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Online Training

IEG’S Selling More
Sponsorship: Revenue-
Building Solutions for Down Times

Launching
May 1st

ONLINE TRAINING TOOLKIT

$450 (a discounted rate for IFEA members) 
Your roadmap to sponsorship 
success includes:

• Series of six webinars—
Unlimited viewing for you and 
your staff for 30 days, from any 
computer, anywhere, anytime  

• Downloadable workbook 
guides you through every step 
with thorough documentation and 
reference tools for implementing
your new sponsorship strategy   

• Downloadable PowerPoint
presentation to use as a checklist

• One-on-one call with an IEG 
expert—this 20-minute meeting
will give you the opportunity to
earn valuable feedback regarding
the tough sponsorship challenges
you face     

This information-packed online training series is your most efficient 
and cost-effective way to access sponsorship’s proven toolkit of 
actionable tactics and profitable strategies. 

Get the blueprint for building or improving successful programs 
in today’s challenging marketplace! 

The Selling More Sponsorship series includes these 
60-minute webinars: 

Webinar 1: Identifying Marketable Assets and Packaging Them
to Maximize Revenue 

Webinar 2:  Creating Effective Proposals and Getting Them in
the Right Hands 

Webinar 3: Determining the Fair Market Value of Your 
Sponsorships 

Webinar 4:  Adding Value to Your Offer beyond Basic Benefits

Webinar 5:  Selling Strategically and Negotiating Effectively to 
Close Deals  

Webinar 6:  Servicing Strategies that Lead to Renewal

IEG is the leading provider of research, valuation, strategic counsel 
and training to the global sponsorship industry. To learn more about 
IEG, please visit www.sponsorship.com.  

Online Training Series
Immediately increase your corporate revenue

FOR MORE INFORMATION

Call: 800.834.4850 (outside the U.S. 
and Canada, 312.944.1727) or call
Nancy Atufunwa at 800.834.4850 x265

FOR EXCLUSIVE BENEFITS

For IFEA member benefits 
and discounts, visit: 
www.sponsorship.com/IFEA 

http://www.sponsorship.com
http://www.sponsorship.com/IFEA
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100 innovation
years of

WEB

www.pyrotecnico.com
PHONE

LOCATIONS

800. 854. 4705

We've been designing fireworks shows and searching 

the world for the latest in pyrotechnic innovations for 

118 years. That experience puts dramatic impact and 

new surprises in every display we produce. From music 

festivals to state fairs and arts festivals to regattas, we 

leave audiences breathless with delight.

Our designers have access to thousands of explosives 

and special effects with different sizes, patterns, and 

colors. And, they deliver precise firing using advanced 

technology which can be synchronized to audio, video 

projection and lasers. 

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

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

New Castle, PA
Atlanta, GA
Las Vegas, NV

Montgomery, AL
New Orleans, LA
Tampa, FL

2007 Rockets Over the Red festival in 
Shrevport, LA.

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

A thunderous grand finale of purple and 
gold glitter erupts.

http://www.pyrotecnico.com
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PRESIDENT’S LETTER

Heart, Brains and Courage 
Will Get Us Through the Storm

tory changing confl icts around the globe; 
as we have seen and shared during the 
Olympic Games or the Super Bowl; and 
as we recently saw emphasized during 
the U.S. Presidential inauguration in 
Washington, D.C., across the United 
States and around the world, events 
and celebrations - locally and globally 
- have the unique ability to bond people, 
communities and countries together; to 
remind us of all we have to celebrate and 
be proud of; and to convey a message of 
optimism and partnership, often in the 
face of great uncertainty.

We must remember the important role 
that our industry plays in the solution to 
current problems: helping to drive over 
one trillion dollars in economic impact 
annually while enhancing our quality 
of life; employing millions of middle 
income workers directly and through the 
vendors and suppliers to our industry; 
supporting businesses both small and 
large; building community and encour-
aging investment in those communities 
at every level; encouraging inclusiveness 
and diversity; providing both psycho-
logical and physical “calling cards” for 
host cities, states and countries; offering 
educational platforms in a non-threaten-
ing environment; providing leadership in 
clean and green programs; and maximiz-
ing community volunteerism and train-
ing that feeds throughout countless other 
grass roots organizations and causes 
every day.

As an industry, we must absolutely 
work together to protect our needs and 
the environment in which we do busi-
ness, but especially now, we must also 
continue to do what we do better than 
ever before: keeping the optimism and 
hope and creativity of our communities 
and countries alive and thriving, while 
providing that semblance of normalcy 
at the heart of the storm. I am confi dent 
that there is no other industry with more 
heart, brains and courage, to accomplish 
these goals, than the one that we all share 
around the globe.

On a recent trip to Canada for the Fes-
tivals & Events Ontario conference, I had 
the pleasure of meeting Cam Jackson, the 
former Minister of Tourism for Ontario, 
who now serves as the Mayor for the 
City of Burlington. In his comments he 
cleverly compared the festivals and events 
industry to the ‘Wizard of Oz,’ which I 
have embellished just a bit further to 
share here with you: 

Dorothy (the event planner), facing 
stormy and turbulent times, was search-
ing high and low for answers to her 
problems. When her problems seemed to 
be the worst (at the heart of the storm) it 
was her imagination that saved her. The 
arrival of her house in Oz created the 
ultimate event launch that immediately 
improved the community for the citizens 
of Munchkin Land by eliminating the 
pessimism and problems caused by the 
Wicked Witch of the East. Dorothy’s 
hope, optimism and belief that she could 
survive any challenge were contagious 
and changed a black and white world 
into a limitless palette of color and cre-
ative options. 

Along the yellow brick road, as she 
made her way to the Emerald City of 
sponsorship for additional support, 
she met those who would become her 
best friends, volunteering to join her in 
her journey and helping her to get past 
the hurdles, the fatigue and the fl ying 

monkeys of life that we all deal with. In 
the end, Dorothy came to realize that 
the problems and challenges around her, 
while real, often seemed paralyzing due 
to a curtain of media coverage and those 
well-intentioned individuals behind the 
curtain, and that she had the power to do 
whatever she needed to do to succeed all 
along, by simply calling upon a combi-
nation of heart, brains, courage and a 
network of good friends. 

As a result of her efforts everyone 
in her community was reminded that 
“there’s no place like home,” and, as 
with all event planners, following her 
adventure, Dorothy was reunited with her 
family for some quality time together.

Without question, we are all currently 
facing stormy and turbulent times. Never 
in our lifetimes has there been so much 
uncertainty surrounding the economic 
health and future of our world. From 
cities, states and provinces, to businesses 
and organizations of every size, to the 
families and individuals who ultimately 
feel the greatest impact. Everyone is 
looking for the best routes and methods 
to respond and react, hopefully to have a 
positive impact on turning things around 
as soon as possible.

The festivals and events industry is no 
different than any other, and we have 
seen and felt the impact directly from 
many directions. In worst cases we have 
seen events closing their doors, laying off 
dedicated employees, and battling new 
budget and marketing challenges. On the 
positive front, we have seen new levels of 
creativity, commitment to communities, 
and a determination to provide some 
level of continued normalcy to those 
around us facing their own battles.

Despite our own fears and frustrations, 
we must do our best not to lose sight of 
the especially important and crucial role 
that we play at the grass roots level in 
every community, city, state and country, 
especially now. Much as our industry 
responded following the attacks of 9/11 
in 2001 and in recognition of other his-
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In partnership with the University of Illinois at Urbana-
Champaign, this degree program is offered to individuals 
and organizations in the areas of parks and recreation, sport 
management, senior centers, hotel management, natural 
resources recreation, convention and tourist bureaus, health 
and fitness clubs, special events business, facility management, 
volunteer and youth agencies, and more! A graduate degree 
will give you the best opportunity for supervisory or  
administrative positions.

Graduates will receive a degree from the Department  
of Recreation, Sport and Tourism in the College of  
Applied Health Sciences at the University of Illinois  
at Urbana-Champaign.

In addition, inquire about all of Global Campus online 
degree programs in the areas of Business, Education, 
Nursing, and Patient Safety Leadership.

http://global.uillinois.edu/ifea

Offering an Online Master of Science in Recreation, Sport and Tourism
University of Illinois Global Campus

http://global.uillinois.edu/ifea
www.fwworld.com
http://global.uillinois.edu/ifea


 With respect to interactions with members/customers or those applying to 
be members/customers, the IFEA will not cause or allow conditions, proce-
dures, or decisions which are unsafe, undignifi ed, unnecessarily intrusive, 
or which fail to provide appropriate confi dentiality or privacy. If you believe 
that you have not been accorded a reasonable interpretation of your rights 
under this policy, please contact the IFEA offi ce at 208-433-0950 ext. 12.
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lives in a positive way through celebration.
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IFEA SPONSOR FORUM
Profi table 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 
effi ciency 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 fi rst 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

Sponsored by

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

Unfortunately, as 2009 has moved 
along, the economic news just keeps 
getting more and more challenging. So 
much so that a wide variety of special 
events and festivals are facing tough 
fi nancial decisions—some as diffi cult as 
determining whether to move forward 
with this year’s event.

Hopefully, your event is not in that cat-
egory. But, even if you’re not, budgets are 
still tighter than ever for most festivals and 
events. Meaning that, now is a great time 
to re-evaluate some cost-cutting ideas that 
could improve a tough situation enough 
to make it, at least, more bearable. To help 
with this, Current Events polled a host of 
industry offi cials and asked them for their 
best tips to save money without hurting 
the overall nature of your event and how 
guests experience it.

Some are practical, some are 
more—shall we say—“outside the box.” 
However, all are worth considering 
when you realize that, in today’s tough 
economic times, new ideas are often 
needed to address these new challenges. 

Tip #1 Go Virtual and Save 
Printing and Mailing Costs

The Walt Disney World Resort is known 
for throwing some absolutely fantastic 
special events. One type that I’ve person-
ally attended before has been semi-regular 
press events—often centered on the debut 
of new attractions or shows. In the past, 
Disney (as well as other large parks and re-
sorts) have designed, printed, and mailed 
elaborate event invitations to thousands of 
media outlets and press members for these 
gatherings. While it was nice to go to the 
mailroom and fi nd these, they clearly cost 
a pretty penny to create and distribute.

Recently though, I noticed somewhat 
of a change in the way this was handled. 
For instance, the company recently held 
a press event for its new American Idol 
show at Disney World’s Hollywood Stu-
dios theme park. Instead of receiving my 
invitation in the mailbox though, this 
one came via the Internet in the form of 

a high-quality and well-produced HTML 
email that linked to a dedicated website.

One can only imagine the large post-
age and printing costs that Disney saved 
by making the process an almost en-
tirely virtual one. Indeed, less printing 
almost always equals less spending even 
when you add in the cost of designing 
an email and/or dedicated webpage. Af-
ter all, it’s not like there would not have 
been design costs for the hard copy too.

What if your event went virtual when 
distributing much of its information? Sure, 
you’ll always need to print some materials 
(as Disney did with that event). But, if you 
could reduce printing and mailing costs by 
50% or even 75%, your event would likely 
realize a signifi cant savings. 

The same holds true for other areas 
like registration and programs. A host of 
events have started distributing registra-
tion materials either on-line or via less 
costly methods such as a CD-Rom or 
jump drive. That shifts the responsi-
bility of what to print onto the actual 
attendee or registrant which, in turn, 
means that those thousands of pieces of 
paper and promo materials that regu-
larly get tossed into the trash might end 
up not being printed in the fi rst place.

While reducing your printed footprint 
isn’t a fi scal silver bullet, it still can play 
an important role in reducing costs in 
tough times like these.

Tip #2 Barter!
Most event and festival planners 

likely realize that today’s economic 
challenges aren’t simply limited to this 
industry but, rather, cut a wide swath 
across almost every single segment of 
the service industry as a whole. As a 
result, many vendors, subcontractors, 
and other event service providers are 
also facing similar tight times. 

In light of this, now might be the time 
to reacquaint yourself with the useful art 
of bartering. Now, let’s be clear: I’m not 
talking about the high-pressure tech-
niques you might associate with a Turkish 

bazaar or used car lot. Instead, bartering 
can be as simple as trading goods and ser-
vices with other providers in an arrange-
ment that benefi ts both sides.

Case in point: I was recently visiting 
with an event planner for a television 
station. The station was holding a spe-
cial event that would really benefi t by 
having a catered meal. Unfortunately, 
doing so (and doing it right) would be 
tough on the budget. So, rather than 
pay cash for an excellent caterer, the 
event planner negotiated a deal where 
they gave the caterer free on-air adver-
tising time in exchange for food and 
beverage service of equivalent value. 

This is exactly the type of bartering 
that events and festivals should carefully 
consider when planning their budgets. 
To do so, consider what you have to 
offer that might be of value to another 
vendor or subcontractor. 

Free admission. Comp tickets. Listing 
as a key sponsor.

All of these (and certainly others) 
often represent enough value to certain 
suppliers and service providers that they 
may be willing to trade or reduce the 
cost of their goods and services in ex-
change for yours. This type of mutually 
benefi cial exchange can be a great rem-
edy for all sides in these tough times.

Tip #3 Merge Frugality 
with Creativity

There’s little doubt that most festival 
planners are loathe to save money if it 
means diminishing the quality of their 
event. Maybe that’s why terms like “fru-
gality” are eyed suspiciously by many. 
Yet, it doesn’t have to be that way.

Indeed, a festival can be frugal without 
comprising on quality. Take for instance, 
signage. Many events fi nd themselves 
purchasing all kinds of signs. 

Vendor signs. Directional signs. Big 
signs featuring the name of the event itself. 

All of these and others add up to big 
dollars for many festival budgets each 
year. Which leads to an important ques-

By Chad Emerson

Well, things have certainly changed quite a bit since our most recent column. When we last 
left you, economic times were tough but optimists could look to a New Year and new ad-
ministration as offering some hope for positive news.
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Three Tips for Dealing with Current Economic Events

Continued on page 68



The View is Better 
from the Top!
 

In a world blurred in messages, there is only one place where your
event is sure to get viewed by those audiences that are critical
to your success…at the top!
 
Let’s face it, in today’s fast-paced world, very few people have time
to search pages of results for the most relevant answers. Whether 
you are page six or the top of page one, that’s the credibility you’re 
given by those doing the searching. Now, thanks to IFEA partner 
Edgeworks Group, you can QuickEdge™ your event position to 
page one, guaranteed, 24/7 on both Google 
and Yahoo, the internet’s leading search engines.
 
Best of all, as an IFEA Member you’ll receive a 15% 
discount off the fl at monthly rate, unlimited clicks, 
set-up fees are waived, and a month-to-month agree-
ment that will allow you to effectively and cost effec-
tively reach your most important audiences. So if 
you want to insure the top billing that your event 
or company deserves, with QuickEdge™, 
your search is done.

Edgeworks Group
Call us at 866-888-7313 x701 
to get started.
www.quickedgenow.com/ifea

™

http://www.quickedgenow.com/ifea
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INDUSTRY PERSPECTIVES

Attendance:
93,000

Budget:
$1.5 million

Annual duration:
3 days

Number of volunteers:
1,200

Number of staff:
1 Festival Director, 3 Event Administra-
tors, 3 Summer/Seasonal Assistants 
and 1 Events Intern

When established:
1987

Major revenue sources by percent:
Sponsorship ..................................... 10%
Admissions ....................................... 33%
Beverages ........................................ 42%`
Vendors ................................................8%
Other .....................................................7%

Major expenses by percent:
Musical Entertainment ................... 18%
Cultural/children’s/sports attractions .8%
Logistics ............................................ 28%
Sound/stage/backline .................... 11%
Beverage ........................................... 20%
PR/advertising/printing .................. 11%
Other .....................................................4%

Type of governance:
501 (c) 3

CONTACT INFORMATION:
Sandra Puskarcik- Festival Director
Dublin Irish Festival
5620 Post Rd. 
Dublin, OH 43017
Phone: 614-410-4501
Fax: 614-410-4535
E-mail: spuskarcik@dublin.oh.us 
Website: DublinIrishFestival.org 

Brief history: The Dublin Irish 
Festival was born from the idea of 
merging the celebrations of Dub-
lin, Ireland’s millennium com-
memoration and Dublin, Ohio’s 
attainment of city status. Mary 
Margaret McLernon, a member of 
the 1/1000 Committee, wished to 
establish a connection between 
the two Dublins. Bringing to Dub-
lin the Columbus Feis, an annual 
Irish dance competition, was an 
important part of the plan. 

