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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.
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Tampa, FL
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PRESIDENT’S LETTER

Celebration of Human Spirit 
Bonds Us Together

local and national community holiday 
events that can always be counted on to 
lift our spirits and remind us of all we 
still have to be thankful for, as we look 
forward to the upcoming holidays and a 
new year ahead.

And I watched and shared in the emo-
tions of a global celebration that I had 
not seen since the Millennium celebra-
tions of 2000 after the election of the first 
African-American U.S. President. This 
was a celebration at so many levels – for 
political reasons; for historical reasons; 
and for the hope and reinforced beliefs 
in the power of dreams that it instilled in 
people around the world. It reached be-
yond one city, or one country, and swept 
people of countless backgrounds, nation-
alities, ages, genders, races, languages and 
religious beliefs into a common celebra-
tion; but the most important part of this 
celebration was not a political party, or 
a single candidate, or the coverage and 
in-depth explanations by the pundits. The 
most important part was the reminder 
that we all, globally, share many of the 
same hopes and dreams and visions; and 
that there will, fortunately, always be cele-
brations to hold us all together. Celebra-
tions that constantly run within us, as 
people and communities, like the aorta 
domino line, keeping us going, keeping 
us close, keeping us grounded, keeping 
our visions in focus and alive despite any 
unexpected challenges or circumstances 
that we may face.

And as I watched with fascination the 
events that unfold around us every day, I 
was particularly pleased to note that there 
is no particular season for celebration. It 
is there whenever we need it. To remind 
us of whom we are, to bond us together, 
and to provide us with memories that 
become the foundation of who we want 
to be. Best of all, it is our industry that 
is responsible for providing so many of 
those memories, worldwide, and as we 
look to the New Year, that is certainly 
something worth celebrating!

I wish you all a happy, healthy, peace-
ful and prosperous New Year!

I stopped for a few moments over the 
last quarter to look past the headlines 
and endless streams of news coverage, 
analyzing every possible detail of the 
global economic crisis, the wars in Iraq 
and Afghanistan, the rising job loss statis-
tics, and the political finger-pointing, to 
note the underlying, but continuing cel-
ebration of the human spirit that, despite 
more than enough good excuses not to, 
continues to hold us all together. 

And unusually enough, thanks to an 
interest shared between me and my son, 
my thoughts turned to domino-toppling. 
You see, in the sport/art/skill of domino-
toppling, dedicated teams of profession-
als and volunteers spend countless hours, 
days and weeks carefully measuring and 
setting up literally millions of dominos 
that are designed to fall, one at a time, 
resulting in the creation of amazingly 
intricate patterns, special effects, even 
fine art impressions; but most impor-
tantly, a sense of pride and accomplish-
ment for what the domino team was 
able to achieve together for the benefit 
of themselves and their community of 
domino-toppling fans.

After putting in so much work, 
the teams take no chances that some 
unexpected or unplanned problem – a 
loose bird; a falling gum wrapper; a mis-
spaced domino; an unexpected vibration 
– might stop them from accomplishing 
their vision. To insure that their overall 

goals are accomplished, the builders and 
designers include in their plan a con-
stantly running line of single dominos, 
appropriately called “the aorta.” Much 
like the aorta that keeps our hearts pump-
ing when other health problems arise, 
the domino aorta keeps the toppling 
program continuing despite whatever 
unforeseen problems may arise. When a 
crisis occurs, the designers stop and listen 
closely for the aorta domino line, which 
reactivates the program and gets their 
original vision reassuringly back on track. 
The aorta line never stops.

That is what I recognized over the past 
few weeks and months that gave me a 
new feeling of hope and pride for the 
future. As the challenges seemed to be 
building up beyond what we could all 
deal with, I noted the underlying, but 
critical celebrations that continued to tie 
us all together by providing important 
and positive release valves. I watched 
as hundreds of thousands of fans lined 
the streets to cheer the new World Series 
Champion Philadelphia Phillies and 
thank these athletes who provided us 
all with a welcome break from our daily 
concerns; the determination of revelers to 
continue a long-held Halloween tradition 
to decorate, give out candy and provide 
a safe and memorable event for young 
children despite a down economy; the 
parades, military displays, air shows, and 
fireworks as communities and country 
took time to pay tribute to the Veter-
ans and soldiers who have served us so 
unselfishly, and whose service was all the 
more emphasized by the awareness of 
current conflicts around the globe; the 
university and high school homecoming 
celebrations, football games, and dances, 
as much a rite-of-passage as the chang-
ing leaves that lead us into winter; the tra-
ditional gathering of families and loved 
ones for the Thanksgiving holiday in the 
U.S., despite high gas prices and other 
economic challenges; and the millions of 
viewers, live and on television, who still 
looked forward to watching the Macy*s 
Thanksgiving Day Parade, as well as other 
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SPONSOR FORUM
Profitable Ideas For Sponsor Growth
Looking for new ideas to enhance your 
existing sponsorship relationships and 
bring new sponsors to the table? Host-
ing an IFEA Sponsor Forum, can help 
your event move its sponsorship pro-
gram to the next level of productivity.

IFEA will provide you with a turn-key product to 
host a sponsor forum for your event that is afford-
ably priced and requires a minimal investment of 
time to produce.

YOU WILL RECEIVE:

• Invitation templates and host implementation 
timelines and strategies.

• An IFEA-trained Sponsor Forum moderator for 
one day of on-site presentation of our customized 
training program and networking activities.

• Suggestions for add-on components to add value 
and build attendance by sponsors.

• Wrap-up correspondence templates and a check- 
list for follow-up activities to boost renewal and 
gain additional sponsor buy-in.

Investment: $2,000, plus related moderator travel 
expenses. The host event will provide the venue 
and basic AV equipment and is responsible for 
the arrangement of all food and beverage or enter-
tainment functions related to the Sponsor Forum 
designed for their event.

IFEA SPONSOR FORUM BENEFITS 

• Help your sponsors learn new ways to activate 
their sponsorship, increasing exposure and direct 
sales opportunities. 

• Brainstorm ideas for non-cash assets that sponsors 
can bring to the table to leverage their investment 
and add value to your event. 

• Facilitate business-to-business relationships 
among your sponsors and create cross-
promotional programs. 

• Demonstrate methods to measure sponsorship 
efficiency and sales increases. 

• Boost renewals by providing sponsors greater 
buy-in to your event and the business relationships 
you can provide. 

• Thank sponsors by providing an internationally-
endorsed learning tool, networking platform and 
business builder rolled into an entertaining and 
results-focused half day.

“The sponsors that attended our first ever IFEA 
Sponsor Forum commented that this was the best 
event that has ever been offered to them to better 
activate their sponsorship, learn more about our 
Grapevine events, and identify ways to cross-market 
their products to others. Some sponsors learned of 
other opportunities that we have for them to gain 
more exposure through other events and I believe 
we will grow our sponsors due to this.” 

Gayle Hall, CFEE 
Director of Festivals and Events

Grapevine Convention & Visitors Bureau
Grapevine, TX

FOR MORE INFORMATION ON BOOKING YOUR SPONSOR FORUM DATE CALL:
Penny C. Reeh, Associate Director of Business Development • Phone: (830) 997-8668 Email: penny@ifea.com
Ira Rosen, CFEE • IFEA Associate Director of Business Development • Phone: (732) 701-9323
Email: ira@ifea.com • Website: www.ifea.com

International Festivals & Events Association

mailto:penny@ifea.com
mailto:ira@ifea.com
http://www.ifea.com
http://www.ifea.com/education_main.htm
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CURRENT EVENTS

One strategy to this dilemma can be 
found in an unlikely place: real estate 
developments. “Unlikely” because these 
residential and commercial projects them-
selves are facing especially tough times 
during this downturn. Which means that 
formerly high-flying marketing budgets are 
being cut to the bare bones.

Fortunately, in the midst of these 
troubles, opportunity resides for strate-
gic synergies. Case in point: while they 
may be cutting expensive television and 
magazine ads, real estate developments 
still need to sell their product in order 
to stay in business. At the same time, for 
many special events, one of the biggest 
expenses involves renting a venue.

What if the two groups could work 
together with the development pro-
viding a reduced cost venue while the 
festival brings prospective buyers to the 
property as part of their event?

Well, that’s exactly what is happening 
all across the country as development 
projects and festivals team up to enjoy 
a mutually-beneficial relationship. This 
month Current Events looks at several 
examples.

Where the Beach Meets the 
Festival

Located along the white sands of 
Florida’s panhandle, Walton County’s 
Highway 30A is home to some of the 
South’s most successful beach develop-
ments. Most of these projects, such as 
the Seaside neighborhood (www.sea-
sidefl.com) which served as the setting 
for 1998’s Truman Show movie, em-
brace the concept of “New Urbanism.” 
This increasingly popular development 
strategy involves integrating traditional 
planning and architecture principles 
that support pedestrian friendly streets, 
sidewalks, and buildings. 

One of the leading locales for New 
Urbanism can be found along a 10 mile 
stretch of Highway 30A where no less 
than five New Urban communities are 
in different stages of development. Not 
surprisingly, with their emphasis on 
public open spaces and walkable streets, 
these same developments make great 
venues for many special events.

Indeed, each year projects like Alys 
Beach, Watercolor, Rosemary Beach, and 
Water Sound find themselves hosting a va-
riety of festivals such as the recent Seeing 
Red Wine Festival (http://www.seasidefl.
com/seered.asp) and Telluride Mountain-
Film Tour (http://www.mountainfilmfl.
com). In both cases, a 30A development 
served as host to the event—offering what 
we are told is subsidized venue space in 
return for the numerous attendees that the 
festivals bring onto their property.

Indeed, were it not for these collabor-
ative efforts, many festivals would likely 
be forced to rent a more conventional 
commercial event space while at the 
same time the development would lose 
the numerous guests that might not 
otherwise visit the project. 

A High Tech Introduction
Another benefit of teaming with a 

development is that doing so can reduce 
the overall rental investment for new 
and innovative festivals that may be 
looking to get off the ground. A great ex-
ample along festival-laden 30A was Alys 
Beach’s (www.alysbeach.com) cutting-
edge Digital Graffiti Festival last Fall. 

The award-winning Alys Beach project 
utilizes authentic stucco buildings that 
meld English and Spanish styles into a 
brilliant white tapestry of Caribbean ar-
chitectural touches from Bermuda, Anti-
gua, and Guatemala. Not only does this 
present itself beautifully against the deep 

blues of the adjacent Gulf of Mexico, but 
it also makes for a near perfect projec-
tion screen on the building’s walls.

So, when the idea of developing a 
festival that displays the growing art 
of digital graffiti, organizers realized 
that Alys Beach would make the perfect 
venue. However, like many nascent 
events, nobody knew for certain how 
popular the festival would become. 

Therefore, rather than rent expensive 
projection screens at a commercial 
venue, the development and the festival 
realized the synergies and opted to stage 
the event within this coastal real estate 
development. 

Ultimately, though thundershowers 
limited the scope of the festival, the mu-
tually beneficial relationship was readily 
apparent. Alys Beach would realize 
guests from across the country for a very 
hip festival while the organizers would 
save some venue costs in addition to 
placing their event at one of the South’s 
most dramatic and pedestrian-friendly 
real estate developments.

Tough Times, Clever 
Strategies

Fortunately, these types of collaborative 
strategies aren’t limited to just Florida’s 
Highway 30A. Instead, if your festival is 
facing tightening budgets, consider scout-
ing out the most walkable real estate proj-
ects in your area and then approaching 
the developer about serving as a “venue 
sponsor.” The arrangement typically 
requires no upfront cash by the develop-
er—a good thing for their budgets, too. 

Rather, they trade their parks, sidewalks, 
and other open spaces in exchange for in-
creased foot traffic from your festival and 
the publicity that goes along with it. 

A clever strategy for these increasingly 
tough economic times.

By Chad Emerson

In tough economic times like these, it’s not uncommon to discover that some of your 
event’s past funding sources are cutting back, if not entirely eliminating their support. This 
is especially true for festivals and events that rely on heavy doses of charitable giving or 
government spending as both of those groups are confronting their own tighter budgets.
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Strategies for Tough Times
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TRIPinfinfoo..com
your trip starts here

13 Years as a Trusted Source!

Deadline: March 1 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.tripinfo.com
www.tripinfo.com
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Kelven Tan, CFEE

PEOPLE

IN CONVERSATION

The Singapore Sports Council (SSC) is Singapore’s lead 
agency tasked with developing sports in Singapore. Our 
vision is to create a Sporting Singapore where Sports is a 
way of life. SSC aims to develop sports champions and cre-
ate enjoyable sporting experiences for Singapore through 
the three strategic thrusts of cultivating a sporting culture, 
achieving sports excellence and creating a vibrant sports 
industry. Formed on the first of October, 1973, SSC is a 
statutory board under the purview of the Ministry of Com-
munity Development, Youth and Sports.

How did you get into events?
It all started with the question, ‘what do I want to achieve in my life?’ 

After three years of soul searching while I was in college, I realized that one 
great motivation in my life is to make people happy. I feel accomplished 
when I see people’s mouths ajar in amazement when watching a show. 
I believed that I have the talent to make people forget their troubles and 
make them happy for a moment of time. It was very meaningful for me. 

It was further fuelled when I started performing and producing small per-
formances to big shows. Then, came great events followed by great festivals. 
Despite the magnitude or size of the event, the entertainment value of every 
single event stands out and creates huge excitement among the audience. And 
indeed, it is a blessed feeling for me that as an ordinary human being, I am 
able to create those moments of “eternity” for each person watching. To top it 
off with thunderous applause, smiles and cash, makes it all worthwhile.

What has been your biggest professional challenge?
Initially, it was building teams from scratch for different events in different 

countries. Pulling people from diverse backgrounds together to understand 
and execute a shared vision and succeed well was not easy. Also, I was always 
on the go with different projects in different countries. I would develop teams 
and have to leave to build another team somewhere else. It was a bitter-sweet 
roller-coaster ride of achievements and departures. Later in my career, the pro-
fessional challenge was to sustain a festival’s success throughout years. 

Today, there are new challenges. The challenge is to come up with a festi-
val that is so successful that it eventually becomes adopted as part of people’s 
lifestyle and culture. For example, Jean McFadden created Macy*s Thanksgiv-
ing Day Parade more than 25 years ago. Today, it is an established part of the 
American Thanksgiving celebrations. I believe one day, I can deliver such a 
festival which can be the start of new celebrations for a lifetime.

There are about 1500 festivals around the world and I have only visited 
about 200 of them. This presents me another unique challenge: How much 
more life I need to live to enjoy the celebration of man and his society?

FACTS ON FILE
Years in Business
26 years in events management.

Degree:
Bachelor of Arts (National University 
of Singapore) (majoring in English 
Language and Sociology).

Family:  
Married with 2 children

Last business book read:
From Good To Great
by Jim Collins

Kelven Tan, CFEE
Chief, Sports Marketing Group
Singapore Sports Council (SSC)
230 Stadium Boulevard Singapore 
397799
+65 6345-7111
kelven_tan@ssc.gov.sg
www.singaporesports.sg
www.ssc.gov.sg

mailto:kelven_tan@ssc.gov.sg
http://www.singaporesports.sg
http://www.ssc.gov.sg
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Festivals & Events Ontario (FEO) 
(Canada) has announced details for 
its upcoming 2009 Conference, to be 
held March 4-7, 2009, at the Burlington 
Holiday Inn Hotel & Conference Cen-
tre, approximately 25 minutes west of 
Toronto, Canada. The conference theme 
is “Growing into the Future.” 

The 2009 Conference is expected to draw 
close to 300 delegates. Confirmed speak-
ers include IFEA President Steve Schmader, 
CFEE, incoming IFEA Chair Tom Bisig-
nano, CFEE, IFEA North American Director 
Ira Rosen, sponsorship expert Sylvia Allen, 
and CFEE instructors Eric Martin, Esq., 
CFEE, and Becky Genoways, CFEE.

Approximately forty other speakers 
from the industry have been invited to 
present and lead discussions at stand-
alone sessions, panels, and interactive 
roundtables, covering topics such as 
sponsorship, education, volunteers, cus-
tomer service, event management, social 
media—Web 2.0, the regulatory environ-
ment, and more.

The Drum Café will provide the open-
ing keynote, and the closing keynote will 
be delivered by David Chernushenko, a 
leading Canadian sustainability commu-
nicator, whose talk on inspiring people to 
work together for a better quality of life 
fits nicely with the conference theme.

For the past several years, FEO has 
offered the IFEA’s CFEE program as part 
of its conference, giving those Canadians 
unable to make it to the annual IFEA 
convention an opportunity to pursue this 
valued program.

Through its membership, FEO rep-
resents more than 1,200 stand-alone 
festivals and events and industry suppliers 
including celebrations marketed on an in-
ternational, provincial/regional, and local 
scale. Founded in 1987, the not-for-profit 
association is represented on the newly es-
tablished IFEA Global Roundtable Council 
by Thérèse St.-Onge and Gary Masters, the 
chief executive of the FEO organization.

What do you do to relax? 
I love to travel and scuba-dive. They 

give me the feeling of entering into a 
different reality full of surprises and 
beauty. To me relaxing is recharging in 
silence. That’s when the universe speaks 
the loudest. Creating memories and 
entertainment programmes takes a lot 
of energy from me. Basically, I recharge 
and get inspired for the next project.

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

“Be still. The pond reflects best 
when it is still.” 

“You are the master of your words 
before you speak and slave after you 
have uttered.”

“Be present in the moment, that’s 
the only reality.”

Personal Philosophy
For a long time I was searching  

for the answers to ‘what am I doing?’ 
and ‘where am I heading?’ That has 
sometimes found me in an endless 
search of emptiness and bewilder-
ment. One fine day, I came to realize 
that the journey I am making is the 
meaning of life. What I carve and leave 
behind is the legacy that would make 
me part of everyone’s memories. So, I 
will never move far from creating great 
events and festivals, as that is  
my journey. 

Other Experiences
‘Boi Bumba’ festival in Brazil 

celebrates Amazon culture for 3 days 
and 3 nights. The most interesting 
aspect of the festival is where everyone 
completely soaks in the celebrations. 
Everyone becomes part of the celebra-
tion. The whole festival is full of co-

lour and spontaneity. Everyone knows 
what to do and plays their part during 
the festival. The whole town partici-
pates and erupts with joy and fun.

Another event that would stay in  
my memory is the ‘Swing Singapore.’ 
In 1988, I conceptulised and produced 
Singapore’s first ever street party, 
showing the world the ‘wild side’  
of Singaporeans. Down the entire 
stretch of Singapore’s shopping  
paradise -Orchard Roard, 200,000 
people turned out and partied from  
7 p.m. until late in the morning.  
Coordinating with more than 30 
government agencies within a period 
of 30 days and staging a phenomenal 
party with broadcast elements, was the 
most stressful part of my life. It was a 
party with no rehearsal and variables 
with no precedence. I went with good 
faith and was rewarded with a success-
ful event.

Logo Resources

Festivals & Events are Growing Into the Future.

Contact:
Gary Masters
Executive Director
Festivals & Events Ontario
5 Graham St., Suite 301
Woodstock, ON N4S 6J5
Canada
T +1 519-537-2226
director@festivalsandeventsontario.ca 
www.festivalsandeventsontario.ca

mailto:director@festivalsandeventsontario.ca
http://www.festivalsandeventsontario.ca
http://www.festivalsandeventsontario.ca
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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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As I wrote this, a US $700 billion Wall Street rescue package was introduced, 
defeated, reworked, and finally approved, with no guarantee it will work. Hun-
dreds of billions have been wiped off global markets. Companies are failing 
– BIG companies. Businesses of all sizes are being crippled by the cost of 
finance. Foreclosures are skyrocketing. Retirement accounts are plummeting. A 
lot of people are panicking. No one really knows what is going to happen, how 
fast, and if there is anything that can be done that will change the eventual out-
come. In short, it’s ugly out there. Really ugly.

By Kim Skildum-Reid

Most corporations are not in imminent danger of the 
whole company collapsing, but many are talking about 
big cutbacks. In the past, sponsorship has continued to 
grow in times when marketing and advertising spends 
have dropped, but I wouldn’t bet on that being the case. 
In fact, I don’t think there is a single scenario that I would 
bet on at the moment. Uncertainty rules, and it’s very 
hard to make strategic decisions when the entire global 
economy is sitting on a knife’s edge.

So, what’s a sponsor to do? Do sponsorship seekers need 
to be changing their strategies? Honestly, I don’t know 
what is going to happen anymore than anyone else. What I 
do know is that we should all be prepared for leaner times 
and form strategies and fall-back positions if that happens.

Scary economy basics for sponsors
If you’re like most sponsors, you have a portfolio with 

at least some of the following characteristics:
Your biggest expenditures are tied up in multi-year deals

• Most of your sponsorships revolve around a stan-
dardised benefits package (logos, tickets, hospitality, 
and endorsement)

• A significant portion of your sponsorships are  
underperforming

• A proportion of your sponsorships could only be 
classed as dead wood

• You have a significant leverage budget, typically 50-
150% of your spend on sponsorship fees (but I’ve  
seen a lot more and a lot less)

• You have a community/charity portfolio that is  
largely un-leveraged

If any of this looks familiar, I have some good news: 
There is no need to panic. You can get better results from 
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your sponsorship portfolio and probably 
spend less doing it.

MANAGING MANDATORY 
BUDGET CUTS

What if you’re told by the powers that 
be to cut all marketing-related budgets 
by 20%? Or cut sponsorship by 30%? Is 
that wise? Realistic? Even possible? That 
depends.

