private 
sector stakeholders.” 

IFEA Africa as Industry Catalyst
In its ground-breaking Memo of 

Understanding with TECSA, IFEA Africa 
will play a key role in publicizing the 
tourism agency’s Match Making Database, 
identifying opportunities for poten-
tial Black managers in the events and 
events tourism industry, and publicizing 
TECSA’s Black Talent portal, a database of 
empowered businesses. It will also pub-
licize TECSA’s database of graduates with 
no prior work experience. The goal is to 
maximize employment opportunities.

In the fi eld of skills and business 
development, IFEA Africa will encourage 
fast-track skills development and dissemi-
nate case studies and business models to 
aspiring entrepreneurs. 

“South Africa is Ready.”
South Africa will host the World Cup 

(football/soccer) championships in 2010. 
The country’s World Cup motto is “South 
Africa is ready.” The Black Economic 
Empowerment agreement is one step 
forward for tourism, and a giant step 
forward for South Africa’s emerging 
events economy.

Contact:
Janet Landey, President, IFEA Africa
95 Frere Road, Bezuidenhout Valley
Johannesburg, South Africa 2094
Phone: 01127-11-618-2351
Fax: 01127-11-624-2417
janet@iem.co.za

The Tourism Empowerment Council of South Africa (TECSA) and ten private sector stakeholders (including IFEA Africa) signing 
the  Memorandum of Understanding to promote “Broad Based Black Economic Empowerment” (BEE) in the tourism sector.
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Mud, Folkloriada and Ginseng:

Korean Culture 
Goes Global

By Charlotte J. DeWitt, CFEEJ DeWitt CFEEy Charlotte J



It’s hot, sticky, and muddy, a festival 
organizer’s worst nightmare. It’s July, 
the rainiest month of the year in Korea, 
and everywhere you look, there are 
thousands of dirty people running 
around– chasing each other, wrestling, 
sliding… and laughing.

It’s the Boryeong Mud Festival, one 
of the biggest success stories to hit the 
Southeast Asian festival scene– in part, 
because it breaks all the rules and re-in-
vents the concept of fun. And now, it 
is going global.

With its pure white, sandy beaches 
and warm ocean waters, Boryeong’s 
Daecheon Beach has the longest coast-
line on South Korea’s west coast and is 
famous for its cosmetic sea mud, used in 
mud therapy and curative treatment for 
skin diseases. The mud comes from the 
nearby tidal fl ats. Mud packs, mud soaps, 
mud spas, and mud massages—plus your 
own private noraebang (karaoke rooms) 
guarantee a healthy retreat. 

But the real fun begins when 1.725 
million young people paint up with mud 
and join in the festivities–nine non-stop 
days of irreverent mud wrestling, mud 
tug-o’-war, mud marathons on the tidal 
mud fl ats, mud slides (one slide just for 
couples!), mud mimes (think the Edin-
burgh Fringe Festival dipped in, er, ah, 
mud), mud handprints, mud prison (for 
mud-evaders), pottery-throwing demon-
strations (mud by another name), and 
mud “self-massage” (alias body-painting) 
at beachfront umbrella tables equipped 
with paintbrushes and buckets of– what 
else?– liquid mud! Never have so many 
people had so much good, “clean” fun 
simply by getting dirty. And after-hours, 
once tidied up, festival-goers can watch a 
full evening of live performances from a 
main-stage set right on the beach itself. 

There’s even a yacht parade, a street 
parade, and a free sightseeing bus that 
makes a three-hour shuttle tour of the 
local beaches, tidal areas (translated 
“mud fl ats”), and temples. 

The fi nal weekend features a night 
of hip-hop and some of the best break-
dancing in Asia, followed by a “Global 
Rave Party” that goes on until 3 a.m. 
Think “Spring Break” at Daytona Beach 
in Florida (USA), only dipped in choco-
late-like mud—and everyone laughing 
and slip-sliding away at the sheer , silly 
pleasure of … well… getting dirty. This is 
one festival well on its way to becoming a 
world class icon in its own right. 

Breaking the rules, making 
history

Perhaps what is most amazing is that this 
is the festival that defi es traditional norms 
governing festival design in other parts of 
the world, and it does so intentionally. It is 
simply impossible NOT to have fun!

To begin with, all activities are free. 
Transportation to the various festival 
venues is free, as are evening main stage 
performances. No room in your muddy 
bathing suit to carry a wallet? Put a nomi-
nal deposit on a plastic wristwatch-like 
apparatus and pre-load it with electronic 
cash. The debit-card “watch” is both 
water-proof and mud-proof; the deposit 
is refundable. And if you’re worried about 
your valuables while rolling around in the 
mud, there are even free storage lockers for 
visitors, with showers nearby.

Don’t speak Korean? How about free 
interpretation, courtesy of the Korea 
Tourism Organization. Don’t do kimchi? 
If you’re not a spicy fermented cabbage 
lover (over 167 varieties and a Korean 
dietary staple), don’t worry – this is one 
festival that uses its head to keep foreign-
ers—and their stomachs—happy, with a 
buffet restaurant serving food foreigners 
can recognize at reasonable prices, and 
signage in English pointing the way. For 
the truly adventurous, the Korean lan-
guage menus even have photos.

Bi-lingual information centers, trans-
portation centers, medical centers, rail 
transit and tourism centers, all make it 
a visitor-friendly festival for foreigners. 
Smiles and helpfulness are pervasive.

Going Global
Hosted by the local government of 

Boryeong, the festival is managed by the 
Boryeong Mud Festival Committee, a gov-
ernment agency with some civilian em-
ployees. The festival has a budget of KRW 
2 billion (US$ 1.9 million/€1.3 million). 

As is typical in Korea, the majority of 
festivals are government owned and 
operated; about 80% are “intentional” 
as opposed to “traditional” festivals. 

The support of Boryeong Mayor Shin 
Jun-hee has provided a solid basis on 
which to build and expand the festival, 
and the fi nancial support of the Ministry 
of Culture, Sports, and Tourism, the Ko-
rean national tourism organization, has 
enabled the festival to develop into one 
of the friendliest, easy-to-visit festivals 
around. Nationally, the Ministry has 
committed KRW 8 billion (US$7.62 
million/ € 5.16 million) as a strategic 
investment in festivals and events as 
major economic stimulators for tourism.

“We have worked hard over the past 
eleven years,” says Professor Gang-Hoan 
Jeong, Dean of the Graduate School 
of Tourism Management at Pai Chai 
University in Daejeon, and founder of 
the festival. “In 1997, no one would have 
dreamed that we could create an econom-
ic impact out of a natural resource like 
mud. But we found that foreigners were 
really intrigued by two things: the mud 
itself, and the mud activities.” 

The hard work has paid off. Based on 
the research of the Korean Ministry of 
Culture, Sports, and Tourism, there were 
over 1,724,000 visitors who attended the 
9th Boryeong Mud Festival in 2006, of 
whom 44,000 were foreigners. The 2006 
festival had an economic impact of 44.3 
billion won (US $48 million, in 2006 
exchange rates). 

In 2007, the percentage of interna-
tional visitors to the Boryeong Mud 

BORYEONG MUD FESTIVAL
July 12-20, 2008

www.mudfestival.or.kr

P
h

o
to

 c
o

u
rt

es
y 

Le
e 

Sh
in

 H
ae

2008 INTERNATIONAL EVENTS 45

http://www.mudfestival.or.kr


46 INTERNATIONAL EVENTS 2008

Festival increased to 18.4% on weekends, 
and according to Jeong, who is also the 
President of the International Festivals 
and Events Association’s affi liate or-
ganization in Korea (IFEA Korea), the 
potential for branding and marketing the 
festival globally is very strong, particularly 
if the festival works with tour operators 
to create a special festival tour package. 
A prolifi c researcher and indefatigable 
writer, Professor Jeong is the author of 
four university text books on festivals and 
tourism, and has bench-marked numer-
ous international festivals as models for 
future Korean festival development.

ANSEONG 
Located approximately one and one-half 

hours northeast of Boryeong, the ancient 
city of Anseong is well-known and well-
respected for its preservation of the Korean 
performance art form called Namsadang.

The Namsadang Baudeogi Festival has 
been held annually in Anseong since 
2001. This year’s festival runs from Octo-

ber 1-6, 2008; however, weekly cultural 
nights, called Anseong Namsadang Cultural 
Nights, take place every Saturday evening 
from April through October.

Historic preservation of folklore
Namsadang Baudeogi, one of the 

country’s foremost cultural troupes, has 
represented the popular culture of Korea 
since King Sookjong’s Reign of Chosun 
(also known as the Joseon Dynasty), and 
the city of Anseong is where this art form 
was originally founded.

A typical Namsadang program features 
six types of performances: playing tradi-
tional instruments (pungmul), tightrope 
dancing, tumbling, masked dance drama, 
spinning hoops and dishes (known as 
beona), and a puppet play. The ten specifi c 
skills involved in these performances 
have been passed down from generation 
to generation.

Folkloric Olympiad in 2012
Anseong recently won the bid to host 

the prestigious International Council of 

Organizations of Folklore Festivals 
and Folk Art (CIOFF)’s World Folklori-
ada in 2012, something of which Mayor 
Donghee Lee is justifi ably proud. The 
17-day festival runs from September 30 
– October 5, 2012, and will showcase 
the folkloric cultures from CIOFF’s 89 
member countries. 

Held in a different country every four 
years, this event is considered to be the 
Olympics of Folklore, with representative 
performances from both the Orient and 
the West, done in both traditional and 
contemporary styles. 