After the Columbus Feis was se-
cured, the members of the 1/1000 
Committee worked tirelessly and 
passionately to make the Dublin 
Irish Festival an annual event. The 
dreams of the committee members 
became realized as the Festival 
continued to grow as culture, his-
tory, music, food and good cheer 
were added to the celebration. In 
1993, the City of Dublin stepped 
in to aid in the continuation of the 
festival. Working closely with the 
original members, the celebration 
has remained true to their wishes.

Today, the Dublin Irish Festival 
has emerged as one of the top Irish 
Festivals in the world, while building 
municipal, regional, national and 
international relationships. Dublin 
residents volunteer their time every 
year to ensure the Festival’s vitality.

The 21st annual Dublin Irish 
Festival was celebrated by 93,000 
guests over the three day weekend. 
Gross revenue increased 7 percent 
over 2007. 

Despite an uncertain economy, 
the Dublin Irish Festival continues 
to retain long-standing sponsors 
as well as attract new ones. The 
Festival reported a 13 percent in-
crease in sponsorship over 2007.

The Festival also gave back to 
the community in signifi cant ways. 
The event fundraising opportuni-
ties resulted in more than $97,000 
going back into the community. 

For 2009, presenting a Festival 
with the most eclectic entertain-
ment lineup as well as rich and 
diverse cultural offerings will be 
the driving and creative forces that 
will motivate and energize Festival 
staff, advisory board and commit-
tee members. In addition, we will 
strive to introduce our festival and 
most importantly, the Irish culture 
to new and broader audiences.

Other interesting Details : In 
2007, 10,036 guests danced the 
Irish Jig at the Festival, besting the 
current Guinness World Record by 
more than 3,000 dancers. Another, 
interesting fact about the 2008 
Dublin Irish Festival is that several 
green initiatives were implement-
ed. Refi llable mugs were sold 
which saved approximately 15,000 
cups from entering landfi lls. In 
addition, a bike valet was added 
to Festival grounds and more than 
500 guests took advantage of this 
environmentally-friendly resource 
which saved more than 2,000 
driving miles.

Dublin Irish Festival

mailto:spuskarcik@dublin.oh.us
http://www.dublinirishfestival.org


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

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

Official Sponsorship
Automation Service Provider

www.festivals.comwww.hwins.com

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

www.kandkinsurance.com
www.dixieflag.com

www.hwins.com www.festivals.com

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

Program Sponsors

Association Partners
FEA’s key sponsors, like

www.hwins.com

www.festivals.comwww.hwins.com

www.zambellifireworks.com

www.radiantevent.com

http://www.hwins.com
http://www.festivals.com
http://www.zambellifireworks.com
http://www.ifea.com/foundation.htm
http://www.kandkinsurance.com
http://www.dixieflag.com
http://www.hwins.com
http://www.festivals.com
http://www.radiantevent.com
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Each year, the International Festivals & Events Asso-
ciation recognizes outstanding examples of quali-
ty and creativity in the promotional programs and 
materials produced by its 2,000 member festivals 

and events around the world, with the Haas & Wilkerson 
Pinnacle Awards.

This prestigious awards competition strives for the high-
est degree of excellence in festival and event promotions, 
and in doing so, has raised the standards and quality of 
media promotions industry-wide. Event promotions of 
nearly every type and size will have the opportunity to be 
recognized, as entries are categorized into organizations 
with similar sized budgets. The IFEA membership has been 
an outstanding example of how event producers can use 
innovation and creativity to achieve higher goals.

One of the goals of IFEA is to promote the professional-
ism of our members and the festivals and events industry. 
Therefore, to add impact to winning organizations and the 
industry as a whole, the IFEA will send a press release to 
your media list explaining the award and the competition. 
Your organization will be recognized for taking part in rais-
ing the level of professionalism in the industry while at the 
same time improving your community.

So gather your items, fi ll out the entry form, and send them 
off to be judged against the best in the festivals and events 
industry. Then get ready to hear your organization’s name 
announced at the 54th Annual IFEA Convention & Expo this 
September, in Indianapolis, Indiana!

ach year, the International Festivals & Events Asso-

Gain the Recognition 
Your Event Deserves…

2009 IFEA/Haas & Wilkerson 

Pinnacle Awards 
Competition 

Call for Entries
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DEADLINES
• OFFICIAL ENTRY DEADLINE: 5:00 p.m. (MST), 

MONDAY, JULY 6, 2009

• LATE ENTRY DEADLINE: 5:00 p.m. (MST), 
FRIDAY, JULY 27, 2009

 Late entries will be accepted between JULY 7 and 
JULY 27, 2009 at an additional cost of $5 per entry.

THE WINNERS
• All fi nalists for the IFEA/Haas & Wilkerson Pin-

nacle Awards will be notifi ed by email the 3rd 
week of August, 2009. Notifi cation will go to the 
primary IFEA Member in addition to the contact 
listed on the Awards entry form. 

• The 2009 IFEA/Haas & Wilkerson Pinnacle 
Award winners will be announced on September 
23rd, 2009 at the 54th Annual IFEA Convention 
& Expo in Indianapolis, Indiana, held September 
21-25, 2009. 

• Members submitting entries for the Grand Pin-
nacle category must register at least one person 
for the 54th Annual IFEA Convention & Expo in 
Indianapolis, Indiana or arrange for a representa-
tive to accept any award won on your behalf.

• Gold, Silver and Bronze winning entries will be 
on display during the 54th Annual IFEA Conven-
tion & Expo in Indianapolis, Indiana, September 
21-25, 2009.

THE JUDGES
The judges are recognized professionals in the areas 
of graphics, promotions and public relations, broad-
cast and special events planning and management.

SCORING SYSTEM
• The Pinnacle Awards have implemented a point 

system for each individual entry. Each entry is 
scored separately. Scores will not be combined.

• A possible total of 100 points may be awarded 
to each entry. Be sure to answer and include all 
necessary information for each entry.

• At this time, the scoring system is not applicable 
to TV, Radio, Multimedia, Print & some Merchan-
dising categories.

• At this time we are unable to provide you with 
the points awarded for each of your entries.

• Failure to meet all requirements or answer/pro-
vide all necessary information will result in a 
deduction of points.

ELIGIBILITY
• Entries and entry forms must be submitted in English.

• Font size for any written text must not be smaller 
than 10pt.

• Payment in full must be received with entries for 
entries to be deemed eligible.

• To receive member rate for Pinnacle entry you 
must be an IFEA member in good standing.

• Entries must be submitted in their original format. 
(Duplicates or printing proofs will not be accepted.) 
For Questions Contact: Nia Hovde, nia@ifea.com. 

• Entries must have been produced and/or used 
for the fi rst time between July 19, 2008 and July 
28, 2009.

• Each entry form submitted must be completed 
properly in order for items to be judged eligible.

IMPORTANT NOTES
• Items submitted are NOT able to be returned.

• Judges will not refer to items in other catego-
ries, nor will they transfer items already judged 
in other categories (the number of entries must 
equal the number of categories entered).

• A separate entry form must be submitted for 
each entry (copy as necessary). 

• Multiple entries or categories on a single form 
will not be accepted.

• For all entries, please clip or pin entry form to 
item. Please do not glue or tape form to item.

• Multiple entries within the same notebook will 
not be accepted. Please separate entries.

• Please consider the processing of your credit 
card or the cashing of your check for your 
Pinnacle entries, notice that your entries were 
received and processed.

SHIP ENTRIES TO:
Pinnacle Awards Competition
International Festivals & Events Association
2603 W Eastover Terrace, Boise, ID 83706, USA
Phone: 208-433-0950 ext: *814

• Please try to avoid using packing peanuts when 
shipping your entry.

QUESTIONS?
• Contact: Nia Hovde, Director of Marketing & 

Communications at Phone: 208-433-0950 ext: 
*814 or Email: nia@ifea.com 

• For additional information, check the Pinnacle 
Awards Section at www.ifea.com

THE CONTEST

2009 INTERNATIONAL EVENTS 17
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1 Grand Pinnacle

Entry Requirements: 
SUBMIT ENTIRE GRAND PINNACLE ENTRY WITHIN 
ONE (1) NOTEBOOK.  NO EXCEPTIONS. 
• Please submit your entry in the order of the questions 

listed below.  
• Points will be awarded to the individual sections of your 

entry, in addition to the overall Judges Criteria points.  
• Points awarded are listed below.

Judging Criteria: (10 points)
Judging criteria is applicable to both the individual entry 
and the overall event. 
Well organized; professional content; clarity of message; 
design and layout: creativity &/or uniqueness; supporting 
materials; and measurable results. Does the entry relay 
the image of the event? What is the overall impression? 
Have all requirements been met? Does the entry match 
the purpose/mission for the event?

1. Introductory Information: (20 points)
 Within a maximum of 4 pages (total), provide an over-

view of your event, stating your event’s: 

• Purpose/Mission 
• History 
• Overall Revenue and Expense Budget
• Attendance
• Staffi ng Numbers and Positions
• Volunteer Count
• Event Dates
• Types of Activities Included Under the Festival/

Event Umbrella
• Founding/Incorporation Date and Management Sys-

tem (i.e.: •501©3 non-profi t staff & volunteer board; 
city managed; profi t-making partnership, etc.) 

2. Additional Requirements: (40 points)
• Include a detailed overview of EACH element of 

your event listed below, using no more than 1 page 
per element. (a-h)

• Make each element a separate tab in your notebook 
in order for the judges to clearly identify them.  

• If your event does not include one or more of the 
elements listed below, please provide an overview 
as to why your event does not include that element 
so as not to lose points.

• Provide any supporting materials for any of the ele-
ments listed below in Section 4.) of your entry. 

a. Promotional & Marketing Campaign
b. Media Outreach
c. Merchandise Program
d. Sponsor Program
e. Volunteer Program
f. Community Outreach Programs
g. Website/Multi-Media Programs
h. Descriptions of any Special Programs

3. Supporting Questions:  (10 points)
 Please answer the following questions. (Maximum of 1 page 

per question)
a. What did you do to update/change the event from the 

year before?  Were your updates/changes successful?  
Please provide measurable results/examples. 
• If the event is a new event, please answer the 

following question instead.  
• What challenges/obstacles did you foresee/en-

counter in creating the event, and how did you 
handle them? Please provide measurable results/
examples.

b. What makes the event stand out as an internation-
ally recognized event?

c. Why should the event win the IFEA/Haas & Wilker-
son Grand Pinnacle Award?

4. Supporting Materials:  (20 points)
 Provide any supporting materials from Section 2.) in this sec-

tion of your entry.  

Additional Notes: 
• Be sure to answer and provide information for every 

section and element listed in the entry requirements.  
Failure to provide information for each section/element 
will result in a deduction of points.

• You may submit a display to accompany your Grand 
Pinnacle Entry, but display MUST be limited to a 
single black 36” by 48” fl at display board. Display 
must be accompanied by all required information 
referenced above to be eligible. 

• This entry is separate from all other categories and di-
visions. Judges will not refer to, or transfer items from 
other categories.

• Members submitting entries for the Grand Pinnacle 
category must register at least one person for the 54th 
Annual IFEA Convention & Expo in Indianapolis, Indiana 
or arrange for a representative to accept any award on 
your behalf.

THE GRAND PINNACLE
The Grand Pinnacle is the IFEA’s highest award, 
refl ecting the best overall event in each budget category.

18 INTERNATIONAL EVENTS 2009
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CATEGORIES
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BROADCAST CATEGORIES
Television

2 Best Sponsor Solicitation Video (Please include 
detailed description of measurable sponsorship 
results)

3 Best TV Promotion (Ad Spot or PSA)

4 Best Full Length TV Program (Local Promotion) 

5 Best Full Length TV Program (National Promo-
tion/Syndication)

6 Best Event Video (For Sale)

Entry Information: 
• Submit television entries in DVD format (standard 

1/2” VHS accepted).
• Label DVD and attach entry form to case. Only one 

spot per DVD.  
• These are stand alone items and no written informa-

tion is required.

Judging Criteria:
Does the entry relay the image of the event? Does it use 
creativity and/or uniqueness? What is the overall impres-
sion? Clarity of Message?

Radio

7 Best Radio Promotion (Ad Spot or PSA)

Entry Information: 
• Submit radio entry on Compact Disk (audio cassette 

accepted).  
• Label CD and attach entry form to case. Only one 

spot per CD/tape.
• This is a stand alone item and no written information 

is required.

Judging Criteria:
Does the entry relay the image of the event? Does it use 
creativity and/or uniqueness? What is the overall impres-
sion? Clarity of Message? 

Multimedia

8 Best Event Website (Submit web address only 
– list on entry form) (If website to be judged is 
no longer active due to event being over, please 
save website to a CD in order to be judged)

9 Best Organizational Website (Submit web ad-
dress only – list on entry form)

10 Best Event/Organization E-Newsletter (Submit 
three consecutive issues in print format.)

11  Best Miscellaneous Multimedia (Submit in format 
used if applicable. Or, submit printed format.) (In-
cludes but is not limited to items such as: Screen 
Savers, Live Web-casts, Electronic Billboards, etc.)

Entry Information: 
• For categories 8 & 9, submit address of working 

website. Site will be reviewed online by judges.
• See any additional information listed next to category.
• This is a stand alone item and no written information 

is required.

Judging Criteria:
Clarity of message; design and layout; creativity or 
uniqueness; organization; usability and overall appeal.

PRINT CATEGORIES
Bound/Multiple Page Entries

12 Best Event Program (Interior 3 or less colors) 

13 Best Event Program (Interior 4 or more colors) 

14 Best Newspaper Insert/ Supplement (Must be 
on newsprint)

15 Best Promotional Brochure (3 or less colors) 

16 Best Promotional Brochure (4 or more colors) 

17 Best Event/Organization Newsletter (Submit 
three consecutive issues) 

18 Best Miscellaneous Printed Materials (Includes 
direct mail pieces, cookbooks, annual reports, 
etc.) (One item per entry)

Entry Information: 
• Submit categories 12-18 with the entry form se-

curely paper clipped to the back.
• These are stand alone items and no written informa-

tion is required.
• Do not mount on display board.

Judging Criteria:
Clarity of message; design and layout; creativity or 
uniqueness; organization; usability and overall appeal.

Single Page Entries

19 Best Promotional Poster (Not for Sale) (Do not 
mount. Submit in poster tube.)

20 Best Commemorative Poster (For Sale) (Do not 
mount. Submit in poster tube.)

21 Best Cover Design (Submit cover only)

22 Best Single Newspaper Display Ad (Must be on 
newsprint)

23 Best Single Magazine Display Ad 

24 Best Ad Series (Submit a maximum of 5) 

25 Best Event Photograph (8”x10” size)
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CATEGORIES
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26 Best Miscellaneous Printed Materials (Includes 
fl iers, maps, etc.) (One item per entry)

27 Best Outdoor Billboard

28 Best Event Invitation

29 Best Street Banner (Submit photo of banner if available)

Entry Requirements: 
• Submit categories 19-20 in a poster mailing tube. 