What does your budget look like?
The first consideration is the propor-

tion of your sponsorship budget that is 
tied up in multi-year contracts. If 90% of 
your budget is committed to paying the 

rights fees for sponsorships with a year 
or more to run in their contracts, your 
options for reducing your sponsorship 
budget are going to be very limited.

The second consideration is the 
amount you currently budget for leverage. 
If you are spending another 50% or 100% 
or 200% of the amount you spend on 
rights fees to leverage the sponsorship, 
you definitely have some scope for cost 
reduction. I’m not for one second saying 
that you should leverage less – in fact, 
I think most sponsors are not leverag-
ing enough – but there are a number of 
techniques that will allow you to leverage 
more effectively at a much lower cost. Us-

ing those techniques (see below for more 
on these), most sponsors could reduce 
their incremental leverage spend to 15-
20% of their investment in rights fees. 

Wisdom vs convention
Okay, so let’s just say that you have a 

lot of budget tied up in multi-year con-
tracts and that you are already leveraging 
very cost-effectively. In that case, there is 
little scope for cost reduction, but that’s 
not necessarily a bad thing. 

While I’m not a believer in spending 
your way out of trouble, I think compa-
nies should think twice before cutting the 
guts out of their sponsorship programs.

When sponsorship is done poorly, 
there really isn’t any faster way to waste 
money. When it is done best-practice, 
however, there is no more powerful mar-
keting media than corporate sponsorship. 
It’s flexible, creative, creates and under-
pins authentic relevance with your target 
market, and provides an unparalleled 
opportunity to add value to your relation-
ships with those markets. No other media 
can do all of that.

When looking at marketing cuts, 
I strongly suggest that you make the 
deepest cuts in the marketing areas that 
are providing the lowest returns – that 
is, being least effective at changing the 
perceptions and behaviours of your target 
markets, hence, making you the least 
amount of money.

If sponsorship isn’t delivering and 
probably won’t – a situation most likely 
caused by poor selection, management 
apathy, or both – then by all means, put 
sponsorship first on your list for budget 
cuts. It might be a blow to the ego, but 
you probably shouldn’t have been doing 
it in the first place.

On the other hand, if your sponsorship 
program is delivering real returns, or if the 
only thing standing in the way of those 
big returns is some best-practice education 
and inspiration, then stick with it. Invest in 
some staff training or coaching, if required, 
but don’t abandon the most flexible, 
creative, personally relevant, and emotional 
salient marketing tool you have.

AUDIT YOUR PORTFOLIO
I’m a big fan of portfolio audits, in 

general. Doing a thorough audit will tell 
you what is and isn’t working in your 
sponsorship portfolio, what could work 
if it were approached or leveraged more 
effectively, and what could work if it were 
renegotiated. All up, it’s a worthwhile en-
deavour, even in good times. In uncertain 
times, however, it is an absolute necessity.

Auditing has aspects of cost savings, 
through cutting out non-performing spon-
sorships, but will also identify areas where 
you can get much better returns for your 

Doing a thorough audit will 
tell you what is and isn’t 
working in your sponsorship 
portfolio, what could work if 
it were approached or lever-
aged more effectively, and 
what could work if it were re-
negotiated.
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investments. In an audit, you will examine 
every investment in your sponsorship 
portfolio against the key areas of fit:

• Is it relevant to a significant segment of 
our target markets?

• Is it a natural fit with our brand attri-
butes and values?

• Does it provide the tools (benefits and 
information) we need to meet our 
objectives?

Auditing also looks at the portfolio 
as a whole, working out if there are any 
significant deficiencies, overlaps, or holes.

From this audit process, you would 
divide your portfolio into four groups:

• No hope – These are sponsorships that 
have no hope of ever working for your 
brand. They should be exited at the end 
of the contract and no effort should be 
made to leverage them for the duration 
of the contract. That’s just throwing 
good money after bad.

• Renegotiate – Renegotiating better or 
more appropriate benefits can happen 
at renewal time or during the term of 
the sponsorship. Mid-term negotia-
tions can result in better benefits, but 
you are unlikely to negotiate to a lower 
level.

• Commit to improved leverage – If a 
sponsorship has the right fit, but is not 
being leveraged thoroughly or creativ-
ity, there is a lot of scope for improve-
ment.

• Leave alone – These are performing 
and don’t need any major changes, 
aside from a regular freshening up, to 
keep performing

It would be remiss to say that this 
audit overview is anything other than a 
gross oversimplification of a multifaceted 
process. 

EMBARK ON A STRATEGY OF 
AMBUSHING UP

Before you get the wrong idea, this 
recommendation is not about embark-
ing on a strategy of ambushing events 
you don’t sponsor. Rather, this is about 
reconsidering whether you really need 
naming rights or a major sponsorship, 
considering lower level sponsorships, and 
leveraging them so well that you look like 
a much bigger sponsor than you really 
are – in effect, “ambushing” the bigger 
sponsors.

I believe many sponsors invest at a 
higher level than they really need, often 

driven by some combination of the 
misguided belief that it’s visibility that 
provides the results (it’s leverage that pro-
vides the results) and corporate ego.

I am a proponent of this strategy, even 
in good times, as it is really just based on 
the concept of making the absolute most 
of the investments you have. That’s never 
going to be a bad idea.

In lean times, however, rethinking 
whether you are paying for a bigger pack-
age than you really need to achieve your 
goals is essential. The answer may be that 
you need the full compliment of benefits 
at that high level to provide you with the 
best platform for leverage. On the other 
hand, you may decide that a sponsorship 
that costs you half or a third as much, but 
is leveraged thoroughly and in line with 
best practice, is more appropriate.

As we are talking about a shift in the 
cost of the sponsorship fee, it is unlikely 
you will be able to renegotiate to a lower 
package in the middle of a contract. You 
should be asking the question with po-
tential new investments. 

It’s also an appropriate strategy at renew-
al, if you believe you have been investing at 
too high a level, but be prepared for pres-
sure from your partner, who won’t want 
to lose the revenue. If it degrades to the 
partner threatening to sell the major spon-
sorship to your competitor – thus blocking 
you out – if you don’t renew at the higher 
level, try to keep your strategic focus. 

There are investments that will make 
sense for your brand and in the current 
economy at one dollar amount, but don’t 
make sense at twice or three times the 
amount. Leave your ego at home and play 
your own game. Just because your com-
petitor might be willing to pay doesn’t 
make it a more strategic or cost-effective 
investment for your brand.

RENEGOTIATE
In a scary economy, renegotiating will be 

one of the best and fastest ways to improve 
the performance of your investments. This 
could happen as the result of a formal 
audit process or as a general strategy to 
improve results from current investments.

When renegotiating, the key is to 
start with the big idea. Take away all the 
rules, history, and budget constraints – at 
least for the duration of the brainstorm 
process – and hold a group brainstorm 
around the following key question:

If we could do anything we wanted with 
this sponsorship, what would we do to 
achieve our objectives and add real value 
to our relationships with target markets?

Assume for the moment that you could 
get anything you wanted from the event 
and that nobody – not the event and not 
your senior executives – would tell you 
“no.” Let yourselves have the big, crazy 

ideas. Get other departments involved, 
creating buy-in and shared vision. After 
a bit of vetting out, the result will be a 
creative, thorough leverage plan. 

Alongside that will be a list of benefits you 
will need from the event to make it happen 
and, most likely, another list of benefits 
you’re getting from the event that do not 
support what you are really trying to achieve. 
This will be your renegotiation plan.

This strategy works extremely well 
during the renewal process, where it can 
create additional value at the same time it 
signals a new era for that sponsorship re-
lationship. It can also be applied to new 
sponsorships, ensuring that you know 
what you will do with the sponsorship, 
and what you need in order to achieve 
that, before making any commitments.

Where it can get a bit tricky is when 
you renegotiate during the term of a 
contract. It is absolutely doable, but I 
recommend the following:

1. Go in with the reassurance that you 
are not trying to reduce your financial 
commitment (that would be unlikely 
to happen, anyway). 

2. Make it clear that your goal is to get 
the most out of this sponsorship, 
but that you don’t think the benefits 
you are currently getting are the most 
appropriate for your needs. 

3. Take your lumps. Admit that you haven’t 
done the best job of leveraging the 
sponsorship, but that is going to change, 
but they need the raw materials – the 
benefits – to support that initiative.

4. If they seem at all reticent, you may want 
to add that times are tough and that you 
will need to be ruthless at renewal time. 
If this sponsorship continues to under-
perform, it will unlikely be renewed.

5. Be fair. Do not expect additional ben-
efits without giving some back. You are 
exchanging benefits you don’t need for 
benefits you do, not demanding freebies.

6. Make it good for them. The results of 
this process should be a highly lever-
aged, creative sponsorship operating at 
peak performance. This is as good for 
them (it’s a living case study of why it’s 
good to sponsor them) as for you. But 
go the extra yard and ask if they have 
any marketing initiatives that they’re 
working on. It’s quite possible you can 
help them to achieve one or more of 
their goals while achieving yours.
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LEVERAGE SMARTER  
(AND CHEAPER)

This parallels the process outlined for 
renegotiation. 

By going through a creative, collabora-
tive process for leverage planning, you 
will be building buy-in across a broad 
swath of departments, while gently edu-
cating those key department staff about 
the power and possibilities that sponsor-
ship can bring to their own activities. 
That is the key: Sponsorship can and 
should be a catalyst to make your other 
activities more effective.

Cost-effective sponsorship requires a 
high degree of internal buy-in across mul-

tiple departments, regions, etc. If you can’t 
get a commitment to use the sponsorship 
by a variety of areas within your company, 
you don’t have enough buy-in to cost-ef-
fectively continue the sponsorship.

The best sponsors ensure they have that 
buy-in, belief in the sponsorship, and 
commitment to creative leverage before 
committing to a contract. Those spon-
sors have incremental leverage budgets of 
10-15% of the amount they are spending 
on sponsorship fees. But given the degree 
of integration they have, the dollar value 
of the activities that are affected and 
improved by the sponsorship would be 
many times that amount.

The exception to this very miserly take 
on leverage budgets is war-chesting for 
major, quadrennial events. The platform 
is so much bigger that for those, it is en-
tirely appropriate to spend incrementally. 
That said, the preponderance of sponsor-
ship portfolios would not have any spon-
sorship investments in this category.

The upshot is that, for most sponsors, 
the biggest, best option for budget cuts is 
in the leverage budget, provided the ap-
proach to leverage is shifted to best prac-
tice – that is, creative, thorough, cross-de-
partmental, and target market-driven.

INVEST IN UP-SKILLING
I know times are tough, but this is an 

area where you may want to consider 
investing a small amount of money.

If you want to significantly improve 
the performance of your portfolio and 
renegotiate underperforming sponsor-
ships and minimise your sponsorship 
budget, it will require moving to an 
approach that is 100% best practice. No 
compromise. Any old-school techniques 
or strategies that you, your colleagues, 
your companies, or your partners want 
to hang onto are highly likely to cost you 
performance and money.

What this means is that everyone needs 
to be on the same page, understanding 
at least the basics of best practice. This 
will require up-skilling a broad range 
of people, and while you may be totally 
capable of doing this education yourself, 
many companies have a culture of not 
listening to internal experts, but paying 
attention to external experts. If that’s the 
case, investing in a top quality trainer is 
money very well spent.

Best practice sponsorship training will 
provide the following results:

• Your colleagues will be able to see how 
sponsorship can be a powerful tool to 
achieve their goals.

• Your colleagues will be prepared to 
engage in the process of portfolio rede-
velopment.

• Your colleagues will be able to iden-
tify sponsorships that are never going 
to deliver, as well as those with huge 
potential.

• Thy will let go of their outmoded 
understanding of how sponsorship 
works and immediately replace it with 
the more strategic (and sensible!) best 
practice approach.

• Your partners will be more creative, 
responsive, and understanding of your 
strategic needs.

In a scary economy, renegotiat-
ing will be one of the best and 
fastest ways to improve the per-
formance of your investments. 
This could happen as the result 
of a formal audit process or as a 
general strategy to improve re-
sults from current investments.
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As a very first step, you may want to dis-
tribute the free PDF article, “Last Genera-
tion Sponsorship” (available for download 
on www.powersponsorship.com) to your 
colleagues and partners. This article will 
give them a strong idea of what best prac-
tice sponsorship is about and set the stage 
for you to start getting them involved in 
revamping your company’s approach.

EXIT GRACEFULLY
Sponsors decide not to renew sponsor-

ships all the time. The difference now 
is that the number of exits is likely to 
increase and the impact on the sponsee is 
likely to be greater. 

I am not recommending that you 
should be anything less than shrewd 
with your decisions – if a sponsorship 
needs to go, then it needs to go. I am, 
however, recommending that you take 
the economic situation into account 
and conduct your exit just as kindly and 
gracefully as you can. 

First and foremost, let your partner 
know you won’t be renewing just as soon 
as you know that will be the case. This will 
allow them the greatest possible time to 
find another sponsor or put other plans 
into place to make up for the lost revenue. 

Second, be truthful. Tell them why you 
are not renewing and don’t put all the 
blame on them. Whether it wasn’t a good 
match, you didn’t get internal support, it’s 
just run its course, or whatever, your com-
pany probably had a great deal to do with 
whatever put this sponsorship into the “do 
not renew” basket. By the same token, if 
their lack of creativity or servicing or what-
have-you was also a factor. Let them know. 
I put this in the cruel-to-be-kind category.

One of my favourite strategies when do-
ing any difficult exit is to offer to under-
write some training for them. If better skills 
are going to help them to replace your 
sponsorship, a small investment in sending 
a key person to a workshop or industry 
conference may be extremely helpful.

In some very difficult exits, you may 
want to go all out and provide an exit 
grant, which they can put toward the 
costs of a strategic consultant or start-up 
costs with a good broker.

SCARY ECONOMY BASICS 
FOR SPONSORSHIP SEEKERS

Sponsorship seekers can be wildly 
different on the surface – from pro teams 
to religious charities, confronting art 
exhibitions to junior soccer, industry as-
sociations to schools programs – but my 
experience is that, when it comes to spon-
sorship, the vast majority of sponsorship 
seekers have a lot in common.

• A significant portion of your sponsor-
ship portfolio are committed year-

to-year, or event-to-event and some 
sponsorships may not have any formal 
agreement at all.

• Between year-to-year sponsors and 
multi-year sponsorships ending, you 
have a lot of sponsorship money to re-
new or replace in the next 12 months.

• Your sponsorships are based mainly 
on a set package of benefits for each of 
several levels.

• The economic situation is likely to 
impact your other sources of income 
– lower ticket sales, donations, etc. 
– and for some charitable and com-
munity organisations, may increase the 
need for the services you provide.

• You have secretly wondered what your 
sponsors are actually getting out of 
their sponsorships.

Here is the bad news: There is every 
chance your sponsorship revenue will 
drop in the short to medium term, even if 
you do everything right. It may not, and I 
hope it doesn’t, but I don’t want to come 
off like I’m offering some panacea – guar-
anteeing that you will thrive – because I 
can’t. What I can offer is some advice that 
will make you more likely to keep your 
current sponsors, more likely to attract 
new sponsors, and more likely to sustain 
or even raise your sponsorship revenue.

Here is the good news: Even if the next 
couple of years are hard, if you imple-
ment the advice here, it will probably be a 
lot better than if you don’t, and (big, big 
bonus) you will be much better placed to 
benefit when the world financial situation 
stabilises and starts to improve.

OFFER TO RENEGOTIATE
If you read the advice for sponsors, 

you already know that renegotiation is 
something that can really help sponsors 
in tough times. 

The bottom line is that most sponsor-
ship packages haven’t changed much 
over the past decade or so. They’re not 
creative, they’re not based on the specific 
needs of individual sponsors, and are 
probably ruled by some strict, hierarchal 
structure that has more to do with history 
than strategy. 

Sponsees keep rolling out these pack-
ages, but sponsors have kept buying 
them, so this isn’t about blame. It’s 
about creating more value for everyone. 
So here’s the challenge: If it gave your 
sponsors what they really need to achieve 
their objectives, if it made your sponsors 
happier and more likely to renew, would 
you be prepared to wipe the current slate 
of benefits you’re offering and start over?

If the answer is yes (and I’m hoping it is), 
there are two main steps you need to take:

Find Out What You Really Have 
to Offer

You’re probably limiting yourself un-
necessarily – offering some combination 
of logos on things, tickets to things, some 
kind of hospitality, and some kind of offi-
cial designation. Newsflash: No matter how 
many of these things you offer in a given 
package, it’s never going to be the basis of a 
truly great sponsorship program. Your job 
now is to take inventory of what you really 
have to offer, and the results may stun you.

To give yourself the greatest possible 
degree of flexibility, you should create an 
inventory of every benefit your organisa-
tion has to offer a sponsor – every event, 
every communication, everything. To give 
you a big running start, you can download 
a free copy of the Generic Inventory from 
Power Sponsorship. It can also be found 
in The Sponsorship Seeker’s Toolkit Third Edi-
tion. It’s a big list. Your goal is to remove 
anything you absolutely can’t do, leave 
anything you could do if someone paid 
you enough, and add things you think of 
along the way. It should still be a big list.

Find Out What Your Sponsors 
Really Need

The recommendation here could not 
be simpler: Ask them.

• Ask them to describe the specific kinds 
of people they are targeting? What 
lifestyles, priorities, motivations?

• Ask them how they want to change 
how those people perceive their 
brand(s)? What do they want them to 
know, believe, feel, or understand?

• Ask them how they want to change 
how those people behave around their 
brand(s)? What do they want them to 
do? Choose their brand more often, try 
it for the first time, recommend it to 
others, or something else entirely?

• Ask them what they would do with 
this sponsorship to help achieve those 
goals, if they could do anything at 
all? If they don’t know, or it sounds 
uninspired, offer to work with them on 
a brainstorm and do the renegotiation 
exercise outlined above for sponsors.

One note on mid-term renegotiations: 
Although some might say that changing 
a contract during the contract term isn’t 
a good idea, I don’t agree. I’m not sug-
gesting you shorten the contract and I’m 
not suggesting that you should lower the 
contracted fee. All I am saying is that you 
should strongly consider offering a more 
creative, strategic, and flexible benefits 

http://www.powersponsorship.com
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package within the current financial 
framework.

GIVE THEM LEVERAGE IDEAS
If you have a sponsor that suffers from 

a chronic lack of creativity or, worse yet, 
doesn’t leverage at all, one of the ways you 
can make yourself most valuable to them 
is to provide creative ideas for leverage.

This isn’t difficult, and I’ve already told 
you how to do it. Leaving the sponsor 
out of the equation for a moment, get a 
team of people together within your own 
organisation and do the renegotiation/le-
verage exercise on their behalf. Feed the 
best ideas back to them and indicate that, 
should they decide to go ahead with any 
of those ideas, you are prepared to rene-
gotiate for the benefits to support them.

OFFER INCENTIVES FOR 
MULTI-YEAR DEALS

If you’ve got a number of sponsors on 
year-to-year or event-to-event contracts, now 
is a good time to discuss multi-year deals. 
For instance, you could offer a 15% discount 
per annum if they shift from a one-year to a 
three-year contract. What you are losing in 
revenue, you are making up by stabilising 
your cash flow over the longer term.

This isn’t always going to work. For 
instance, if you have a fast-growing event, 
you probably want to allow for raising 
the price along with the growth, so you 
might stick with annual contracts or 
could sign a longer contract that locks in 
a certain amount of growth (a positive 
for a sponsor who sees long-term value in 
your event). On the other hand, you may 

have sponsors who don’t want to commit 
for longer, as they are unsure of their 
budget situation, going forward.

This is one of those things you’re going 
to have to feel out. For some sponsors 
and some events, this can be a strong ap-
proach. For others, it’s not appropriate.

MAKE THE BEST OF A BAD 
SITUATION

If it is the end with one or more major 
sponsors, there are a few things you can 
do that may help you going forward.

Ask for a Reference
If you have had a good relationship 

with a departing sponsor, ask them if you 
can use them as a reference for potential 
other sponsors. Just because it wasn’t 
right for them doesn’t mean it won’t be 
right for someone else, and a reference 
saying that you’re responsive and easy 
to work with could be the difference 
between “yes” and “no.”

Ask for Referrals
While you’re asking for that reference, 

ask the departing sponsor if they know of 
anyone you should be speaking to. A lot 
of sponsors know each other, so they may 
be able to put you in touch with some-
one more appropriate.

Ask for Help
If the departure of a major sponsor is 

going to cause a lot of strife, you could 
ask them for some assistance. Departing 
sponsors have been known to ease the 
transition by providing funding for quality 
sponsorship training, consulting, or even 
the initial fee for a sponsorship broker. 

DEVELOP “PLAN B” REVENUE 
STREAMS

I wholeheartedly believe that you 
should undertake as many of the afore-
mentioned strategies as you can. That 
said, there is no guarantee that you will 
hit your sponsorship targets, so you need 
to implement a Plan B for improving your 
non-sponsorship revenue, just in case. 

What should you do? That’s a real how-
long-is-a-piece-of-string question, but I 
think the best approach to developing 
your Plan B is to really understand your 
target markets and commit to developing 
revenue-generating programs that meet 
their needs. That seems like a very obvi-
ous answer, but I am constantly aston-
ished at how few organisations really do 
this, thus, how much scope there is for 
improving their bottom line.

A lot has changed in the world and 
people’s lives over the past few years. 
People are having kids later. People are 
living longer. Retirement now equates to 
a whole new age of freedom and fun (the 

If it gave your sponsors what 
they really need to achieve their 
objectives, if it made your spon-
sors happier and more likely to 
renew, would you be prepared to 
wipe the current slate of benefits 
you’re offering and start over?

RESTART
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state of retirement accounts notwithstand-
ing). Travel gets more expensive and less 
convenient all the time. Finances continue 
to be a big factor in entertainment and 
charitable choices. The list goes on and on.