CIOFF was founded in 1970 in France 
and has consultative status with the 
United Nations Educational, Scientifi c, 
and Cultural Organization (UNESCO). 
Its mission is the preservation and pro-
motion of international folklore through 
performance– with the goal of furthering 
world peace and international friendship. 
About 250 international folklore festivals 
are organized every year with CIOFF 
patronage, but the honor of hosting the 
World Folkloriada is signifi cant… and rare.

Two million visitors from 89 countries 
are expected to attend the 17-day festival 
in Anseong in 2012. Of these, approxi-
mately 2000 persons are expected from 
each of 60 participating CIOFF member 
countries. The World Folkloriada is spon-
sored by the Korean Ministry of Culture, 
Sports, and Tourism, Gyeonggi Province, 
the City of Anseong, and CIOFF Korea 
headquarters. Regional economic stimulus 
attributed to the Folkloriada is projected to 
be KRW 160.5 billion (approximately US$ 
153.4 million/€ 104.5 million). 

But perhaps even greater impact will 
come culturally, from advancing world 
peace through the preservation of these 
unique, folkloric performances. Anseong 
is the perfect city to further this goal. 

GUEMSAN 
Ranked as Korea’s number one festival 

for fi ve consecutive years (1999-2003) 
and the best festival in Korea in 2007 by 
the Ministry of Culture, Sports, and Tour-
ism, the Geumsan Ginseng (Insam) Festival 
is now in its 28th year. The most famous 
ingredient in Eastern medicine, ginseng is 
credited with everything from the preven-
tion of diabetes and hypertension, to the 
enhancement of memory and digestion 
and the prolongation of life and sexual-
ity. Because it takes four to fi ve years for a 
ginseng root to mature, it is an expensive, 
as well as a much-appreciated gift. The 
town of Guemsan produces about 80% 
of Korea’s ginseng.

Geumsan’s festival in honor of this 
sacred root (called “insam” in Korean) 
takes place annually in early September 
(depending on the lunar calendar) just be-
fore Korean Thanksgiving (Chuseok), which, 

Festival increased to 18 4% on weekends ber 1 6 2008; however weekly cultural
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Anseong Namsadang Baudeogi Festival
October 1-6, 2008

www.baudeogi.com 

Anseong Namsadang Cultural Nights
April 5-October 25, 2008

weekly, 3-8PM every Saturday night

Advance notice: 
CIOFF World Folkloriada
September 30 – October 5, 2012

www.cioff.org

http://www.baudeogi.com
http://www.cioff.org


those festivals it funds. In 2007, funding 
appropriations based on evaluations were 
awarded in three categories, as follows:

• BEST 350 million won 
 (US$370,000.) 

• GOOD 100 million won
16 best & good

 (US$110,000.) 

• HOPEFUL 50 million won 
17 hopeful (or “promising”)

 (US$50,000.) 

A fourth category, “preparing,” receives 
no money—only help with public rela-
tions. There were 19 festivals classifi ed 
as “preparing.”

With respect to the Ginseng Festival, 
a government-conducted evaluation 
surveyed patron responses to eighteen 
service-related items that dealt with 
visitor satisfaction, such as accessibility, 
the hands-on digging experience, and 
parking; additional survey items included 
an entire section devoted to program-
ming—the festival’s variety, quality, and 
degree of interest. 

A government on-site inspection team 
investigated specifi c items that related to 
foreign visitor satisfaction, such as festival 
management, satisfaction with food 
offerings, quality of translation services, 
accommodations, and the availability 
of near-by touristic destinations—all 
important considerations when trying to 
position the Ginseng Festival globally.

The next two years, from 2003-2005, 
the festival focused on developing its 
educational content, teaching its patrons 
how to cultivate, eat, and cook ginseng, 
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Geumsan Ginseng (Insam) Festival
August 29-September 7, 2008

http://insamfestival.co.kr 

Geumsan Ginseng (Insam) Festival

hose festivals it funds. In 2007, funding 
ppropriations based on evaluations were

like American Thanksgiving and Chinese 
New Year celebrations, is when families 
come together in their ancestral homes for 
a traditional meal and socializing. 

Typically, a gift of ginseng is a well-
received and appropriate gift at this time, 
and hence, the evolution of the Ginseng 
Festival. In the sense that Macy*s depart-
ment stores in the U.S. sponsor and 
produce their annual Thanksgiving Day 
parade as a means of brand reinforce-
ment and launching the American Christ-
mas shopping season into their retails 
stores, so does Geumsan, world-famous 
for its ginseng, each year transform itself 
from a small, country town into a gigan-
tic marketplace for the purchase of all 
things relating to ginseng– the root (and 
route) to longevity in Asian medicine. 

From local to global: the evolution 
of the Ginseng Festival

The festival’s origins were modest, 
beginning in 1981 as a local festival 
which, in the next 15 years, built a strong 

following as the best place to buy ginseng 
at reasonable prices. In 1996, the Korean 
government introduced its Festival Evalu-
ation System and through surveys and 
on-site inspections, began ranking the 
festivals in which it wished to invest. 
Offi cially endorsed “Cultural Tourism 
Festivals” receive both fi nancial and PR/
marketing support from the government. 

The Guemsan Ginseng Festival was desig-
nated a “Cultural Tourism Festival,” one 
of the highest categories, and from 1999-
2003 undertook a multi-year long-range 
development plan which resulted in its 
rating as the top festival in Korea during 
this fi ve-year period. 

The role of the government in Korean 
festivals is unusual. Unlike other parts 
of the world, in Korea, the government 
owns and manages most of the country’s 
major festivals. Its overall goal is to attract 
30 million visitors to the country and it 
has, thus, understandably been vigorous 
in its insistence on high standards for 
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and in particular, how to stay healthy by 
consuming ginseng. In 2006, it expanded 
to include a ginseng “Expo” for the fi rst 
time, and since then, it has concentrated 
on going global. Today the festival has an 
economic impact of some KRW76 billion 
(US$ 72.7 million/€49.5 million). 

Niche marketing: healthy living
Future plans include enlarging the 

festival venue, revitalizing programming 
so as to attract return visits from foreign-
ers, upgrading festival food for foreign 
palates, and packaging a one week tour 
to Guemsan during the festival’s ten-day 
run. The festival also wants to attract both 
sponsors and friendly volunteers, the 
latter often being the fi rst point of contact 
with visitors.

Building on the marketplace concept, 
the festival now offers numerous educa-
tional activities including expeditions 
to dig up the roots, lectures, cooking 
demonstrations, a trade symposium, 
and other less pedantic activities, such 
as traditional Korean performances, a 
children’s song contest, and, of course, 
“Ginseng Power Men Competitions” in 
arm wrestling and tug-o’-war. (Eat gin-
seng and be strong!) In addition to 
ginseng, other medicinal herbs and 
health foods are sold at exceptionally 
good prices during the festival. If you are 
into healthy living and alternative medi-
cine, this is the place to come and join 
700,000 other like-minded people. 

Guemsan is about a 45-minute drive 
south of Daejeon, in central Korea.

The role of education in the 
globalization of Korean festivals

Just as nationalism plays a key role 
in Korea’s corporate culture, Korea’s 
national commitment to education 
is pervasive. With a literacy rate of 
95%, roughly 20% of college gradu-
ates obtain graduate degrees. It is only 
a short step to merge festivals and 
events education with tourism goals. 
In Korea, Pai Chai University and IFEA 
Korea have found common ground, 
and Professor Gang-Hoan Jeong has 
created three distinct educational op-
portunities to further these goals. 

1.  The fi rst, of course, is the on-go-
ing courses of study at Pai Chai 
University for graduate students 
of festivals and tourism. Plans for 
the future include inviting guest 
lecturers from overseas. Concur-
rent with this, is the development 
of a CFEE certifi cation program– 
in Korean – another fi rst for IFEA. 
Pai Chai has the largest reposi-
tory of festival and event research 
documentation in Asia.

2.  Secondly, is the education of 
government offi cials and spon-
sors, whose support is criti-
cally important to the successful 
development of Korean festivals 
and events as tourism generators. 
In February, Professor Gang-Hoan 
Jeong led a large delegation of 
Korean offi cials and organizers 
to IFEA Latin America’s Behind 
the Scenes of Carnival seminar in 
Bahia and Rio de Janeiro, Brazil, 
hosted by IFEA Latin America 
President Daniel Baldacci. The 
outcome was a new apprecia-
tion of how Brazil packages and 
markets its carnivals with incom-
ing tour operators, as well as the 
implications of crowd control 
and safety issues. Exposure to new 
creative programming ideas also 
gave the Korean delegation much 
to think about. 

At the conclusion of the seminar, 
IFEA Korea and IFEA Latin America 
signed what may be the fi rst-ever 
Memo of Understanding between two 
IFEA affi liate organizations, indicating 
a willingness to cooperate and col-
laborate with each other on interna-

tional exchanges between Korean and 
Brazilian festivals, to participate in 
each others’ international seminars, 
and to consult with each other.

3.  The fi nal step has been an impres-
sive series of educational seminars 
hosted by IFEA Korea during 
the past year. After an inaugural 
conference in 2007 announcing 
the formation of IFEA Korea, 
the 2008 program has included 
a post-Brazil lecture on March 
22nd at Pai Chai University, 
where members of the Korean 
delegation shared their impres-
sions and suggested how this new 
knowledge might apply to Korean 
festivals and events.