Do not mount on poster board. 
• Submit categories 21-28 mounted on a single, black 

display board with a maximum of 2 inch margins. 
Only one entry per board.

• Category 29 – if sending photo of banner, mount on 
black display board.  If sending banner, do not mount.

• These are stand alone items and no written informa-
tion is required.

Judging Criteria:
Clarity of message; design and layout; creativity or 
uniqueness; and overall appeal.

SPONSORSHIP CATEGORIES
Sponsorship/Fundraising 

30 Best Sponsor Solicitation Package 

31 Best Sponsor Follow-up Report (Print or Elec-
tronic Format accepted)

Entry Information: 
• Submit categories 30 - 31 within one (1) notebook each.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points. Points awarded are listed below.

Judging Criteria: (20 points)
Well organized; professional content; clarity of message; 
creativity; supporting materials & measurable results and 
overall appeal. Have all requirements been met?

Entry Requirements: (40 points)
At the beginning of the notebook, provide a 1 page detailed 
overview explaining the presentation, its effectiveness and 
any other necessary explanation. Submit materials used for 
actual sponsor, not example created for competition.

Supporting Materials: (40 points) 
Provide any supporting materials/examples in this section 
of your entry.  

32 Best New Fundraising Program (Benefi ting the 
Festival/Event)

33 Best Single New Sponsorship Program (New 
activity/program within Event created to recruit a 
sponsor)

34 Best Overall Sponsorship Program (for entire event)

35 Best Sponsorship Program for Individual Sponsor

Entry Information: 
• Submit categories 32-35 within one (1) notebook each.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (20 points)
Well organized; professional content; clarity of message; 
creativity; supporting materials & measurable results and 
overall appeal. Have all requirements been met?

Entry Requirements:  (40 points)
Please provide a 2-3 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness
• Sponsor Activation
• Sponsor Involvement and Outreach

Supporting Question: (20 points)
What did you do to update/change this program from the 
year before?  Were your updates/changes successful?  
Please provide measurable results/examples. 

• If the program is a new program, please answer the 
following question instead.  

• What challenges/obstacles did you foresee/encoun-
ter in creating the program, and how did you handle 
them? Please provide measurable results/examples.

Supporting Materials:  (20 points)
Please also include any necessary supporting materials 
for the program, including but not limited to:  

• Printed Materials 
• Supporting Photographs
• Measurable Results

36 Best Sponsor

Entry Information: 
• Submit category 36 within one (1) notebook.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (20 points)
Well organized; professional content; clarity of message; 
creativity; supporting materials & measurable results and 
overall appeal. Have all requirements been met?

Entry Requirements:  (80 points)
Please provide a 2-3 page detailed overview explaining:

• About the Sponsor
• How the Sponsor stands out over all other Sponsors 
• Quantity and quality of service to event by Sponsor
• Length of sponsorship
• Measurable results that relationship is benefi cial for 

the sponsor
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PROMOTIONAL CATEGORIES
Community/Relations
37 Best Environmental Program 

38 Best Volunteer Program 

39 Best Educational Program 

40 Best Event/Program within an Event to Benefi t a 
Charity 

41 Best Community Outreach Program (Benefi ting 
the Community)

42 Best New Promotion 

43 Best Event (Within an Existing Festival)

44 Best New Event

45 Best Children’s Programming

46 Best Public Safety/Security Plan for an Event

Entry Information: 
• Submit categories 37 - 46 within one (1) notebook each.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria:  (10 points)
Well organized; professional content; clarity of message; 
creativity or uniqueness; supporting materials & measur-
able results (clippings, photos etc.); and overall appeal. 
Have all requirements been met?

Entry Requirements: (40 points)
Please provide a 2-3 page detailed overview explaining:

• Background 
• Purpose/Objective 
• Overall Effectiveness 
• Overall Revenue and Expense Budget
• Attendance/Number of Participants
• Measurable Results 

Supporting Question: (10 points)
What did you do to update/change this program from the 
year before?  Were your updates/changes successful?  
Please provide measurable results/examples. 

• If the program is a new program, please answer the 
following question instead.  

• What challenges/obstacles did you foresee/encoun-
ter in creating the program, and how did you handle 
them? Please provide measurable results/examples.

Supporting Materials:  (40 points)
Please also include any necessary supporting materials 
for the program, including but not limited to:  

• Printed Materials (Brochures, Handbooks, Recruit-
ing Materials, Evaluation Forms, Signage, etc.)

• Promotional and Merchandise Materials (Photo-
graphs Accepted)

• Information Provided to Participants
• Supporting Photographs
• Measurable Results

Media Relations

For effective media campaigns that generated news cov-
erage, instead of paid or donated advertising time.

47 Best Press/Media Kit (Provide actual media kit in 
addition to below requirements)

48 Most Creative/Effective News Stunt

49 Best Media Relations Campaign

Entry Information: 
• Submit categories 47 - 49 within one (1) 

notebook each.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (10 points)
Well organized; clarity of message; creativity or unique-
ness; supporting materials; measurable results (clippings, 
etc.) and overall appeal. Have all requirements been met?

Entry Requirements: (40 points)
Please provide a 2-3 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness 
• Target Audience
• Types of Mediums Used for Promotion
• Measurable Results (Indicating number of publica-

tions/cities/states targeted)
• Measurable Results (Indicating percent of distribu-

tion that covered news)

Supporting Question: (10 points)
What did you do to update/change this promotion from 
the year before?  Were your updates/changes success-
ful?  Please provide measurable results/examples. 

• If the promotion is a new promotion, please answer 
the following question instead.  

• What challenges/obstacles did you foresee/encoun-
ter in creating the promotion, and how did you handle 
them? Please provide measurable results/examples.

Supporting Materials:  (40 points)
Please include any necessary supporting materials for 
the program, including but not limited to:  

• Printed Materials (Press Releases, News Clippings, etc.)
• Promotional Materials
• Video/Audio Documentation (Please limit to 1-2 

examples – provide written explanation of further 
examples)

• Supporting Photographs 
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Merchandise

50 Best T-shirt Design (No collared shirts)

51 Best Pin or Button (Please mount on poster board 
with 2 inch margins maximum)

52 Best Hat 

53 Best Other Merchandise 

54 Best Miscellaneous Clothing

Entry Information: 
• Submit categories 50-54 as is.  They are stand alone 

items and no written information is required.
• Do not mount merchandise items on poster board 

– except Best Pin or Button. 

Judging Criteria:
Creativity; uniqueness; design and layout; usability and 
overall appeal.  

55 Best Overall Merchandising Program 

Entry Information: 
• Submit category 55 with one (1) notebook.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (10 points)
Well organized; clarity of message; creativity or unique-
ness; supporting materials; measurable results (clippings, 
etc.) and overall appeal. Have all requirements been met?

Entry Requirements:  (60 points)
Please provide a 2-3 page detailed overview explaining:

• Merchandising Program 
• Purpose/Objectives
• Overall Revenue and Expense Budget
• Overall Effectiveness 
• Target Market 
• Community Support 
• Measurable Results (Indicating number/variety of items)

Supporting Question: (10 points)
What did you do to update/change this program from the 
year before?  Were your updates/changes successful?  
Please provide measurable results/examples. 

• If the program is a new program, please answer the 
following question instead.  

• What challenges/obstacles did you foresee/encoun-
ter in creating the program, and how did you handle 
them? Please provide measurable results/examples.

Supporting Materials:  (20 points)
Please include samples or photos of all souvenir/novelty 
items available prior to or during the event.

NON-EVENT CATEGORIES
For Suppliers or Associations

56 Best Single Display Ad

57 Best Company Image Pieces (Letterhead, enve-
lopes, logo, etc.) (One item per entry)

58 Best Direct Mail Piece or Brochure

Entry Information: 
• Submit categories 56 - 58 on a single, black display 

board (margins 2 inches max). 
• Only one entry per board. Only one item per entry.
• They are stand alone items and no written information 

is required.
• Points will be awarded based on the overall Judges 

Criteria.  Points awarded are listed below.

Judging Criteria:  (100 points)
Clarity of message; design and layout; creativity or unique-
ness; organization; usability and overall appeal. 

59 Best Vendor/Supplier (Festival or Event must 
submit this entry) 

Entry Information:
• Submit category 59 within one (1) notebook.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (20 points)
Well organized; professional content; clarity of message; 
creativity; supporting materials & measurable results and 
overall appeal. Have all requirements been met?

Entry Requirements: (80 points)
Please provide a 2-3 page detailed overview explaining:

• About Vendor/Supplier
• How the Vendor/Supplier stands out over all other 

Vendor/Suppliers 
• Quantity and quality of service to event by Vendor/Suppliers
• Length of relationship between Vendor and Event
• Measurable results that relationship is benefi cial for 

the vendor
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CATEGORIES
60 Best New Product or Service (By a vendor or supplier) 

Entry Information: 
• Submit category 60 within one (1) notebook.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (20 points)
Well organized; professional content; clarity of message; 
creativity; supporting materials & measurable results and 
overall appeal. Have all requirements been met?

Entry Requirements: (60 points)
Please provide a 2-3 page detailed overview explaining:

• New Product or Service 
• Goals & Objectives 
• Overall Effectiveness 
• Target Market
• Measurable results

Supporting Materials:  (20 points)
Please also include samples or photos of new product or 
service.

Educational Institutions Offering 
Event Management Programs

61 Best 2 Year Event Management Degree

62 Best 4 Year Event Management Degree

63 Best Event Management Certifi cation Program

64 Best Online Event Management Training Program

Entry Information:
• Submit categories 61-64 within one (1) notebook each.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (20 points)
Well organized; professional content; clarity of message; 
supporting materials & measurable results; and overall ap-
peal. Have all requirements been met?

Entry Requirements: (40 points)
Please provide a 4-5 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness 
• Overall Revenue and Expense Budget
• Date Program was Founded
• Number of Staff Members 
• Number of Students Enrolled/Graduated
• Time Frame of Course
• Tuition Costs
• Testing Requirements 

Supporting Materials:  (40 points)
Please also include:

• Student Recruiting and Marketing Materials for Program
• Complete Outline and Syllabus of Course(s)

Just For Fun Category

65 Best Promotion Publicizing an IFEA/Haas & 
Wilkerson Pinnacle Award Win (No Charge to enter 
this Category)

 
Entry Information: 

• Submit category 65 within one (1) notebook.  
• Please submit your entry in the order listed below.  
• Points will be awarded to the individual sections of 

your entry, in addition to the overall Judges Criteria 
points.  Points awarded are listed below.

Judging Criteria: (10 points)
Well organized; professional content; clarity of message; 
creativity or uniqueness; supporting materials & measur-
able results; and overall appeal.  Have all requirements 
been met? 

Entry Requirements: (30 points)
Please provide a 3-4 page detailed overview explaining:

• Purpose/Objective 
• Overall Effectiveness
• Target Audience
• Types of Mediums Used for Promotion
• Measurable Results (Indicating number of publica-

tions/cities/states targeted)
• Measurable Results (Indicating percent of distribution 

that covered news)
• Years Participated in Awards Program 
• Average Number of Entries Submitted/Won Each Year

Supporting Questions:  (30 points)
Please answer the following Questions:

• What has winning an IFEA/Haas & Wilkerson Pin-
nacle Award has meant to your event? 

• How you have used it to your advantage?
• How has it enhanced your presence within your com-

munity?
• How has it increased leverage/funding/sponsorship 

for event?

Supporting Materials: (30 points)
Please also include:

• Measurable Results 
• Samples/Photos of Promotion 
• Media Clippings 
• Signage
• Examples of IFEA/Haas & Wilkerson Pinnacle Winner 

Logo Placement

W I N N E R



ENTRY FORM REQUIREMENTS

• Please submit one overall entry form with total payment - list all 
entries submitted on this form. 

• Please also submit TWO copies of each individual entry form 
– one to be attached to each individual entry – and one to be 
submitted with payment and overall entry form.  

• If one organization is entering items for multiple events produced, 
please submit a separate payment form/overall entry form for 
each event to allow for proper credit to be given to that event. 

• Please be sure to list your organization and event name correctly 
– as that is how it will appear on the award if won.

RELEASE AND USAGE

By submitting your entry to the IFEA/Haas & Wilkerson Pinnacle Awards, you automatically grant the IFEA the right to use any materials from your entries for 
editorial, analytical, promotional or any other purpose without additional compensation. Your entry into the competition is acknowledgement of these terms. 

Sections 1, 2 and 3 must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.

1. ENTRANT INFORMATION (Tip: Complete Section 1. Then make copies to complete form for each entry.) 

Organization: ________________________________________________________________________  Membership #: ____________________________

Contact Person: _________________________________________________________________________________________________________________

Name of Event:  _________________________________________________________________________________________________________________

Address: _______________________________________________________________________________________________________________________

City: ____________________________________ State: _____ Zip Code:  _____________________  Country: __________________________________

Phone:______________________________________________  Fax: ______________________________________________________________________

E-mail: ______________________________________________  Website: __________________________________________________________________

2. BUDGET INFORMATION (Required for each entry)

Organization’s Event Expense Budget: (USD, include all cash outfl ows). Each entry category is divided into the budget categories below.  Gold, Silver 
and Bronze Awards will be given in each budget category unless the number of entries warrants budgets to be combined into over and under $750,000.  

 under $250,000       $250,000 - $749,999       $750,000 - $1.5 million        over $1.5 million  

3. ENTRY INFORMATION (Required for each entry)

Category Name (required): _____________________________________________________________  Category Number (required): ________________

To help identify your entry – please provide a brief description of entry: 
(i.e.: black T-shirt with fi sh; or Photo entitled “Fireworks over Capital”) ____________________________________________________________________

4. PAYMENT INFORMATION                          Complete section 4 ONCE. Attach payment for all entries combined.

Entries must be received with payment by 5:00 p.m. July 6, 2009 (MST) to be eligible.  If you are unable to meet this deadline, late entries will be accepted 
between July 7, 2009 and July 27, 2009 at an additional cost of $5 per entry.  Questions?  Contact Nia Hovde at nia@ifea.com or 208-433-0950 ext: 814.

List which categories you are entering and how many of each (e.g. 1, 2, 2, 3, 5, 7…): _______________________________________________________
This is so we can account for all of your entries when they arrive. 

 Entries Submitted by July 6, 2009.  Entries Submitted Between July 7 and 
 Please Use Entry Fees Below. July 27, 2009. Please Use Entry Fees Below.  

 Grand Pinnacle: ............................................................... 1 entry x $50 =  $____________________  ..................... 1 entry x $55  $ _________________

 Pinnacle Entries (categories 2-64): ............................. 1 entry x $30 =  $____________________  ..................... 1 entry x $35  $ _________________

 Best Promotion Publicizing an  
 IFEA/Haas & Wilkerson Award Win:  ...................... 1 entry x FREE =  $___________________  

TOTAL NUMBER OF ENTRIES:  ___________________________  TOTAL AMOUNT ENCLOSED: $ ______________________________________

 Check (Make checks payable to IFEA)    Visa     MasterCard     American Express  

Print Cardholder Name: __________________________________________________________________________________________________________

Signature: ______________________________________________________________________________________________________________________

Credit Card Number: _____________________________________________________________________________________________________________

Expiration Date: _____________________________________________  CVN Code:  ______________________ (MC/VISA-3 digit code back) (AMX-4 digit code front)

DID YOU REMEMBER TO

 Include your payment for total entries along with 1 overall entry form listing each category number entered     Include 2 individual entry forms for 
each item – one with item, one with payment     Review all rules for entry submission – go to: Pinnacle Awards section at www.ifea.com for more info
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Please submit the following information for 
your nomination:

A. INDIVIDUAL SUBMITTING NOMINEE
 1. Name • Organization • Address • City • State 
   Zip • Phone • Fax • Email
 2. If your nominee is selected, will you be willing 
   to help ensure that they attend the luncheon?
 3. If your nominee is selected, will you be willing 
   to assist the IFEA and the inductee in gather-
   ing materials to prepare their induction video?