If your organisation’s offerings haven’t 
kept pace with these kinds of changes, 
you may be able to find new income by 
developing new programs that answer 
specific economy- and lifestyle-driven 
issues. Just to get you started…

• You could create cheap Tuesdays or 
child-friendly events. 

• You could encourage your sponsors to 
do a donation matching program with 
their staff.

• You could use your organisation’s 
credibility to create great programs for 
a novice market. For instance, my four-
year old attends the fun Cubby House 
Club program – one of the many 
children’s programs that Australia’s Na-
tional Institute of Dramatic Arts puts 
on during school holidays. NIDA alum 
include Cate Blanchett, Hugo Weaving, 
and Judy Davis, so it’s not exactly the 
first place you’d think would offer a 
program for pre-schoolers!

• If it looks like fewer people will be 
attending your conference, you could 
scrape back some of that income 
by offering an online version of the 
conference at a somewhat lower price. 
This may also appeal to a different 
conference market: Those who are not 
interested in the travel and networking, 
but may want the content.

Here’s the kicker: It will take some time 
to get your Plan B going, so you should 
start implementing it now, not a few 
months down the track when your spon-
sorship picture becomes clearer.

GET ZEN ABOUT IT
At some point, you need to just accept 

that things may be difficult for a while 
and try not to take it personally. 

You may be the best event in your 
category. You may be the most essential 
community service. You may have the 
best bands, be the fastest growing sport, 
or be the only membership organisation 
in your industry. But that doesn’t stop 
you being dead wood if what you do is a 
poor fit, or even just an imperfect fit, for 
a particular sponsor’s needs when they 
have to make hard decisions. 

Rejection is awful. It’s never nice to 
hear that a company doesn’t want to 
sponsor you anymore, or wants to spon-
sor you at a lower level. You’re passionate 
about what you do, and why wouldn’t 

you be? But that can get in the way of ob-
jectivity. They’re not doing it to hurt you 
and you may well have made the same 
decision in their shoes.

THE SILVER LINING
I am pleased to say that, despite what 

will no doubt be a difficult time for this 
industry, the eventual result will be out-
standing.

Sponsors will be running portfolios 
that are highly and creatively leveraged, 
portfolios with almost no dead wood, 
portfolios with minimal incremental 
leverage budgets but maximal leverage 
results. They will be making better deci-
sions and approaching the media in a 
much more holistic fashion. They will 
understand that meeting customer needs 
and gaining internal buy-in are prerequi-
sites to achieving brand needs.

Sponsorship seekers will stop relying on 
hierarchal packaging and will shift to indi-
vidualised, responsive, creative opportuni-
ties for the companies who sponsor them. 
They will work with sponsors to ensure 
they are getting a good result, not just sit 
back and be thankful that someone wrote 
them a cheque. They will rationalise their 
own portfolios, working with fewer, larger, 
more engaged sponsors.

It is absolutely true to say that there 
are a lot of sponsors and sponsorship 
seekers that are already operating at this 
highly strategic level, but there is also no 
question that they are in the minority. I 
wholeheartedly believe that this level will 
become the norm for the whole industry. 
It’s just unfortunate it takes a financial 
crisis of this magnitude to turn truly stra-
tegic thinking into a necessity.

If you liked this article, please feel free 
to pass it along. You may also be inter-
ested in…

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

• The Sponsorship Seeker’s Toolkit 
3rd Edition by Kim Skildum-Reid 
and Anne-Marie Grey, published by 
McGraw-Hill and available at good 
bookstores.

• The Ambush Marketing Toolkit by Kim 
Skildum-Reid, published by McGraw-
Hill and available at good bookstores.

• Kim’s Blog – Filled with advice, how-to, 
and opinions that most other indus-
try pundits wouldn’t dare commit to 
cyberspace, you are sure to find some-
thing useful in Kim’s blog (RSS feed 
available)

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

• Free Stuff – A collection of free tem-
plates and white papers, all download-
able free and with no sign-up from 
Power Sponsorship.

• Kim Skildum-Reid also offers sponsor-
ship coaching, workshops, webinars, 
and in-house training for sponsors and 
sponsorship seekers, as well as strategic 
consulting for corporate sponsors and 
government. Contact Kim and her  
team on admin@powersponsorship.
com for more.

If you have any questions, a gripe, or 
would otherwise like to reach Kim Skil-
dum-Reid, feel free to drop her a line on 
TTTkim@powersponsorship.com. 

mailto:admin@powersponsorship.com
http://www.powersponsorship.com
http://www.powerspon-sorship.com
http://www.powerspon-sorship.com
http://www.powerspon-sorship.com
mailto:TTTkim@powersponsorship.com
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Generating media buzz for your event 
may seem like a daunting task, but by 
utilizing the ‘what’s hot and what’s 
not’ of our current society you can save 
yourself mountains of time and effort. 
We have learned you can generate a lot of 
media buzz with minimal effort by using 
current trends that are widely recognized 
in society. For example, if I say there 
will be a Dancing with the Stars competi-
tion, there will be instant recognition 
and interest due to the popularity of the 
current reality television show. We have 
used tactics such as this in the past to 
generate a buzz for our events in addition 
to other reality television, partnering 
with the best, utilizing current celebrities 
and breaking world records. Take a look 
at what we have done, and hop on the 
bandwagon of using hot trends to create 
a buzz. 

Reality Television
Reality television was the first trend 

we decided to utilize, after shows such 
as “The Bachelor” and “American Idol” 
started dominating the ratings. We 
jumped on board by creating events 
like “Celebrity Idol,” “Dancin’ with the 
Starz,” “Byron the Bachelor,” “Wanna 
Go Fishing” and “The Walleye Weekend 
Wedding.” 

Walleye Weekend Wedding
The Walleye Weekend Wedding helped 

us generate a huge media buzz by involv-
ing local media and the community 
in the voting process. Does the phrase 
“America has voted” ring a bell? Well, 
the public had voted, on everything 
from what the couple would be wearing 
down to the cake and honeymoon. To 
kick off the event, a news release was sent 
out in search of the perfect couple who 
would like the perfect free wedding. The 
applicants came swimming in with their 
clever stories on how they ‘hooked and 
reeled’ their future mates. I think you get 
the idea. Once the couple was chosen, we 
worked with newspapers for print and in-
ternet voting opportunities for the com-
munity. We also utilized radio stations 
through internet voting, which benefited 
them by increasing the hits to their Web-
site. Three of everything, including the 
bridal gown, bridesmaid dresses, tuxedos, 
cake, etc. were chosen by the couple and 
the rest was up to the voters. We then 
made our couple into local celebrities 
by showcasing them at grand openings, 
parades and other events we produced. 
When a local establishment lost their 
reception reservation, a plea was sent out, 
‘Find a reception for the Walleye Week-
end Bride & Groom.’ The community 
felt a connection with the couple and 
the support came through state wide. A 

Walleye Weekend Wedding
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formal invitation was sent out for all to 
be invited to the wedding which would 
be held at our Walleye Weekend festival. 
Did you have more than 100,000 people 
at your wedding? 

As this ten month venture was com-
ing to an end, we kept the community 
updated on the couple through inter-
views and stories on their journey. ‘Here 
Comes the Bride’ sounded throughout 
the entire festival as the bride and the 
wedding party was police escorted to 
their ceremony in 10 Miata convertibles. 
They had a private ceremony on an island 
in the center of the park, followed by 
their presentation to the public. Even 
some tears were shed by the many voters 
that had created a beautiful wedding for 
the couple. The couple went around the 
festival grounds and greeted SpongeBob 
SquarePants, danced on some of the mu-
sic stages, stopped in at the fishing tour-
nament weigh-in and even tried to pull a 
semi-truck at the strongman competition. 
The Walleye Weekend Wedding spanned 
two years and helped us to create a year-
round buzz due to the media becoming 
invested. Even after the wedding and 
festival were over, the media continued to 
cover the couple’s journey by following 
up with the honeymoon experience. The 
next year when the couple re-visited the 
event for their one-year anniversary the 
media covered it.

The Bachelor
Another hot trend we decided to follow 

was the rising success of ‘The Bachelor.’ 
Byron Velvick was the bachelor for season 
six of the hit reality show and coinciden-
tally was also a fisherman. Yes, we are 
back to the theme of our festival, fish. 
We were able to secure Velvick for an 
appearance at Walleye Weekend where he 
would be handing out roses. The hook 
for the media and the community was a 
news release we sent out titled, “Will You 
Accept a Rose at Walleye Weekend?” Our 
local ABC affiliate completely embraced 
the idea, since The Bachelor was their 
show. The local media, knowing this ever 
so popular phrase, started a series on our 
bachelor. When Walleye Weekend rolled 
around women and men, (did I mention 
he was a famous fishing pro with his own 
fishing show) lined the pathway as the 
bachelor rode through the park on a boat 
handing out long-stem red roses to the 
star-struck guests. 

Celebrity Idol
When American Idol started to top 

the ratings we decided to add our own 
version of the event to our festival. We 
picked local celebrities and sent out a 
news release asking the public to come 
out and support their favorite star. The 
media had fun with the event and took it 
a step further, all in their own way. Radio 

stations announced each of the celebri-
ties, followed by a clip of what they 
would be singing as a preview. Newspa-
pers made a cd label of the song each 
celebrity would be singing along with the 
reason they chose it. Picking big names in 
the community, such as the Convention 
and Visitors Bureau President and the 
County Executive, also helped us generate 
a buzz because people were eager to see 
them try a new talent. 

Wanna Go Fishing
Offering your guests at a festival that’s 

named after a fish, the fishing experience 
of a lifetime is another sure-fire way to 
gain a buzz. We were able to have Matt 
Eastman, host of “Wanna Go Fishing,” 
a TV series on ESPN2, at the festival to 
give away a fishing trip to the Bahamas. 
The opportunity sparked a buzz among 
the community and the media, who 
could not wait to see who would be the 
lucky chosen one. Due to their coverage 
our festival goers flocked to the park in 
their fishermen’s finest in an effort to get 
noticed and win the trip. 

Dancin with the Starz
Most recently, we have two-stepped our 

way into the media by creating a ‘Dancin’
with the Starz’ competition in response 
to the recent ballroom craze generated 
from celebrities such as Mario Lopez 
and Laila Ali taking the dance floor. 
Have you ever seen the tango, waltz, 
cha cha or salsa done by your chief of 
police or fire, a bank president, the city 
mayor or any other ‘Star’ in your commu-
nity? Well thanks to Walleye Weekend’s 
Dancin’ with the Starz competition, 
I had the pleasure of witnessing just 
that. We picked 12 local celebrities and 
paired them up for three months with 
a professional dancer. We chose to kick 
off the competition by announcing the 
participants at another event produced 
by our organization. In our effort to cre-
ate a buzz, we sent out biographies and 
photos of each of the starz to the media, 
as well as a weekly “Diary of a Dancing 
Star” to keep the community updated 
on their journey to becoming a dancer. 
The event unfolded at the festival with an 
overwhelming response from the media 
and the community. Watching our Chief 
of Police dance to “Secret Agent Man” or 
one of our bank presidents shake it to 
“Money Money” on the evening news was 
a great finish to a three month long buzz. 
Like the Walleye Weekend Wedding, this 
event spanned two years and helped us 
to create a year-round buzz because the 
media was eager to see who would be 
chosen as the next group of starz to take 
on the dance floor.

The Bachelor
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Partner with the Best
Now we all know that nobody likes 

to admit when someone is better than 
them. In the world of festivals, know-
ing who is better than you and utilizing 
that relationship can be a key to gaining 
exposure. At Walleye Weekend, we have 
teamed up with Summerfest, also known 
as the world’s largest music festival. We 
used their notoriety to generate a buzz 
for our festival, providing a jump start 
for buzz they receive. Walleye Weekend is 
approximately one month prior to Sum-
merfest, so when we created a Battle of 
the Bands competition, it seemed appro-
priate to utilize our connection and send 
the winner to play a Saturday spot at ‘the 
big gig.’ This provided a great opportunity 
for any up-and-coming band. We used 
the Summerfest name and logo on all our 
marketing material because it has pre-
conceived notoriety of being a large-scale 
event and caliber. By associating ourselves 
with that notoriety we ‘inherited’ some of 
the worthiness and buzz. 

Celebrities
Who doesn’t love the Green Bay Pack-

ers? It is un-American not to! So yes, we 
brought in Packer players and gave the 
first opportunity for a meet and greet 
to the media. This simple gesture is a 
sure-fire way to generate buzz through 
their experience with the players. This 
policy is also held true when we bring 
in national music acts and nationally 
recognized Nickelodeon characters Dora 
the Explorer, SpongeBob SquarePants 
and Scooby Doo. By bringing in acts 
and characters that are already branded 
household names, an immediate buzz is 
created. Then by offering this opportunity 
to the people who can create your buzz, it 
gets even better. 

Break a Record
Build the world’s largest anything and 

people are sure to stand up and take 
notice, especially the media. Get in the 
Guinness Book of World Records and 
the buzz will be even bigger. We set out 
one year at Walleye Weekend to build the 
world’s largest milk carton boat with a 
goal to sail it across the lake. The cartons 
used to build the boat were obtained 
from the milk cartons drank by the stu-
dents in our schools. 

Get on Board with the Gaming 
Craze

Did you try to buy a Nintendo Wii this 
past Christmas? Then you experienced 
your own version of the movie “Jingle All 
The Way.” The Nintendo Wii is currently 
a craze, so we made it our craze by bring-
ing in kiosks. Guests could play Nintendo 
Wii, along with Xbox 360 and Playsta-

tions 2 and 3 all day. We also added 
a “Guitar Hero Tournament” for our 
festival’s gamer guests to showoff their 
moves with yet another hot video game 
trend. Who wouldn’t want to win a free 
Xbox 360 and a Madden 09 game from 
our take on a knock-off version of a Mad-
den Challenge? Again, using the idea that 
sending out news releases on a new event 
that is already branded makes it easier for 
a buzz to be generated from the media. 

I am sure many of you have dabbled 
into one or more of these ideas. For those 
of you who have not, think about using 
the branding that others have created 
with their million dollar budgets. Tag on 
to the buzz that is circulating in society 
and create your version from a template, 
which has proven to lead to success. If 
you pick up additional coverage by incor-
porating a current trend in the market, 
you may get a whole new demographic 
that will experience your festival and be-
come regular attendees. The media buzz 

you generate for your event by adopting 
the “what’s hot and what’s not” will add 
to the festival experience of your attend-
ees. We all create fabulous quality events. 
But how successful are they if no one 
knows about them?

Mary Ann Dilling, CFEE, is the 
Executive Director at Fond du Lac 
Festivals, Inc. , in Oshkosh, Wis-
consin. Fond du Lac Festivals, Inc. 
is a non-profit organization founded 
in 1983 with a mission to direct, 
promote and support festivals 
and special events that showcase 
the Fond du Lac area community. 
Through its efforts, the organization 
is able to benefit more than 100 lo-
cal non-profit organizations. She can 
be reached at 920-923-6555 or at 
mdilling@fdlfest.com.

Dancin with the Starz

mailto:mdilling@fdlfest.com
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 Historically, the tourism industry has 
managed crises by responding effectively 
to economic, environmental or socio-
political threats with marketing strategies 
that have revived interest in the area, 
calmed consumers and strengthened local 
support for the travel industry. Creative 
solutions and energized marketing strate-
gies have, in general, succeeded in restor-
ing consumer confidence in a destination.

We are, however, in a very unique 
crisis in our industry with no immediate 
cure or creative strategy that will quiet 
consumer’s fears about the turbulence of 
the economic forecast. Although, we are 
not in physical danger, the meltdown of 
the economy really constitutes a threat 

Destination Marketing 
Crisis, Challenge or Opportunity

A 50th State 
Prospective - 
Aloha from Hawai‘i

“It was the best of times, it was the worst of times”…Charles Dickens

that is proportional to the impact of 
global terrorism.

GLOBAL COMMUNITY: …the
best of times…

Global communication is here to 
stay and the technology is advancing so 
quickly, it’s hard to keep pace. However, 
with instantaneous messaging, the World 
Wide Web, satellites, global TV networks 
and the internet, word has spread quickly 
about our economic crises. Global com-
munication has added momentum to an 
already fearful population, contributing 
to the ramifications for the travel industry 
like cancelled flights, reduced airlift, re-
duction in hotel bookings, deserted tour-

ist attractions, decreased consumption 
and spending and decreased attendance 
at festivals and events...

These same challenges, however, can be 
captured as opportunities to develop new 
and creative approaches to marketing and 
this is where Festivals and Events can play 
such a vital role! Don’t panic now! Seize 
this opportunity to:

• Create new interest in your destination 

• Focus on the unique attributes of your 
destination

• Provide opportunities to tell your 
mo‘olelo (story)

By Judith Fox-Goldstein
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• Change negative images about a desti-
nation

• Alter consumer perceptions about price 
by adding value-added travel packages 
that include your innovative festivals 
and events

• Produce more single day fairs that grow 
in size and scope – this will add to the 
local economy and draw more visitors

• Celebrate attractions such as festivals, 
competitions and destination-specific 
events that encourage tourism and wel-
come travelers for short term vacations

• Gain ‘buy-in’ from local community 
As we say in Hawai‘i, “if it works for the 
community… it will work for the tourists.”

• Make the tourism programs symbiotic 
with your community

• Focus on value-added packaging

• Attract new demographics with focus-
specific tours and festivals

• Market your destination for a variety of 
travelers including the F.I.T. (leisure mar-
ket), the conference and meetings market, 
ecotourism and edu-tourism markets and, 
of course, festival and events enthusiasts

• Bring new political interest in the field 
of travel

• Create community pride in your ‘local’ 
product

• Attract new businesses and investors

• Encourage new local opportunities 
for employment through short –term 
contract positions provided by the fes-
tivals. This should be highly publicized 
because it is an excellent community 
benefit derived from festivals.

POSITIVE STRATEGIES:
Developing positive strategies for en-

couraging tourism require strong collabora-
tion with tourism leaders, politicians and 
local community members. Maintaining a 
positive attitude and encouraging burgeon-
ing pride in your own destination is pivotal 
to the revitalization effort. It’s essential to 
demonstrate that “tourism is everyone’s 
business” and that when tourism flour-
ishes, your community will benefit.

In Hawai‘i, we’ve been very fortunate! 
Just “saying the word “Hawai`i”, sounds 
like a wish” and everyone dreams of 
coming to our beautiful island. However, 
on the precipice of an economic crisis, 
Hawai‘i faces a particularly difficult chal-

lenge of overcoming the perception that 
we are a very expensive destination. Tour-
ism is one of Hawai‘i’s main economic en-
gines, so, for other similar destinations it’s 
equally important to remain focused and 
positive and to apply effective and analyti-
cal strategies that can lead to recovery. 

DESTINATION ANALYSIS IN 
TIMES OF CRISIS:

Assessing your destination’s strengths 
and weaknesses and evaluating the 
impact of the crisis on your community, 
is critical to marketing. It’s important to 
keep focused. You need to know your 
market, clearly identify your most viable 
demographic, and determine your posi-
tive marketing strategy.

“REMEMBER… YOU MUST LIVE THE 
PRODUCT YOU SELL SO MAKE CER-
TAIN YOU SELL THE PRODUCT YOU 
WANT TO LIVE!” David Bucy 

Cultural authenticity and preservation 
of natural resources should be a high 
priority associated with your marketing 
effort. If your environment is diminished 
in any way, this will have a negative 
impact on your community and your 
lifestyle. If your priorities are clear, and 
you maintain your commitment to your 
destination’s core values, you’ll be on 
the right track. Don’t panic by offering a 
product or festival that has no cultural or 
historical relevance to your community 
or your destination. 

Using Hawai‘i, again as an example, 
here are some of our foundational 
precepts that are used in our marketing 
strategies even in times of crises.

• Honor the people and heritage of 
Hawai‘i Island

• Support and enhance the quality of life 
for residents

• Value and perpetuate the natural and 
cultural resources

• Engender mutual respect and partner-
ship among all stakeholders

• Support a vital and sustainable economy

• Provide a unique, memorable and 
enriching visitor experience

Hawai‘i presents some of the best 
examples of destinations that vividly tell 
their “mo‘olelo,” (story) and every desti-
nation has great stories. You can enhance 
your marketing appeal by telling YOUR 
story so the visitor has the opportunity 
to immerse him or herself physically and 
emotionally in your destination’s past 
and present. It’s very important that the 
experiences you provide offer that unique 

opportunity to your visitors. Festivals are 
one of the primary means of celebrating 
cultural and historically significant events 
and they will continue to draw the inter-
est of travelers.

BRANDING:
Branding is vital to any marketing strat-

egy because it actively shapes the image 
of a destination and can help distinguish 
the destination from its competition. 
Brands can reflect the identity, unique-
ness and personality of a place and they 
are often the first impression and image 
associated with the destination. 

Sometimes, effective branding can 
make the difference between the success, 
and failure of a marketing plan. Percep-
tion plays a large part in consumer deci-
sions so make certain that your brand-
ing accurately describes your product 
(destination or festival). It’s vital that you 
invest in your destination’s infrastructure 
so that your brand accurately reflects the 
reality of your visual promises. Always
deliver more than you promise!

As distinctive as your destination brand 
may be, it is very important to have all 
your activities, events, festivals, attractions 
and products support and relate to your 
brand. For instance, in Hawai‘i, all the 
islands within the state are branded by 
the “Islands of Aloha.” While each of the 
islands has its own unique products and 
attractions, we all share that common 
bond of “Aloha” which makes each of 
our islands immediately recognizable.