On July 18th, IFEA Korea pro-
duced a major conference during the 
Boryeong Mud Festival, named “Korean 
Representative Festival of the Year” by 
the Ministry of Culture, Sports, and 
Tourism in 2007. In keeping with the 
goal of developing internationally at-
tractive festivals, the conference theme 
was “A Prerequisite for Global Festival 
[sic]”. Featured IFEA guest speakers 
from overseas were Andrew Barron, 
BBC (UK); Daniel Baldacci, IFEA Latin 
America (Brazil); Charlotte DeWitt, 
CFEE, International Events, Ltd. 
(USA); and the Honorable Wu Tie Jun, 
Assistant Mayor of Qingdao, China, 
representing the Qingdao Internation-
al Beer Festival. 

September 30th, IFEA Korea pro-
duced another major seminar, again 
themed around the globalization of 
Korea’s festivals and events, and oc-
curring in cooperation with the Gimje 
Horizon Festival.

USEFUL WEBSITES:

Pai Chai University
http://www.pcu.ac.kr/english/ 

Ministry of Culture, Sports, 
and Tourism (formerly Ministry 
of Culture and Tourism)
http://www.mcst.go.kr/english 

Korean Tourism Organization 
www.visitkorea.or.kr 

CASE STUDY: 
Pai Chai University and IFEA Korea

Charlotte DeWitt, CFEE is presi-
dent of International Events, Ltd., and 
has worked in some 28 countries 
since 1979, designing and producing 
waterfront festivals, European carni-
val-style parades, and international 
events. As editor of i.e. magazine’s 
international section, she enjoys 
introducing readers to new ideas and 
opportunities for international collabo-
ration. Charlotte is Past Chairman of 
IFEA/World (IFEA) and founder/past 
President/CEO of IFEA Europe. She 
lived in Sweden from 1994-2004. You 
can reach her at 249 West Newton 
St., #8, Boston, MA 02116 USA; (M) 
+1 617 513 5696. Email: internatio-
nalevents@comcast.net 

Toolbox
US$ 1=1,046 KRW 
€ 1 = 1,536 KRW 
as of August 18, 2008

http://www.pcu.ac.kr/english
http://www.mcst.go.kr/english
http://www.visitkorea.or.kr
mailto:internationalevents@comcast.net
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The 2008 IFEA Europe “Behind-the-
Scenes” took place in Borlänge, Sweden, 
June 25-28. For the attending IFEA mem-
bers, it became a unique, once-in-a-lifetime 
experience, as IFEA Europe Board member 
Maria Anderberg of “Kulturproduktionen” 
guided the group, quite literally, through 
the gorgeous Swedish landscape for 
meetings both with the dedicated ideal-
ist behind the Peace & Love Festival and the 
organizers of the nearby Tällberg Forum. 

The Peace and Love Festival is an idealistic 
project featuring workshops and exhibitions, 

alternative theatre, and eight downtown stages 
with all sorts of rock/pop/metal music. It has, 

in a few years, grown to be Sweden’s largest fes-
tival of its nature, attracting thousands of young 

people who by looks and attitudes are clearly the 
modern-day Woodstock generation, driven by a 

desire to bring - as the name of the festival implies - 
peace and love to each other and the world. 
The logistics behind this city center festival were 

amazing, as was - or is - the festival’s concern for the 
environment, and for ensuring a peaceful and friendly 

relationship with the permanent residents of Borlänge’s 
downtown area. How many other festivals do you know 

who actually offer older downtown residents a free weekend 
in the countryside, in case they don’t want to stay in town in 

the midst of all the concerts? 
Visiting the Tällberg Forum was a contrasting experience. 

Situated on a beautiful hillside at the eastern shore of the Siljan 
Lake, Tällberg has become host to an annual summer gathering 

of hundreds of politicians, scientists, and leaders in international 
industries and organizations. The means might be different, but the 

goals are, essentially, the same as those of the festival in Borlänge 
some fi fty kilometers away: to advance fruitful and peaceful dialogue 
and cooperation - or, if you will, to bring peace and love to the world. 

One may wonder if the music festival or the dialogue event is the 
most successful in achieving this goal. A lot may result from a currently 
non-existing cooperation between the two events. But both are amazing 
events in their own right, and I am sure that they both make the world a 
better place. 

For the members of IFEA Europe, visiting both events was most inspiring. 
This article was excerpted from the IFEA Europe newsletter. Read more 

from Europe at http://www.ifeaeurope.com/newsletters/August_2008.html. 

http://www.ifeaeurope.com/newsletters/August_2008.html
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Opening up Festivals Online:
Innovative Marketing Tips From 

the World’s Largest Broadcaster
By Andrew Barron



BBC’s Music Festivals
BBC is the world’s largest broadcasting 

corporation, using television, radio, and 
internet media to reach its varied audi-
ences. Radio 1’s Big Weekend is the world’s 
biggest free-ticketed music festival. It 
takes place in a UK city every May, and 
features major UK and international 
performers —but it can accommodate 
a live audience of only 30,000 people, 
and therein lies the challenge: The BBC 
is a broadcaster who needs to reach as 
many people as possible, and we want to 
involve the audience in what we do.

The BBC already has a “Proms” (short 
for “promenade”) – the classical proms –an 
amazing eight weeks of live classical shows 
which the BBC has supported fully since 
1927. All of the performances are broadcast 
on its cultural classical radio station BBC 
Radio 3, which, in the world of classical 
music, has a fantastic reputation. 

By contrast, BBC’s Electric Proms is 
just two years old –and from the very 
start, it had big ambitions. It is a fi ve-
day, live music event showcasing new 
music moments in pop and rock music 
–either with major, established artists, 
such as (now deceased) James Brown in 
2006, or Paul McCartney in 2007, doing 
something new; or by giving attention 
to brand new artists. And being the BBC, 
everything must be broadcast. 

Use “friends” to meet new 
audiences 

The artists playing at the BBC’s music 
festivals have hundreds of thousands of 
fans. Many of these are “friends” of the 
artists on social networking sites like 
Myspace.com and Bebo.com – websites 
which offer user-submitted personal 
profi les, blogs, photos, music, and videos, 
thus creating an international social com-
munity for anyone in their teens or older. 

The BBC wanted to make 
sure all these fans knew 
about its festivals. So, with 
the help of their manag-
ers and record labels, BBC 
added graphic “badges” to 
artists’ profi les saying they 
were playing our festival. In IT 
terms, this graphic badge meant whenever 
a fan visited these pages, they saw our logo 
and a link to our website. 

We took this further during the event. 
We fi lmed interviews and live performances 
and put them onto the artists’ Myspace 
profi les. This was free content for the 
record labels and great promotion for us. 
Even though our festivals had sold out, this 
helped build our profi le for future years. 

And it is not just musicians who are on 
social networking sites. Writers, come-
dians and actors all have profi les with 
thousands of ‘friends,’ so take a tip from 
the BBC, and always make sure speakers 
and performers at your festival feature 
you on their own websites. 

Be seen in all the right places 
Last.fm is one of the biggest music 

communities on the web. By tracking 
what you listen to, it builds a compre-
hensive profi le of your musical tastes and 
uses to recommend more music to you. It 
also connects you to other people around 
the world with similar tastes. 

Handily, it features “gigs” (bookings 
of groups’ individual performances) 
and festival listings. By adding our BBC 
Electric Proms gigs to last.fm, they appear 
on the biography pages of all the artists 
performing. This has been another great 
way to reach out to people who didn’t 
know about our festivals. 

Last.fm is also a social network, so 
anyone going to a gig could add their 
own reviews and photos. All this helps 
create a community around the gig. 

There are several other social listing 
websites well worth adding your festival 
dates to. They all let people recommend 
events to their friends, which is the best 
form of marketing. Upcoming.org and 
meetup.com cover all kinds of events. 

Encourage your audience to 
record the event 

We actively encouraged people attending 
our festivals to take photos, make videos 
and blog about their experiences. In fact, 
we ran competitions to encourage it. We 
offered the best amateur photographers 
photo passes and the best bloggers free 
tickets. All this meant hundreds of people 
put their photos, videos and reviews on-
line. And these were seen by thousands 
of people who had never heard of us.

The key thing here is to make sure 
everyone includes the name of your 

festival when they put their material 
online. We set up groups on fl ickr.
com (one of the biggest photo sharing 
websites) and encouraged everyone to 
add their photos to it. This meant more 
people saw their photos. And it meant 
when new people saw these photos, 
they read about our festival. 

 
Bringing it all together 

One of the most popular websites in 
the UK is the social network Facebook. 
It has become as big as it is because it 
offers everything you need to connect 
to your friends – email, blogs, photos, 
videos and a calendar. And– it offers 
this for festivals, too. 

We set up a profi le for BBC Electric 
Proms and instantly connected to thou-
sands of people. Fans of artists perform-
ing became our “friends.” Thanks to 
Facebook’s news feed, all their “friends” 
were told about this connection, so many 
of them signed up, too. Then, using Face-
book’s email, we could message everyone 
with news about our festival. 

But the best thing was the community 
that grew around the festival. People 
started posting comments about how 
excited they were. Some added photos 
of artists. Others helped people fi nd 
tickets. Then after the festival, everyone 
posted their photos, videos and reviews 
on to Facebook. 

With very little work, and for no 
money, we had an active community of 
festival-goers on the web talking about 
us. Perfect. 