B. NOMINEE INFORMATION
 1. Name • Position • Address • City • State • Zip 
   Phone • Fax • Email

C. NOMINATION QUESTIONS
 • Please answer each of the following questions 
   citing specifi c examples. Points will be  
   awarded for each question. Points awarded 
    are listed below.
 • Please provide a 1 (one) page response 
   (single sided) for each of the below questions, 
   for a maximum total of 4 (four) pages.
 1. Explain how your nominee has made a 
   difference to the festivals & events industry. 
   (25 points) 
 2. Submit a general overview of your nominee’s 
   career, including organizations they have 
   worked for, positions held, titles, awards, etc. 
   (25 points) 
 3. Describe the level of involvement your nominee 
   has had with the IFEA during their career. 
   (25 points)
 4. What void would there be if he/she were not 
   an event professional? (25 points)

D. ENTRY FORMAT: 
Please EMAIL your nomination in a Word document. 
If you do not have access to email, please contact 
Nia Hovde at Phone: 208-433-0950 ext: *814 to 
make other arrangements.

E. SUBMIT ENTRIES TO: 
Nia Hovde, Director of Marketing & Communications 
at nia@ifea.com

F. QUESTIONS:
Please contact: Nia Hovde – nia@ifea.com 
208-433-0950 ext: *814

 To view a complete list of past inductees and their stories 
go to the Industry Honors section on www.ifea.com.

 Known as the 
associations most 

prestigious honor, the 
IFEA Hall of Fame recogniz-

es those outstanding individu-
als who, through their exceptional 

work and achievements, have made a 
signifi cant contribution to the Festivals 

and Events Industry. The International Fes-
tivals & Events Association is now accepting 
nominations from its members for those 
individuals who meet this standard for the 
2009 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individu-
als to be honored in to the IFEA Hall of Fame. 
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 54th 
Annual IFEA Convention & Expo, in Indianap-
olis, Indiana, September 21-25, 2009, where 
they will be inducted at a luncheon 
in their honor.

NOMINATION CRITERIA
Nominations must represent a current or past 

IFEA member who has made sub-
stantial achievements and/or 
contributions to the festivals 
and events industry. Nominees 
can be retired and represent 
any facet of our industry (i.e. 
vendor, supporter, senior 
professional, etc.). (Current 
IFEA Board of Directors 
and Staff Members are not 
eligible to be nominated). *Includes hotel, airfare and meals only.

 Nominations should be 
submitted no later than 5:00 PM 
(MST) Friday, May 8th, 2009
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The IFEA and Global Association Partner 
Festival Media Corporation have joined 
forces to create a ground-breaking award 

that recognizes the success of sponsorship pro-
grams at festivals and events around the world. 

A primary goal of any sponsorship program 
is to meet the business goals of the sponsor. 
How well this is accomplished can determine 
the future of the sponsor/event relationship. 

With the purpose of increasing awareness for 
the festivals and events industry among multi-
national marketers and agencies, the IFEA/Fes-
tival Media Corporation Sponsorship Success 
Award recognizes those festivals and events 
that demonstrate the highest level of planning 
and execution in the area of sponsorship sales 
promotion results, and how well the business 
goals of the sponsor are met.

IFEA/Festival Media Corporation Sponsorship Success Award
and Global Association Partner
Media Corporation have joined

With the purpose of increasing aware
the festivals and events industry amon

tivall MMMeedddiiiaaa  CCCCooorrrpppooorrraaatttiiiooonnn SSSpppooonnnsssooorrrssshhhiiipp SSuuccess A

Sales promotion results will include success in the areas of:
Sponsor sales made

Sales leads recognized
Coupons or price promotions distributed or redeemed

Prospects identifi ed
Other direct sales promotion goals realized



Eligibility
The IFEA/Festival Media Corporation Sponsorship 
Success Award is open to all festivals and events that have 
completed a sponsorship fulfi llment program during the previ-
ous year. All entrants must be a current IFEA member to enter.

The Judges
The IFEA/Festival Media Corporation Sponsorship 
Success Award will be judged by recognized profession-
als in the areas of sponsorship, sponsorship promotion, and 
special events management, in addition to executives at 
multi-national marketing and sponsorship agencies.

The Winners
The IFEA/Festival Media Corporation Sponsorship 
Success Award will be presented annually to one festi-
val/event in each of the IFEA’s global regions (Africa, Asia, 
Australia, Europe, Latin America, the Middle East, and North 
America) during the IFEA Hall of Fame Awards Luncheon 
at the 54th Annual Convention and Expo in Indianapolis, 
Indiana, September 21-25, 2009. Regions may be combined 
depending upon the number of entries.

Important Notes:
• By submitting your entry into the IFEA/Festival Media 

Corporation Sponsorship Success Awards, you au-
tomatically grant the IFEA and Festival Media Corporation 
the right to use any materials from your entries for editorial, 
analytical, promotional or any other purposes without ad-
ditional compensation. Your entry into the competition is 
acknowledgement of these terms.

• Entries submitted are unable to be returned.

• Please limit your entries to a total of 5 (fi ve) single sided 
pages only.

• Font size no smaller than 10 pt.

• Entries must be submitted in English.

• Submit entry for individual sponsor as opposed to 
organization’s entire sponsor program.

Deadline
All entries must be received at the IFEA World Headquarters 
offi ce by 5:00 p.m. (MST), Friday, May 8th, 2009.

Entry Format
Please EMAIL your entry in a Word document. If you do not have 
access to email, contact Nia Hovde at: 208-433-0950 ext: *814.

Submit Entries To
Nia Hovde, Director of Marketing & Communications at nia@
ifea.com.

Questions
Contact Nia Hovde, Director of Marketing & Communica-
tions at nia@ifea.com or 208-433-0950 ext: *814

The Competition
Please provide a detailed overview to the fi ve required program 
areas below within an overall total of fi ve single sided pages 
using a font size of 10 pt or greater. Margins must be .5 inches 
or greater. Points will be awarded for each topic area. Points 
awarded to each area are listed below. Be sure to answer 
every question indicating which question you are answering.

1. SPONSORSHIP PROGRAM DESCRIPTION 
(20 Points) (1 Page)

• Overview
 Provide a detailed overview of the Sponsorship Pro-

gram.

• Initiation
 Was the program proposed by the event or requested 
 by the sponsor?

• Innovation
 1. Was the execution innovative in its approach? 

 2. Did the program include the use of volunteers, staff, 
   and local sponsor connections (in support of a 
   national sponsor brand)?

 3. Did the program build on any pre-existing sponsor 
   programs/messages?

• Execution
 1. How did the festival/event staff and representatives 
    execute the activation program?

 2. Did the festival/event apply or contribute any unique 
    brand building assets (i.e., shelf-talkers, point-of-
    purchase display space, a custom jingle, celebrity 
    endorsements, etc.)?

 3. How was media used to extend the reach of the 
    sponsorship?

2. TARGET IDENTIFICATION (20 Points) (1 Page)

1. Identify the targeted audience, demographics, psy-
chographics and brand usage.

2. Identify the program goals.

3. RESULTS (20 Points) (1 Page)

1. What were the actual program results in terms of 
sales, image, redemption, etc.?

2. How did those results roll back to the targeted goals 
and audiences identifi ed?

3. How were results tracked?

4. PRESENTATION (20 Points) (1 Page)

How were the fi nal results of the sponsorship program 
presented to the sponsor (print, electronic, other)? Please 
feel free to submit a copy of your presentation. 

5. SPONSOR REACTION (20 Points) (1 Page)

Provide any formal feedback received about the program 
from the sponsoring organization.
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 Whether the individual acts as a volunteer adminis-
trator of an event or contributes his or her time and re-
sources in support of a larger, multi-event organization 
with a paid staff, the efforts that are put forth deserve 
our heartiest congratulations and recognition. It is for 
that reason that the IFEA/Zambelli Fireworks Interna-
tionale Volunteer of the Year Award was created.

Nominations are currently being accepted for the 
2009 IFEA/Zambelli Fireworks Internationale Volunteer 
of the Year Award. The award recognizes those out-
standing event volunteers whose unselfi sh and dedi-
cated service to a member festival or event has made a 
signifi cant difference in their community and mirrors the 
commitment to success in our professional ranks.

A panel of impartial judges from within the IFEA or-
ganization will select the Volunteer of the Year winner 
from all of the candidates submitted. That individual 
will be honored at the 54th Annual IFEA Convention 
& Expo in Indianapolis, Indiana, September 21-25, 
2009. As the guest of the IFEA and sponsor Zam-
belli Fireworks Internationale, the winner will receive 
an all expense* paid trip to the convention to accept 
their award. All participants in the program will be 
promoted through local and national media releases. 
Available on request. The fi nalist will be featured in a 
future issue of “ie” magazine, and each semi-fi nalist 
will receive a certifi cate of recognition and be ac-
knowledged in “ie” magazine.

Volunteer nominations submitted for the 2008 Award 
may be carried over into the 2009 competition with the 
permission of the nominator. The nominator will have 
the option to re-write the nomination if desired.

Please direct all nomination materials and questions 
to Nia Hovde, Director of Marketing & Communica-
tions at nia@ifea.com or (208) 433-0950 ext. *814.

 The importance of 
volunteers to our 
industry cannot 

be overestimated.

 * Includes hotel, airfare and meals only.

To view a complete list of past winners and their nominations, 
go to the Industry Honors section on www.ifea.com
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 2009 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

 A. INDIVIDUAL SUBMITTING NOMINATION INFORMATION:
Name • Organization • Address • City • State • Zip • Phone • Fax • Email

B. NOMINATION INFORMATION:
Name • Address • City • State • Zip • Phone • Fax • Email

C. NOMINATION QUESTIONS:
Please provide a 2 paragraph response for each of the questions below, indicat-
ing which question you are answering. Please include specifi c examples for 
each. Points will be awarded for each question. Points awarded are listed below.

1. Explain your volunteer’s signifi cant depth of involvement. (20 points)
 
2. Show specifi c examples of your volunteers roles and responsibilities. (10 points)
 
3. Describe how your volunteer has provided signifi cant enthusiasm, organizational 

assistance and specifi c expertise. (10 points)

4. Explain how your volunteer has shown initiative and leadership in his or her efforts. 
(20 points)

5. Tell how your volunteer has exemplifi ed his or her dependability. (10 points)

6. Describe your volunteer’s positive attitude. (10 points)

7. Describe how your volunteer has made a difference to the festival or event. What 
impact has your volunteer had on your festival/event? What void would there be 
without him or her as a volunteer? (20 points)

D. ADDITIONAL INFORMATION:
If your nominee is selected we will need the following information for marketing the 2009 
Volunteer of the Year. Please submit the following with your nomination. (not required at 
time of nomination). 

1. A photograph of the volunteer you are nominating. 

2. A local media list (up to 15 contacts) in order for IFEA to send Press Releases to 
your media.

 • The preferred media list submission is in an Excel format. 

 •  Please include: Name; Organization; Address; City; State; Zip; Phone; Fax; Email

E. ENTRY FORMAT:
• Please email your nomination in a Word document along with photo and media list.

• If you do not have access to email, please contact Nia Hovde at Phone: 208-
433-0950 ext: *814 to make other arrangements.

F. SUBMIT ENTRIES TO: 
Nia Hovde, Director of Marketing & Communications at nia@ifea.com

G. QUESTIONS: 
Please contact Nia Hovde, nia@ifea.com, 208-433-0950 ext. 814

 NOMINATION 
CRITERIA

To be eligible for consider-
ation for the IFEA/Zambelli 
Fireworks Internationale Vol-
unteer of the Year Award, the 
nominee shall:

• Be a current volunteer of an 
IFEA member organization

• Have provided signifi cant 
enthusiasm, organizational 
assistance and specifi c 
expertise

• Be a volunteer of the nomi-
nating festival or event for at 
least 3 years

• Have shown initiative and 
leadership in his or her 
efforts

• Have a positive attitude

• Have exemplifi ed his or her 
dependability

• Have a signifi cant depth of 
involvement

• Have made a difference to 
the festival or event

• Have received no remu-
neration for services directly 
associated with his or her 
volunteer duties

Nominations should be submitted no later 
than Friday 5:00 PM (MST) May 8th, 2009

 * Pixels Per Inch   ** Pixels Per Centimeter

mailto:nia@ifea.com
mailto:nia@ifea.com


30 INTERNATIONAL EVENTS 2009

to Building 
a More Powerful 

Volunteer Machine

by Katie McFadden6Steps
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Volunteers –in the event and festival 
world, they are lifesavers, helping to bridge 
the gap that too often exists between our 
budgets and actual human resource needs. 
They are the smiling faces whose energy 
and enthusiasm are a critical component of 
the magical experience we strive to create 
for our audiences and attendees.

But what about the experience of our 
volunteers? What kind of magic are we 
creating for them? Do they come back 
year after year, excited about their partici-
pation and eager to be more involved, or 
do they just show up (most of the time), 
put on the t-shirt and disappear after an 
hour, never to be seen again?

I was inspired to write this article by 
the people I’ve met at IFEA and other 
conferences, where I’ve attended, and 
led, educational sessions and roundtable 
discussions on fi nding, motivating and 
keeping volunteers. I’ve learned about 
some very successful and innovative 
volunteer programs, and I remember 
vividly a woman (whose event shall 
remain nameless here) who proudly 
announced that their “volunteers” came 
from a “minimum security prison down 
the road.” Mostly I’ve heard frustration, 
about people who don’t show up, or 
only work half the shift they signed up 
for, or don’t want to do anything that 
could actually be construed as work – I 
can see a roomful of heads nodding in 
recognition. Inevitably, someone will 
come up to me and say, “Well, we could 

never do what you do at Tournament of 
Roses – make volunteers work overnight? 
Buy their own white suits? Assign them 
to committees without asking their 
permission fi rst? No, we have enough 
trouble just getting our volunteers to 
show up when they’re supposed to.” I 
felt challenged to write a how-to guide, 
a step-by step approach to building a 
better volunteer machine, beginning with 
the principles and practices that have 
helped the Tournament of Roses attract 
and retain a competent and committed 
volunteer workforce.

One of the keys to retention, for the 
Tournament of Roses, is the membership 
model – our volunteers join the organiza-
tion, and as members, they know that we 
value their participation and look forward 
to a long-term relationship with them. 
Some of the advantages to this model:

• We know who they are. Each year that 
they serve, we learn more about them, 
and we can identify those who are 
enthusiastic, dependable, smart, capable 
of leadership and willing to accept the 
challenges of responsibility. We can find 
someone with a particular skill set or 
expertise when necessary. We know early 
in the year that they can be counted on 
to participate at “crunch time,” and we 
never have to scramble to fill shifts at 
the last minute (when we all have more 
important things to stress about).

• They have a sense of ownership. 
Membership in the Tournament of 
Roses provides a sense of place in the 
community and a source of pride and 
satisfaction. They are passionate and 

protective of the Rose Parade and Rose 
Bowl Game, and many of them wear 
their membership pin proudly as part 
of their daily wardrobe. They become 
ambassadors of the Tournament of 
Roses in the community. 

• Each year, as they learn more about 
various event operations, they can do 
more. And most of them want to do 
more, they are very enthusiastic about 
being involved in the planning and 
preparation. They often have great 
innovative ideas as well, as they bring 
a fresh perspective to the process.

• We have the opportunity to commu-
nicate with them throughout the year. 
Email has been a most effective (and 
low-cost) way to send breaking news 
on this year’s theme, Grand Marshal, 
Rose Queen, etc. We are able to provide 
weekly updates throughout the college 
football season along with expert pre-
dictions of which teams might end up 
in the Rose Bowl Game. Being on “the 
inside track” helps our members feel 
connected to the Tournament of Roses, 
even in the months when New Year’s 
seems very far off. 
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Membership is a powerful concept, a 
way of being part of, and connected to, 
our events and to our organization. 