Many people make their travel deci-
sions based on visual perceptions of a 
destination. The images you portray of 
a special festival, meeting or event, have 
a powerful effect on your consumers. 
You should use every tool you have to 
create the most compelling, and visu-
ally accurate, image you have and direct 
that image to the right demographic. A 
picture can be worth a thousand words, 
so choose your images with discretion, 
creativity and integrity.

MARKETING STRATEGIES:
There is no magic cure here for success, 

but if you develop a strategy and reach 
for excellence you’ll be on the right track. 
Remember the basics about integrity, 
be creative and deliver more than you 
promise and don’t be afraid to change 
course if something is not working. Other 
strategies include:

• Research undiscovered target markets

• Plan directed messages at these new 
markets

• Develop price-sensitive travel packages

Continued on page 70
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Getting to Know
Your Food Vendors

Many years ago when I was first given the 
assignment of Food Vendor Coordinator 
I cringed. I had heard the stories that run 
rampant among festival producers. How was 
I going to work with these people? I didn’t 
really know why anyone would want to be 
a food vendor. The hours are horrible, the 
work is physically exhausting, you are never 
home and the financial rewards are usually at 

By Jan Holland-Malcom, CFEE

During the past 15 years I have had to become somewhat of a Dr. 
Doolittle in the festival industry to be successful. I developed a knack 
for understanding and speaking strange languages with sponsors, 
equipment providers and others, but mostly with the unusual and 
transient bunch we collectively refer to as Food Vendors.

best, moderate (wait – this sounds like what 
I do!). Okay, so I still don’t know the answer 
to those questions. What I have learned 
about food vendors is that to be successful, it 
is important for me to listen and understand 
what they are communicating. 

When you listen to food vendors you 
find out they are simply small business 
owners trying to make the best business 
decisions and make a living at participat-
ing in festivals and events. When I began 
to listen to them, I discovered:

 
Who You Are and What You Do

The really great food vendors will do 
research to learn about your track record as 
festival or event producers. Vendors talk with 
each other and learn about the best festivals. 
They also read show revues and publications. 
They will inquire with other vendors and 
want to know as much as they can about 
you before calling you. If vendors are talking 
about you – which track record are vendors 
referring to – the good one? 

Is the food coordinator the same person 
who contracts for space and is also the on-
site manager? What type of people do you 
have representing who you are and what you 
do? Does the person overseeing your food 
operations hold responsibility and author-
ity? Evaluate their communication skills. Are 
they attentive with returning your calls and 
emails? This would be a good indication of 
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how they communicate with prospective 
vendors. Are you accessible? How good are 
you at returning calls or emails?

I recently taught a class on vendor 
management to university students. I 
gave them the assignment of seeking out 
festivals in other states and their goal was 
to attain a vendor application and learn 
something about the event. What they dis-
covered – much to my horror – was that 
the vendor coordinators on the other end 
of the phone line were rude, lacked com-
munication skills and for the most part, 
acted as if these “potential vendors” were 
wasting their precious time to be dealt 
with. Some of the festivals the students 
contacted were fairly large festivals in 
other markets. It made me wonder…if you 
build an event, will people come? Other 
than throwing together an application and 
putting it “out there” will vendors apply?

Are you honest, professional, reliable, 
fair and reasonable? Everyone can have 
a bad day, but if you are any or all of the 
above qualities, it makes up for the short-
comings you have in other areas. 

Who Are These People, 
Anyway? 

Someone one once said, “The only 
dumb question is the one not asked.” 
This is very true when courting the 
unknown food vendor. Personally, I 
listen to my not-so-secret “spies” (a.k.a. 
current food vendors) when they tell me 
of a vendor they saw at another festival. 
I take what these people have to say very 
seriously – as they are the experts! There 
is no way I could go, do and see as many 
vendors at all the festivals, even if I tried. 
I ask prospective vendors about their 
track record. Just as they do their research 
on our festivals and events, I need to do 
my own research on them. Where have 
they been? What have they done? What 
does their set-up look like – a picture is 
worth a thousand words. What do other 
event producers have to say about them?

Do they have value added benefits? I 
have worked with a food vendor that just 
sells jumbo hot dogs and brats. Although 
it’s just dogs and brats; they by far have 
the slickest, fastest and smartest food 
operation for selling those 2 items – and 
they make a small fortune in doing so! If 
you collect a percentage, that is some-
thing to consider. Are they compliant 
with cleanliness, service, health depart-
ment, tax, fire, etc? If you already know 
about them, is it good?

Do they communicate well – return-
ing your calls or emails? Are they prob-
lem solvers or makers? Do they submit 
their applications to you wrinkled with 
grease stains on them or neatly printed 
or scanned and returned to you with the 
appropriate payment in the manner you 
requested by the deadline? Just as they are 

trying to make the best business decisions 
for themselves, you must do the same. Is it 
worth your time, money and effort dealing 
with the problem makers of the world?

Getting to the Basics
The true food vendor professional will 

want your basic event explained in detail. 
Although it may seem unnecessary to you, 
it is crucial information that is impera-
tive you share. Is this a 1st time event? Is 
it a change of venue? What is the make 
up of craft vendors and food vendors? At-
tendance estimates; what is your meth-
odology? What is the prior attendance of 
this event or similar events? When and 
where is this event? Yes, I do know there 
are plenty of vendors that are randomly 
calling you from the trade pubs who aren’t 
doing their homework. They make their 
presence known soon into your conversa-
tion – if you are listening to them. They 
generally will ask questions that a) you 
have already answered or b) don’t listen 
to your answers and then re-ask the same 
question, but in a different manner. The 
true food vendor professional is trying to 
determine if the dates and times sound 
reasonable when considering labor costs 
and if they wish to do business with you. 

Once you have provided details about 
the basic event itself, provide a site map 
with details. Be sure to include where the 
location of the food court and/or snack 
carts are located. If you do not have the 
luxury of a complete map, try to give a 
generality where other vendors – crafts, 
sponsors, etc. – will be on the map. Help 
the food vendor understand the traffic 
flow of your event. Note where electric-
ity will be available; is it from generated 
power or from a standard source?

Not all cities and states operate the 
same; you need to provide your vendors 
with the appropriate information to be 
licensed and what the important deadlines 
are for each. Cash handling procedures 
and inventory controls or account-
ing should also be outlined. Insurance 
requirements and details of who is the 
additional insured and where do certifi-
cates get sent. Timelines on set-up and tear 
down should be provided. Are there sig-
nage restrictions - what type of booth sig-
nage is allowed? What security is provided 
and when? Again, this is basic information 
for the event producer, but it is crucial 
information that needs to be shared in a 
timely manner with the vendors. 

Don’t forget the extras! Explain clearly 
what type of booth fee is collected (flat 
fee, percentage or hybrid) and deposit and 
on-site amounts. State what the clean up 
policy is and if there is a deposit fee? If there 
are special location requests – do they cost 
extra? Describe how your beverage program 
works. Who is your sponsor; do they deliver; 
is additional product available during the 

event? The same should be answered about 
ice delivery as well. Clearly state where 
parking lots are available for trailer, stock 
truck and RV parking and be sure to include 
parking passes ahead of time.

Show Time is No Time to Stop 
Communicating!

It’s Show Time! Now is the time where 
all the hard work pays off if you did your 
job in acquiring the right food vendors. 
However, your salesmanship does not 
stop now. It starts with your check-in. Is it 
quick? Do you have additional staff on-site 
that is familiar with the event in getting 
vendors moved in and in the right space? 
Should a problem arise during move in, 
do you have a “Plan B” in case you need 
to move a vendor? Do you make yourself 
assessable during the event – or are you 
hiding somewhere in the sponsor VIP tent?

It continues throughout the event. The 
hard part is over – you have all the right 
vendors in place and the event is up and 
going; but your work is not done yet. In 
order to cultivate the best vendors, you 
need to keep working for them. Are bever-
age, ice or other deliveries timely? Are you 
keeping up with garbage removal – do 
they have garbage cans near their space? 
If they plug in, do they get the power they 
paid for? Are restrooms clearly marked 
and accessible? Is your security working or 
sleeping? How often is a staff person stop-
ping by to check on things? Never stop the 
communication process with food vendors even 
after the event is up and running!

Once the event has closed and the ven-
dors are tearing down to move down the 
road to another festival, take advantage of 
them one last time while you have them! 
Remain in charge and keep communicat-
ing. This way, you can have one last chance 
of one-to-one feedback, whether you want 
it or not – it’s a good technique. This is 
also a great chance to do a space check out 
inspection with your food vendor present.

Although it may seem that communica-
tion with food vendors, or any vendor for 
that matter, is a given, the way you conduct 
your communication is the key. Try and 
look at the event from their perspective. Just 
as Dr. Doolittle worked out the challenges 
with the “push-me-pull-you” you can figure 
out how to talk with your vendors so they 
can assist in the success of your event.

Jan Holland-Malcom, CFEE is an 
event manager who is part of the stellar 
team at Entertainment Solutions, Inc. 
who produce such projects such as the 
Circle K Tempe Music Festival and the 
PF Chang’s Rock n Roll Marathon and 
Post Race Concert in Phoenix, AZ. She 
can be reached at 623-695-6224 or by 
email at paid2playllc@earthlink.net

mailto:paid2playllc@earthlink.net
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Working with Sponsors 
to Leverage 
Media
By Martin Dickey, CFEE
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Every day we find ourselves continually bombarded with trou-
bling details on mortgage foreclosures, home valuations plummet-
ing, tight credit, loss of jobs and business closures. It has become a  
necessity for families to look for every opportunity to spend less.  
As families pull back on spending, businesses look for every way 
possible to trim their expenses and promote sales however possible. 
Often times, as is the unfortunate case, the first things to go from 
these budgets are marketing and advertising dollars.
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For those key businesses for which 
sponsorship is a part of their market-
ing mix, we see a realignment of their 
spending priorities with their marketing 
dollars. We see sponsors canceling event 
agreements and trouble on the horizon 
in terms of decreases in event sponsor-
ship income. For those of us counting on 
sponsorship to fund our event produc-
tions we can’t get a clear view 
of our revenue horizon with 
all the storm clouds of uncer-
tainty blocking the view!

In seeking our sponsorships, 
we become experts at allocat-
ing our assets in a sponsorship 
package of value based on 
what we learn about our spon-
sors’ marketing goals. What is 
your sponsor’s primary reason 
for wanting access to your 
guests/attendees? Research 
which goals they expect to 
achieve and in what prior-
ity, i.e. one-on-one sales or 
promotion of services, product 
and/or service education, data 
capture, community involve-
ment, branding, couponing, 
image reinforcement, lifestyle 
association, new product 
introductions, demonstrations, 
etc. What product and/or 
service is their priority for pro-
motion? Which of their sales 
or marketing promotions will 
your event support? Which 
media are they planning to 
use in conjunction with this 
sponsorship participation 
in your event? After carefully research-
ing our sponsors we develop a strong 
understanding of which of their assets 
they plan to use in conjunction with your 
event to support their marketing goals. If 
we take that same approach to their (the 
sponsor’s) assets in terms of media buys 
and usage, we can negotiate inclusion in 
their existing media or additional media 
promoting their presence and role at our 
events as part of our requirement for the 
agreement! We are comfortable requiring 
financial compensation for the value our 
sponsorships provide and we should be 
just as comfortable requiring mention or 
inclusion of our events in the sponsor’s 
existing media or negotiating additional 
media to support the event.

While you are learning the key goals of 
your sponsor in their relationship with 
your event, you will note what efforts 
they are taking to “activate” their sponsor-
ship. Activation is sponsorship at work. 
Activation is implementing promotional 
and marketing components that incent 
participation, collect data, move product, 
coupons, samples, etc. Activation is an-
other level of work, preparation, expense 

and most of all results. It’s not just about 
logos and space. Activation often times 
has specific measurable goals and it is 
insurance that helps make a sponsorship 
successful. Activation virtually always 
requires additional expense. According to 
International Events Group, “the typical 
sponsor spends $1.90 on activation for 
every $1 it pays properties to associate 

with them.” Be sure you know who’s pay-
ing for that effort labor and material wise. 

The approach we are taking with these 
sponsors which can deliver media as part 
of the agreement requires more ques-
tioning than most sponsors are used to 
experiencing. Whether you are dealing 
with the sponsor directly or the agency 
for the sponsor, if they understand you 
are interested in positioning your event 
or property as more of an active inte-
grated partner in their sponsorship and 
that you can contribute to the success of 
their activation they will be more willing 
to engage in the extra effort. The sponsor, 
and agency if applicable, have designed 
a media buy and content for a specific 
purpose and asking for inclusion of event 
information in that space or time can be 
a push. You can incorporate some of your 
event assets to help “activate” their spon-
sorship and leverage that help to justify 
the media support. Based on the under-
standing of the marketing goals you now 
have for their sponsorship involvement, 
you can communicate various event 
marketing solutions and/or promotions 
to this sponsor for which you require 

benefits from their advertising and pro-
motion inventory. If necessary, you can 
negotiate above and beyond the sponsor-
ship package. Sponsors rarely utilize the 
full palette of event asset inventory so be 
creative in offering more to them to get 
the media you desire. 

Here are a few examples of event 
assets that can be included in the 

sponsorship package with 
the idea of supporting the 
sponsor’s goals and enhanc-
ing activation as leverage for 
media: For the sponsor goal 
of branding, you can incor-
porate event assets such as 
category exclusivity, mentions 
in live remote broadcasts that 
drive booth traffic, a presence 
on video screens or video 
screen frames, logo in press 
materials, logo in collateral 
such as posters, maps, fli-
ers, tickets, credentials, web 
inclusion i.e. home page, hot 
link, ad, editorial inclusion, 
premium banner locations, 
stage announcements, logos 
on event shirts and/or staff 
shirts, program ad or in-
sert. For the sponsor goal of 
sampling, event assets such as 
roaming rights can be offered. 
You need to control the num-
ber of people outside of the 
booth and their location. You 
can offer various choices of 
high traffic locations so they 
are more actively involved, 
consider placing their booth 

by media booths where personalities and 
giveaways will be taking place, add stage 
announcements or on stage contests to 
drive booth traffic, or have walk-around 
performers in vicinity of sampling booth.

Examples of sponsor assets to seek 
access to additional media: For the event 
goal of a remote broadcast, the spon-
sor has the asset of a radio/TV schedule. 
Request radio or TV remote by offering 
event talent appearance, ticket giveaways, 
event merchandise, exclusive interviews, 
exclusive stage access or live broadcasts. 
Provide some of these assets to your 
sponsor to so they will leverage their 
media buy on the event’s behalf. Have 
them require a station promotional van 
and offer an event talent appearance for 
a certain amount of live cut-ins. Have 
them request that live weather or traffic 
be broadcast at the event or during the 
coverage of the event. Set up a “broad-
casting live backstage” package radio 
opportunity. Offer it as an exclusive 
and as valuable content for the station. 
Hold a private mini concert for the radio 
station’s fan club members. Do it at a 
local club and let the station and club’s 

by media booths where personalities and 
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Martin Dickey, CFEE, is currently 
Special Events Division Manager for 
the City of Glendale, AZ. Martin’s 
responsibilities includes managing 
10 major events, as well as serving 
as Director of Sponsorship. During
Martin’s tenure in this position, Glen-
dale has hosted Super Bowl XVII in 
2008 and the BCS Championship 
Game in 2007 at the University of 
Phoenix Stadium. Martin also has 
extensive sponsorship and event 
management experience in the 
Phoenix area over the last 25 years. 
Previously Martin served as Sponsor-
ship and Media Manager with the City
of Phoenix Special Events Office. 
He was General Manager for the 
Dodge Theatre, Director of Marketing
and Sponsorship for the Arizona State 
Fair, Assistant General Manager at 
Cricket Pavilion as well as Assistant 
Manager at Veterans Memorial 
Coliseum. Dickey holds a bachelor’s 
degree from the University of Missouri 
at Columbia.

schedule promote your event dates, times, 
etc. The leverage for additional media 
you are seeking your sponsor to exert, not 
only helps your event but also helps them 
activate their sponsorship at your event.

We have examined the role of the “tra-
ditional” sponsor, how we can become 
an integrated partner in their success and 
the media leverage we can garner from 
nourishing that relationship. We have 
also touched on the economic 
climate we are now operating 
in and how leveraging media 
from those “traditional” spon-
sors can help our bottom line 
as sponsor revenue tightens 
up. But while we anticipate the 
impact of sponsorship dollars 
decreasing for our events, there 
are other key event partners fac-
ing their own dark clouds, our 
event media partners! This same 
approach from many small 
businesses to our struggling 
economy, which chokes off 
our own sponsorship revenue 
supply, is also having a tre-
mendously negative impact on 
newspaper, television and radio 
advertising revenues. As context 
for that struggle, discussions 
with our media partners have 
revealed as much as 30% of their annual 
revenues have been in the automotive 
advertising category alone and as auto-
motive sales overall have been down so 
much this past year, these media outlets 
are reeling. And that is only one of many 
categories making up the annual revenue 
picture for these media partners, but a 
great example of the overriding negative 
revenue picture they see in their tea leaves 
this coming year.

Most media outlets are in for an 
extremely difficult year. So as we plead 
poverty about the sponsorship revenue 
picture, our media partners are hurting 
more than they have in decades. These 
media are struggling and each outlet in 
these mediums is looking for ways to 
stand out in the clutter of advertising 
choices. Each media is suffering from 
fragmentation resulting from so many 
more options, clutter of competing mes-
sages, short attention spans and advances 
in competing technology that render 
traditional advertising in these mediums 
less attractive and effective. Now, I am 
certainly aware that some event produc-
ers are hesitant, if not outright against, 
getting into the realm of third party 
sponsorship arrangements with their 
media sponsors. The thought here is that 
today’s economic climate may represent 
for many the circumstances of necessity 
that dictate now is the time to open up 
to that possibility. If we work with our 
media sponsor partners to smartly craft 

packages that secure more sponsorship 
for us and advertising for them from 
existing clients or even new advertisers we 
leverage our assets to secure sponsors and
media. So what if in return for making 
some of our assets available to our key, 
perhaps exclusive, media sponsors to help 
them generate media sales, we negoti-
ate more media support from the media 
partnership and we require mentions in 

the new or existing client’s ad campaigns 
we helped secure to promote their on site 
role at the event. This can and has been 
accomplished by creating a clear written 
understanding of protected sponsorship 
categories, a process of prior approval for 
any media partner solicitation proposals 
and final approval of any third party deal. 
Additional peace of mind can be accom-
plished by making joint sales calls with 
the media sponsor representative which 
cements the partnership in the sponsor’s/
advertiser’s mind.

Each of our events have different assets 
that add value, and can elevate our media 
partners above other media options. 
An exclusive arrangement with a media 
sponsor in TV, radio, newspaper, maga-
zine, internet, etc., affords those partners 
added value no one else has access to in 
that medium. This is a huge selling point 
to your media partners and to the clients 
they are interested in selling. This is the 
ultimate differentiation your media spon-
sor agreement provides that allows them 
to break through the clutter. No one else 
in their respective mediums can bring a 
potential client the EXCLUSIVE access to 
resources such as sampling, couponing, 
demonstrations and one-on-one access 
to your attendees. With the ultimate goal 
of generating budget relieving media 
support for our events by leveraging our 
assets, we can look with a fresh set of eyes 
at the historical media sponsor relation-
ships with events and join forces with 

them in securing bigger ad buys from 
existing advertisers or assist them, and us, 
with securing buys from new advertisers 
looking for the added value of event as-
sets that differentiate your media partner 
from the pack! 

Ultimately, your careful assessment of 
event assets and which one(s) are the best 
combination of added value for a media 
partner for one or more categories you do 

not have secured for 
your event is fair game for 
this approach. We all like to 
control access to our event 
and who benefits from what 
we have all worked so tire-
lessly to build. But in this 
environment we can help 
each other by being smart 
and proactive with me-
dia sponsors. We have to 
put together the strongest 
marketing package we can 
with limited resources, they 
need to break out of the 
clutter and offer much more 
than broadcast time or print 
space inventory. We have an 
opportunity for synergy that 
works with careful thought, 
agreements that specify 
categories and methods, and 

ultimately all approval with who and 
how rests with the event producer. We 
can be fearful and stagnate or be smart 
and thoughtfully careful and thrive in 
these challenging times.
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By Charlotte J. DeWitt, CFEE
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Megatrends was a term coined in the 1980’s by authors John Naisbitt and Patricia 
Aburdene to describe major social, economic, political, and technological changes 
which, once formed, influence us for seven to ten years. They give a structural context 
by which we can make decisions. 

Festivals and events have their own set of megatrends, colored by geography and 
world events. These trends present their own set of unique opportunities.

This year IFEA again featured an international “Industry Compass” panel discussion 
at its 53rd Annual Convention & Expo in Boise, Idaho, USA, September 8-12, 2008. 
The ideas presented below are the collective thoughts expressed by the panelists listed 
here and by members of the audience and other convention delegates. Little did we all 
know how rapidly the world economic picture would change shortly thereafter.

Megatrend #1: Globalization
Globalization has, by far, been the number one megatrend this past year. It has im-

pacted not only world trade and industry, but festivals and events, as well. Marketing 
strategies, communication styles, and cultural issues inherent in program design have 
all been affected by globalization. 

In the marketing sense of “going global,” major festivals increasingly want to have 
worldwide “brand” recognition— to ascend to the iconic status of an Edinburgh, Rio, 
or Munich—cities whose festivals are world famous. More recently, we have seen the 
reverse: cities, such as Dubai, looking to create festivals and events in order to cement 
their status as world-class destinations. Regardless of who initiates it, the festival or the 
city, this move towards globalization takes time and often can be, unfortunately, at the 
expense of local identity. 