Put everything out there 
To make the most of the web, you have 

to be part of it. These are just a few ex-
amples of different ways you can get your 
festival onto the web. The big thing to 
remember is to get your guests to shout 
about your festival wherever they are on 
the web. Then afterwards, get as much 
content from your festival online as pos-
sible. That way people will fi nd out about 
you and think about coming next time.

Andrew Barron is Media Editor of 
the British Broadcasting Corporation’s 
Audio and Music Interactive division. 
He has worked for BBC for ten years, 
fi rst in radio, and then heading up 
their interactive division. Andrew has 
worked on such major UK events as 
the Glastonbury Festival, Live 8/Live 
Earth, the Reading Festival, Radio 1’s 
Big Weekend, BBC Electric Proms, 
and BBC Radio 1 Live Interactive. 
He was a featured speaker at IFEA 
Europe’s conference in Reykjavik and 
IFEA Korea’s conference in Boryeong.

There’s a reason why the internet is called the worldwide web. 
The interlinking websites that connect together around the world 
are the perfect place to bring a festival to a new audience and 
to create a community that can live before, during and after the 
event. This is a look at how we at the BBC use the web to do just 
that for our music festivals – Radio 1’s Big Weekend and BBC 
Electric Proms - and how you can do the same.
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The 53rd IFEA Annual Convention and Expo presented by 
Festival Media Corporation was packed with new informa-
tion and new ideas. Steve Schmader and his staff did a re-
markable job and Boise was a great host city. We learned new 
ways to view the world and new ways to excel. Even though 
we all recognized that we face new challenges, we learned 
new ways to meet those challenges. It was a great convention.

After the convention, the IFEA World Board met with the 
newly formed Global Roundtable Council. This was truly an 
historic occasion as leaders of the Festivals and Events industry 
from around the world spent the day discussing the industry 
and ways to leverage the global connection that the IFEA has 
created. We have much to learn from each other, and through 
the IFEA we have the vehicle to join with others to learn better 
ways to bond people together through celebration. 

PETE VAN DE PUTTE, CFEE
2008 IFEA Board Chair 

dfest™/Dixie Flag Event Services Team
Tel: (800)356-4085

Email: pete@dixiefl ag.com

Until a few days ago I only knew one way to peel 
a banana. Actually, I guess you could say that I had 
never thought that there might be any other way to peel 
a banana than the way I had been taught. I would hold 
the banana fi rmly, but not too fi rmly, grab the stem, 
and pull. Before you knew it, the banana was peeled 
and ready to eat. Then I read that the correct way to peel 
a banana was to hold it by the stem and peel from the 
tip, the way monkeys do it. You can well imagine that 
my world was turned upside-down. Of course, I rushed 
home and peeled the fi rst banana that I could fi nd. It 
worked! Now I have two ways to peel a banana, but I 
confess I have no idea which way is the “correct” way. 
While it really does not matter which way is correct, I 
now know two ways to solve the problem of getting the 
peel off so I can eat the delicious fruit.

I once worked as band director at a private military 
school. Any time I offered a new idea I was countered 
with, “It has worked this way for 50 years. It will work 
for another 50 years.” A few years later the school went 
out of business.

It is important for us to search for new ways to meet 
our needs and accomplish our goals. Simply doing 
the same things the same ways is a prescription for 
stagnation and failure. For us in the events industry this 
is becoming increasingly evident. Whether it is board 
governance, sponsorship, entertainment, volunteer 
management or decorations, we always need to look 
for new ideas and be aware of new challenges and op-
portunities. This is the way we keep our organizations 
fresh and keep our customers excited. 

There’s More Than 
One Way to Reach 

Our Goals

THE BOARD TABLE
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I hope this fi nds you doing well. For those of you 
that attended the IFEA’s 53rd Annual Convention 
& Expo in Boise, ID in September, I know you left 
charged up with energy and new ideas, thanks to the 
amazing array of speakers and activities scheduled. 
For those of you unable to attend, we look forward 
to seeing you next year!

The IFEA Foundation had a successful auction this 
year, thanks to the many participating donors and 
bidders. We are still tallying up the fi nal amounts, but 
given our current economic state, we are pleased with 
the preliminary results. 

On behalf of the IFEA Foundation, I would like to 
thank everyone for their participation in this year’s 
auction, whether as an item donor or as an auction 
bidder. Your support of the IFEA Foundation is so 
greatly appreciated and we cannot thank you enough. 
We had a vast assortment of trips in the silent auction, 
as well as numerous electronic items, which were both 
a big revenue generators. This year, we added a ‘Buy It 
Now’ feature, where bidders had an option of paying a 
set amount without bidding and securing their treasure 
early. We received a lot of very positive feedback and 
plan to include this feature in future auctions.

Our live auction this year included several exciting 
international trips, including Scotland, Ireland, and 
Dubai. These 3 new trips generated more than $10,000 
and created a huge buzz at the auction!

Thank you to the many bidders this year. Your heart-
felt generosity is treasured and appreciated. And we are 
so glad you took home some wonderful items, either 
for yourselves or as holiday gifts.

Thank You For 
Your Support 

I would like to recognize and offer a special thank you 
to Kay Wolf, IFEA Foundation Secretary/Treasurer, and 
Auction Chair, for her Herculean and tireless efforts in 
organizing our auction. Kay is truly a superstar and works 
nonstop to ensure the event goes off without a hitch! 
Please take a moment to thank Kay for her dedication and 
hard work on behalf of the IFEA Foundation.

Once again, on behalf of the IFEA Foundation, we 
thank you for your support and look forward to another 
great auction at next year’s convention.

If you are interested in getting involved with the IFEA 
Foundation, would like some additional information, 
or have any suggestions, please feel free to reach me at 
mrabinowitz@harrahs.com or at 702.407.6493.

MINDY RABINOWITZ
2008 IFEA Foundation Board Chair 

Harrah’s Entertainment, Inc.
Tel: 702-407-6493

Email: mrabinowitz@harrahs.com

Comfort for any budget.
Call National • 800-352-5675

Comfort for any budget.
Call National • 800-352-5675

FOUNDATION

mailto:mrabinowitz@harrahs.com
mailto:mrabinowitz@harrahs.com
http://www.rentnational.com/
mailto:mrabinowitz@harrahs.com


   IFEA’s key sponsors, like 
   the sponsors of our 
    member festivals and 
    events, play a critical and 
    much-appreciated role. 
    They make our 
    conferences, seminars, 
    educational 
    programming, 
    social networking events, 
    publications, Web sites, 
    awards programs, and 
    other valuable member 
    benefi ts not only 
    possible, but the very 
    best in our industry. Their 
    combined fi nancial and 
    personal support allow 
    us to maximize our 
    service to the festivals 
    and events industry, and 
    help us to position the 
    IFEA as “The Premiere 
   Association Supporting &
   Enabling Festival & Event 
   Professionals 
   Worldwide.” 

   Please take a moment to 
   say “Thank You” to these 
   organizations that support 
  the IFEA, our events and 
  our industry, throughout 
  the year. When the 
  opportunity arises, we 
 hope you will show your 
 support and make use of 
 the many great products 
 and services they have to 
assist you.

Official Sponsorship
Automation Service Provider

www.festivals.comwww.hwins.com

www.zambellifireworks.com www.ifea.com/foundation.htm

www.kandkinsurance.com
www.dixieflag.com

www.hwins.com www.festivals.com

For IFEA Sponsorship Opportunities, Call (208) 433-0950

Program Sponsors

Association Partners
FEA’s key sponsors, like

www.hwins.com

www.festivals.comwww.hwins.com

www.zambellifireworks.com

http://www.hwins.com
http://www.festivals.com
http://www.zambellifireworks.com
http://www.ifea.com/foundation.htm
http://www.kandkinsurance.com
http://www.dixieflag.com
http://www.hwins.com
http://www.festivals.com
www.ifea.com
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IFEA UPDATE

2009 IFEA Board Offi cers and Transitions

The Board paid tribute to Paul Jamieson, CFEE, Execu-
tive Director of SunFest of Palm Beach County in West 
Palm Beach, Florida for his service to the organization as a 
member of the Board from 2001 - 2008, including serving 
as the IFEA World Board Chair in 2007, and to outgoing 
Board members Sam Lemheney, CFEE, Director of Design 
with the Pennsylvania Horticultural Society, Philadelphia, 
Pennsylvania and Janet Kersey, CFEE, Executive Vice 
President/COO with the Daytona Beach Area Convention 
& Visitor’s Bureau; for their service to the organization as a 
member of the Board from 2003-2008.

The Board elected three new members who will begin 
their term in 2009, including Muriel Anderson, CFEE, 
Vice President, Tourism Product Development, with 
the Hawaii Tourism Authority, Honolulu, Hawaii; Brad 
Thomas, CFEE, Senior Vice President, Silver Dollar City 
Attractions/Herschend Family Entertainment, Branson, 
Missouri; and Steve Rosenauer, CFEE, Executive Director 
with Fiesta Oyster Bake, San Antonio, Texas.

The Board also thanked 2008 IFEA Foundation Chair 
Mindy Rabinowitz, with Harrah’s Entertainment, Las Vegas, 
Nevada, for her service on the IFEA World Board in 2008. 
The current IFEA Foundation Chair holds a reciprocal seat 
on the IFEA World Board. In-coming IFEA Foundation 
Board Chair, Joe Vera, CFEE, President of the Borderfest As-
sociation in Hidalgo, Texas will fi ll that seat in 2009.