Another key element in building a 
stronger volunteer program is under-
standing the rewards that people expect 
from the volunteer experience. Several 
studies have been conducted to examine 
the differences between generations and 
their different expectations about volun-
teering, but there continue to exist certain 
motivators that make any volunteer 
experience satisfying and rewarding. Over 
and over, our volunteers tell us that these 
are the reasons they happily continue to 
sacrifi ce their time and energy on behalf 
of the Tournament of Roses:

• Opportunity to give back to the com-
munity – whether volunteers are 
engaged in PTA bake sales, feeding 
homeless, literacy programs for at-risk 
youth, or helping to stage an event 
that celebrates and promotes their 
community, it is important for them to 
feel that their effort makes the world a 
better place, in some way.

• Appreciation and recognition – no task 
or responsibility is too small to deserve 
personal thanks and some kind of fol-
low-up recognition, even if it takes the 
form of email to the volunteer. If you 
can include with your thanks an inqui-
ry regarding their volunteer experience 
and willingness to participate next 
year, you will learn some invaluable 
information to assist you in building 
the kind of volunteer program that 
keeps people engaged and excited.

• Meeting new people, forging relation-
ships – working alongside people 
who enjoy, and feel connected to your 
unique event, presents an opportunity 
to meet others with similar interests. 
This is especially true for events that 
have emotional appeal to attendees 
and volunteers, such as a music or the-
atre festival, a children’s health fair, an 
event supporting at-risk youth – every-
one who volunteers has a story and 
a desire to connect with others who 
share that particular passion. For the 
Tournament of Roses, that passion has 
to do with the tradition and history 
of our events and their significance to 
Pasadena, a chance to be part of that 
story and part of their community. 
We know from what our members 
tell us that the numerous friendships 
and connections with other members 
that have resulted (even a significant 

number of marriages!) have kept them 
coming back year after year to see 
familiar faces and share experiences.

• Having fun – let’s face it, if our vol-
unteers are giving up their days off, or 
taking vacation days to dedicate to our 
events, they need to be having a good 

The truth is that when the volunteer 
experience itself is rewarding, satisfying 
and enjoyable, volunteers look forward 
to coming back and doing it again, and 
they even bring their friends! How do 
we know this? We ask them! The Tourna-
ment of Roses is engaged in a never-end-
ing dialogue with our volunteer members 
to ensure that our program continues to 
bring them the rewards they seek. There 
have been many changes over the years as 
we try to accommodate changing work-
place environments, increased demands 
on everyone’s time and other factors that 
impact their volunteer experience. 

To illustrate the kind of experience 
that volunteers do NOT seek, I often 
share the following (true) story in an 
educational session:

A close friend loves, absolutely loves, a 
three-day festival that takes place annual-
ly in his community. He loves the music, 
the vibe, the concept, and would typically 
spend the entire weekend at this festival. 
A few years back, I challenged him to 
get involved as a volunteer, partly for my 
own research purposes, partly as a way to 
help him make some desperately needed 
social connections. So he went online to 
fi nd the event website – there wasn’t one, 
but eventually he fi nds that it is con-
nected with the city website (it’s a city-
sponsored event) but there is virtually 
NO information on volunteering for the 
event. He fi nds a phone number for the 
director of the festival and calls to inquire 
about volunteer opportunities. “Yes, we 
could really use some volunteers!” he is 
told, and then is given information about 
when and where to show up. He duti-
fully appears at the appointed place and 
time and is given the task of distributing 
bottled water (provided by a sponsor) to 
attendees, free of charge. He is told that 
he will be relieved at a certain time by an-
other volunteer some six hours later. No 
food, no break, whatever – he’s happy to 
be there. He’s giving out water, enjoying 
the music, the guests, the feeling of being 
useful and contributing to the success of 
the event – the time comes and goes for 
him to be relieved. He waits another 30 
minutes, then goes over to the check-in 
table and says “I was told someone would 
relieve me but I could stay longer if you 
want me to……………..” and is met with 
“who are you again? Oh no, whatever, 
you can go, it’s fi ne…………..” And that 
is literally the end of it. No thank you, 
no follow-up, no ‘we really appreciate 
your help, can we call on you next year?’ 
– nothing. Do you think he volunteered 
the next year? Would you? Enough said (I 
hope). If this is what our volunteer pro-
gram looks like, we should not question 
why volunteers don’t come back.

time doing it, or they will look else-
where for things to do with their dis-
cretionary time. Our leadership works 
hard to keep the experience fun and 
loose, promoting camaraderie while 
still accomplishing the tasks at hand.

…when the 
volunteer 

experience itself 
is rewarding, 
satisfying and 

enjoyable, volun-
teers look forward 

to coming back and 
doing it again, and 

they even bring 
their friends!
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So – if I were charged with creating a 
step-by step, relatively cost-neutral volun-
teer program, here are the steps I would 
take to start:

1. Identify some key volunteers to help 
you – if you know of some who volun-
teer every year, or have signed up for 
multiple shifts, that’s a good place to 
start. If you cannot identify those folks 
prior to the event, go out and look for 
those who appear to be taking their 
responsibility seriously and at the same 
time, enjoying their participation (this 
task could be delegated to a depend-
able volunteer). Ask if they would be 
willing to help provide feedback to 
strengthen your volunteer program.

2. Get them together a few weeks after the 
event and ask them to evaluate their 
volunteer experience. What did they 
enjoy, and why? What didn’t they en-
joy? How could it be better, and what 
might some incentives be to increase 
participation? What do they think 
about a ‘membership’ or ‘team’ of core 
volunteers who would be entitled to 
special perks in return for increased 
participation? Who might be interested 
in helping with this new project of 
building a better volunteer machine? 
Follow up with a thank you, either 
by email or with a personal note, if 
possible. Personal thanks and recogni-
tion are key to making volunteers feel 
valued and keeping them involved.

3. Create the basic guidelines for your 
membership program based on the 
feedback from your focus group of 
volunteers. Two things need to be 
developed in order to establish a merit-
based membership program: criteria 
and incentives. Your criteria should be 
based on your needs (number of hours 
or shifts, responsibility for leadership, 
specifi c duties, off-season assistance, 
etc.). Incentives would include what-
ever you’ve got to give – some low-
cost ideas can be priority in choosing 
assignments, a members-only email 
newsletter, opportunities to be more 
involved in planning the festival, 
additional tickets to your festival or re-
freshment coupons, a membership pin, 
other ideas you heard in your focus 
group. If you provide t-shirts or caps to 
your volunteers, you might provide a 
different one that identifi es members, 
which gives the added benefi t of gener-
ating an interest in membership among 
your non-member volunteers.

4. Create a member database, beginning 
with your focus group volunteers. If 
you use an online registration system, a 

Katie McFadden is the Director of 
Member Services at Pasadena Tour-
nament of Roses. She also volunteers 
as musical director of the worship 
band at her church, and with Project 
Mercy, helping to build houses in 
Tijuana for families who are living in 
makeshift homes. Her volunteer efforts 
continue to enrich and inform her work 
with Tournament of Roses volunteers.

good one will have a database 
feature built in to compile data on 
your current volunteers, and allow 
you to add customized data according 
to your needs. It should also include 
permission-based contact options to 
ensure that you can communicate 
directly with the volunteers who want 

them know whom to contact if they 
are interested. 

6. Track it. Say what you mean and mean 
what you say. If you have established 
criteria for membership, hold your vol-
unteers to it. It may take some getting 
used to, but reminding your volunteers 
of the benefi ts of membership while 
simultaneously expressing gratitude 
for their participation will result in a 
membership that understands its value 
to your event, and increases the level of 
commitment. The occasional ‘removal’ 
of a volunteer from membership status 
due to non-participation reinforces the 
policy that membership is merit-based, 
and must be earned. This resonates 
with volunteers, as it rewards those 
who actually do the work.

So, why build a better volunteer 
machine? In my conversations with 
other event professionals, I hear too 
often that their volunteer ‘program’ is an 
afterthought, as in “I have to meet with 
the PD about security and make sure the 
banners meet sponsors’ approval, and 
oh yeah, I’ve got to get some volunteers.” 
If you are a busy event professional, the 
benefi ts of having a strong, smart, com-
mitted corps of volunteers will be well 
worth the time and effort spent develop-
ing your program. There is really no limit 
to the contribution that can be generated 
from an engaged and excited volunteer 
workforce, as long as you treat those 
volunteers with respect and gratitude.

In closing, I want to strongly suggest 
that your volunteer program can best be 
assessed and strengthened by your own 
experience as a volunteer. If you do not 
have any volunteer commitments your-
self, it’s important to get out there and 
see what it’s like from that perspective. 
Building a stronger volunteer program 
begins with understanding the psychic 
rewards and emotional fulfi llment inher-
ent to the volunteer experience. Find 
something that resonates with your 
passions, and get involved. The benefi ts 
you reap will not only enrich you person-
ally but will help you build the volunteer 
program of your dreams.to help build your program. One of the 

most current and fl exible online event 
volunteer solutions is TRS - check out 
www.theregistrationsystem.com for a 
free demo. 

5. Communicate. Once you have estab-
lished your criteria and incentives for 
membership, let your focus group 
volunteers know that they are charter 
members, as thanks for their participa-
tion in creating the program. Spread 
the word to all your volunteers, detail-
ing the criteria and incentives, letting 

There is really no 
limit to the 

contribution that 
can be generated 
from an engaged 
and excited volun-
teer workforce, as 
long as you treat 
those volunteers 
with respect and 

gratitude. 

http://www.theregistrationsystem.com
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The Essence of Sponsorship…..

Five Elements 
Even YOU Can 

Remember!

by Rachel Trice, CFEE
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1. It’s Not About You!
If you remember nothing else, know 

that sponsorship is a marketing func-
tion used to sell more product for your 
sponsor. It’s not a nice donation or a 
thoughtful charitable gift, sponsors expect 
tangible results in return for their invest-
ment. It’s all about what the sponsor 
wants and needs from their experience 
– not what you need. Don’t share the sad 
story about how much the main stage 
band costs or why you need to raise an 
additional $5,000 this year. Those are your 
internal problems, which are irrelevant to 
prospective sponsors– you’re there to sell 
a solution and a captive audience to the 
sponsor. Tell them how to sell more of his 
product through your event. If you can 
make that case in your proposal, you’ll at 
least win the meeting. Once you’ve made 
it to a personal meeting, be sure that 
you hold your chin up, smile and offer a 
business opportunity to a fellow business 
partner. It’s really that simple. Festival and 
event managers are often intimidated and 

sit slouched in their seat to avoid look-
ing confi dentially at the other person and 
well, let’s be honest – does this sell? You’re 
offering a great, viable business opportu-
nity, so proudly present it. It’s not about 
you, your needs or your reasons. Remem-
ber during these critical conversations that 
you are NOT ASKING SOMEONE FOR 
MONEY! You are proposing a business 
exchange in which you are offering a 
sponsor an opportunity to reach a specifi c 
audience in an intimate, organic and expe-
riential environment, which will help your 
sponsor sell his product or improve his di-
rect relationship with the consumer. That’s 
a win-win, and you should be proud to 
have brought it to their attention!

Your role is to serve as the sponsor’s 
own marketing agency for your event – to 
research and fi nd compelling and creative 
ideas for activation that will guarantee a 
unique experience for both sponsor and 
event attendees and of course, result in a 
measurable return on investment in the 
end. Do all you can to know their business 

and study their past promotions. Know-
ing what worked for them in the past may 
help you create a compelling proposal that 
you know will meet their marketing goals; 
encourage your contact to talk about what 
programs and events have been most suc-
cessful for them – and use this informa-
tion to build a unique, compelling spon-
sorship program at your event or venue. 

2. Know Your Brand & 
Audience Well!

One of the largest mistakes properties 
make when approaching potential spon-
sors is not having the necessary informa-
tion about their audience and venue, 
i.e.: they cannot effectively articulate the 
uniqueness of their property or their audi-
ence and differentiate themselves from 
the myriad of events that are also seeking 
sponsorship. Generality is boring and no 
one buys boring. Be specifi c and charismat-
ic when describing who you are, your event 
and its purpose and most importantly - be 
compelling! Your event (or property) brand 
is the personality of your product. So, what 
is the personality of your parade, festival, or 
conference? You’re selling an alignment to 
your brand, so fi rst you have to understand 
and articulate who you are to do that well. 
You have to have a “story” to sell!

Understanding and explaining your au-
dience seems like an easy task. Every event 
knows who attends, right? Sure, they know 
generally where attendees live and maybe 
if they’re male or female, but the sponsor 
needs to know more – much more. Part-
ners are seeking your defi ned audience to 
sell more product so knowing the details 
of these potential customers is a critical 
selling point. Understanding the hob-
bies, lifestyle choices (often referred to as 
psychographics) can tell the story of your 
event stronger than any paper proposal. If 
you’re audience is a right fi t, the sponsor 
will know it, and you’ll close the deal. If 
you can’t describe the audience down to 
the type of coffee they drink, you don’t 
really know your audience, do you?

Gathering this information is the hur-
dle most cited by events. Market research 
is expensive and time consuming and 
small market events especially will never 
have that kind of budget or staff to help 
conduct such efforts, right? Wrong! It 
only takes a little creative detective work 
and a little time to reveal the true attend-
ees of your event so don’t be fooled! 

Here’s just a few quick ways to gather 
this critical knowledge:

Host on-site surveys and use a college or 
high school marketing class as your work 
force. While this is not a scientifi c study, 
you’ll learn tons of valuable information.

Play detective -- spend an hour each 
day (during each key timeframe) of your 
event and study the attendees. Take notes, 
take pictures, and really study them. 

1. It’s
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Now more than ever, revenue is tight and spon-
sorship spending is harder to negotiate. New 
revenue streams are on everyone’s agenda yet it 
seems sponsors are more reluctant to buy. Un-
derstanding how to build better, more person-
alized and strategic sponsorship programs and 
activation plans might be the critical difference 
between a sponsor choosing your event over 
your competition. It’s more important to spon-
sors in these tough economic times to build 
relationships they can trust as well as functional, 
sophisticated, purposeful partnerships, which ul-
timately equal sales. Results will speak volumes 
to sponsors to keep their participation. Regard-
less of your budget size, your sponsorship pro-
grams can be dynamic and results driven. Add a 
touch of creativity and dash of advance prepara-
tion and you’ll experience a sales increase.

To enhance your sponsorship program, remem-
ber these fi ve core essentials as you build your 
proposals and programs this year:
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What behaviors do you see they have in 
common? What clothes are they wearing? 
What is the average age? Are there lots of 
strollers, no strollers?

Ask your vendors/exhibitors their per-
ceptions. They interact with the attendees 
in detail, ask them for their thoughts. 
Write down these details.

Talk to your gate workers – what did 
they notice as people entered or exited? 
What left an impression? Were people 
with families or friends, arriving in groups, 
or alone? With kids or without? Mark all 
of these observations on your list.

ASK THEM! Pull an attendee aside or 
sit down next to them in the food tent 
and ask for a moment of their time. Talk 
with them. You’ll learn something!

3. What’s Your Unique Selling 
Position?

Your unique selling position is a fancy 
marketing phrase for “what’s the hook?” 
If I asked you to tell me about your event, 
you’d tell me the event type, and you’d 
likely talk to me about your event schedule 
and time of year it occurs. You may even 
mention how many people attend. While 
this is all critical foundation information 
for a sponsorship proposal, it’s not answer-
ing that critical question: what’s the hook? 
What’s unique about YOUR parade? What 
makes it different from “Any Town, USA” 
parade? From a sponsor’s perspective, a pa-
rade is a parade. They want to know what 
makes this one different – why is their 
money better spent with YOUR parade. 
It’s important to know the answer to this 
question to be true to your brand and to 
include in your marketing campaigns.