When one culture becomes drastically altered by the influx of other ideas, styles, and 
customs, it suffers from cultural globalization, sometimes referred to as “Westerniza-
tion.” The issue at stake, again, is one of identity.

Europeans, by virtue of their multi-national composition, examine identity issues 
constantly, according to Allan Xenius Grige, Chairman of IFEA Europe.

• Are we trying to be all things to all people, stifling the intellectual curiosity of our 
audiences?

• Do we “brand” a city by supporting the old, traditional culture, such as opera in 
Austria’s famous Salzburg Festival (Salzburger Festspiele), or do we create a city brand 
based on something that isn’t really part of our culture at all? 

• If we support new performing arts, do we dilute our existing culture?

In an ever-evolving industry, Rotterdam’s Johan Moerman, chair-elect of IFEA 
World’s Board of Directors, notes that concerns of neighborhood identities and social 
issues, brought about by an extremely mobile population, are influencing European 
festival and event design. 
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In particular, two approaches have 
come under attack: the “cookie cutter 
approach” of hiring a stage and per-
formers and calling it a festival; and the 
franchising of festival concepts, such as 
the shopping festivals prevalent in Dubai, 
Singapore, Malaysia, and Thailand. 
Neither approach is acceptable to Euro-
peans—and others— primarily because 
neither is an authentic reflection of local 
culture, and thereby, encourages passive 
audiences. The result is “over-festivaliza-
tion” – everything today is called a festival.

Who Defines Identity? 
Festivals in Korea and China are, for 

the most part, newly created, government 
–run “intentional” festivals, often driven 
by two engines: tourism and culture. 
Eighty percent of Korea’s 1200 festivals 
fall into this category; ninety percent of 
China’s 6,000 festivals have only existed 
for ten years or less. Each country, howev-
er, has recognized the value of preserving 
its folkloric traditions to position itself 
uniquely in the tourism market.

Korea’s Namsadang Baudeogi Festival in 
the city of Anseong is a riverside celebra-
tion of traditional Korean performing 
arts, handcrafts, and culinary delights. In 
2012, the city will host the prestigious 
International Council of Organizations of 
Folklore Festivals and Folk Art (CIOFF)’s 
World Folkloriada, a 60-nation folkloric 
showcase whose goal is the preservation 
and promotion of folklore through per-
formance. CIOFF was founded in 1970 in 
France and has consultative status with 
the United Nations Educational, Scientif-
ic, and Cultural Organization (UNESCO).

Gimje, the center of Korea’s 5,000-year-
old rice culture, hosts the annual Horizon

Festival, a celebration of the region’s great 
agricultural heritage. The festival features 
a wide variety of exhibits, demonstrations, 
inter-active activities, and entertainment in 
a waterfront park near one of Korea’s most 
important—and oldest— reservoirs. The 
reservoir dates to 330AD, and has played a 
critical role in the region’s rice cultivation. 

The Horizon Festival is more than an 
Asian interpretation of an American 
“State Fair.” Buddhist priests give a sacred 
blessing to the festival and the region’s 
rice crops, and teach young children 
about spirituality. Storytellers re-enact 
the Tale of Maiden Danya and the two 
dragons. Wedding ceremonies during 
the festival are facilitated for immigrant 
women (non-Koreans), complete with 
ceremonial robes, since the cultivation of 
rice leaves hard-working local rice farmers 
little time for courtship. The festival was 
chosen as the country’s most valuable 
cultural tourism festival for three consec-
utive years (2005, 2006, 2007) and one of 
the country’s top ten festivals (2003 and 
2004) by the Korean Ministry of Culture, 
Sports, and Tourism. 

 IFEA China believes that “the power 
of ethnic celebrations is the survival of 
traditions.” The organization recently 
began a study of Chinese ethnic festivals 
in anticipation of future discussions with 
the Chinese Ministry of Culture on how to 
preserve and promote Chinese culture. Of 
2,000 ethnic nationalities worldwide 56 
are in China, according to Zhang Nuan, 
the affiliate’s President. The issue? With 
the encroachment of Westernization, 
Chinese elders are fearful of losing their 
ancient traditions… causing festival orga-
nizers to increase efforts to give Western 
visitors a truly Eastern experience. This 

“Easternization” was very well done when 
Beijing hosted the 2008 Olympics.

Globalization can also yield a certain 
sense of displacement.

Singapore, China’s young, “hip” cousin, 
adds a contemporary interpretation to the 
concept of identity and the preservation of 
traditional culture. Jimmy Wong, President 
of IFEA Asia, cites the Singapore Opera 
Festival, for example, which tries to reposi-
tion traditional Chinese opera to appeal 
to youth by using English language in its 
performances. With English as the official 
language of government, business, and 
education, many Singaporean Chinese 
are growing up without Chinese language 
skills. Singapore’s Mandarin Chinese rep-
resent 77% of the country’s population.

Westernization becomes even more 
disconcerting to some, says Johan Moer-
man, when a show like Mama Mia, based 
on the music of the Swedish rock group 
ABBA, appears in a place like Singapore. 
But Western influence, when integrated 
subliminally, can have a positive side. 
Chingay, the city-state’s official Chinese 
New Year’s celebration, features an array of 
international performing groups amongst 
its traditional Chinese, Indian, and Malay 
groups. Singapore has always positioned 
itself as a “gateway” city bridging cultures, 
and its events have typically been directed 
at “nation-building,” a concept designed to 
unite a multi-ethnic, multi-lingual country 
which only gained independence in 1965.

Identity is also an issue in Hawaii, 
according to Alice Moon from Hilo, 
Hawaii, where local elders work hard to 
protect, promote, and nurture the indig-
enous Hawaiian culture. Moon feels that 
young people in Hawaii (as opposed to 
indigenous Hawaiian youth) are some-
what apathetic to traditions of the native 
people, and she stresses the need for 
communities to actively try to keep the 
old traditions alive.

Muriel Anderson, Vice President of 
Product Development for the Hawaii 
Tourism Authority and an IFEA 2008 Hall 
of Fame Inductee, says there are major 
movements within the Hawaiian com-
munity as well as the broader community, 
to perpetuate the Hawaiian culture. Such 
efforts, adds Anderson, are “coming from 
the youth as well as others who recognize 
the value and importance of cultural integ-
rity, identity, authenticity, and preservation 
of Hawaii’s indigenous culture.” 

Hawaiian language immersion schools; 
bachelors, masters, and doctoral level 
programs at the University of Hawaii in 
Hawaiian language; the growing popu-
lation of “hula halau” (hula schools); 
efforts by businesses to embrace Ha-
waiian hospitality values into the 
workplace; hundreds of events highlight-
ing the host culture; increasing interest 
and involvement in Hawaiian music and 

Korean Horizon Festival
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dance; recognition and inclusion by the 
Grammy Awards of a Hawaiian music 
category; and, efforts such as those by the 
Hula Preservation Society to use technol-
ogy to capture the history, culture, and 
heritage of the hula are great examples of 
passion versus apathy. 

The Hawaii Tourism Authority has com-
mitted US$2.5 million to assist these goals 
in its 2008 Product Development budget. 
In 2005, they hired a Hawaiian Cultural 
Coordinator to help them in their efforts 
to foster positive relationships between 
Hawaii’s visitor industry and the Hawai-
ian community. HTA, says Anderson, is 
passionate and supportive of all efforts to 
preserve and perpetuate the host culture.

In Africa, an entire generation has 
been eradicated by HIV/AIDS, leaving no 
middle generation between grandparents 
and grandchildren to pass on tribal and 
communal rituals. 

And in the United Arab Emirates, only 
19% of residents are native Emirati. Men 
outnumber women almost 3:1. Because 
of the high percentage of immigrants 
(73.9% are non-citizens), most audi-
ences are not interested in paying to have 
Islamic cultural experiences, although they 
do have the discretionary money to buy 
tickets, says Sipho Dlamini of Center Stage 
Management in Dubai. There are also very 
few entertainment products from which to 
choose. Enter Dubai Event Management 
Corporation, the new government-owned, 
government-funded company whose 
mandate is to develop world-class events 
in four areas: arts and culture, conferences 
and exhibitions, sports, and entertain-
ment. Some seventy people are employed 
by the new corporation.

Although events highlighting Islamic 
culture may not be patronized in the 
Emirates, Gary Masters, Director of 
Festivals and Events Ontario, noted great 
interest when Islamic mosques in greater 
Toronto, Canada, opened their doors to 
the public as a part of the province-wide 
Doors Open Ontario heritage festival. 
The festival has been rated one of the 
country’s top one hundred.

Dr. Joe Goldblatt summed it up: 
“Although, according to Tom Fried-
man (New York Times columnist and 
author , The World is Flat) the earth may 
be flattening, it still has many different 
rooms.  One of the great challenges of the 
future for festivals and events will be to 
open these doors to promote increased 
mutual understanding and greater 
collaboration. IFEA could be one of the 
powerful keys to open these doors.”

Megatrend #2: Youth
The growing youth market is another 

trend impacting a broad spectrum of 
festival-related issues. Simply put, audi-
ences are getting younger, and festivals 

have had to adopt new strategies to 
reach them. Paper is “out” (posters, press 
releases, postcards, brochures). Market-
ing is becoming IT-driven and inter-ac-
tive, with on-line vehicles like Facebook, 
MySpace, flickr, last.fm, YouTube, blogs, 
and text messaging. Festival programming 
is shifting to experiential (see it, touch it, 
try it), as festivals seek what Jimmy Wong 
calls “heartware” rather than “hardware” 
to attract young audiences. As suggested 
in James Gilmore and Joseph Pine’s book 
The Experience Economy, the experience is
the marketing.

Singapore has made a major commit-
ment to sports marketing as a way of 
engaging youth, thus cementing a sense 

of nationalism based on participation. 
In a world increasingly more globalized, 
sports is a universally understood lan-
guage, and it strengthens friendships with 
other nations. According to Kelven Tan, 
President of IFEA Singapore, sports-based 
tourism draws 45,000 people annu-
ally to Singapore to compete in mara-
thons, biathlons, and triathlons; plus 
an additional 100,000 people to watch 
the first-ever Formula 1 night race; and 
countless others to witness the stopover 
of the Volvo Ocean Race in late Decem-
ber/early January. In 2010, Singapore will 
host another sports-related “first”—the 
inaugural Youth Olympics, sanctioned 
by the International Olympics Commit-

Hawaiian Culture

Singapore’s Chingay
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Tàrrega’s Fira de Teatre al Carrer

tee. But Singapore is not the only country 
courting international visitors through 
sports. In 2010, South Africa will host the 
FIFA world cup (football/soccer). 

Ireland has seen a dramatic rise in 
the number of children’s festivals and 
youth activities. A recent trend is to send 
a festival’s visiting contemporary musi-
cians to work in local schools, challenging 
students to create collaborative music that 
combines old, traditional styles with the 
new. Colm Croffy, President of the Associ-
ation of Irish Festivals and Events (AOIFE) 
also mentions other new trends in Ireland 
and Europe: art, food and high-end wine 
festivals; street arts festivals in new mar-
kets like Iceland; and more water festivals 
in those coastal communities whose work-
ing waterfronts are in economic decline. 
Today, adds Croffy, almost every major city 
in Europe has a gay/lesbian festival.

Festivals attracting young audiences 
have their own challenges. Where limited 
infrastructure may seem like an obstacle in 
many cities, Croffy points to festivals like 
Tàrrega’s Fira de Teatre al Carrer in Spain. 
Turning a negative into a positive, the festi-
val has eliminated the boundaries between 
performers and local residents through an 
unusual “artiste” hosting program. One 
thousand performers and 750 other festival 
personnel are housed with local families in 
this small town of 8,000 people. The 4-day 
festival attracts 100,000 spectators.

The festival is actually a festival within 
a festival. Its main purpose is to showcase 
street theatre and festival production to 
booking agents, producers, and journal-
ists. An estimated €12 million in festival-
related business is written here each year. 

But to the general public, the festival is 
a colorful entertainment showcase spill-
ing over into the squares, plazas, streets, 
balconies, and church steps of this small, 
medieval town. And it’s free. The Fira gen-
erates an estimated €6 million economic 
impact for Tàrrega.

How, you might ask, could such a small 
town deal with such an influx of people? 
With only two modest hotels and twelve 
guest houses, Tàrrega has built its own 
16-Acre campsite and encourages families 
and other young-at-heart festival-goers to 
camp out for the weekend at reasonable 
prices. The campsite holds upwards of 
6,000 people for one month a year at fes-
tival-time; the remaining eleven months, it 
is used by the town as a sports complex.

Additionally, a 24-hour shuttle bus 
links the festival to accommodations in 
the neighboring town of Lleida, some 
forty minutes away. Both the artiste host-
ing and the campground experiences give 
festival-goers a chance to experience the 
local flavor of the town, reinforcing the 
town’s identity. They are also extremely 
attractive alternatives for young patrons 
with limited financial resources.

Megatrend #3: Education and 
Research as Festival Partners

IFEA began its Certified Festival and 
Event Executive program (CFEE , then 
called CFE) in 1983 in order to set com-
petency standards for the emerging pro-
fession of festival management, and to 
legitimize the profession itself. In 1983, 
there were no affiliate organizations in 
Europe, Latin America, Asia, Australia, 
and the Middle East, and most people as-

sumed that the word “festival” had 
one definition. 

Globalization has brought with it the 
challenge—and the opportunity— of 
adapting the curriculum to other cultures, 
other languages, and other festival and 
event models. Countries with a “young” or 
“intentional” festival culture may have dif-
ferent needs than one with, for example, a 
100-year-old carnival celebration (known 
as Mardi Gras in the U.S.) or a Mozart 
festival with an arts management profile.

Recognition of the CFEE certifica-
tion at a governmental level will greatly 
increase its value. Other professions such 
as certified public accountants (CPAs), 
lawyers, or teachers already have this 
recognition. Eventually, says IFEA Africa’s 
Janet Landey, a reciprocal recognition 
of credentials by various governments, 
along with the requisite work visas, could 
encourage greater mobility of trained 
professionals throughout the world. 
Thérèse St.-Onge, formerly with Canada’s 
National Capitol Commission, urges 
affiliates to look upon government as a 
partner, rather than an adversary, adding 
that it is in everyone’s best interest to 
ensure professionalism in our industry.

South Africa, via its Sector Education 
Training Authority (SETA) and Canada, via 
its Canadian Tourism Human Resources 
Council, have been working towards an 
International Standard for Events Manage-
ment (IEMS) based on the Event Manage-
ment Body of Knowledge (EMBOK), says 
Landey. IFEA members Bill O’Toole of 
Australia and Ulrich Wuensch of Germany, 
along with Landey and St.-Onge, are con-
sulting on the Canadian project.

Not to be forgotten in the credentials rec-
ognition arena: written proof of competency 
of your suppliers. What if your fireworks 
company only knew how to light a match?

As more and more universities are 
undertaking event management degree 
programs at both an undergraduate and 
graduate level, the next challenge is one 
of aligning IFEA’s CFEE program in an 
appropriate way with those of colleges 
and universities around the world. Dr. 
Gang-Hoan Jeong of South Korea’s Pai 
Chai University, Dr. Jeff Jiang of Califor-
nia State University at Chico, CA, Dr. Joe 
Goldblatt of Queen Margaret University 
in Scotland, and Dr. Phil Long of Leeds 
Metropolitan University, UK, among oth-
ers, are all contributing to this effort. 

Universities and research go hand-in-
hand. Research is playing an increasingly 
more important role in those countries 
where academic substantiation strength-
ens funding applications to the public 
sector, such as arts and cultural councils, 
tourism boards, and educational agencies. 
This is less common in the United States, 
where corporate financing is far more 
prevalent than government funding. 
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Finally, an often overlooked aspect of 
education is volunteer training, which 
can function as job training for young 
people. As South Africa girds up for the 
2010 World Cup (football/soccer) and 
Singapore looks ahead to the IOC-sanc-
tioned World Youth Olympics in 2010, 
the trend will be to teach meaningful 
skills that can be transferred to other 
employment opportunities.

Megatrend #4: Values-driven 
Festivals and Events

We have all heard the phrase “value for 
money,” but in today’s terms, “values-
driven” means a festival concerned with 
promoting healthy attitudes and habits. 
On a social side, we see festivals con-
sciously working to integrate immigrant 
neighborhoods into the fabric of the 
festival itself, making the festival more 
inclusive. On a biodiversity side, it means 
running “green,” environmentally friend-
ly festivals – not just during the festival, 
but year-round in the festival office. 

Today, this trend is catching on. The 
Kentucky Derby Festival in the U.S. is an 
excellent example of thinking “green.” 
But looking back to 1994, the Stockholm
(Sweden) Water Festival already was using 
festival compost to create new flower 
beds in the city, and required all food 
vendors to use biodegradable cups, 
plates, and forks. All paper consumed in 
the festival office was recycled. Its legacy, 
the Stockholm Water Prize, is a Nobel-style 
award given by the King of Sweden to 
the organization or individual doing the 
most for the world’s clean water.

Megatrend #5: Economic 
Diversity

The collapse of the U.S. subprime 
mortgage industry in late September, just 
two weeks after the Industry Compass panel 
session in Boise (USA), created a world-
wide financial tsunami. It was precipitated 
by the abandonment of international 
investment bank Lehman Brothers by U.S. 
Treasury Secretary Henry Paulson, Jr., and 
the aftermath has been catastrophic. 

It is inevitable that festivals and events 
everywhere will experience repercussions 
as a result. As we go to press, the market 
is still volatile, and it would be premature 
to comment extensively. Allan Xenius 
Grige asks, “With less discretionary mon-
ey, will audiences stay closer to home due 
to high gas (petrol) prices and less money 
for overnight stays, or will they seek out 
diversionary experiences as a way of for-
getting the state of the economy?” 

Many festivals will need to adopt new 
financial models, as cash flow, liquidity, 
credit, and funding sources have changed 
overnight. Corporate sponsorship is one 
income stream that could be heavily 
impacted. In the U.S., American Express, 

for example, announced in November 
that it would lay off 10% of its workforce 
in the near future, about 7,000 people. 
Soon after, the communications giant 
Motorola Inc. stated it anticipates more 
than doubling its layoffs over the next 
several months, to a total of about 5,600 
since April 2008. Robert Reich, a former 
U.S. Secretary of Labor under U.S. Presi-
dent Bill Clinton and a professor at the 
University of California, Berkeley says, 
“All industries that rely on discretionary 
spending are at risk.” (Time Magazine,
Nov. 4, 2008) 

What does this mean? Traditional 
corporate sponsors may be much more 
conservative as companies and banks ad-
just to “survival of the fittest.” In America, 
companies most likely to be heavily hit by 
the recession, according to a recent Gold-
man Sachs analysis, will be construction, 
manufacturing, financial services, and 
retail. Savvy marketers may have to look 
towards recession-proof industries like 
health care as new sources of income. If 
there is any consolation at all, it is that in 
bad times, people need good times. Festi-
vals and events can provide that diversion.

Currency exchange rates are swinging 
dramatically— and often. If, for example, 
a Euro-zone festival had contracted with 
an American performing group in August 
2008, a price of US$10,000 would have 
cost €6,768.; two months later, the same 
group would have cost €7,900. The num-
bers are even more gruesome in Icelan-
dic kronur: the price of the same group 
would have jumped from ISK814,600 to 
ISK1.2 million. Staggering— until you 
calculate again, two weeks later, in early 
November, when the price became ISK 
1.3million. Then it becomes surreal.

The importance of anticipating swings 
like this cannot be under-stated for those 
festivals with line items in multiple 
currencies, or those with foreign sup-
pliers. But it is also important to us as 
an association producing international 
conferences and seminars. It will cost 
some attendees more than usual simply 
because of exchange rates.

Public Sector Financing
Government funding is another ques-

tion mark. Many governments outside the 
U.S. typically fund festivals and events, 

Each part of the world uses the 
word festival differently. A festival can 
encompass everything from high art 
to local color. In Europe, a festival 
often has an artistic connotation in-
volving exhibits, themed performanc-
es, the preservation of heritage, social 
commentary, or the infusion of new, 
avant-garde creative interpretations. 
But Europe is equally at home with 
street arts and carnivals, those wildly 
colorful street pageants occurring just 
before the Christian observance of 
Lent, the forty-day period of fasting 
and prayers leading up to Easter. 

The Middle East, halfway between 
London and Singapore, is much more 
subdued in its public celebrations 
because of religious law. Corporate 
events and indoor events are more 
prevalent than outdoor festivals due 
to both climate and demographics. 
During the Ramadan period of fast-
ing and praying, a common celebra-
tion occurs after sundown each night 
when numerous Ramadan tents bring 
people together around food. Live 
music is forbidden in many Islamic 
countries, although Dubai has suc-
ceeded in establishing a rock festival 
out in the middle of the dessert and 
an international jazz festival. 

Singapore, the gateway to Asia, 
is young and hip, yet still striving 
to preserve and re-interpret, in a 
modern way, the cultural legacies of 
its three ethnic groups, Mandarin 
Chinese, Indian, and Malay. 

Korea has injected billions of won 
into developing festivals as cultural 
tourism drivers, with themes ranging 
from mud to ginseng, folkloric arts 
to performing arts. China’s 6,000 fes-
tivals are predominantly young and 
intentionally created.

And in the Americas, Latin 
America, and especially Brazil, is 
known for its samba-driven carnivals 
in Salvadore and Rio de Janeiro. Ca-
nadian festivals in the capitol region 
of Ottawa are, by law, bi-lingual, and 
span the range of winter sports to 
summer comedy. U.S. festivals are ea-
ger, friendly, and open-minded com-
munity-builders, often a reflection 
of a particular city or region’s profile, 
whether that is garlic in California, 
dogsleds in Alaska, horse racing in 
Kentucky, pumpkins in Ohio, food 
in Chicago, Black arts in Atlanta and 
Baltimore, or waterfront events in 
Boston.