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

The IFEA Board met in Boise, Idaho on September 10th, during the 53rd Annual IFEA Conven-
tion & Expo, and elected the following Offi cers for the 2009 IFEA World Board of Directors term:

SECRETARY
WRIGHT TILLEY, CFEE
President & CEO
Macon, Georgia’s
International Cherry
Blossom Festival
Macon, GA

CHAIRMAN
TOM BISIGNANO, CFEE
Producer
Meeting Biz
Orlando, FL

IMMEDIATE PAST CHAIR
PETE VAN DE PUTTE, 
CFEE
President & CEO
dfest™/Dixie Flag Event
Services Team
San Antonio, TX

CHAIR-ELECT
JOHAN MOERMAN
Executive Director
Rotterdam Festivals
Rotterdam
The Netherlands

www.psai.org
mailto:portsan@aol.com


The American Bus Association (ABA) 
has released its popular Top 100 Events 
in North America listing for 2009 and 
IFEA members are well represented. 
The listing has become a popular 
source of information for motor coach 
and tour operators and a coveted piece 
of recognition for events. The entire list 
is included as a supplement along with 
the October edition of Destinations, the 
magazine of the ABA or is available 
on-line at www.buses.org. 

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

ABA launched the Top 100 program 
in 1982 to help motorcoach and tour 
operators plan itineraries. Now in its 
27th year, the Top 100 Events receive 
worldwide attention via the media–
television, radio, and print–such as 
USA Today and CNN. ABA’s Website 
lists the winners and links to the 
events. ABA distributes some 10,000 
copies of the Top 100 Events in 
North America magazine, featuring 
the winners, to all of its members and 
to thousands of travelers worldwide. 

The IFEA congratulates the following 
member events, included on the 2009 
list of Top 100 Events:

• Macon, Georgia’s International Cherry Blossom Festival, 
Macon, GA

• Fiesta San Antonio, San Antonio, TX

• 7th Annual PANorama Caribbean Music Fest, Virginia 
Beach, VA

• Amish Country of Northern Indiana Quilt Gardens Tour, 
Elkhart, IN

• The Gettysburg Festival-Celebrating America, Gettysburg, PA

• Secret City Festival, Oak Ridge, TN

• National Cherry Festival, Traverse City, MI

• Irish Festival, Dublin, OH

• Hot August Nights, Sparks, NV

• Hampton Beach Seafood Festival, Hampton, NH

• GrapeFest, Grapevine, TX

• Norsk Hostfest, Minot, ND

• 24th Annual St. Charles Scarecrow Festival, St. Charles, IL

• 20th Pigeon Forge Winterfest, Pigeon Forge, TN

• Ocean City Maryland Winterfest of Lights, Ocean City, MD

• 40th Anniversary Way of Lights at National Shrine of Our 
Lady of the Snows, Belleville, IL

• Bright Nights at Forest Park/Spirit of Springfi eld, 
Springfi eld, MA

• 27th Annual Boat Parade of Lights, Lake Havasu, AZ

• Annual Motorcoach Festival, Myrtle Beach, SC

Internationally Known Events:

• Mummers Parade, Philadelphia, PA

• Tournament of Roses, Pasadena, CA

• St. Paul Winter Carnival, St. Paul, MN

• Iditarod Trail Sled Dog Race, Anchorage, AK

• Philadelphia Flower Show, Philadelphia, PA

• Kentucky Derby Festival, Louisville, KY

• Indianapolis 500 Festival, Indianapolis, IN

• Holland Tulip Time Festival, Holland, MI

• Portland Rose Festival, Portland, OR

• Calgary Stampede, Calgary, Alberta

• Folklorama, Winnipeg, Manitoba

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

IFEA Members 
Part of ABA Top 

100 Events for 2009

IFEA 2008-09 Membership 
Directory Now On-Line

The new “2008-
09 IFEA Who’s Who 
in Festivals & Events 
Membership Directory 
& Buyer’s Guide” is 
now available on-
line or for down-
loading at www.
ifea.com. This is the 
second year that the 
IFEA Membership Directory and Buyer’s 
Guide has been provided in electronic 
format for all of our members worldwide. 
Using this upgraded new format, you may 
choose to access the information from one 
or more of several options
• From the Members-Only section of our 

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

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

• By printing out a hard copy of selected sec-
tions or the entire Directory to keep nearby. 

• You may also wish to load copies onto 
your staff computers so that they, too, 
can have ready access to the IFEA profes-
sional global network.

The “2008-09 IFEA Who’s Who in Festivals 
& Events Membership Directory & Buyer’s 
Guide” is searchable just like a printed 
version and can be viewed full screen in a 
.pdf full-color version. The Directory will 
open automatically when loaded into your 
computer. From there you can:
• Thumb through the information page by 

page; or 
• Click on the “Bookmarks” tab in the 

upper left-hand corner which have been 
formatted to take you quickly to any area 
of the Directory, such as “Texas Events” or 
“Asia Suppliers” or “Industry Sponsors”.

As a supplement to the Directory, members 
and other subscribers to “ie: the business of in-
ternational events,” your “2008-09 IFEA Who’s 
Who in Festivals & Events Advertisers Guide”, 
has been included as a part of this issue of 
the magazine as a special pullout, desktop 
reference guide to the advertisers found in the 
Membership Directory & Buyers Guide. These 
advertisers, in a multitude of categories that 
can help to ensure your success, represent 
the leading vendors and suppliers to the 
festivals and events industry. We encourage 
you to keep this handy guide close-at-hand 
for whenever you need quick access to the 
most creative and helpful resources in our 
business. And when you contact them, please 
be sure to tell them that you received their 
information through the IFEA.

We hope you enjoy the fl exibility offered 
by your new “2008-09 IFEA Who’s Who in 
Festivals & Events Membership Directory & 
Buyer’s Guide,” the gateway to your profes-
sional global network. 
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The new IFEA Global Roundtable Council met together 
for the fi rst time with members of the IFEA World Board on 
Saturday, September 13th, in Boise, Idaho, following the 53rd 
Annual IFEA Convention & Expo. The IFEA Global Roundtable 
Council is an active and involved global industry leadership 
advisory source, the members of which serve at the request 
of the President of IFEA World. Members proactively support 
IFEA’s worldwide industry programs and visions by sharing 
their experience, knowledge, global awareness and insights, and 
use of their professional networks and resources on behalf of 
the association and our common industry.

The day-long meeting was highly energized as everyone 
attending participated in strategic breakout sessions to begin 
defi ning the needs of our global industry and the leadership 
role of the IFEA in realizing those goals as we look to the fu-
ture. All attending representatives agreed that the meeting was a 
defi ning milestone for the IFEA.

Members of the IFEA Global Roundtable Council represent 
six continents, seven IFEA global regions, plus the growing 
number of educators, researchers and academic institutions 
(IFEA Research & Capacity Building) who support the fi eld of 
event management. Members of the council currently include:

IFEA World

Steven Wood Schmader, CFEE 
IFEA World President & CEO

Henry “Pete” Van de Putte, Jr., CFEE 
IFEA World Board Chair 

Tom Bisignano, CFEE 
IFEA World Board Chair-Elect

IFEA Africa

Janet Landey, CSEP – South Africa 
(also IFEA Research & Capacity Building) 

IFEA Asia

Zhang Nuan – People’s Republic of China 

Kelven Tan, CFEE – Singapore 
(also IFEA World Board) 

Professor Gang Hoan Jeong – 
South Korea 
(also IFEA Research & Capacity Building) 

Ko Eng Wee – Singapore 

Jimmy Wong – Malaysia/Singapore 

IFEA Australia

Bill O’Toole 
(also IFEA Research & Capacity 
Building and Middle East) 

Barry Wilkins 

Leo Jago 
(also IFEA Research & Capacity Building) 

Johnny Allen 
(also IFEA Research & Capacity Building)

IFEA Europe

Johan Moerman – The Netherlands 
(also IFEA World Board and 2010 
Chair-Elect) 

Allan Xenius Grige – Denmark 

Colm Croffy – Ireland 
(also IFEA World Board) 

Sif Gunnarsdóttir – Iceland 

Jeroen Mourik – Spain 

Ulrich Wuensch – Germany 
(also IFEA Research & Capacity Building) 

IFEA Latin America

Daniel Baldacci – Brazil 

IFEA Middle East

Jackie Wartanian – United Arab Emirates

IFEA North America

Ira Rosen – United States 
(also IFEA Research & Capacity Building) 

Therese St. Onge – Canada 

Charlotte DeWitt – United States 

Muriel Anderson – United States 
(also IFEA World Board)

Gary Masters – Canada 

IFEA Research & Capacity 
Building

Dr. Joe Goldblatt – United States/
Scotland 

Philip Long – United Kingdom 

Jeff Jiang – United States/China

IFEA Global 
Roundtable 
Council and 
IFEA World 
Board Meet 
in Boise, ID



AMUSEMENT RENTAL

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

BANNERS/FLAGS

dfest™ - DIXIE FLAG EVENT SERVICES TEAM - Producers of all types of 
fl ags, banners, decorations, accessories, and custom net street banners. Contact:  
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@dixief-
lag.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.

CABLE PROTECTION

CHECKERS INDUSTRIAL PRODUCTS, INC. – Provides a method of safe 
passage for vehicles and pedestrian traffi c. Protects electrical cable and hose 
lines from damage. Contact: Cathi McBride; Address: 620 Compton Street, 
Broomfi eld, CO 80020; Phone: 800-438-9336; Fax: 720-890-1191; 

MARKETPLACE
Email: cmcbride@checkersindustrial.com; Website: www.checkersindustrial.com.