When you can truly offer a sponsor a rea-
son to choose your unique event because it 
fi ts so fl awlessly with their product, you’ve 
sealed a successful sponsorship.

 
4. Customize Your Partnerships

I’m sure you’ve heard by now that a one-
size-fi ts-all approach is not the way to sell 
sponsorships. The days of the “gold, silver, 
bronze” sponsorship packages are long 
gone. You will never sell in generic “please 
check the box next to your desired level of 
sponsorship” style again, right? It helps to 
think about sponsorship in the same way 
you’d think about job searching. Creating a 
sponsorship proposal and custom package 
is much the same as how you’d prepare a 
custom cover letter and a tailored resume 
for various jobs to which you apply. Rarely 
would you blanket mail one generic cover 
letter and resume to 50 separate jobs, so 
why would you approach sponsors dif-
ferently? You’re selling the parts of your 
event or property that are of most interest 
and benefi t to your potential partners. Not 
everyone cares about certain aspects of your 
event, and that’s ok. Share the elements 

that matter and that fi t only, nothing more. 
Customizing the activation plan for 

how your sponsor will receive the biggest 
return on investment is the “heart” of the 
sponsorship plan. Take time to creatively 
search for the parts that matter to the 
sponsors. How do you know what a spon-
sor wants or what works for them? It’s 
simple; ASK THEM! Sponsors will share 
much of what is benefi cial to them in a 
simple meeting. Listen to what promo-
tions have worked for them in the past. 
Which special offers or booth activities 
didn’t work? Understand where their mar-
keting efforts are headed right now and 
how your event can become a conduit for 
them. Find new, creative outlets for spon-
sors to interact with your audience in an 
intimate way; if they want a way to offer 
hospitality to their own staff or customers, 
create a special “sponsor only” VIP area of 
your beer garden or a “sponsor day” at the 
event with discounted admission for their 
customers. Help your sponsor solve their 
challenges in reaching their audience, and 
you’ll have a happy partner.

5. Overdeliver!
If you’ve created a compelling partner-

ship that sells more product and gener-
ates leads or provides tangible media ex-
posure, you’ve certainly done a great job 
managing your sponsor. Did you deliver 
more than they expected? Did you wow 
them with the small things – did you pro-
vide added value to packages for them? 
Account management and customer 
service have never been more important 
than they are now, in a troubled econo-
my. We will all need to work harder for 
the same or less money. Account servicing 
is vital to a healthy sponsorship program 
as we approach 2009 events. 

Maybe a few of these fresh ideas will 
enliven your sponsorship account man-
agement program:

• Provide a “new sponsor” kit for new part-
ners of your event – include a creative 
“Sponsor 101” handout with the intro to 
your event, maybe include a little history, 
fun facts, and impressive statistics.

• Provide a Sponsor Checklist when 
they sign the contract. The checklist 
can outline the critical dates and items 
that will be needed from them in the 
months approaching your event so 
they feel that you are effectively man-
aging their money and their details 
while affording them the ability to 
enjoy your event, free from worry.

• Set standing meetings with sponsors 
and provide regular reporting systems 
to stay on top of the little details.

• Offer a sponsor meeting for all of your 
sponsors so they can share and inter-
act and search for cross-promotional 
opportunities.

As we get into the 2009 event season, 
increased sponsor dollars are more critical 
than ever before. Enhancing your stale spon-
sorship program maybe the solution you 
seek to attract new dollars. Focused efforts 
on the creative core essentials of sponsor-
ship will refresh your program regardless of 
budget size or event scope. Now, GO SELL!

Critical examples of details to KNOW about your attendees 
before you sell sponsorship:

1. All the basic stats – the usual demographic market research info like age, 
income, zip code, education, work type, kids, etc.

2. Where do they shop? Target or Nordstrom? Local Organic Grocery or Wal-Mart? 
High-end boutiques or thrifty retailers? 

3. What do they do in their free time? Read – read what? If so, are they in a book 
club? Do they cook – cook for fun and buy lots of cooking and kitchen items 
from the kitchen stores? 

4. If they have kids, learn more. Are they stay-at-home moms or working moms? 
Do they attend mom’s clubs or share duties with their girlfriends? Are they 
single moms or do they have active dads in the picture?

A 15-year veteran of the festivals & 
events industry, Rachel is a rare expert 
in the sponsorship industry with a rich 
and varied background in event produc-
tion & programming, marketing & media 
planning, and sponsorship consulting. 
Rachel is the President at PUNCH 
Event Marketing in Portland, Oregon.
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While consumers generally appear to 
expect the same or higher level of corpo-
rate sponsorship from stable or profi t-
able companies, a Performance Research 
study of American consumers revealed 
that one-third (32%) reported they are 
paying “Less attention” to corporate 
sponsorships than they were a year ago. 
Moreover, the majority would like to see 
less spending on sports sponsorships for 
companies experiencing any diffi culties 
(62%), and particularly by those accept-
ing federal assistance (68%). 

Results indicate that this expectation is 
in keeping with consumer’s own behav-
iors, with the majority of respondents 
indicating that they are less likely to pur-
chase a ticket for a favorite sporting event 
(67%) or for a favorite performing arts 
or cultural event (64%), and less likely to 
donate money to a favorite cause (55%) 
than they were a year ago. 

Not surprisingly, two-thirds (69%) 
reported that they have a “Lower ap-
proval” of American companies than they 
did one year ago. But would increasing or 
decreasing sponsorship spending change 
this opinion? Within the sports environ-
ment, just 13% reported that sponsorship 
of their favorite event should increase to 
raise their opinion of corporate America, 
while twice that (26%) reported it should 
decrease- with the remainder (61%) 
indicating it would make no difference. 
Results were mixed for sponsorship of 

cultural events (20% reporting it should 
increase, and 20% indicating the oppo-
site.) The story was different for non-prof-
its and causes, with 41% feeling sponsor-
ship should increase to raise opinions of 
corporate America, and just 12% indicat-
ing it should decrease. 

As expected, the industry of the spon-
soring company appears to be an impor-
tant factor on attitudes toward sponsor-
ship. When respondents were asked if 
they would be more or less confi dent (or 
no different) if a company were to spon-
sor their favorite sporting event, those 
industries most under fi re in the current 
economy (banks, investment fi rms, and 
domestic automobile manufacturers) 
were most likely to inspire “Less” confi -
dence as a sponsor (37%, 36%, and 30%, 
respectively). Only about 10% indicated 
they would be “More confi dent” by see-
ing sponsorship in these industries.

The study shows that corporate humil-
ity and fi scal conservatism are clearly 
now appealing qualities; a majority of re-
spondents agreed they are thinking more 
about wasteful corporate spending now 
than ever before (74%), that there should 
be restrictions on sponsorship spending 
for companies receiving federal assistance 
(69%), that it is more important than 
ever for companies to appear “Humble” 
(64%), and that they are impressed when 
hearing of a company cutting back on 
corporate hospitality (64%). 

While consumers generally appear to
expect the same or higher level of corpo-
rate sponsorship from stable or profi t-

cultural events (20% reporting it should
increase, and 20% indicating the oppo-
site.) The story was different for non-prof-

When asked about specifi c corporations 
and their individual sponsorships, in every 
case favorable reaction to sponsorship was 
down from what respondents indicated they 
would have felt a year ago. For example, 
just 22% indicated they would have reacted 
positively to Citibank sponsoring the NY 
Mets a year ago, compared too 15% today. 
Identical numbers were shown for Wachovia 
and the Wachovia (PGA) Championship. 

So where is the good news for cor-
porate sponsorship? For corporations 
that are stable and profi table, over three 
fourths of consumers studied (77%) 
would like to see them spend the same or 
more on their favorite sports, 79% would 
like to see same or more spending on 
their favorite arts or cultural programs, 
and 84% would like to see more spend-
ing on favorite causes or non-profi ts. 

According to Jed Pearsall, president of 
Performance Research, “Consumers are 
recognizing that they need to live within their 
means – and they expect corporate America 
to do the same. This is not the time for 
stable companies to drop sponsorships, but to 
provide more value to consumers with their 
programs. The smart sponsors will see that 
the economic situation is creating opportu-
nities for them to connect with their target 
markets on a more personal level, where help-
ing to make life better during a tough time is 
a common goal.”

To view a PowerPoint presentation of 
the results, go to: http://www.performan-
ceresearch.com/Press-Release-Charts--
Consumer-Viewpoints.pdf 

Methodology:
Performance Research conducted this 

study among a nation random sample 
of American consumers, aged 18-65 in 
the last week of February 2009. A total of 
1005 respondents were included in this 
study. The margin of error for this sample 
is no more than ±3%.

by Performance Research

As Consumers Tighten Their Belts, 
They Expect Corporate Sponsors to Do the Same

Performance Research is the 
world leader in consumer based 
sponsorship evaluation. They believe 
the key to sponsorship research is to 
see yourself as others see you and to 
explore both the basic and deepest 
layers of sponsorship to uncover its 
value. Their mission is to help capture 
and measure that value, and reveal 
the essential truths about sponsor-
ship impact. For more information, go 
to: www.performanceresearch.com

http://www.performanceresearch.com/Press-Release-Charts--Consumer-Viewpoints.pdf
http://www.performanceresearch.com
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by Stephanie Donoho

Let’s see if this sounds familiar: you come up with a great idea for an event; sell 
the concept to supporters and the community; coerce friends and family to 
help; work the week leading up to the big day fueled only by caffeine and sugar; 

hear a snippet of your PSA on the radio and cringe when they don’t mention your 
sponsor; catch the laughter of a child enjoying a moment you created; rush to take 
care of an emergency; gather stacks of publicity to read later; struggle to pay the bills; 
remember to thank everyone; and eventually fall into an exhausted heap. 

38 INTERNATIONAL EVENTS 2009
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Then, the optimist that you are, you pick 
yourself up and do it all over again. And the 
second year is even better. You repeat the 
process and the third year breaks all records. 

But somewhere along the way, usually 
between the third and the sixth year, the 
winds begin to change. The economy 
stumbles, your volunteer coordinator 
moves to another city, your title sponsor 
changes its business strategy, and your 
event suffers. Like all good products, 
events can grow stale without an infusion 
of new ideas that keep things fresh and 
keep audiences clamoring for more.

So, what’s a dedicated event organizer 
to do?

First, take an inventory of all that you 
do for your event. Include EVERYTHING 
no matter how small – from picking up 
the trash to running through the sound 
check, from distributing the tickets to 
surveying your volunteers and sponsors. 
By conducting a thorough examination of 
your operations you create a great plan-
ning tool. Be sure to record the informa-
tion in a way that can be easily shared 
with key members of your team and then 
ask for their input. By making time for 
a collective brain dump you document 
your history, and create the start of a de-
tailed succession plan, insuring that when 
changes do occur you are ready.

Next, identify the key partners who 
support each segment of your event. 
Those can include sponsors, commit-
tee chairs, volunteers, and community 
groups. Or, take it a step further and 
create separate categories listing your 
key partners in each. Once you complete 
this step, you’ll begin to see the holes, 
and where there is white space, there is 
opportunity. Highlight the areas where 
you need to expand your partnerships or 
secure additional resources.

Third add notes and ideas related to 
each of those inventory details. Those may 
include, but are not limited to: identifying 
problems that need to be fi xed, viewing a 
specifi c segment from your customer’s per-
spective, learning more about the new busi-
nesses that have opened in your commu-
nity in the last year and looking for ways to 
include them, or dreaming of creative ways 
to capitalize on the success of a specifi c 
activity. Pull out your magnifying glass (for 
hard-hitting scrutiny of what works and 
what does not), your magic wand (for all of 
those things you would love to do if only 
you had a fairy godmother and mountains 
of money), and your telephone book 
(for the details and contacts) and let your 
imagination run wild. 

Remember that no one experiences your 
event the same way you do, and each mem-
ber of your team views it through a slightly 
different lens. By engaging a diverse group 
in the process, you build camaraderie, pro-
vide an avenue to air and address concerns, 

and help to alleviate burn out. And if every-
one is engaged in the process then they all 
take ownership, allowing you as the event 
organizer to release some of the stress.

Five Creative Ideas to Enhance 
the Things You Already Do

Sound Check – Check one . . . check two 
. . . turn this “must do” into a check for you! 
– Make the sound check with your headline 
entertainment into a pre-event for one of 
your major sponsors and build that exclu-
sive benefi t into a request for additional 
support. Everyone wants to see “behind the 
scenes” and have “an exclusive engagement” 
and this initiative gives your sponsor the op-
portunity to spread his enthusiasm for your 
event with his staff and customers, who then 
become your new resources for additional 
partnerships. And if you can get the enter-
tainer to sign autographs and take photos, 
even better. For example a ballet company 
recently marketed its dress rehearsal of The 
Nutcracker as a private holiday party for the 
corporation located directly across the street. 
This corporation had never been a sponsor 
before. Their benefi ts package was tailored 
so that the corporation’s employees and 
their families could experience this holiday 
classic before it opened to the general pub-
lic. It was the fi rst time that the corporation 
had opened up their holiday event to their 
entire staff as well as their families. And 
best of all, the funds didn’t come out of the 
corporation’s traditional community spon-
sorship or marketing budgets, but out of the 
company’s year-end celebration funds. So 
even during challenging times when budgets 
are being shifted, there may be more than 
one pool of funds to draw from within a 
single corporation.

Trash Collection – Being green is the 
new gold. – Events create trash, and what 
you do with it matters. Institute recycling, 
redemption and composting competitions 
between school and community groups 
at your event. The Boy Scout troop who 
collects the most cans wins! Partner with re-
cycling and redemption centers, local farms 
and garden centers as well as your state 
and county agricultural extension agents. 
All of them can provide expert advice and 
materials to set up your collection stations 
for optimum use. Many may be untapped 
sponsors as well, as they may have out-
reach funds for just this type of community 
partnership. Bring in your media sponsors 
for year-round exposure featuring a series of 
stories on the number of tons recycled and 
redeemed immediately following the event, 
the amount of compost created six months 
later and the products that were grown using 
that compost by community groups three 
months later. Once your “Turning Trash into 
Cash” plan is up and running, you can even 
create multiple new revenue streams. Some 
include: the redemption value of cans and 
bottles, selling compost labeled under your 

event to gardening enthusiasts, and selling 
produce, fl owers and other value-added 
products (like jellies and jams) at your event 
which were nurtured by the previous year’s 
trash. Or turn the bounty of your green har-
vest into a new community partnership with 
your local food bank or Meals on Wheels 
distribution center.

Child Care – Bring in the experts and 
provide outstanding value-added service for 
your customers. – Evening entertainment is a 
wonderful way to cap off your event’s excite-
ment. But a constant concern for people 
with children is child care. Partner with your 
local day care centers and sell premium 
tickets that include the evening event, park-
ing, and child care all for one price! Most 
child care centers are closed at night, and 
in these tough economic times everyone is 
looking for innovative ways to increase their 
revenues. And, if the tickets can be marketed 
and distributed at the child care centers, 
you may tap into a whole new audience. Or 
if your performance venue allows, set up a 
satellite day care center on site. Then Mom 
and Dad can escape for a little reconnec-
tion time without worry. And school service 
clubs and senior volunteers can provide the 
extra hands and eyes you need to take care 
of the children on-site.