What is a festival? There is no one 
right answer.

WHAT IS A FESTIVAL?
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but they may be forced to prioritize 
spending far more differently in the com-
ing year. It remains to be seen how the 
global recession will affect cultural fund-
ing and tourism monies. 

French President Nicolas Sarkozy, for 
example, has proposed the creation of 
100,000 additional government-subsi-
dized jobs in France, bringing the total 
to 330,000 by 2009. On the surface, 
this is reminiscent of the 1973 CETA 
(Comprehensive Employment Training 
Act) in America, an evolution from the 
WPA (Works Progress Administration) 
programs of the 1930’s. But there is no 
indication that any of these new jobs 
would land in the cultural sector. In the 
broad sweep of things, culture (including 
festivals and events) is not considered 
essential to survival. Sarkozy also urged 
French unions, always very powerful, to 
be more flexible in allowing temporary 
employment contracts. (Business Week,
October 28, 2008) Sarkozy is currently 
President of the European Union, a six-
month rotating post.

Financial diversity — prudent finan-
cial planning utilizing multiple income 
streams, lines of credit, cash reserves, 
conservative attendance estimates, and 
tighter control of expenses—is the dark 
horse of the megatrends. It has come 
from behind to eclipse everything else 
impacting festivals and events in the com-
ing months—and the coming years.

Opportunities
Megatrends bring opportunities for 

collaboration, for using what we have, and 
for moving towards a more globally unit-
ed industry—one that is truly internation-
al in both its vision and in its day-to-day 
operations. “Often, the greatest challenge 
facing an organization is recognizing and 
acting on opportunity rather than solving 
a problem,” writes strategic management 
professor and author Peter Ginter, PhD. 

Being inspired by international ideas, 
acting internationally, collaborating inter-
nationally – these things require open-
ness, choice, and commitment. Here are a 
few things to consider:

1. International Collaboration 
for Festivals

Professional exchanges among festival 
directors, artistic directors, and business 
managers offer enormous opportunities 
for inspiration and growth. The first step is 
to identify a partner – your counterpart in 
another country—and use your IFEA mem-
bership as a letter of introduction. Some 
festivals “salute” another country through 
programming exchanges; and many invite 
official guests each year to see their festivals 
in action. Face-to-face interaction is the 
best starting point—all the more reason to 
attend an IFEA conference— but inter-
national exchanges can also occur via corre-
spondence and conversation. Three-time 
Grand Pinnacle award-winner Borderfest
in Hidalgo, Texas, (population 8,000) has 
saluted China, Ireland, and Jamaica. 

A master global database, cross-indexed 
by category or themes (performing arts, 
ethnic or cultural heritage, parades, 
children, food and beverage, sports, 
water-themed, etc.); size (budget, staff, at-
tendance, demographics); and dates and 
location could be a useful tool for mem-
bers, as well as for journalists, potential 
sponsors, and government officials. IFEA 
China has begun such a classification 
system, identifying eight tracks of festivals 
within China. 

Performing artists are often showcased 
at industry trade shows like WOMEX, artist 
showcases like Montreal’s Just for Laughs 
Festival, and outdoor marketplaces like 
Tàrrega’s Fira de Teatre al Carrer in Spain, 
with its live performances, a trade expo, and 
a catalogue of performers’ contact informa-
tion. “Block-booking” is a way of pro-rat-
ing the expenses of a touring performance 
amongst host festivals. A global database 
would facilitate locating other like-minded 
festivals with which to collaborate. An inter-
national performers’ network or catalogue 
could be a useful supplementary tool.

Many governments (other than the 
U.S.) subsidize artists to perform in 
festivals outside their native countries. 
The money is usually via their cultural de-
partments or their tourism bureaus. Such 
funding is seen, not surprisingly, as a way 
of spreading cultural identity and promot-
ing culturally-based tourism. Check out 
the European Commission (EC), as well 
as national funding sources, such as the 
Korean Ministry of Culture, Sports, and 
Tourism, and France’s Ministry for Culture 
and Communications, all of which fund 
international cultural exchanges. The EC 
is particularly concerned with funding 
collaborative projects by organizations 
from three different EU countries. They 
also target certain regions from time to 
time. Their current focus is on collabora-
tions between European cultural groups 
and those in China and/or India. Other 
avenues: contact your country’s embas-

BorderFest Hidalgo, Texas
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sies and consulates for assistance, as well 
as IFEA affiliate offices around the world. 
Embassies exist only in capital cities; 
consulates may exist in other cities within 
a country, especially if the country is large. 
Again, it is always better to have a local 
liaison via an IFEA member, particularly if 
you do not speak the language.

2. International Opportunities 
for Research and Education

Globalization implies that an indus-
try-wide certification program, adapted 
to country-specific needs, be recognized 
wherever IFEA has an affiliate office. New, 
stronger ties with colleges and universi-
ties; outreach to students and professors 
as potential members and speakers; and 
the interaction of IFEA academics with ap-
propriate government agencies—all these 
things will build a stronger core base for 
the association and facilitate the acceptance 
of CFEE credentials throughout the world. 

Universities, like festivals and events, 
can benefit from exchanges of students, 
researchers, and professors. An over-
looked, but natural partnership could 
exist between IFEA member festivals and 
universities—especially those festivals that 
rely on economic and touristic data to 
substantiate public funding applications. 
One opportunity is a collaborative re-
search project, where IFEA members could 
not only participate in the survey, but 
also have access to the results. Economic 
impact and tourism research are two likely 
topics, perhaps with a standardized eco-
nomic impact survey tool made available 
to all participating IFEA members.

An officially sanctioned IFEA Research 
Center, subject to funding, could create 
measurement instruments, conduct case 
studies, and provide a centralized place 
for storing documentation and statistical 
reports. By introducing the theoretician 
to the practitioner, the data collected 
would potentially be more useful to 
festival managers.

Research tracks at IFEA conferences are 
another way of bringing theory and prac-
tice together—perhaps with the addition 
of a debate between the two.

3. Association-wide 
Opportunities

The same forces that impact us as 
individual IFEA members also impact our 
association. Globalization and the issue of 
identity—of preserving what is unique—
apply equally to our worldwide association 
and its affiliates. What makes an IFEA Eu-
rope conference different from that of IFEA 
China or of IFEA North America is precisely 
that: identity; the cultural footprint. 

And so we need to continue the dia-
logue, the exchange of ideas, while still 
maintaining our individuality as affiliate 
organizations. An “Industry Compass” 

panel is a healthy thing, and it could oc-
cur during each affiliate conference, giv-
ing members a global perspective of IFEA 
without leaving the comfort zone of their 
respective regional “arm chairs.” 

Globalization means continuing our 
efforts to establish industry alliances, 
and these will be vastly different accord-
ing to geography and genre. We may find 
ourselves in new territory, partnering with 
educators; reaching out to performing 
arts associations; creating new layers of 
cooperation with tourism organizations. 
By nature, we must remain fluid in order 
to respond to the needs of our members 
in forging these alliances.

Our vision of a globally united industry 
may stay the same, but we may choose to 
“travel” the concept of a world convention 
outside of North America, perhaps as a 
summit meeting, or perhaps with the des-
ignation “world convention host” rotating 
amongst our various affiliates. Diversifica-
tion applies to more than economic mod-
els—we can envision a more diversified 
conference in terms of attendance profile, 
subject matter, speakers, and venue, and 
we can do so because this helps us build a 
stronger, more internationally responsive 
central organization.

On a global level, official recognition of 
IFEA in a formal, consultative status, by an 
organization such as UNESCO (United Na-
tions Educational, Scientific, and Cultural 
Organization) could contribute to the 
strengthening of the IFEA brand. By defini-
tion, NGOs (non-governmental organiza-
tions) admitted into formal relationships 
with UNESCO “are widely representative 
and expert in their field of activity, and are 
recognized as having a genuinely interna-
tional structure and membership.” Possibly 
the common denominator would be eth-
nicity or cultural identity. “For UNESCO, 
the preservation and the promotion of 
cultural diversity goes hand-in-hand with 
respect for the fundamental rights of each 
individual and the sharing of knowledge.” 
(See www.unesco.org )

And finally, we need to use the resources 
we do have in a more unified, focused 
way. The IFEA brand has value—and can 
increase in value—if we use it on our pro-
motional materials, correspondence, busi-
ness cards, and websites. It can increase in 
value if we quote our own industry experts 
rather than those of some other organiza-
tion, and it can become invaluable when 
we look around and see that we have a 
global network of performers, profes-
sionals, and purveyors no more than a 
keystroke away. We just need to use what 
we have and promote our own.

IFEA was built on a strong volunteer 
base of people who felt the passion of 
sharing what they knew for the better-
ment of the entire industry, and ultimate-
ly, for the benefit of the communities 

SAVE THESE DATES! 
IFEA’s GLOBAL CALENDAR OF 

CONFERENCES 2009

March 4-7, 2009
Canada: Festivals and Events

Ontario (FEO) Annual Conference
Burlington, Ontario, Canada

www.festivalsandeventsontario.ca

March 18-20, 2009
IFEA Europe Annual Conference

Bratislava, Slovakia
www.ifeaeurope.org

April 9-11, 2009
2009 International Festivals and

Events Celebration Expo
Shanghai, China

April 26-28, 2009
Event 360 Expo

Dubai, UAE

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

where we live. We have many opportuni-
ties to rediscover that passion. 

Perhaps we will do that by uniting 
around a common cause, such as global 
warming, clean energy, or third world 
poverty. Perhaps it is something as simple 
as one laptop per child. If our vision is to 
be a “globally united industry touching 
lives in a positive way,” then what could 
be more positive than to use our collec-
tive social consciousness over the next 
year to show that we care—and with the 
support of the millions and millions of 
people who attend our events, to show 
irrefutably that we are able, in the name 
of IFEA, to make a difference? We can 
transcend mere entertainment; we can 
transcend globalization and economic 
recession. The true soul of celebration has 
no boundaries.

mailto:internationalevents@comcast.net
http://www.unesco.org
http://www.festivalsandeventsontario.ca
http://www.ifeaeurope.org
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“Human Rites, City Lights, Com-
mercial Interests” is the theme of IFEA 
Europe’s 18th Annual Convention taking 
place in Bratislava, Slovak Republic, on 
March 18-20, 2009, officially hosted by 
the Bratislava Culture and Information 
Centre (BKIS). Parallel to the regular 
IFEA conference, a special research stream 
under the theme “Journeys of Expression” 
will be organized in Bratislava by Leeds 
Metropolitan University and its partners.

While part of the theme will explore 
the authenticity of festivals and city cel-
ebrations as they seek to preserve rituals 
and identify their roots, other sessions at 
the conference will focus on subjects of 
renewal and creativity, and commercial 
activities at - and as driving factors of 
- modern day festivals. The voice or role 
of festivals in regional capitals, sponsor-
ship demands, event education, and the 
relationship between festival organizers 
and the media will also be explored.

The 2009 conference is held at a time 
when the number of festivals in Europe 
has reached new highs, and many nation-
al and local governments are re-thinking 
their cultural policies towards festivals. As 
traditional, venue-based, year-round arts 
institutions have started to “event” their 
programs to remain relevant and visible, 
support for independent festival organiz-
ers who present traditional arts forms by 
merely renting local venues appears re-
dundant, and festivals with other themes 
– food, heritage, acrobatic street arts, or 

By Allan Xenius Grige
CACC Copenhagen Arts & Culture 
Consult and Chairman, IFEA Europe

focusing on specific neighborhoods or 
integration issues – seem to receive more 
and more focus. 

As such festivals are seen as serving 
both political and tourism aims, the orga-
nization is no longer left entirely to ama-
teurs driven by enthusiasm. More and 
more cities seem to establish year-round 
event secretariats, either to run festivals 
directly, or to support local enthusiasts 
for whom close cooperation with city 
secretariats is a prerequisite for funding. 
Consequently, demands on organizers 
shift from basic programming and logis-
tic skills to destination marketing and 
professional sponsorship handling. 

In the midst of this development, it is 
comforting that very few people would 
consider entering the festival industry 
only to look at festivals, and culture in 
general, as a business. Fortunately, in 
the heart and soul of festival organizers 
remains a true passion for the arts, the 
audiences, and the well-being of their 
communities. Without that passion, 
neither human rites nor city lights and 
commercial interests, can be preserved 
and nurtured. 

The City of Bratislava is the perfect 
backdrop for the exploration of the many 
crossroads of festivals. Located on the 
beautiful Danube River in the heart of 
Europe, Bratislava has been a melting pot 
of cultures for as long as anyone can re-
member. It is host to numerous festivals, 
and has all the potential imaginable to 
position itself as a primary tourist desti-
nation and cultural hotspot in the years 
ahead. We welcome you to join us.

For more information and registration, 
see www.ifeaeurope.com.

Never Forget the

Passion...

48 INTERNATIONAL EVENTS 2008

http://www.ifeaeurope.com


2008 INTERNATIONAL EVENTS 49

Budget: Under $250,000 
Gold - Borderfest Association - Hidalgo Festival of Lights - Hidalgo, TX U.S.A.

Silver - Updowntowners, Inc. - Celebrate Lincoln - Lincoln, NE U.S.A.
Bronze - Gatlinburg Department of Tourism - Special Events Office - 

Gatlinburg Fantasy of Lights Christmas Parade - Gatlinburg, TN U.S.A.

Budget: $250,000 - $750,000 
Gold - Borderfest Association - Borderfest 2008 “Celebrating China,” 

Proudly Presented by Kraft - Hidalgo, TX U.S.A.
Silver - Town of Addison - Taste of Addison - Addison, TX U.S.A.

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

Budget: $750,000 - $1.5 Million
Gold - Downtown Fort Worth Initiatives, Inc. - MAIN ST. Fort Worth Arts Festival

Fort Worth, TX U.S.A.
Silver - Dublin Irish Festival - 20th Anniversary of the Dublin Irish Festival

Dublin, OH U.S.A.
Bronze - Macon Georgia’s International Cherry Blossom Festival - Macon, GA U.S.A.

Budget: Over $1.5 million
Gold - One Reel - Bumbershoot - Seattle, WA U.S.A.

Silver - Singapore Garden Festival - Singapore
Bronze - Memphis in May International Festival Salute to Turkey

Memphis, TN U.S.A.

View the complete list of 2008 IFEA/Haas & Wilkerson Pinnacle Award Winners on the IFEA Website.

MARK YOUR CALENDARS FOR THE 2009 IFEA/HAAS & WILKERSON 
PINNACLE AWARDS ENTRY DEADLINE

Friday, July 3rd, 2009 
(With Late Entry Fee Deadline: Monday, July 20th, 2009)

Dates are subject to change

Proud to insure excellence in the festivals & events industry

C O N G R AT U L AT I O N S
to our 2008 Grand Pinnacle Winners

www.hwins.com
http://www.ifea.com/Industry%20Honors/ih_pg_2.htm
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The festivals and events industry 
lost a creative partner and profes-
sional mentor in September 
with the passing of Lester Robert 

“Bob” Jackson, former personal assistant 
to Walt Disney. Jackson died Sept. 25th 
from leukemia. He was 77. 

Before there was the Walt Disney Com-
pany, there was WED Enterprises, Inc., a 
company personally owned and overseen 
by Walt Disney; and there was Bob Jackson, 
one of Disney’s employees at WED and the 
first Publicity Manager for the then new 
California theme park - Disneyland. 

Jackson worked closely with Disney 
on projects such as the 1964 New York 
World’s Fair and the press conference that 
announced Disney World’s groundbreak-
ing. He also handled dignitary relations 
such as meetings with presidents and their 
families, foreign leaders and celebrities. 

After graduating from UCLA in 1959 with 
a degree in journalism, Jackson worked 
for a public relations firm. During a media 
interview Jackson was conducting, Disney 
turned the tables. “He realized during the 
interview that it was being reversed,” said 
Rob Jackson, Bob Jackson’s oldest son. “He 
came home pretty excited.” Rob Jackson, 9 
at the time, was thrilled. Bob Jackson knew 
what he would say when the call came. “He 
had absolutely no hesitation,” Rob Jackson 
said. “It was a dream job.” 

When Disney died in December 1966, 
the Jackson’s were stunned. The news 
broke Bob Jackson’s heart, Rob said. My 
father respected Disney and his tough 
work ethic. “Disney was a perfectionist,” 
said Greg Jackson, another one of Bob 
Jackson’s three children. “He wanted it 
done and done right.” 

later authored a second book, “Special
Events in the 21st Century.”

Bob Jackson suspended his agency 
operations to accept a two-year position 
as Special Events Manager for the 1991 
International Special Olympic Games 
held in Minneapolis, Minnesota. Follow-
ing the games he continued his creative 
consulting through INNOVA Marketing 
in Minneapolis. In 2003, Bob Jackson 
was inducted into the IFEA Hall of Fame, 
the highest honor in our industry.

In 1998, Jackson and Marie, his wife of 
55 years, retired in Frederick, Maryland 
to be closer to family and the history he 
loved. “He loved Frederick,” said Shawna 
Capotosto, Rob and Greg’s sister and 
Lester Jackson’s youngest child. “The 
four seasons, people and history.” Rob 
Jackson said his father took the family on 
numerous trips to Gettysburg, Pennsylva-
nia, and Richmond, Virginia “He had an 
incredible interest in American history.” 

“Dad didn’t know how ill he was until a 
month before he died,” Rob Jackson said. 

Bob Jackson loved and was loved in re-
turn. “He was a very loving, intelligent and 
humorous father,” Rob Jackson said. “He 
had a sense of humor you wouldn’t be-
lieve.” Bob Jackson supported his children, 
no matter what they wanted to do, Greg 
Jackson said. “I ended up being a police of-
ficer, and he supported me. He was proud 
of me and he protected us.” Tearfully, 
Capotosto said, “If I could have picked any 
father in the universe, I would have picked 
him. And I’m going to miss him.” 

Bob Jackson was, without question, 
one of the most creative people to serve 
the festivals and events industry. We will 
all miss him.

Bob Jackson stayed with the Walt 
Disney Company until 1971, when he 
accepted a job with the U.S. Department 
of Commerce as Director of Information 
Services. His role called for considerable 
involvement with special events and 
their producers throughout the nation, as 
events were part of the arsenal for attract-
ing international tourists and encourag-
ing intra-national travel by U.S. residents. 

In 1975, he accepted a position as 
Director of Public Relations for the John 
F. Kennedy Center for the Performing Arts 
in Washington. Later, Jackson served as 
Director of Tourism for the City of Miami 
Beach, Florida and in 1977 he moved 
into the then new corporate world of 
sponsorship at General Mills, Inc., serv-
ing as Manager of Product Publicity and 
Event Marketing for the company’s more 
than 200 brand units. Jackson planned 
many events for General Mills nation-
wide and created its internal system for 
processing an average of more than 4,000 
sponsorship proposals annually. 

In 1987, Jackson retired from General 
Mills and established his own marketing 
firm, INNOVA Marketing, serving many 
national companies, agencies, communi-
ties and events as an Independent Special 
Events and Publicity Consultant. In 1990 
he researched and authored the feasibility 
study for the original Boise River Festival 
in Boise, Idaho, which went on to become 
an international award-winning event, 
earning its moniker as “America’s Finest 
Family Festival.” The festival also served as 
the foundation for the top-selling “Special
Events: Inside & Out,” which Jackson co-
authored with now IFEA President & CEO 
Steven Wood Schmader, CFEE. Jackson 

Bob Jackson

later authored a second book, “Bob Jackson stayed with the Walt Bob Jackson stayed with the Walt Bob Jackson stayed with the Walt 

Bob JacksonBob JacksonBob Jackson

The festivals and events industry 

Bob JacksonBob Jackson
IN MEMORY OF

Walt Disney and Bob Jackson, opening 
day New York Worlds Fair, April, 1964
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IFEA Global 
Roundtable Council

The IFEA Global Roundtable Council 
is an active and involved global industry 
leadership advisory source, the mem-
bers of which serve at the request of the 
President of IFEA World. Members proac-
tively 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.

IFEA World
Tom Bisignano, CFEE

IFEA World Board Chair

Johan Moerman
IFEA World Board Chair-Elect

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

Steven Wood Schmader, CFEE
IFEA World President & CEO

IFEA Africa
Janet Landey – 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 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)

Thérèse St. Onge, CFEE – Canada

Charlotte DeWitt, CFEE – United States

Muriel Anderson, CFEE – United States

Gary Masters – Canada

IFEA Research & Capacity Building
Dr. Joe Goldblatt, CSEP – United States/Scotland

Philip Long – United Kingdom

Jeff Jiang – United States/China

IFEA Global 
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Toward our Global Leadership Goals, we created a 
new IFEA “Global Roundtable” advisory council of 
key international advisors from every region of the 
world – Africa, Asia, Australia, Europe, Latin Amer-
ica, Middle East/Pan Arab, and North America – to 
advise and support the organization globally, and 
the IFEA World Board and President as requested. 
The Global Roundtable held their first official meet-
ing, together with the IFEA World Board, in Boise, 
Idaho, following the 53rd Annual IFEA Convention 
& Expo presented by Festival Media Corporation, 
in September of 2008. During the highly ener-
gized full-day exchange, Global Roundtable and 
IFEA World Board members focused on the areas 
of education, exchange and research/benchmark-
ing for our industry. The 40-plus attendees made 
commitments to work hand-in-hand, as part of the 
IFEA global network, to help move all of us and our 
industry forward in the years ahead. The energy of 
the possibilities went home with everyone.