CONCESSIONS/CATERING

KWIK COVERS OF NEW YORK - The Kwik-Cover is a custom fi t disposable 
table cover that feature elastic sewn into the edges and self-sticking tape strips. 
Kwik-skirts are also available. Contact: Joe Puglisi; Address: 811 Ridge Rd Ste 
100, Webster, NY, 14580; Phone: 585-787-9620; Fax: 585-787-9666; Email:   
jpuglisi@kwikcovers.com; Website: www.kwikcovers.com.

FIREWORKS

ZAMBELLI FIREWORKS INTERNATIONALE – “THE FIRST FAMILY OF FIRE-
WORKS!” America’s leading manufacturer and premier exhibitor of domestic and 
international fi rework displays. Spectacular custom-designed indoor and outdoor 
productions, electronically choreographed to music and lasers. Phone: 800-245-
0397; Fax: 724-658-8318; Email: zambelli@zambellifi reworks.com; Website: 
www.zambellifi reworks.com.

PYROTECNICO – America’s leading supplier of quality fi reworks displays, indoor 
& close proximity pyrotechnics and special effects including fl ames, cryojets, 
and confetti & streamer cannons. Contact: Stephen Vitale; Address: P.O. Box 
149, New Castle, PA, 16101; Phone: 800-854-4705; Fax: 724-652-1288; Email: 
svitale@pyrotecnico.com; Website: www.pyrotecnico.com.

INFLATABLES

DYNAMIC DISPLAYS - Designs, manufacturers, rents – costumes, props, fl oats, 
helium balloons and activities in the infl atable medium. Offers a complete and fl exible 
service package, internationally. 37 years of parade/event experience. Address: 5450 
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15. Extent and nature of circulation: A. Total number of copies (net press run): Average no. copies each issue 
during preceding 12 months, 1,775; No. copies of single issue published nearest to fi ling date, 1,700. B. Paid 
and/or requested circulation (1) Mailed outside-county paid subscriptions stated on PS form 3541. (include paid 
distribution above nominal rate, advertiser’s proof copies, and exchange copies): Average no. copies each issue 
during preceding 12 months, 1,429; No. copies of single issue published nearest to fi ling date, 1,398. (2) Mailed 
in-county paid subscriptions stated on PS form 3541. (include paid distribution above nominal rate, advertiser’s 
proof copies, and exchange copies): Average no. copies each issue during preceding 12 months, 18; No. copies of 
single issue published nearest to fi ling date, 21. (4) Paid distribution by other classes of mail through the USPS 
(e.g. fi rst-class mail®): Average no. copies each issue during preceding 12 months, 69; No. copies of single 
issue published nearest to fi ling date, 69. C. Total paid distribution [sum of 15B. (1), (2), (3), and (4)]: Average 
no. copies each issue during preceding 12 months, 1,516; No. copies of single issue published nearest to fi ling 
date, 1,488. D. Free or nominal rate distribution (by mail and outside the mail) (3) Free or nominal rate copies 
mailed at other classes through the USPS (e.g. fi rst-class mail): Average no. copies each issue during preceding 
12 months, 90; No. copies of single issue published nearest to fi ling date, 75. (4) Free or nominal rate distribution 
outside the mail (carriers or other means): Average no. copies each issue during preceding 12 months, 101; 
No. copies of single issue published nearest to fi ling date, 125. E. Total free or nominal rate distribution [sum 
of 15D (1), (2), (3), and (4)]: Average no. copies each issue during preceding 12 months, 191; No. copies of 
single issue published nearest to fi ling date, 200. F. Total distribution (sum of 15C and 15E): Average no. copies 
each issue during preceding 12 months, 1,707; No. copies of single issue published nearest to fi ling date, 1,688. 
G. copies not distributed [see instructions to publishers #4 (page #3)]: Average no. copies each issue during 
preceding 12 months, 68; No. copies of single issue published nearest to fi ling date, 12. H. Total (sum of 15F 
and G.): Average no. copies each issue during preceding 12 months, 1,775; No. copies of single issue published 
nearest to fi ling date, 1,700. I. Percent paid (15C divided by 15F times 100): Average no. copies each issue during 
preceding 12 months, 89%; No. copies of single issue published nearest to fi ling date, 88%. 16. Publication of 
statement of ownership, if the publication is a general publication, publication of this statement is required. Will 
be printed in the Fall 2008 issue of this publication. 17. I certify that all information furnished on this form is 
true and complete. I understand that anyone who furnishes false or misleading information on this form or who 
omits material or information requested on the form may be subject to criminal sanctions (including fi nes and 
imprisonment) and/or civil sanctions (including civil penalties)

Steven Wood Schmader (Publisher) - September 29, 2008
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W. Jefferson Ave., Detroit, MI 48209 OR 937 Felix Ave., Windsor, Ontario, N9C 3L2; 
Phone: 519-254-9563; Fax: 519-258-0767; Email: steve@fabulousinfl atabels.com; 
Website: www.fabulousinfl atabels.com.

ORBIS WORLD GLOBES - We are the original creator of photorealistic EarthBalls 
and giant World Globes – the most visually authentic replicas of our planet available 
anywhere. From 1 to 100 feet in diameter, Orbis ‘reality globes’ are ideal for museums, 
libraries, tradeshows, festivals, sporting events…. Any place where people gather… 
you can create a highly memorable experience. Available for purchase or rental. 
Phone: 360-376-4320; or visit us at www.earthball.com

INSURANCE

HAAS & WILKERSON INSURANCE – With more than fi fty years experience in the 
entertainment industry, Haas & Wilkerson provides insurance programs designed to 
meet the specifi c needs of your event. Clients throughout the U.S. include festivals, 
fairs, parades, carnivals, and more. Contact: Carol Porter, CPCU, Broker; Address: 
4300 Shawnee Mission Parkway, Fairway, KS 66205; Phone: 800-821-7703; Fax: 
913-676-9293; Email: carol.porter@hwins.com; Website: www.hwins.com.

K&K INSURANCE GROUP, INC. – Serving more than 250,000 events, offering 
liability, property, and other specialty insurance coverages including parade, fi re-
works, umbrella, volunteer accident, and Directors and Offi cers Liability. Contact: 
Dale Johnson, CFEE; Address: 1712 Magnavox Way, Fort Wayne, IN 46804; 
Phone: 866-554-4636; Fax: 260-459-5800; Email: Dale_Johnson@kandkinsur-
ance.com; Website: www.kandkinsurance.com.

MERCHANDISING

CHEM ART – Manufacturer of custom-made 24K gold dimensional ornaments and 
collectibles of real life objects and images meaningful to organizations. Address: 15 
New England Way, Lincoln, RI, 02865; Phone: 800-521-5001; Fax: 401-333-1634; 
Website: www.chemart.com.

THE CHARLESTON MINT - specializes in commemorative ornaments that will 
instantly become precious keepsakes. Your Church or Organization will appreciate 
these fi rst quality fundraising ornaments. In 24-karat gold on brass this ornament 
is of the highest quality available. Engraved with your special message and cre-
ated to represent your special event. Easy Ordering and Design. Using your photos, 
artwork, logo, or other rendering, we can create your one of a kind custom brass 
ornament. Our designers will work with you to achieve the highest quality orna-
ment available anywhere. Call 1-800-745-MINT (6468) For Easy Ordering or visit 
us at: www.thecharlestonmint.com. Address: 232 South Caldwell Street, Brevard, 
NC 28712

UNIVERSAL CONCEPTS - Since 1980, we have been providing the highest 
quality products in the outdoor commercial display industry……from concept to 
design, implementation or export, we can work with any budget, concept, design 
or specifi cation. Contact: sales@universalconcepts.info or phone: 1-800-522-
0718. Visit our website at www.christmasdecorandmore.com. Address: PO Box 56, 
Cumming, GA 30028.

PUBLISHING/INTERNET

TRIPinfo.com - TRIPmedia group is a multi-media information company in Atlanta. 
It produces one publication, two websites, three newsletters, and regional road maps 
serving travel professionals and the public. Its widely recognized database drives 
the print and online media, constantly updated by travel destinations who submit 
their information updates online. Contact: Mark Browning; Address: 3103 Medlock 
Bridge Rd., Norcross, GA 30071; Phone: 770-825-0220; Fax: 770-825-0880; Email: 
mark@tripinfo.com; Website: www.tripinfo.com.

RESTROOMS

PORTABLE SANITATION ASSOCIATION INTERNATIONAL - Trade association 
representing 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 & 
Marketing; Address: 7800 Metro Parkway, Ste. 104, Bloomington, MN 55425; 

Phone: 800-822-3020 OR 952-854-8300; Fax: 952-854-7560; Email: portsan@
aol.com; Website: www.psai.org.

SPONSORSHIP

FESTIVAL MEDIA CORPORATION – Introducing 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 98121; Phone: 206-381-5200; Fax: 206-621-9339; Email: jshanklin@festme-
dia.com; Website: www.festmedia.com.

IEG - Leading provider of information/expertise on sponsorship. Publisher of IEG: 
Sponsorship Report, Directory of Sponsorship Marketing, Legal Guide to Sponsorship. 
Producer: Event Marketing Seminar Series. Analysis: IEG Consulting. Contact: Penny 
Perry; Address: 640 N. LaSalle, Ste. 450, Chicago, IL, 60654; Phone: 312-944-1727; 
Fax: 312-944-1897; Email: penny@sponsorship.com; Website: www.sponsorship.com. 