Pamper Your Volunteers – Remember 
that everyone loves a little R&R. You’ve 
bought t-shirts, meals and hosted an 
annual thank you event, but still your 
volunteer numbers dwindle. Why not 
create an exclusive area for volunteers with 
much more than the basics. Partner with 
massage schools, spas and nail salons for 
an on-site lift. The salons and spas receive 
marketing, visibility and access to poten-
tial customers and your volunteers receive 
the royal treatment. Who wouldn’t be 
ready to head back into the fray after a 15-
minute chair massage, or a foot soak, or a 
cooling eye mask in the heat of the day? 
And salons, spas and massage schools can 
be great partners for ticket distribution 
and event promotions, tapping in to new 
audiences. And if you conduct your vol-
unteer surveys while your volunteers are 
relaxing and being pampered, just imagine 
your return rates! For key volunteers who 
may not be able to take advantage of the 
day-of activities, provide follow up gift 
certifi cates for a day of decadence.

New Kids on the Block – Reach out 
and touch someone. – Every day your local 
Chamber of Commerce, government 
business registration division, and phone 
book company receive leads on new busi-
nesses in your area. Partner with these 
agencies and be the fi rst in your com-
munity to extend the welcome wagon to 
these newcomers! Let them know about 
your event, discover what they have to of-
fer, and work together to fi nd a marketing 
or sponsorship strategy that is win-win. 
They’re excited, they’re hungry and they’ll 

Continued on page 68
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by Gene Siciliano
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Your business was running pretty 
smoothly – sales growing, and profi ts 
growing, too – and then the credit crunch 
hit, someone said the “R” word and 
everything started slowing down almost 
overnight. Most troubling of all, your 
customers have been paying you later and 
later, as if they are using your money to 
fi ll their own personal credit crunch. 

Well, they probably are. 
Most of us don’t realize how dependent 

we are on credit to run our businesses. Ven-
dor open account credit – the kind you ex-
tend to your customers – is by far the largest 
source of borrowing power in our economy. 
When you sell your products and services 
on credit, you are making interest-free loans 
to your customers, even if you are fi nancing 
those loans with a bank loan for which you 
pay interest every month. When collections 
roll in on time, it all seems to work out 
nicely; but when collection slows down, 
you still need to replace goods you’ve sold, 
pay your workers (on time), and pay the 
rent and all the other expenses of running 
a business. Assuming your bank credit lines 
are in place and your margins are adequate, 
you have a bit higher interest expense and 
you can ride it out with your customers. 
However, if your credit lines or cash reserves 
aren’t suffi cient to cushion you from the 
sudden change in cash fl ow, your business 
could be in big trouble. Besides, most bad 
debt write-offs come from old balances, 
not current ones. The older the balance, the 
higher risk it will never be collected. 

So, your best bet is to encourage your 
customers to pay on time. No added 
interest expense, no hassle with custom-
ers, no write-offs, everyone is happy. Well, 
you are probably thinking, ”That was 
helpful. How do I do that, exactly?” Here 
are fi ve ideas that can work well for you.

 
1. Improved credit-granting 
    practices

On the front end, screen new customers 
more closely before granting a credit line. 
Spend a few dollars actually getting a credit 
report, and a few minutes calling a couple 
of their credit references to get a sense 
of the relationship they have with your 
potential customer. The conversation might 
go to their payment patterns when the 
economy slows, which could be different 
from good times. A comment that “they 
sometimes struggle to keep current but they 
always manage to get caught up” could be 
a red fl ag these days. Also, be watchful of a 
prospect who has changed suppliers more 
than once in the past year, and if you can 
learn the name of their previous supplier, 
that’s someone you want to talk to. 

2. Committed collection effort, 
    all the time

Make collection follow up a key duty 
of at least one person in your company. 

Don’t make the mistake of giving the job 
to your controller to handle in her spare 
time, just because Accounting handles the 
money. She likely doesn’t have any spare 
time, and besides, accounting person-
nel are not typically the best in customer 
communication, especially if the subject is 
touchy. Assign the job to someone who is 
a good negotiator, has an amiable but fi rm 
phone personality, and who understands 
this is a key job. Most importantly, do 
what you say. If you promise something 
in return for prompt payment, make sure 
you deliver. If you say you must deny fu-
ture shipments until an account is brought 
current, stick to it – every time. Key point: If 
your collection practices have been lax in the 
past, a culture change may be needed in the 
minds of your customers, who may be tempted 
to ‘wait you out’ to see how long the new rules 
will stick around. This is called a test. 

3. Call ahead of time to make 
    sure they’re ready to pay

Have your collection person call the 
customer’s Accounts Payable department a 
few days before the due date for payment, 
“as a courtesy” to your customer, just to 
make sure everything is in order, there were 
no problems with the paperwork, and the 
check will be going out on time. This little 
reminder, when positioned with friendliness 
and desire to help, can make a friend of the 
person who actually cuts the check. And if 
your customers are lacking something they 
need in order to pay you, this would not be 
a good time to be condescending at their 
ineffi ciency. Your effort to quickly provide it 
without them having to run it down in their 
company instead, could put you at the head 
of the line for payment. 

4. Discounts for prompt payment
This is an old technique that worked 

well years ago, but has fallen into neglect 
in recent years as business practices 
evolved. The old ‘2/10 net 30’ was, and 
still is, a fantastic deal if explained to cus-
tomers clearly. Consider this: a 2 percent 
discount for paying 20 days earlier than 
normal amounts to an annual return of 
36 percent; not a bad yield for a customer 
whose savings account is probably earn-
ing 2 percent a year. Even if your custom-
ers planned to pay in 45 days, getting 
them to pay in 15 days instead represents 
an annual return to them of 24 percent. 
You can juggle the numbers any way that 
makes sense in your industry, but the key 
is getting the customer to understand the 
value they get from paying promptly. And 
by the way, if you do business with certain 
organizations, e.g., local governments, 
many of them are required by their poli-
cies to take advantage of such discounts. 
Key point: You must be strict about charging 
back discounts taken when payments don’t 
come in on time, as some customers will try. 

5. The “Preferred Customer” plan
Want to think out of the box? Consider 

a special program for “special” customers 
– free overnight delivery on rush orders, 
extra discounts, advance notice of price 
changes, special sales, etc. Promote this 
as a customer benefi t and make it avail-
able only under certain conditions, one 
of which would be consistent payment in 
accordance with your terms. Don’t make 
sheer order volume a condition if your 
low-volume customers produce higher 
margins, as is often the case. A small 
invoice that gets paid on time is a blessing 
compared to a large one that takes 90 days 
to come in. Still, make the conditions list 
beefy enough that it doesn’t look like a 
poorly disguised collection program. Use it 
as an opportunity to reward the customers 
you enjoy doing business with, especially 
those who pay on time every time. Key 
point: Avoid the risk of alienating customers 
who are in the program but then fall behind in 
one or more criteria. Give them the opportu-
nity to rejoin the program after 2-3 months of 
again meeting all conditions for participation. 

You can appreciate your customers’ 
dilemma in trying to stretch their cash. But 
that’s not the same as agreeing to be their 
banker – interest free! You can extend their 
payment terms, as many companies do at 
times like these, but in the end you still 
need to collect your money by a date you 
can plan on. And you need to avoid alienat-
ing your customers in the process. If you 
do everything you said you would – quality 
products, competitive price, prompt deliv-
ery, etc. – then it’s reasonable to expect your 
customers to do everything they agreed 
to, including prompt payment. Still, these 
days most suppliers will get paid late by 
most of their customers. Follow the sugges-
tions above and you can be the exception 
to the norm, the stand-out in the crowd, 
and certainly a better positioned company 
when the economy turns around again, as it 
always does. Wouldn’t that be great?

Gene Siciliano – CMC, CPA – is an 
author, speaker and fi nancial consultant 
who works with CEOs and managers to 
achieve greater fi nancial success in an 
ever-changing economy. As Your CFO 
For Rent® and president of Western 
Management Associates, Gene has 
spent more than 20 years helping his 
clients build fi nancial strength and 
shareholder value through applied 
knowledge and process improvement. 
Gene’s book, “Finance for Non-Finan-
cial Managers,” (McGraw-Hill, 2003) 
is available nationwide in bookstores 
and online. To book Gene for your next 
event, visit www.GeneSiciliano.com or 
e-mail gene@CFOforRent.com.

http://www.GeneSiciliano.com
mailto:gene@CFOforRent.com
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14 Tips 
for Small 
Businesses 
to Thrive 
in a Down 
Economy
by Francie Dalton
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1. Don’t you DARE Pick up that 
Phone Unless it’s to Generate 
Business!  

Be ruthlessly disciplined about generat-
ing business as JOB ONE.  Any activity 
that doesn’t secure new business should 
be delegated, or done during non-busi-
ness hours.   Prioritize everything else 
around this fundamental principle. 
During business hours, dedicate yourself 
exclusively to building your business.

2. Virtually Stalk your Prospects
Describe your ideal client.  What types 

of organizations do they belong to?  Join 
them.  What kinds of publications do 
they read?  Read them.  What types of 
events do they attend?  Attend them.  Dif-
ferentiate yourself with detective work 
about your targeted prospects.  Research 
them; tap your network to learn more. 
This information helps warm up cold 
contacts, and sets you apart from most 
others who won’t go to this much effort.

3.  Work Backward to Move 
Forward

If you’re tracking important ratios, 
you know how many qualifi ed prospect 
meetings it takes to generate one client, 
and the average sale per client.  With 
only these two pieces of information, 
you can control how much you sell each 
month.  Determine desired sales volume, 
then conduct two to three times the 
number of qualifi ed prospect meetings 
required to achieve it.

4. Invite Scrutiny
Whose business acumen do you 

admire?  Who’s already successful in your 
fi eld?  Whose clientele does your product or 
service complement?  Invite these folks to be 
your Advisory Board. Meet quarterly to gain 
their advice on you business challenges.  Ad-
visory boards impose a level of scrutiny 
and accountability that both challenge and 
comfort. Ensure you get unbiased, unemo-
tional, tough truths by not including friends 
and loved ones on the board.

5. Your Pipeline is your Lifeline  
NEVER stop prospecting.  In good times 

or bad, keep your pipeline full!  Even 
when you’re fl ush with business, don’t get 

cocky.  Realize that if you wait to prospect 
until you need new clients; it’ll be too late 
to achieve immediate results.

6. You Lag Before you Bag
The lag time between your fi rst 

meeting with a qualifi ed prospect and 
closing the sale is an essential ratio for 
managing your productivity.  The sales 
you bag today likely began at least three 
months ago!

7. Play the Numbers 
Whether you enjoy it or not is irrel-

evant; networking is an imperative.  Learn 
how to do it well.  If you want to survive 
the lean times, you have to network 
regularly, and focus on helping others. 
Understand that networking is a numbers 
game. Play to win!

8. Don’t Pander; Ponder!  
Showcasing your wisdom without 

taking time to probe causal factors can 
be insulting.  Instead, honor the com-
plexity of client issues.  Be inquisitive 
about their goals, frustrations, hopes, and 
struggles.  Then construct a matrix of op-
tions, and augment this with the advan-
tages and disadvantages of each.

9. Prepare to Bend by 
Predicting the Trends 

Be vigilant about monitoring rel-
evant trends, since they’re always in 
fl ux. Even more importantly, anticipate 
and maintain an awareness regarding 
forces that could affect the trends you’re 
monitoring.  Doing so enables you to 
foresee and adapt to emerging trends 
before your competitors do.

10. Don’t Defer Getting Referrals
If you’re not comfortable asking your 

satisfi ed clients to provide referrals, do 
it anyway!  Once you’ve delighted them, 
conduct a brief interview to learn what 
they valued most about working with 
you.  Using this information, draft a brief 
testimonial for them to edit and print 
onto their letterhead.

11. Publicize or Perish 
Both credibility and sales increase from 

publishing articles or books, and speak-

ing on your area of expertise.  It’s not that 
hard! Every time you solve a problem for 
a client, produce an outline of the process 
from start to fi nish.  Then fi ll in the 
outline, and voila, you have an article or 
a speech.  Multiple articles can comprise 
a book.  Writing a book is less daunting 
if you write only one chapter at a time 
without thinking of it as a book.

12. Value for Free = Service for 
Fee 

Consider providing an educational ses-
sion to prospective clients at no charge, 
but structure the delivery so that they 
want more.  For example, deliver the 
information you promised to deliver, but 
make reference to additional, high value 
information your clients receive.

13. Don’t Attend Conventions 
without Clear Intentions

Recoup the opportunity cost of attend-
ing conventions.  Get an attendee list in 
advance of the meeting, identify and re-
search your targets before you even leave 
town. Then make it your mission at the 
meeting to establish contact and engage 
them.  Remember:  attendance is not an 
outcome. Make your attendance result in 
new business by preparing in advance.

14. Break it Down to Build it Up 
Identify key result areas of your busi-

ness, such as prospecting, delivery, mar-
keting, speaking, new product develop-
ment, etc.  For each, write out measurable 
goals each quarter.  Break these down 
into component parts, and include them 
in your calendaring tool.

No matter how many of these 
tips you implement, your own out-
look and attitude can diminish their 
effectiveness.  Those who prevail in diffi -
cult times are the ones who steadfastly re-
fuse to allow negativity to form a barrier 
to their success. They instead deliberately 
and diligently take constructive action, 
thereby refreshing and reinvigorating 
their minds and their spirits, enabling 
them to take more action, which refreshes 
and reinvigorates.

Francie Dalton is president and 
founder of Dalton Alliances, Inc, a 
Maryland based consultancy special-
izing in the communication, manage-
ment, and behavioral sciences.  Her 
new book, “Versatility”, published by 
ASAE, is available at www.dalton-
alliances.com along with more infor-
mation about her offerings, reach her 
at 410-715-0484.

If your thoughts are primarily fear based, if you’re envision-
ing the worst for yourself and your business, if your con-
versations are focused predominately on bad news, then 
you’re seriously impeding your own success. Instead of giv-
ing succor to all the negative blathering, buckle down and 
determine to take three actions every single day to improve 
revenue!  Here are some suggestions.

http://www.daltonalliances.com
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Anyone who plans festivals or events 
know that events need to have insurance 
coverage, but do you really know what 
that insurance covers? You look the cer-
tifi cate over to make sure the additional 
insured’s are correct, but do you actually 
understand what the coverage’s mean? 

According to Carol Porter, CPCU, Ac-
count Executive with Haas & Wilkerson 
Insurance, there are a limited number of 
fi nancially stable insurance carriers who 
are willing to write these types of policies. 
The challenges increase when an event 
is new and/or the management team 
has less than fi ve years experience in the 
‘special event’ industry. Risk management 
procedures play a big part in an under-
writer’s process of accepting and calculat-
ing the appropriate premiums for a risk.

Once you’ve identifi ed an agency to 
write the policy, how much coverage do 
you need? At a minimum, a special event 
general liability policy should have the 
following coverage:

$1,000,000 Each Occurrence
$2,000,000 Aggregate
$2,000,000 Products Liability
$1,000,000 Personal/Advertising Injury
   $500,000 Damage to Premises of Others
But what does a General Liability Policy 

actually cover? The overall policy will 

De-coding Your Festivals & Events 
General Liability Insurance Policy

cover bodily injury and property damage 
to a third party, like if a spectator injures 
an ankle after stepping into a hole on 
your event site. Or if a volunteer driving a 
golf cart hits a parked vehicle and causes 
damage to the parked vehicle. 

Products Liability covers any bodily 
injury and/or property damage caused 
by products manufactured, sold and/or 
distributed by the named insured.

Personal/Advertising Injury pays damages 
for personal and advertising injury caused 
by the named insured’s business. An ex-
ample would be libel or slander. However, 
coverage would not apply if the occurrence 
arises out of ‘knowingly’ violating the rights 
of another, or ‘knowingly’ falsifying mate-
rial, or if the insured committed a criminal 
act, or out of infringement of copyright, 
patent, trademark or trade secret.

Damage to Premises of Others would 
provide coverage for fi re damage to premises 
rented to or temporarily occupied by the 
named insured with the owner’s permission. 