Further moving toward a global leadership position, 
the IFEA World Board added new members Colm 
Croffy, with the Association of Irish Festivals & Events, 
from Ireland and Kelven Tan, CFEE with the Singa-
pore Sports Council, from Singapore to the Board and 

elected Johan Moerman, with Rotterdam Festivals in 
the Netherlands, as the 2010 IFEA Chair-elect.

Expanding the visibility and recognition of the 
IFEA and our industry, the organization partici-
pated directly in on-going efforts to define a stan-
dardized Event Management Body of Knowledge, 
spearheaded by the Canadian government together 
with other government and industry professionals; 
partnered in Asia and the Middle East with IIR (a 
global conference, exhibition and training com-
pany), to provide new educational opportunities; 
continued to build new partnerships with global 
educational institutions offering active event man-
agement programs; served as the senior advisor 
for our industry to the Chinese government and 
UNESCO representatives in the creation of the 
China produced “Blue Book” for the creative ser-
vices Industry; met with Travel Industry of America 
(TIA) senior representatives to lend our support 
to proposed legislation to encourage international 
travel and visitors to the United States; participated 
on Department of Homeland Security (DHS) com-
mittees to help ensure the safety of attendees to 
events; supported positive industry media expo-
sure to multiple global and local media sources, 

IFEA 2008: Meeting Challenges; Building Opportunities 
When the world toasted and celebrated the coming New 

Year of 2008, no one could have imagined the challenges 
that lay ahead for the world. At the IFEA, we began the year 
with a clear new focus that will allow us to stay current and 
responsive to the needs of our changing and growing indus-
try. We had officially “planted our flag” during our September 
2007 convention to announce the completion of our strategic 
planning process and our clear intent to stand as the profes-

sional industry leader, serving and enabling festival and event professionals worldwide. 
It wasn’t long until we realized that there were winds of economic change occurring 

in the U.S. and global marketplace that would impact how everyone, in all industries, 
would have to adjust business in the months and perhaps years ahead. As more calls 
from the media and members came across our desk, we determined that the focus of our 
year would now be to help both our industry and our organization to meet these new 
challenges, while continuing to lay the foundations for building future opportunities. 
All things considered, it was an exciting and successful year. Strategically, we made good 
progress on multiple fronts. 
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including a ¾ page article in USA Today that fea-
tured ten top Fourth of July parades; officially rep-
resented the industry at multiple conferences and 
to government officials and business leaders; and 
continued to strengthen industry ties through our 
Association Alliance partnership with the Interna-
tional Association of Fairs & Expositions (IAFE); 
International Association of Amusement Parks 
and Attractions (IAAPA); International Association 
of Assembly Managers (IAAM) and the Outdoor 
Amusement Business Association (OABA).

Toward new research goals, aimed at better 
benchmarking and tracking our industry in the 
future, we began a large process of cleaning up cur-
rent database information, providing new on-line 
tools for IFEA members to self-update records in 
the future; identifying partner databases to help 
facilitate and expand future survey and research 
projects; and began identifying potential research 
areas and priorities.

Providing many new professional options and 
resources to our members and industry we cre-
ated and began offering multiple new programs, 

including our highly popular IFEA Sponsor Forums 
(sponsored in part by PromoPix); our new CFEE 
FastTrack program (sponsored by K&K Insurance); 

customized training and consulting programs; 
on-line webinars covering a wide-range of current 
topics and issues; and easy, 24/7 on-line access to 
our IFEA Bookstore, with a plethora of new titles 
and resources. Information for all of these pro-
grams is available at www.ifea.com or by calling 
208-433-0950. In 2009 we plan to add even more 
professional support program options.

In September, we welcomed attendees from 
around the globe to our world headquarters in 
Boise, Idaho, for the 53rd Annual IFEA Convention 
& Expo, presented by Festival Media Corporation, 
the largest gathering of global industry leaders and 

creative new ideas in our field. National Geographic 
photographer, author and Academy Award nominee 
DeWitt Jones set the tone for the entire conven-
tion with his remarkable opening session titled 
“Extraordinary Visions .” In the days that followed 
attendees enjoyed some 100 seminars, round-table 
sessions, affinity group gatherings, and topical 
workshops, by our strongest speaker line-up to 
date, including some especially memorable and 
valuable moments by former Director of Special 
Event Management for Walt Disney Parks & Resorts 
and IFEA 2009 Chair-Elect Tom Bisignano, CFEE 
with the 7th Grade Challenge Class students from 
Lowell Scott Middle School, who provided a terrific 
look at “Festivals & Events from a Kid’s-Eye Point-of-
View ;” our annual “Industry Compass” international 
panel session discussing the global trends, issues, 
and opportunities impacting the world of festivals 
and events; diversity workshops by Tony Gladney, 
Vice President for Diversity Relations with Harrah’s 
Entertainment; “Can We Talk ,” a new talk-show 
format session creatively presented by Vince Burks, 
Senior Assistant Vice President for Amica Insurance, 
that provided an open and honest event discussion 
by a leading sponsor to our industry; 25 lessons 
from industry icon Jean McFaddin, gathered during 
her 25 years producing the Macy*s Thanksgiving 
Day Parade; “Taking the Sponsorship Pulse ,” a panel 
session featuring a truly amazing gathering of the 
top sponsorship experts in our industry; “Inspired 
Tourism ,” an equally amazing gathering of tour-
ism experts; workshops by former White House 
event producer, author, educator and public rela-
tions consultant John Schlimm; and other leading 
industry experts on virtually every topic imaginable. 
Dr. Vincent Muli Wa Kituku, international author, 
speaker, educator and motivator closed the conven-
tion on a high note with his session “Back to the 
Basics…Becoming the CEO of All You Do .” 

Attendees also enjoyed multiple opportunities for 
professional networking with top creative leaders in 
our field; our very popular IFEA Expo, full of creative 
new ideas, especially in a challenging economy; the 
infamous dfest® Hospitality Suite, open each night of 
the convention; and the always exciting IFEA Foun-
dation Night Party & Auction held at the IFEA’s World 
Headquarters in the historic Boise Depot.

SPONSOR FORUM
PROFITABLE IDEAS FOR SPONSOR GROWTH

IFEA

C F E E  Fa s tTra ck®

C E R T I F I C A T I O N  P R O G R A M

http://www.ifea.com
http://www.ifea.com/Education/cfee_cert.htm
http://www.ifea.com/education_main.htm
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We also found time to recognize the 2008 
winners of the IFEA/Haas & Wilkerson Pinnacle 
Awards, the IFEA/Zambelli Fireworks Internatio-
nale Volunteer of the Year Award (Randy Haw-
thorne with Updowntowners, Inc. in Lincoln 
Nebraska; with a special recognition tribute paid 
to long-time IFEA volunteers Ken & Shirley Hill), 
the winners of the IFEA/Festival Media Corpora-
tion Sponsorship Success Awards (Creative Strate-
gies Group, Borderfest, and the Kentucky Derby 
Festival) and to induct our newest members into 
the IFEA Hall of Fame – Congratulations to Muriel 
Anderson, CFEE; Dr. Joe Goldblatt, CSEP; and 
Mike Berry, CFEE!

We were ready at the end of the Boise conven-
tion to announce that the convention would be 
held in Anchorage, Alaska in 2009. However, in re-
action to rising fuel prices and airline seat cutbacks 
that were out of everyone’s control, we made a last 
minute decision, to insure the affordability of our 
annual convention to those attending, to postpone 
that decision until better economic conditions 
prevail. After a number of site visits and consider-
ations, the 54th Annual IFEA Convention & Expo 
will now be held in Indianapolis, Indiana, from 
September 21st-25th, 2009. With the support of 
the (Indianapolis) 500 Festival and Music For All, 
along with many others, it promises to be a fun 
and memorable gathering. Mark your calendars 
now and watch for more detailed information!

Outreach
IFEA’s global network continued to 

expand in 2008, as we worked toward our 
vision of a globally united industry. 

The IFEA Global Network was highlighted dur-
ing an “Industry Compass” global panel session, as 
well as region specific sessions, during our 53rd 
Annual Convention & Expo in Boise where repre-
sentatives and attendees from around the world 
discussed the global issues, trends, challenges, and 
opportunities impacting the world of festivals and 
events. During the rest of the year a plethora of 
IFEA activities were moving our industry forward 
in every corner of the globe. 

Some brief highlights from our 
Global Regions in 2008 included:

IFEA Africa
A year after their 

inception, IFEA Africa, 
under the direction of 
Janet Landey, CSEP, 
was at the forefront 
of the EMBOK (Event 
Management Body of Knowledge) efforts 
to standardize the professional expecta-
tions of industry skills and education, 
with a goal of eventually making them 
easily transferable around the world. The 
efforts and work were the further result of 
an agreement of understanding between 
the governments of South Africa, Canada 
and Australia, together with the IFEA and 
other key partner organizations, signed in 
2007 at the first IFEA Africa Imbizo.

2008 also saw a new partnership created be-
tween IFEA Africa and the Tourism Empowerment 
Council of South Africa (TECSA), along with nine 
other private sector stakeholders, who signed 
a Memorandum of Understanding to promote 
“Broad Based Black Economic Empowerment” 
(BEE) in the tourism sector. The goals of the 
agreement are to communicate and popularize 
Broad Based Black Economic Empowerment and 
to provide practical implementation support to 
both the private sector and the beneficiaries of this 
transformation. 

Among IFEA Africa’s visions and initiatives 
are plans to use the organization to help create, 
encourage and train new village event coopera-
tives that will be eligible for government funding, 
help in building communities, create critical new 
jobs, and act as the catalyst to create enabling new 
environments throughout South Africa. 
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IFEA Asia
Asia enjoyed the fo-

cus of the global event 
industry in 2008, with 
the hosting of the 2008 
Olympic Games in 
Beijing, China, which 
left the world filled with many indelible 
images and memories, as well as setting 
a new standard for the Olympic Opening 
and Closing Ceremonies.

IFEA Singapore co-sponsored the Event 360 con-
ference and Palme Expo in July, together with IIR 
Middle East, a global conference, exhibition and 
training company. The event drew experts from 
around the globe, including several IFEA World 
Board and Global Roundtable Council members. 

IFEA Korea, under the direction of IFEA Ko-
rea President Professor Gang Hoan Jeong, PhD, 
hosted several IFEA World representatives from 
Europe, North America, Latin America, and part-
nering Asian countries in 2008 for a tour of several 
leading Korean festivals and cities, followed by 
seminars and exchanges with Korean event profes-
sionals, government leaders and the media. Visits 
also included meetings with officials and students 
at Pai Chai University, home to the IFEA Korea of-
fices in Daejeon. In 2009 IFEA Korea is working to 
offer the new CFEE FastTrack program and to build 
a new promotional consulting partnership be-
tween IFEA and the Boryeong Mud Festival, as part 
of a new national identity campaign by the Korean 
government.

IFEA China hosted IFEA World President Steve 
Schmader in 2008, as they co-sponsored the 3rd 
China Exhibition Economy Forum (produced by 
the Chinese Ministry of Commerce), with a full-
day track of festival programming, in Qingdao, 
China, site of the 2008 Olympic Sailing competi-
tion. Extensive meetings were held with Qingdao 
government officials and representatives of the 
Qingdao Sea Festival to discuss potential consult-
ing partnerships with IFEA and a letter of mutual 
cooperation was signed between IFEA China 
President Zhang Nuan and the Vice Mayor of Qin-

gdao, Wu Jingjian. Discussions were also held with 
numerous Chinese leaders regarding a partnership 
with the IFEA to create and host a new World Na-
tionalities Forum, tentatively in 2010. In April of 
2009 IFEA China is planning for an International 
Festivals & Events Celebration Expo in Shanghai, 
co-hosted by the International Fireworks Associa-
tion, China Convention and Exhibition Society, 
and the World Expo Group International Trade 
Promotion Company.

IFEA Australia
Following a 2008 

convention in Sydney, 
Festivals & Events Aus-
tralia (FEA - formerly 
the New South Wales 
Festivals & Events As-
sociation and IFEA’s partner organization 
in Australia) succumbed to economic  
and staff challenges, officially closing  
their operations. In doing so, the leader-
ship of FEA asked that IFEA renew our 
primary role in serving the festivals and 
events of Australia. 

To help fill this important need, IFEA World 
asked IFEA Australia founder and Hall of Fame in-
ductee Barry Wilkins to postpone his professional 
retirement and recommit his efforts to helping fur-
ther build a positive environment for festivals and 
events throughout Australia, by reaccepting the 
role of President of IFEA Australia. Barry flew to 
Boise, Idaho in August to meet with IFEA President 
& CEO Steve Schmader, CFEE and discuss plans 
for 2009 and beyond. Barry and IFEA Australia will 
be headquartered once again in Mt. Barker, South 
Australia.

With the help of many good friends and Aus-
tralian festival and event leaders, including our 
Global Roundtable Council representatives, IFEA 
Australia is working on plans for a conference to 
be held sometime in the second half of 2009.
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IFEA Europe
IFEA Europe held 

a very successful and 
memorable conference 
in Reykjavik, Iceland 
in February of 2008. 
IFEA Global Roundta-
ble Council and IFEA Europe Board mem-
ber Sif Gunnarsdóttir, Director of Visit 
Reykjavik, made sure that attendees from 
around the world, including IFEA World 
Board Chair Pete Van de Putte, CFEE, were 
welcomed in true Icelandic style and left 
with a song in their heart, quite literally.

IFEA Europe Chair Allan Grige and IFEA Europe 
and World Board member Colm Croffy worked 
hand–in-hand with all of the IFEA Europe Board 
members to quickly get the new IFEA Europe offic-
es up and running smoothly in Balinasloe, Ireland, 
so that they could begin planning for their March 
18-20, 2009 conference in Bratislava, Slovakia and 
a plethora of other professional programs. 

The organization received a recommitment of 
funding from the European Parliament and is 
continuing their process of building new affiliate 
partnerships with other related industry organiza-
tions, including the European Festivals Association 
(EFA), headquartered in Brussels, Belgium.

IFEA Latin America
IFEA Latin America 

President and Global 
Roundtable Coun-
cil member, Daniel 
Baldacci, hosted the 
first IFEA Behind-the-
Scenes event during Brazil’s world-famous 
Carnival in the cities of Salvador and Rio 
de Janeiro in February of 2008, which 
in-turn resulted in further exciting new 
opportunities for the future. 

All attendees, including a large contingent from 
South Korea, and IFEA President & CEO Steve 

Schmader, CFEE, had unprecedented access to venues, 
production areas, government officials and event lead-
ers, including the President of the League of Indepen-
dent Samba Schools, Jorge Luiz Castanheira Alexandre, 
who oversees the 18-hour Carnival parade spectacular, 
over two nights, in Rio de Janeiro. There are almost no 
superlatives fitting to adequately describe the Carnival 
events in Brazil, in both scale and grandeur.

 IFEA Latin America has spent a great deal of 
time actively working on many new opportunities 
to partner with other IFEA global affiliates around 
the world, the results of which will be enjoyed by 
all those in our industry in the months and years 
ahead. A region filled with creative and colorful 
events, we look forward to the many exciting new 
possibilities that IFEA Latin America is sure to 

bring to the global industry in the years ahead.

IFEA Middle East
In April, the IFEA 

once again co-spon-
sored the Event 360 
conference and Palme 
Expo, in a growing 
partnership with IIR 
Middle East, a global conference, exhibition 
and training company. The conference was 
held in Dubai, United Arab Emirates. With 
the much appreciated help and support of 
IFEA Global Roundtable Council members 
Bill O’Toole from Australia and former 
IFEA World Board Chair Charlotte DeWitt, 
CFEE, together with IIR Middle East, we 
continue to build new relationships and to 
better understand the many opportunities 
offered in this exciting global region.

IFEA Middle East President Jackie Wartanian, 
with CSM Center Stage Management and the 
Dubai Desert Rock Fest, continued in 2008 to 
develop this diverse global region that extends 
into Southwest Asia. Jackie was recognized as the 
Middle East Event Professional of the Year in 2008. 
In 2009 Jackie will be moving to the United States 
and will hand over the leadership of IFEA Middle 
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East to the very capable hands of Alex Heuff, the 
Director of the Palme Exhibition for IIR. 

2008 also saw new relationships being built and 
begun with educational institutions in the region, 
including the Event Management Program at Mid-
dlesex University in Dubai, and with government 
and event representatives in Saudi Arabia and 
Qutar. In 2009 IFEA will be partnering with IIR 
Middle East to offer our CFEE FastTrack program to 
event professionals throughout the region.

IFEA North America
Under the guidance 

of IFEA Director of 
North America and 
Hall of Fame inductee 
Ira Rosen, IFEA’s North 
American operations 
and programming continued to serve the 
needs of IFEA and industry professionals 
throughout the United States and Canada.

In the United States, IFEA’s staff and affiliate part-
ners provided multiple programming and education-
al opportunities. In addition to our usual array of 
regional conferences and topic-specific on-site semi-
nars, the IFEA added a whole new menu of valuable 
programs and resources in 2008. To assist with the 
concern over economic challenges and travel costs, 
together with our Association Alliance partner orga-
nizations, we have increased our on-line educational 
opportunities substantially, allowing easy, cost-effec-
tive education for anyone with a computer. We also 
added an all new, cost-effective and highly-valuable 
IFEA Sponsor Forum product; our new CFEE FastTrack 
program that allows industry professionals the op-
portunity to complete their CFEE professional certifi-
cation in a condensed timeframe and at a discounted 
investment; a full line-up of IFEA Customized Training 
Seminars; and a new IFEA Consulting and Projects 
focus, that will allow us to draw upon the unique 
expertise of the IFEA and its’ members to provide 
cost-effective, brand-credible services to meet almost 
any professional industry need. We believe, from the 
response that we have seen to-date, and especially in 
consideration of current economic challenges, that 

these new programs and others to be added in the 
future, will provide important support to help insure 
the success of all those in our industry. Information 
on all of these programs is available on-line at www.
ifea.com or by calling 208-433-0950. 

Together with our program and resource develop-
ment and management, we also continued in 2008 
to serve as the hub of IFEA regional network com-
munications with members; built and serviced new 
and existing partnerships with state government 
and tourism agencies, allied associations, state and 
regional affiliates, and association sponsors and ven-
dors; coordinated our popular recognition and award 
programs; and worked with regional educational 
institutions to provide support, training and coordi-
nate/negotiate CFEE certification credit programs.

In Canada, IFEA Global Roundtable Council 
member, IFEA Hall of Fame inductee and former 
IFEA World Board Chair Thérèse St-Onge, CFEE, 
worked on behalf of the IFEA to focus our involve-
ment in the development of standardized industry 
education and skill sets, which is being spear-
headed and funded by the Canadian government. 
Thérèse joined other key IFEA global representa-
tives already involved in this important process.

Also in Canada, we further strengthened our 
relationship with Festivals & Events Ontario, under 
the new leadership of Executive Director Gary Mas-
ters, who also serves on the IFEA Global Round-
table Council. A number of IFEA speakers are 
scheduled to present seminars and CFEE courses 
during the 2009 FEO Conference, March 4-7, in 
Burlington, Ontario. With the support of Gary and 
FEO, together with Thérèse St. Onge, CFEE and the 
base of new contacts and friends developed during 
our 2006 IFEA Convention & Expo in Ottawa, the 
opportunities in Canada continue to grow.

Association Alliance 
2008 marked the fourth full year of our 

Association Alliance. The IFEA, along with 
the IAAM (International Association of As-
sembly Managers), IAAPA (International As-
sociation of Theme Parks and Attractions), 
IAFE (International Association of Fairs 

http://www.ifea.com
http://www.ifea.com
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Note: The most current audited financial statements for the IFEA are always available 
by contacting the IFEA office. 

and Expositions), and the OABA (Outdoor 
Amusement Business Association) formed a 
partnership alliance in October of 2004 that 
has proven to be invaluable from both a 
strategic planning and support standpoint. 

This valuable and unique partnership allows all 
of the Association Alliance partners to share infor-
mation, solutions, member benefits, network con-
tacts, best practices, and often just a much appre-
ciated sounding board. For example, in 2008, all 
five organizations were able to offer our combined 
members a total of more than 40 educational 
webinar options, all at member pricing discounts; 
something no one organization would be likely to 
provide alone. We were able to share professional 
speakers at our conventions, shorten staff learning 
curves in a variety of areas, and take advantage of 
the strengths found in each organization. 

The Association Alliance presidents met in Ar-
lington, Virginia in May, hosted by the IAAPA, and 
in Dallas, Texas in October, hosted by the IAAM. 
Discussions centered around the economy; poten-
tial for further cross-alliance projects and benefits; 
advocacy and legal issues; international outreach 
opportunities; Capital Hill representation and the 
changing political environment ahead; and ways 
of increasing education and professional develop-
ment cooperation in 2009. OABA will host the 
spring 2009 meeting in Winter Park, Florida. 

As we move through the current and continued 
economic challenges, watch for more on-line op-
portunities from the Association Alliance partners, 
focused both on professional and personal needs 
in the months ahead.

Fiscal Insights
As with most everyone, the economic 

challenges of 2008 held our attention and 
provided most of our stresses, affecting 
almost every income and expense line as it 
impacted and trickled down through those 
whose support we rely on to provide the 
services and resources that keep our mem-
bers and industry successful. Together with 
the IFEA World Board we addressed the 
issues in detail early on and took strategic 
steps to control our primary areas of con-
cern. While having to choose some hard 
and less than pleasant options as part of 
that strategic process, we were able to end 
the year in the black, offsetting the nega-
tive impact of the current economy. 