TICKETING/WRISTBANDS

COMPLETE TICKET SOLUTIONS – CTS provides full service box offi ce manage-
ment including: branded internet & phone sales, event day staffi ng, credit card pro-
cessing, bar-coding & scanning, ticket printing, and consulting. Contact: 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.

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 Ven-
ture Circle, Orlando, FL 32807-5370; Phone: 888-695-6220; Fax: 470-679-3383; 
Email: info@pchopper.com; Website: www.pchopper.com.

Continued from page 31

have worked more hours,” they may say, “I wish I got more 
out of the hours I worked.” It’s not all about making a good 
living… it’s about having a good life! Wherever you put 
your time, your focus and your energy is where you will get 
the greatest results.

Michael Guld is an author, speaker, entrepreneur and 
radio commentator whose business development exper-
tise lies in the “soft skills”; increasing sales performance, 
marketing exposure, employee productivity and creating 
a world-class service experience.  He is the president 
of The Guld Resource Group and creator of “Talking 
Business with Michael Guld,” airing on Central Virginia’s 
Public Radio and heard at www.talkingbiz.net. He can 
be reached at (804) 360-3122 or at michael.guld@
guldresource.com.
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“SponsorFest® is easy to use and delivers the right information”
-Ira Rosen, Entertainment On Location

“SponsorFest® is easy to use and delivers the right information”
-Ira Rosen, Entertainment On Location

“This is a tool you cannot work without”
Kay Wolf, CFEE, City of Hidalgo

SponsorFest® is designed expressly to bring new
national sponsors to your event, and is the most
advanced sponsorship sales support service
available. SponsorFest puts you in control to

create sponsor packages and manage offers from
national sponsors—all from your desktop with a
simple sponsorship agreement that you can
approve online.

This is Your Key to Your Success

Subscribe to SponsorFest® Today
to subscribe go to:

www.festivals.com/backstage

Festival Media Corporation • 2033 Sixth Avenue, Suite 810 • Seattle, WA 98121 • 206.381.5212 • sponsorfest@festivals.com

“This is a tool you cannot work without”
Kay Wolf, CFEE, City of Hidalgo

a service of Festival Media Corporation

http://www.festivals.com/backstage
mailto:sponsorfest@festivals.com
http://www.festivals.com/backstage


ATTRACTIONS

Fantasy World Entertainment
124 Jibsail Drive
Prince Frederick, MD, 20678
Phone: 800-757-6332
Fax: 410-414-3829
www.fwworld.com
Brooks Grady, Co-CEO
Email: brooks@fwworld.com
Amusement Rental Company, Interactive 
Attractions – Photo Fun, Infl atables, Casino, 
Mechanical Rides, Foam Dancing, DJs, Mu-
sic Videos, DVD Dance Parties, Bull Riding, 
Game Shows, Charter Fishing, & more.

BANNERS/FLAGS

dfest™ - Dixie Flag Events Services Team
P.O. Box 8618
San Antonio, TX 78208
Phone: 210-227-5039
Fax: 210-227-5920
www.dixiefl ag.com
Pete Van de Putte, Jr., CFEE, President
Email: pete@dixiefl ag.com
The ONE SOURCE for creative design, 
custom decorations, street banners, mascots, 
video marketing, and installation for events. 
All services tailored to fi t your unique needs.

First Flash! Line
6528 Constitution Drive
Fort Wayne, IN 46804
Phone: 800-213-5274
Fax: 260-436-6739
www.fi rstfl ash.com
Jeff Mettler, President
Email: contact@fi rstfl ash.com
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.

CABLE PROTECTION

Checkers Industrial Products, Inc.
620 Compton Street
Broomfi eld, CO 80020
Phone: 800-438-9336
Fax: 720-890-1191
www.checkersindustrial.com
Cathi McBride
Email: cmcbride@checkersindustrial.com
Manufacturer: Cable and hose protection 
systems. Provides a method of safe passage 
for vehicles and pedestrian traffi c. Protects 
electrical cable and hose lines from damage.

COMMUNICATIONS

Wholesale Radio Rental
15255 Gulf Fwy., #178B
Houston, TX 77034
Phone: 281-922-5150
Fax: 281-922-5158
www.wholesaleradiorental.com
Chad Knight, Sales Manager
Email: chad@wholesaleradiorental.com
We provide 16 channel Motorola radios with 
accessories. Offi ces in Houston, TX and 
Sulphur, LA. Give us a call for your next event.

EQUIPMENT RENTAL

National Event Services
15319 Chatsworth Street
Mission Hills, CA 91345
Phone: 800-352-5675
Fax: 818-221-6193
www.rentnational.com
Sarah Torres
Email: stores@rentnational.com 
National Event Services provides temporary 
fence, portable restrooms, mobile storage 
& temporary power. Service from coast to 
coast. For a free quote call 1-800-352-5675. 

ENTERTAINMENT/
TALENT

Betsy DuBois Agency
760 Valley View Circle
Aurora, OH 44202
Phone: 888-761-9098
Fax: 330-995-6152
www.betsydubois.com
Betsy DuBois, Owner
Email: betsy@betsydubois.com
Talent Transcends the Ordinary! Represent-
ing Ball in the House, The Zucchini Brothers, 
Lyle Cogen, POST Comedy Theater, 
Alexander, the Jesters, Karen Montanaro, 
and Catskill Puppet Theater.

EVENT

San Jose Holiday Parade
200 E. Santa Clara
San Jose, CA 95113
Phone: 408-793-4170
Fax: 408-292-6435
www.holidayparade.com
Ed Bautista, CFEE, Executive Director
Email: ed.bautista@sanjoseca.gov.
Join us for the 27th Annual Parade on 
December 6, 2008!

FIREWORKS

Zambelli Fireworks Internationale
P.O. Box 1463
New Castle, PA 16103
Phone: 800-245-0397
Fax: 724-658-8318
www.zambellifi reworks.com
Douglas Taylor
Email: zambelli@zambellifi reworks.com
America’s leading manufacturer and premier 
exhibitor of domestic and international fi re-
work displays. Spectacular custom-designed 

indoor and outdoor productions, electronically 
choreographed to music and lasers.

Pyrotecnico
P.O. Box 149
New Castle, PA 16101
Phone: 800-854-4705
Fax: 724-652-1288
www.pyrotecnico.com
Stephen Vitale
Email: svitale@pyrotecnico.com 
America’s leading supplier of quality fi reworks 
displays, indoor & close proximity pyrotech-
nics and special effects including fl ames, 
cryojets, and confetti & streamer cannons. 

INFLATABLES

Big Events, Inc.
1613 Ord Way
Oceanside, CA 92056
Phone: 760-477-2655
Fax: 760-477-2656
www.bigeventsonline.com
Charlie Trimble
Email: charles@bigeventsonline.com
Big Events, Inc. is your source for quality 
helium parade balloons, helium spheres & 
blimps, lighted spheres and one-of-a-kind 
giant infl atables.

Dynamic Displays/Fabulous Infl atables
5450 W. Jefferson
Detroit, MI 48209
Phone: 519-254-9563
Fax: 519-258-0767
www.fabulousinfl atables.com
Stephen Thomson, President
Email: steve@fabulousinfl atables.com
Designs, manufacturers, rents – costumes, 
props, fl oats, helium balloons and activities 
in the infl atable medium. Offers a complete 
and fl exible service package, internationally.

It is our pleasure to send you the new “2008-09 IFEA Who’s 
Who in Festivals & Events Advertisers Guide,” a special supple-
ment to the “2008-09 IFEA Who’s Who in Festivals & Events Elec-
tronic Membership Directory & Buyer’s Guide.” We are providing 

the IFEA Membership Directory and Buyer’s Guide in electronic for-
mat for all of our members worldwide. You can access the informa-
tion from the enclosed disc, from our Members-Only section of our 
website at www.ifea.com, copy it directly into your computer hard 
drive so that you can carry it with you for easy access at all times, 
or you may choose to print out a hard copy to keep nearby. The 
“2008-09 IFEA Who’s Who in Festivals & Events Electronic Membership 
Directory & Buyer’s Guide” is searchable just like a printed version 
and can be viewed full screen in a .pdf full-color version.

The “2008-09 IFEA Who’s Who in Festivals & Events Advertisers 
Guide” that you are now looking at is a special desktop reference 
to the advertisers found in the Electronic Membership Directory & 
Buyer’s Guide. These advertisers, in a multitude of categories that 
can help to ensure your success, represent the leading vendors and 
suppliers to the festivals and events industry. We encourage you to 
keep this handy guide close-at-hand for whenever you need quick 
access to the most creative and helpful resources in our business. 
And when you contact them, be sure to tell them that you got their 
information through the IFEA.

Please let us know if we can be of any assistance. We wish you a 
year full of successful festivals, events and celebrations!

2008-09 IFEA Who’s Who in 
Festivals & Events Advertisers Guide

MARKETPLACE
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INSURANCE

Allied Specialty Insurance
10451 Gulf Blvd.
Treasure Island, FL 33706
Phone: 800-237-3355
Fax: 727-367-1407
www.alliedspecialty.com
Rick D’Aprile, President
Email: info@alliedspecialty.com
America’s leader in specialty insurance 
needs. Custom coverage for your fair, 
festival, or special event. Provides 
prompt, effi cient claims service and 
processing 24 hours a day.

Haas & Wilkerson Insurance
4300 Shawnee Mission Parkway
Fairway, KS 66205
Phone: 800-821-7703
Fax: 913-676-9293
www.hwins.com
Carol Porter, CPCU, Broker
Email: carol.porter@hwins.com
With more than fi fty years experience 
in the entertainment industry, Haas 
& Wilkerson provides insurance pro-
grams designed to meet the specifi c 
needs of your event. 