As we look to 2009, following suit with our Asso-
ciation Alliance partners and others, we are budget-
ing very conservatively and hoping with everyone 
that the current global economic market takes a 
positive turn soon and at least begins a turn-around. 
At the same time, within our human and other 
resource capabilities, we look forward to moving 
ahead with our new strategic plan and the develop-
ment of new programs, resources and services that 
will provide even more support to our members and 
industry facing their own challenges; further diver-
sifying our revenue sources; and helping to get ev-
eryone through these trying times both stronger and 
prepared to continue the important role that we all 
play in the communities that we serve; communities 
that need what we provide now, more than ever.

Thanks to the efforts of the IFEA Foundation, it ap-
pears that we may be able to further strengthen our 
economic picture for 2008 and beyond, once we are 
all able to close our books for the current fiscal year. 
The Foundation, whose purpose is to support the 
IFEA’s educational programs and resources, depends 
on the generous donations of our members, vendors, 
convention attendees, sponsors and more. As you 
look to 2009 we encourage you to consider a cash or 
in-kind (or both) gift to the IFEA Foundation.
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Board Transitions

Pete Van de Putte, CFEE
Immediate Past Chair

Tom Bisignano, CFEE
2009 Chair

Wright Tilley, CFEE
2009 Secretary

Johan Moerman
2010 Chair-Elect

Each year the IFEA Board of Directors goes 
through a transition of officers and members 
whose terms are expiring. The time, energy and 
dedication that this volunteer group of profession-
al individuals gives to the IFEA and the continued 
success of our industry is incalculable. 

As we close out the year, we would like to say a 
special “Thank-You” to 2008 Chair Pete Van de Putte, 
CFEE, with dfest® - Dixie Flag Event Services Team 
and to Immediate Past Chair, Paul Jamieson, CFEE, 
with Sunfest of Palm Beach County. Pete will serve 
another year as our Immediate Past Chair, while Paul 
will rotate off of the Board per our policies. 

At the same time, we would like to congratulate 
2009 IFEA World Chair Tom Bisignano, CFEE, 
with Meeting Biz; 2010 Chair-Elect Johan Moer-
man with Rotterdam Festivals; and 2009 Board 
Secretary Wright Tilley, CFEE, with the Watauga 
County Tourism Development Authority. 

We would also like to thank departing Board 
members Janet Kersey, CFEE, with the Daytona 
Beach Area Convention & Visitors Bureau; Sam 
Lemheney, CFEE, with The Pennsylvania Horticul-
tural Society; and Mindy Rabinowitz with Harrah’s 
Entertainment.

The full 2009 IFEA Board of Directors 
will be as follows:
OFFICERS:
Chair:
Tom Bisignano, CFEE, Meeting Biz

Chair-Elect
Johan Moerman, Rotterdam Festivals

Secretary:
Wright Tilley, CFEE, Watauga County Tourism

Development Authority

Immediate Past Chair:
Pete Van De Putte Jr., CFEE, dfest®/Dixie Flag Event

Services Team

Serving Third Year, Second Term:
Bruce Erley, APR, Creative Strategies Group
Wright Tilley, CFEE, Watauga County Tourism

Development Authority

Serving Second Year, Second Term:
Tom Bisignano, CFEE, Meeting Biz
Tracy Becker, CFEE, Clarion Autumn Leaf Festival

Serving First Year, Second Term:
Joe Vera, III, CFEE, Borderfest Association

Serving Third Year, First Term:
Jim Holt, CFEE, Memphis in May

International Festival
Becky Genoways, CFEE, ON THE WATERFRONT
Karen Scherberger, CFEE, Norfolk Festevents, Ltd.
Eric Martin, Esq., CFEE, Music for All

Serving Second Year, First Term:
Colm Croffy, Association of Irish Festivals & Events

(AOIFE)
Kelven Tan, CFEE, Singapore Sports Council

Serving First Year, First Term:
Muriel Anderson, CFEE, Hawaii Tourism Authority
Brad Thomas, CFEE, Silver Dollar City
Steve Rosenauer, CFEE, Fiesta Oyster Bake

Ex-Officio/No Term:
Steve Schmader, CFEE, IFEA President & CEO
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IFEA Annual Convention & Expo

September 21-25, 2009

Indianapolis, Indiana, U.S.A.

IFEA Annual Convention & ExpoIFEA Annual Convention & Expo54thth

Presented by

http://www.ifea.com/Education/convention.htm


C F E E Fa s tTra ck®

C E R T I F I C A T I O N  P R O G R A M

Professional Certification is an important step in the career 
track of leaders in all industries. It enhances professional 
stature among ones peers; recognizes those who have gone 
beyond expectations to be the best that they can be; makes 
a statement to those with whom we do business; provides a 
leveraged position from which to negotiate and build career 
success; and sets higher standards for our industry.

The IFEA‘s Certified Festival and Events Executive (CFEE) pro-
gram was founded in 1983 to provide an opportunity for indus-
try professionals to achieve those goals. Since its founding, the 
CFEE program has evolved significantly along with our industry 
and the new expectations and standards that have come to be 
expected by all those who are impacted by our field. Now we have 
continued that evolution to better meet the needs of those pro-
fessionals to whom time and financial resources are a premium 
and, as a result, are pleased to introduce you to the new “CFEE 
FastTrack Certification Program”.

Working with partner/presenting organizations who have a 
stake in the success and professionalism of the festivals and events 
industry, the IFEA’s new “CFEE FastTrack Program” provides the 
same high-level curriculum (presented by a faculty of the lead-

CFEE FastTrack®

February 2009:
San Antonio, TX

The International Festivals & Events Association
 “CFEE FastTrack® Program” is Coming to Your Area!

ing experts in our field), the same skills assessments, the same 
elective and educational requirements, and above all, the same 
professional recognition as our pre-existing CFEE Certification 
Program, but at a fraction of the time, travel and costs! 

The “CFEE FastTrack Program” is designed for completion by 
participants around timeframes ranging from six to eighteen 
months (check plans for your area). During the chosen con-
densed time period, the IFEA will present our complete CFEE 
core curriculum seminars, in two blocks of 3 days each, includ-
ing:

• Sponsorship/Sponsorship Service
• Non-Sponsorship Revenue Programs
• Marketing / Media Relations
• Administration / Management
• Human Resources
• Operations / Risk Management 

Sponsored by

Monday, February 2, 2009
Human Resources 

Eric Martin, Esq., CFEE, Music for All, Inc.

Tuesday, February 3, 2009
Event Administration and Management

Penny C. Reeh, Indigo Resource Group and IFEA

Wednesday, February 4, 2009
Non-Sponsorship Revenue

Becky Genoways, ON THE WATERFRONT

http://www.ifea.com/Education/cfee_cert.htm
http://www.kandkinsurance.com/


IFEA Webinar Series
Bringing the Information to You!

Bringing the information right to your 
desktop, IFEA’s Webinar Series offers 
professional training and information 
covering a wide variety of topics im-

portant to your organization’s success. Host-
ed by top industry leaders and special guests, 
presentations can be viewed online from the 
comfort of your own computer without even 
leaving your desk – no travel required!

Registration cost is based on per computer ter-
minal, so gather additional staff, volunteers, or 
board members around so they too can join you 
for this learning experience – all for the cost of 
one registration fee!

Selected IFEA Webinars may be counted as 
elective courses towards your CFEE profession-
al certification requirements. Presenting an 
IFEA Webinar may be counted towards CFEE 
presentation requirements. To insure that 
course credits qualify, or if you are interested 
in being considered as a presenter for an IFEA 
Webinar, contact Nia Forster at nia@ifea.com. 

Upcoming topics include Sponsorship, Mar-
keting and Media Relations, Green Marketing, 
Non-Profit Management, Volunteer Manage-
ment, Creating Partnerships and much, much 
more! Check out www.ifea.com for an up-to-date 
schedule and information on how to register!

Questions? Contact Nia Forster, 
Vice President/Director of Marketing 
& Communications at nia@ifea.com

IFEA Webinar Series

International Festivals & Events Association

mailto:nia@ifea.com
http://www.ifea.com
mailto:nia@ifea.com
http://www.ifea.com/Education/webinar.htm
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that make up the membership of IFEA needs to support them.
I know that this might sound a little self-serving, but it is an 

important issue that strikes to the heart our organization and 
the success of all the organizations that depend on the IFEA. 
I strongly urge you to look to IFEA member suppliers when 
you shop for products and services. This way you will be 
helping to keep the IFEA strong while assuring yourself that 
you are doing business with the industry leaders. At the same 
time, if you have a key supplier that is not already a member 
of the IFEA, please encourage them to join and get involved. 

This is my last column as 2008 Chair. I want to thank you 
for giving me the privilege of serving you this past year. I pas-
sionately believe that celebration is important to the human 
race and that the people who create celebrations are true 
heroes. Individually and together through the IFEA we are 
making the world a better place. 

PETE VAN DE PUTTE, CFEE
2008 IFEA Board Chair 

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

Email: pete@dixieflag.com

We have all seen movies about the “Old West.” When 
attacked, the wagon trains’ first response was to circle 
the wagons. Right now we in the festivals and events in-
dustry need to circle our wagons. The current economic 
climate has resulted in a drop in festival sponsorship. 
We all hope that this is a temporary situation, but we all 
know that it is a real issue. With less money to spend, 
events are looking for more cost-effective approaches to 
just about everything. 

Sponsors are the lifeblood of just about every orga-
nization and event. They pay the bills, provide valuable 
human resources, and help to broaden and strengthen 
the organization’s name and message. Events just would 
not be as successful as they are today if it were not 
for sponsors. The IFEA devotes considerable time and 
talent each year to improving sponsorship education. 
Many festivals, both small and large, have prospered 
through the use of information provided or facilitated 
by the IFEA. One of the messages that is consistently 
delivered is that you have to provide value to your 
sponsors. Sponsors need to see tangible results for the 
dollars they spend. That is a fact of life. Today, with less 
money to spend, businesses are reevaluating all of their 
priorities, and that includes event sponsorships. 

Just like your local organization or event, the IFEA 
also depends on sponsors to continue the high quality 
programs it offers. Just like you, the IFEA needs to offer 
value to its sponsors. The most valuable benefit that 
IFEA sponsors receive is access to you, the global event 
network. The businesses that sponsor, advertise, and ex-
hibit through the IFEA are the most knowledgeable and 
committed suppliers in this industry. They are constant-
ly working to improve their products and services for 
festivals, fairs, and special events. For them to continue 
to serve the industry, the industry needs to respond. For 
them to continue to provide support to IFEA, the events 

Supporting Sponsors 
Supports the IFEA

THE BOARD TABLE

mailto:pete@dixieflag.com
www.cableprotector.com
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www.ifeame.com
mailto:info@ifeame.com
www.ifeame.com


66 INTERNATIONAL EVENTS 2008

Happy Holidays! It is hard to believe 
2008 has already come and gone. An-
other year is upon us and we look to the 
New Year with hope and anticipation. As 
each of us is getting busy to celebrate the 
holiday season and welcome in 2009, I 
wanted to look forward at the exceptional 
opportunities that lie ahead of us.

This year, the IFEA Foundation Board 
of Directors looked to the future as we 
continue moving forward, both in direc-
tion and leadership. With a dedicated 
board and a more proactive approach, 
we are revisiting old ways of doing busi-
ness and working to be a smarter, more 
efficient, and more importantly, a more 
effective organization.

As you know, our mission is ensur-
ing that the IFEA has resources to fulfill its 
educational mission. As the IFEA continues 
to expand globally by bringing celebra-
tion to communities in all corners 
of the world, the IFEA Foundation is 
seeking new and better ways to help the 
IFEA achieve its goals. By understand-
ing IFEA’s vision for a global future, the 
IFEA Foundation has the opportunity to 
expand our own vision by supporting 
and helping fund specific IFEA goals and 
projects. We look forward to partnering 
with the IFEA on new and innovative 
projects to benefit our growing global 
community in the coming years.

As previously mentioned, we are 
working on our strategic plan, including 
a five year capital campaign, tentatively 
scheduled to roll out in 2010. The plan 
is still being refined and we look for-
ward to sharing it once complete. 

We continue searching for new revenue 
streams outside of our annual auction and 
fundraiser. If you have any ideas, or have 
executed successful fundraisers at your 
own events, please feel free to share them 

with any of our Board members, so we 
may consider them for future execution.

It has been an honor and a privilege 
to serve as this year’s IFEA Foundation 
Chair. As my year comes to a close, I want 
to thank each of you for your contin-
ued support and dedication to the IFEA 
Foundation. We could not achieve any 
measure of success without you and your 
ongoing assistance and encouragement. 

Please welcome our 2009 incom-
ing IFEA Foundation Chair, Joe Vera, 
CFEE. I’ve had the good fortune to have 
worked with Joe for many years and I 
look forward to continue collaborating 
with him in the New Year. 

May each of you have a wonderful 
holiday season with family and friends, 
and I wish you all a happy, healthy and 
prosperous new year.

Here’s to 2009!

MINDY RABINOWITZ
2008 IFEA Foundation Board Chair 

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

Email: mrabinowitz@harrahs.com

FOUNDATION

Remember back to your first time at an 
IFEA Convention – all those people, all 
that energy, all those sessions to choose 
from! Remember the challenge you 
faced in order to know how to best take 
advantage of it all and make sure you 
met as many people as possible in the 
quest to get all of your questions about 
the industry answered. If you do remem-
ber, you’ll have an idea of what the three 
IFEA Foundation Scholarship winners 
faced in Boise this past September at 
the IFEA’s 53rd Annual Convention & 

Scholarship Attendees Rave About the IFEA!
Robyn Nelson, CFEE • IFEA Foundation Scholarship Committee Chair

Expo. But thanks to the generosity of 
the IFEA membership in supporting the 
Foundation’s Scholarship Program, and 
in every individual’s willingness to share 
ideas, answer questions, and welcome 
the new faces in the crowd, Winston 
Welch from the Honolulu Rainbow Film 
Festival, Amelia Zaglul, from Colterman 
Marketing Group, Ottawa, Canada and 
Zalfa Hamadaldean, a Student at George 
Washington University all had a great 
time and very positive experiences.

After the convention, I followed up with 
Winston, Amelia and Zalfa to get their im-
pressions and feedback. To help maneuver 
the three of them through the crowded 
schedule and meet the many new people, 
the IFEA Scholarship Committee assigned 
each scholarship winner a Mentor to help 
make their experience as fulfilling as pos-
sible, and assure they started the Conven-
tion with one new friend and familiar 
face. Thanks to Mentors Sylvia Allen, 

CFEE, Kaye Campbell, CFEE and Thérèse 
St. Onge, CFEE, all three had a richer expe-
rience. The introductions alone provided 
a wealth of opportunity and each said 
how much they appreciated the time their 
Mentors took with them and the resource 
they provided.

Networking and educational opportu-
nities were, not surprisingly, mentioned 
by all as the most valuable part of their 
Convention experience. As Winston said, 
“the people are what makes the IFEA and 
its Convention unique and valuable. This 
IS a people industry, and the warmth and 
affection between members made me 
feel ‘aloha’ …like we have in Hawaii.” 
Each scholarship recipient left with well 
over twenty new contacts and all three 
are planning to attend the IFEA Conven-
tion in 2009. Most importantly, all three 
enthusiastically stated that they were defi-
nitely planning on continuing their career 
path in the festivals and events industry.

Looking to the Future

Continued on page 70

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 
  benefits not only 
  possible, but the very 
  best in our industry. Their 
  combined financial 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

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
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Congratulations to our 2008 Winners

Gold
Creative Strategies Group

Janus Capital Group
New York City Triathlon

Silver
Borderfest Association

HEB

Bronze
Kentucky Derby Festival

Kroger’s Fest-A-Ville on the Waterfront

http://www.ifea.com/industry_honors_main.htm
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AMUSEMENT RENTAL

FANTASY WORLD ENTERTAINMENT - Amusement Rental Company, Interactive Attrac-
tions – Photo Fun, Inflatables, 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 flags, 
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@dixieflag.com; Website: www.dixieflag.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.firstflash.com.

CABLE PROTECTION

CHECKERS INDUSTRIAL PRODUCTS, INC. – Provides a method of safe passage for 
vehicles and pedestrian traffic. Protects electrical cable and hose lines from damage. 
Contact: Cathi McBride; Address: 620 Compton Street, Broomfield, CO 80020; Phone: 
800-438-9336; Fax: 720-890-1191; Email: cmcbride@checkersindustrial.com;  
Website: www.checkersindustrial.com.

CONCESSIONS/CATERING

KWIK COVERS OF NEW YORK - The Kwik-Cover is a custom fit disposable table cover 
that feature elastic sewn into the edges and self-sticking tape strips. Kwik-skirts are also 

MARKETPLACE
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.

EDUCATION

UNIVERSITY OF ILLINOIS GLOBAL CAMPUS – Offering an online Masters of Science in 
recreation, sport and tourism.. Phone: 866-923-4601; Website: http://global.uillinois.edu/ifea.

FIREWORKS

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

PYROTECNICO – America’s leading supplier of quality fireworks displays, indoor & 
close proximity pyrotechnics and special effects including flames, 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, floats, helium 
balloons and activities in the inflatable medium. Offers a complete and flexible service package, 
internationally. 37 years of parade/event experience. Address: 5450 W. Jefferson Ave., Detroit, 
MI 48209 OR 937 Felix Ave., Windsor, Ontario, N9C 3L2; Phone: 519-254-9563; Fax: 519-258-
0767; Email: steve@fabulousinflatabels.com; Website: www.fabulousinflatabels.com.

mailto:brooks@fwworld.com
http://www.fwworld.com
mailto:pete@dixieflag.com
http://www.dixieflag.com
http://www.firstflash.com
mailto:cmcbride@checkersindustrial.com
http://www.checkersindustrial.com
mailto:jpuglisi@kwikcovers.com
http://www.kwikcovers.com
http://global.uillinois.edu/ifea
mailto:zambelli@zambellifireworks.com
http://www.zambellifireworks.com
mailto:svitale@pyrotecnico.com
http://www.pyrotecnico.com
mailto:steve@fabulousinflatabels.com
http://www.fabulousinflatabels.com
www.psai.org
mailto:portsan@aol.com
www.completeticketsolutions.com
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INSURANCE

HAAS & WILKERSON INSURANCE – With more than fifty years experience in the 
entertainment industry, Haas & Wilkerson provides insurance programs designed to meet 
the specific 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, fireworks, umbrella, 
volunteer accident, and Directors and Officers Liability. Contact: Dale Johnson, CFEE; 
Address: 1712 Magnavox Way, Fort Wayne, IN 46804; Phone: 866-554-4636; Fax: 260-459-
5800; Email: Dale_Johnson@kandkinsurance.com; Website: www.kandkinsurance.com.

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 first quality 
fundraising ornaments. In 24-karat gold on brass this ornament is of the highest quality 
available. Engraved with your special message and created to represent your special event. 
Easy Ordering and Design. Using your photos, artwork, logo, or other rendering, we can cre-
ate your one of a kind custom brass ornament. Our designers will work with you to achieve 
the highest quality ornament 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

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@festmedia.com; Website: www.festmedia.com.

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

TICKETING/WRISTBANDS

COMPLETE TICKET SOLUTIONS – CTS provides full service box office management includ-
ing: branded internet & phone sales, event day staffing, credit card processing, 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.

Continued from page 33

Judith Fox-Goldstein is the Conference Center 
Director, at the University of Hawai‘i at Hilo. She can be 
contacted at 97-47555 or at foxgolds@hawaii.edu. 

• Get ‘buy-in’ and discounts from the hotels and tourist 
attractions for both local residents and visitors

• Research opportunities with airlines for specific incentive 
discounts

• Utilize all the resources in your community to develop a 
crisis intervention strategic marketing plan

• Assess your PR and launch a campaign to encourage 
journalists to cover unique stories, festivals and dynamic, 
local events

In summary, there is both an art and a science to market-
ing so strive for excellence in both areas and make certain 
you know what kind of visitor you are looking for. Finding 
markets that want to buy your experience and share the 
uniqueness of your destination is essential. Marketing needs 
to be relative so you can attract the right kind of visitor. 

In the end, you really don’t want visitors, you want guests 
who will treat your environment with respect, joy, intrigue 
and who will honor your cultural and historic traditions. 
Your marketing strategy needs to be credible, authentic and 
reflective of the core values of your destination. This is a 
time to gather all your community, business, political and 
strategic resources as you develop your marketing strategy to 
survive this economic crisis. 

Aloha from Hawai‘i~

Sources:

Media Strategies for Marketing Places in Crisis
Eli Avraham – Eran Ketter 2008

Heads in Beds: Hospitality and Tourism Marketing
Ivo Raza 2005

Hawai‘i Island Tourism Strategic Plan 2005-2015
http://www.hawaiitourismauthority.org/pdf/tsp 
2005_2015_final.pdf

“Tourism Tidbits” (on line newsletter)
Dr. Peter Tarlow

The successful experience that this year’s scholarship 
recipients had is what the IFEA Foundation is all about at its 
core – industry education for event professionals. Your con-
tinued support to the IFEA Foundation, through the pur-
chase of event tickets, contributing items for the Foundation 
Live and Silent Auctions, and your very generous bidding 
on those Auction items, provide the funding to support 
Scholarships to the IFEA Convention and to help under-
write speakers and professional development presenters for 
educational sessions, recertification, and Advanced Profes-
sionals Seminars. Thank you all for your financial support 
and for the great IFEA welcome that you all extended to 
Winston, Amelia and Zalfa – you make a difference in the 
IFEA, a positive difference that ripples out to communities 
across the country and the globe as IFEA members continue 
to produce, sponsor, supply and present the best festivals 
and special events in the world.

Continued from page 66

Destination Marketing 

Scholarship Attendees Rave About the IFEA!
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