HCC Specialty Insurance
401 Edgewater Place, Ste. 400
Wakefi eld, MA 01880
Phone: 800-927-6306
Fax: 781-994-6001
Melissa Maybury
Email: mmaybury@hccsu.com
www.hccsu.com
HCC Specialty Underwriters is a 
leading provider of event insurance 
including special event liability, 
weather, event cancellation, and 
promotional insurance.

K & K Insurance
1712 Magnavox Way
Fort Wayne, IN 46804
Phone: 866-554-4636
Fax: 260-459-5800
www.kandkinsurance.com
Dale Johnson, CFEE, CIC, 
Marketing Director
Email: dale_johnson@kandkinsurance.com
Serving more than 250,000 events, 
offering liability, property, and 
other specialty insurance coverages 
including parade, fi reworks, umbrella, 
volunteer accident, and Directors and 
Offi cers Liability.

MERCHANDISING

ChemArt
15 New England Way
Lincoln, RI 02865
Phone: 800-521-5001
Fax: 401-333-1634
www.chemart.com
Lee Rush
Email: lrush@chemart.com
Manufacturer of custom-made 24K 
gold dimensional ornaments and 
collectibles of real life objects and 
images meaningful to organizations.

PINS/EMBLEMS

Maxwell Medals & Awards
1296 Business Park Dr.
Traverse City, MI 49686
Phone: 800-331-1383
Fax: 231-941-2102
www.maxmedals.com
Jon Scott
Email: maxwell@maxmedals.com
Provides medals, pins, patches, 
plaques, trophies, and more! 

Milestone Products
154 W. Pomona Ave.
Monrovia, CA 91016
Phone: 626-301-4226
www.milestoneproducts.com
Nancy Chapman Melekian, CFEE, 
President
Email: nancy@milestoneproducts.com
Designs and produces high quality 
lapel pins, sets, and pin programs. 
Any process keychains, buttons, em-
broidered patches & other imprinted 
specialty advertising items available.

PUBLICATIONS

TRIPinfo.com
3103 Medlock Bridge Rd.
Norcross, GA 30071
Phone: 770-825-0220
Fax: 770-825-0880
www.tripinfo.com
Mark Browning, President & CEO
Email: info@tripinfo.com
TRIPmedia group is a multi-media 
information company in Atlanta. It 
produces one publication, two web-
sites, three newsletters, and regional 
road maps serving travel professionals 
and the public. 

SECURITY

ELITE Security Services
1212 North Main Street
Oshkosh, WI 54901
Phone: 888-747-7648
Fax: 920-235-8395
www.elitesecurity247.com

David Cihlar
Email: david@teamelite247.com
From concept to completion, we 
are your security team! Services 
include risk assessment, security 
coordination, strategic planning and 
armed/unarmed security offi cers. 
Nationwide service.

SPONSORSHIP

Festival Media Corporation
2033 6th Avenue, Ste. 810
Seattle, WA 98121
Phone: 206-381-5200
Fax: 206-621-9399
www.festmedia.com
Jim Shanklin, Executive Vice 
President 
Email: jshanklin@festmedia.com
Introducing SponsorFest ™. Get a 
FREE Festivals.com listing and be 
eligible for national sponsorship. Pay 
only when we succeed.

TICKETING/
WRISTBANDS

MedTech Wristbands
7380 Sand Lake Road, Ste. 500
Orlando, FL 32819
Phone: 800-361-1259
Fax: 519-686-9369
www.medtechgroup.com
Email: sales@medtechgroup.com
One of the largest manufacturers of 
wristbands in the world, offering the 
widest selection of colors, patterns & 
styles. Same day custom printing & 
delivery available.

National Ticket Company
P.O. Box 547
Shamokin, PA 17872
Phone: 800-829-0829
Fax: 800-829-0888
www.nationalticket.com
Timothy Timco, VP of Sales
Email: ticket@nationalticket.com
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. 

Price Chopper Wristbands
6958 Venture Circle
Orlando, FL 32807
Phone: 888-695-6220
Fax: 470-679-3383
www.pchopper.com
Gilda Baker
Email: sales@pchopper.com
The widest range of stock designs 
and colors in both ¾ and 1 inch 
widths, with over 200 choices of stock 
bands for same day shipment. 
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ALLIED SPECIALTY INSURANCE
Committed to the Leisure, Entertainment and Amusement Industries.

727.367.6900  • 800.237.3355 • Fax 727.367.1407 • www.alliedspecialty.com • e-mail: info@alliedspecialty.com

This ad from 1987 reflects the business values we held then, and continue to hold
today and into the future. On the threshold of our 25th anniversary, we take a moment
to look back and reflect on our years of service to you, our valued clients in the leisure,
entertainment and amusement industries. At Allied, we've always been there for you,
and we always will be.

Experience.

http://www.alliedspecialty.com
mailto:info@alliedspecialty.com
http://www.alliedspecialty.com
http://www.alliedspecialty.com
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100 innovation
years of

WEB

www.pyrotecnico.com
PHONE

LOCATIONS

800. 854. 4705

We've been designing fireworks shows and searching 

the world for the latest in pyrotechnic innovations for 

118 years. That experience puts dramatic impact and 

new surprises in every display we produce. From music 

festivals to state fairs and arts festivals to regattas, we 

leave audiences breathless with delight.

Our designers have access to thousands of explosives 

and special effects with different sizes, patterns, and 

colors. And, they deliver precise firing using advanced 

technology which can be synchronized to audio, video 

projection and lasers. 

Let us help you thrill your audience at your next event.

Pyrotecnico is America’s most 
creative fireworks display and 
special effects company.

New Castle, PA
Atlanta, GA
Las Vegas, NV

Montgomery, AL
New Orleans, LA
Tampa, FL

2007 Rockets Over the Red festival in 
Shrevport, LA.

A beautiful night is capped off at the 
Sternwheel Festival in Marietta, OH.

A thunderous grand finale of purple and 
gold glitter erupts.

http://www.pyrotecnico.com
www.pyrotecnico.com
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Comfort for any budget.
Call National • 800-352-5675

Comfort for any budget.
Call National • 800-352-5675 •

•
•
•

www.eliteeventsecurity.com
www.eliteeventsecurity.com
mailto:security@teamelite247.com
http://www.rentnational.com
www.fwworld.com


Your complete supplier of medals, lapel
pins, trophies, and awards since 1978.

Ask a Maxwell sales representative 
to send a Frree catalog or visit us 
on the web.

1296 Business Park Drive
Traverse City, MI 49686

Phone: 1-800-331-1383
Fax: 1-231-941-2102
E-mail: maxwell@maxmedals.com 
Web Site: www.maxmedals.com

mailto:maxwell@maxmedals.com
http://www.maxmedals.com
mailto:betsy@betsydubois.com
www.betsydubois.com
www.betsydubois.com
www.betsydubois.com
www.betsydubois.com
www.maxmedals.com
www.maxmedals.com
www.maxmedals.com
mailto:guarddog@cableprotector.com
www.cableprotector.com
www.cableprotector.com


www.chemart.com
www.pchopper.com
mailto:info@pchopper.com
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www.firstflash.com
www.wholesaleradiorental.com


CUSTOMER SERVICE 800-829-0829
TOLL FREE FAX 800-829-0888
e-mail: ticket@nationalticket.com
International 570-672  FAX 570-672-2999
e-mail: intdept@nationalticket.com
www.nationalticket.comP PA 17872

m a d ein theusa

• Sharp & colorful graphics for any special event
• Tear-resistant & waterproof
• Lightweight, ultra-soft, comfortable & durable
• High resolution bar codes with superior readability

Ultra Hi-Res Wristbands
with a splash of color!

Ultra RFID Wristbands
• For use with RFID integrated systems

in applications such as admissions,
lockers, payment and security. 

• One-time use and multi-day use
available.

• Antennae is embedded the entire
length of the wristband for multi-
day use applications.

P A

mailto:ticket@nationalticket.com
mailto:intdept@nationalticket.com
http://www.nationalticket.com
www.nationalticket.com
www.nationaltickt.com
www.nationalticket.com
www.sanjoseholidayparade.com


TRIPinfinfo.com
your trip starts here

12 Years as a Trusted Source!

Deadline: January 31 for 2009 Issue

EXCLUSIVE BONUS to IFEA members:
Purchase an online advertising package and
receive a free, 1/8 page, color ad in the expanded
TRIPinfo.com Resource Atlas & Handbook.

TRIPinfo.com’s Resource Atlas & Handbook is used 
by 30,000 tour operators, group leaders, and travel
agents eager for new experiences – like only 
IFEA members can provide.

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

To participate:
1. Go to www.TRIPinfo.com/submissions/festivals_submit.html
2. Complete your listing
3. Enter the words “09IFEA Member” in the “More Info” box 
4. Choose your TRIPinfo.com package

TRIPinfo.com will contact you to create your 1/8-page, 
$1,000 value, bonus ad!  That’s all there is to starting your 
TRIPinfo.com promotional campaign!

*Per AWStats Filtered Reports removing all search engine spider activity, framed pages, and undelivered & local usage page requests.

Add this IFEA benefit today!  Questions?  Call 770 825-0220.

http://www.TRIPinfo.com/submissions/festivals_submit.html
www.tripinfo.com


www.dixieflag.com


www.hwins.com
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