So what doesn’t a General Liability 
Policy cover? The following are a list of 
things normally not covered: 
• Employers’ Liability: Coverage does not 

apply to ‘employees’; they would need 
to be covered through Workers Com-
pensation 

• Athletic Activities: No coverage for any 
person injured while practicing, instruct-
ing or participating in any physical exer-
cises, games, sports or athletic contests

• Expected or Intended Injury: For example, 
an insured becomes angry and strikes 
an attendee.

• Contractual Liability
• Liquor Liability
• Pollution Liability
• Aircraft, Auto or Watercraft
• Damage to Property the insured owns, 

rents or occupies except for ‘fi re’ dam-
age to a building rented or temporarily 
occupied property

• War
• Damage to Your Product 
• Damage Resulting from a Hired Contractor 

performing his/her work product. For 
example, a festival hires a contractor to 
install signage on the leased event site. 
Adhesive used by the contractor dam-
ages the glass the sign was attached to. 
This damage would not be covered.

There are other exclusions cited below 
that may be added by an underwriter, but 
it’s a good idea to avoid these because 
they eliminate coverage you should have 
when hosting events where large numbers 
of people could be attending:
• Abuse & Molestation Exclusion: Not only 

does this exclude sexual molestation, 
but also includes physical, emotional 
and mental abuse

• Punitive Damages Exclusion: These are 
damages that punish the wrongdoer 
over and above normal damages

• Warranties: Any type of warranty that 
requires that a Certifi cates of Insurance be 
received and/or waivers be signed by all 
participants, otherwise coverage is voided

The above provides an overview of the 
basic general liability policy. It does not 
include all terms, conditions and exclu-
sions that are within a policy. It’s impor-
tant that you always read your individual 
policy for the specifi c terms and condi-
tions that apply to your event’s coverage.

by Susan Greitz

For 70 years Haas & Wilkerson 
Insurance has been one of the largest 
providers of insurance representation to 
the entertainment industry. The agency 
is national in scope, with approximately 
100 associates providing technical ex-
pertise and quality insurance represen-
tation at a competitive price. Beyond 
the standard price quotation, services 
include coverage analysis and recom-
mendations at no additional cost. Our 
clients include fairs, festivals, carnivals, 
amusement parks, rodeos and special 
events throughout the United States. 
Haas & Wilkerson is an Association 
Partner Sponsor of the IFEA.
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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.festivalmediacorp.com
http://www.hwins.com
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by Elwin Giel
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The city of The Hague, The Nether-
lands, is the globally well-known home 
of the International Court of Justice and 
the Peace Palace. This is where countries 
come to settle their legal differences. 
Pictures of the Yugoslavia Tribunal were 
seen across the globe. The city hosts a 
range of international organizations such 
as Europol and the OPCW, the world 
organization against the use of chemi-
cal weapons in warfare. In The Hague, 
several thousands of professionals are 
trying to build a more peaceful world. 
Every day.

For locals, however, these efforts don’t 
seem to be the source of pride you would 
expect them to be. Most residents are 
not even aware of their neighbors’ being 
international organizations working for 
such noble causes. 

Deputy Mayor Frits Huffnagel, also 
responsible for city marketing, felt this 
had to change. His mission is to tell the 
world about The Hague as an important 
landmark for peace and justice, starting 
with his own citizens. 

Marketing for peace
Huffnagel’s city marketing strategy is 

spearheaded by two sets of events: The 
Hague Festivals and the celebrations of the 
UN International Day of Peace. The choice 
for events as a marketing instrument 
was obvious: “We believe that events 
are what cities worldwide are known 
for. Everybody can relate pictures of the 
Harbor Bridge New Year’s Eve celebration 
to Sydney. We felt that organizing events 
with peace and justice in mind would 
be an excellent way to achieve both our 
short- and long-term marketing goals.”  

In the short run, events generate in-
come to local businesses, such as hotels, 
shops, and restaurants, while entertain-
ing, inspiring, and informing visitors 
through clearly themed events. In the 
long run, the events are geared towards 
creating a strong, world-wide image for 
the city. This will augment tourism and 
create a business infl ux. 

This year will be the third year of 
the marketing program and The Hague 
Festivals: a two week, city-wide festival 
in which over 200 events take place. The 
Hague Festivals are made up of existing 
and new events, and the concept unites a 
huge variety of festivities with the use of 
central marketing. 

According to Ernst van den Berg, Festi-
val Director and Chief Marketing Offi cer, 
the city has been very successful with this 
marketing formula. “What we needed 
were big results in the short term, as well 
as building our image in the long term. 
We do not organize events ourselves. We 
felt it to be more effective to unite exist-
ing events and attract new organizers to 
fi ll up our two week festival period. We 

then invest in a signifi cant central 
marketing campaign, ranging from 
outdoor advertising, to a national 
newspaper supplement and radio and 
television commercials.”  All organizers 
benefi t greatly from this new marketing 
approach, and it gives the city the oppor-
tunity to create a yearly festival period, 
themed to peace and justice, in 
a cost-effective way. 

Some events are quite serious, such 
as a debate amongst musicians on the 
importance of messages of peace and 
hope in their lyrics. Others, such as 
ParkPop, Europe’s largest free, open-air 
festival, are mostly focused on entertain-
ment. Regardless of these differences, all 
over the city huge crowds are brought 
into contact with the inspiring message of 
peace and justice. (Editor’s note: ParkPop 
is produced by long-time IFEA member 
Guus Dutrieux of Rotterdam.)

In two years’ time The Hague Festivals 
have become one of the city’s most ef-
fective city-marketing instruments. The 
festival period attracted around 150,000 
additional visitors to existing events in 
the fi rst year, and almost 200,000 ad-
ditional visitors in the second year. The 
campaigns for The Hague Festivals have 
won fi ve IFEA Pinnacle awards in the fi rst 
year and seven in the second year, includ-
ing best newspaper supplement. Festival 
Director Ernst van den Berg was proud to 
receive the awards personally during the 
IFEA conference in Boise last year. 

Two-tiered approach
The second event that was built is 

linked to the worldwide UN Day of Peace, 
celebrated each year on September 21st. 
The Hague organizes a peace walk, several 
concerts, and literary events on this day. 
Again, the focus of the message is peace 
and justice, and images across national 
and international media of over a thou-
sand schoolchildren marching the streets 

Save the Dates!
The Hague, 

The Netherlands

June 12-28, 2009
The Hague Festivals

September 21, 2009 
UN Day of Peace

Elwin Giel (d.e.b.a.*) is Managing 
Director for Blue Group BV. His stra-
tegic marketing agency assists the 
City of The Hague, The Netherlands 
in organizing The Hague Festivals 
and the UN Day of Peace. (Editor’s 
note: *Degree in European Business 
Administration)

Contact: 
eg@bluegroup.nl
(T) +31 6 27096096
www.thehaguefestivals.com 
www.dayofpeace.com

of The Hague reinforce this message in a 
very successful way.

Both events generate income and inter-
est for the city. The theme of peace and 
justice is serious, but through creative cel-
ebrations, it can be fun and informative 
as well. The goal of the organizers is clear: 
every year they want to inspire more 
organizers and visitors to join the global 
peace effort, while adhering to the festival 
theme: feel free to celebrate in their city. 

The Hague is happy to share its “city-
marketing through events” experience 
with other cities around the world. You 
can contact the organizers directly should 
you require more information.

mailto:eg@bluegroup.nl
http://www.thehaguefestivals.com
http://www.dayofpeace.com
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Polska Power: 
Art Attack in 
Warsaw

by Charlotte J. DeWitt, CFEE

Beware of poetry-pow-
ered cucumbers, en-
trapment in elevators, 
and diving into swim-
ming pools with ballet 
dancers. The art attack 
is underway, and noth-
ing is sacred!
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In today’s vertically integrated society, 
the average apartment dweller spends fi ve 

to ten minutes a day, or approximately 35-
70 minutes a week in an elevator (or “lift”). 
Why shouldn’t we design a more creative 
place to pass the time? In this multi-media 
installation, the artists offer a surprising 
encounter: twin elevators decorated in a 
much cozier style than the traditional steel 

gray boxes that trap us, speechless, for 
the duration of the ride. This experiential 
exhibit takes its small audience up ten sto-
ries in one cube and down ten in another. 
Upon exiting, the audience votes. The los-
ing elevator will be refurbished according 
to audience feedback.

re:Visions: changes, new 
visions, and more

The word-play on the festival’s name 
is like brain candy. The small “re:” part 
is something we all use in referencing a 
topic – in this case, it could mean refer-
encing new visions for Warsaw. But it also 
implies revising old images of a city 85 
per cent destroyed by Nazi Germany as 
punishment for its uprising in World War 
II, a city that subsequently fell into an 
economic black hole under Stalin.

This revision of Warsaw’s image could 
help in its bid to become a European 
Cultural Capital City in 2016. 

New visions, new venues… 
and cucumbers

Imagination ignites creativity, and 
nowhere was there more creativity than in 
the festival’s selection of venues – from an 
unused swimming pool converted into a 
ballet stage, to a dark, abandoned vodka 
factory eerily beckoning visitors to cross 
over into an underworld fantasy fueled 
by sensory interaction. A train platform 

re:Visions
(re:wizje in Polish) burst onto the Warsaw 

landscape December 10th, bringing with 
it a four-day cultural invasion of creative 
soldiers who presented all possible fi elds of 
art, including music, theatre, dance, fi lm, 
photography, and visual arts. The second an-
nual festival is the largest Polish festival of 
its kind, with some 77 offerings showcasing 
Warsaw independent art by artists working 
outside the offi cial institutions of culture.

These artists, sometimes referred to as 
“off” or avant-garde artists, have turned 
a spotlight on the new Warsaw, bring-
ing attention to the creative potential 
of this city that, up to now, has barely 
been tapped. Festival Director Agnieszka 
Wlazeł’s hope is that re:Visions “will enable 
us to change the existing situation and, as a 
result, Warsaw will come to be perceived in 
terms of a dynamic, creative, and extremely 
intelligent artistic sphere.”

Polish government offi cials apparently 
agree and have awarded the festival a 
three-year grant to carry out this mis-
sion. Funding for year two was €200,000 
(US$285,000 as of Dec.2008 rates).

TITLE:

In today’s vertically integrated society,
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TTTTTTTTTIIIIIIITTTTTTTTTTTLLLLLLLLLLEEEEEEEEEEE:RE:WINDA/ Re:Lift

Artists: Małgorzata Łuczyna and Mniejsze zło
Venue: Apartment complex, Warsaw

re:Visions

Dec. 10-13, 2008 • Warsaw, Poland
www.revisionswarsaw.pl (English)
www.rewizjewarszawa.pl (Polish)
Festival videos are on the website.
info@rewizjewarszawa.pl

becomes an art gallery; a hidden apartment 
hosts a digital explosion of images; an out-
of-the-way garage is converted into a heavy 
metal concert hall and nightclub. 

And the cucumber? It’s the offi cial festival 
bus, whose captive travelers were treated to 
a mobile poetry slam en route to each 
new venue.

The festival fi nale culminated with Art 
Night at the Palace of Culture and Science, a 
massive wedding-cake-like structure whose 
offi cial halls and exterior columns were 
transformed into galleries, stages, screening 
rooms, exhibitions, inter-active explorations, 
theatres, and unexpected, seemingly sponta-
neous performances.

Discovering these obscure venues was like 
going on a treasure hunt, where the journey 
is as important as the destination. 

re:Visions is all about independence, about 
re-defi ning the boundaries that limit our 
concept of “art,” of encouraging the hidden to 
invade the safe, and doing so in non-tradition-
al settings that are ingenuous in their creative 
adaptation to embrace this invasion.

Photo by: Charlotte DeWittPhotos by: Marcel Wieteska

http://www.revisionswarsaw.pl
http://www.rewizjewarszawa.pl
mailto:info@rewizjewarszawa.pl
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TITLE:

We fi led into our seats; the lights 
dimmed, and thirty-fi ve dancers re-
interpreted Igor Stravinsky’s ballet Le 
Sacre du Printemps (The Rites of Spring), 
combining contemporary dance, break 
dance, and improvisation with live 
music for two pianos and percussion. 

Amidst the applause, Paulina, my 
lovely interpreter, tapped me on the 
shoulder and pointed to my right, to 
the number fi ve. We, the audience, 
were seated in a swimming pool, the 
stage at the deep end, and the seating 
naturally raked towards the shallow 
end… without water, of course—an 
ingenuous adaptation of the space, 
and now, part of a permanent, avant-
garde artistic center. The choreogra-
phy was developed during ten-week 
workshops spanning half a year and 
combined the talents of disciplined 
professionals with young, aspiring 
amateurs, a collaborative effort of the 
Contemporary Dance Center Founda-
tion and the Fulltura Association. 

The setting: a former vodka factory, 
vast in its cavernous, black emptiness; the 
pathway lit by small votive candles going 
up a fl ight of stairs and across the void 
to a huge room housing the installation. 
Michał Mackiewicz takes us on a journey 
through a creepy underworld full of myste-
rious lights and secret sounds via a wide 
variety of media—3D images, sculptures, 
and props; digital technology, computer 
graphics, and sound effects; fl oodlight pro-
jections yielding ambiguous shapes and 
patterns, impossible to grasp all at once. 
The installation seems to be crumbling 
and decaying… and viewers are forced 
to search for traces, listen to sounds, and 
construct their own interpretations.

This hands-on installation, tucked away 
in an apartment-cum-art gallery, is an in-
novative kind of painting project that relies 
on the rejection of artistic individualism 
in favor of group work and the free fl ow of 
inspiration between the participants. Using 
an inventory of computer-generated, pre-
fabricated, self-adhesive graphic elements 
contributed by members, participants con-
struct unpredictable, improvised composi-
tions on the walls of the gallery. 

http://massmix.bzzz.net 
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Premiere, SWIETO WIOSNY/
The Rite of Spring

Artists: Collaboration: Fulltura-Stowarzyszenie 
Form Twórczych/ Fullture-Creative 
Forms Association and the 
Contemporary Dance Center 
Foundation

Venue: Centralny Basen Artystyczny/ Central 
Artistic Swimming Pool

TITLE:

The setting: a former vodka factory,

TTTTTTTTTTTTTTTTTIIIIIIIIIIITTTTTTTTTTTTTTTLLLLLLLLLLLLLLLEEEEEEEEEEEEEE::::::::::::MIASTO POPIOLÓW/ 
A City of Ashes

Artists: Michał Mackiewicz
Venue: Koneser Vodka Factory

TITLE:TTTTTTTTTTTTTTTTTIIIIIIIITTTTTTTTTTTTTTTTTTLLLLLLLLLLLLLLLEEEEEEEEEEEEEEEEE:::::::::::MASSMIX TOTAL BZZZ

Venue: [v]iuro Gallery

Photos by: Charlotte DeWitt

Photo by: Marcel Wieteska

Photo by: Charlotte DeWitt

http://massmix.bzzz.net
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Inspired by Chopin’s music, this 
modern dance production in Warsaw’s 
reconstructed Old Town blends spiritual 

music with the physicality of the dancers. 
Through their movement, four dancers 
express the eternal tensions between a 
woman and a man, nature and culture, 
youth and old age, contemporary time 
and tradition, local patriotism and being 
European. Today, Warsaw’s Old Town is 
a UNESCO World Heritage site, faithfully 
rebuilt from an 18th century Canaletto 
painting. Nazi Germany destroyed over 

85 per cent of the city of Warsaw between 
1944-1945, including its beautiful, 
historic Old Town, in retaliation for 
Poland’s uprising during World War II. 
Particular attention was given to the de-
struction of historical monuments, Polish 
national archives, and places of interest. 
Chopin was born in Warsaw, hence the 
signifi cance of using his music.

www.zawirowania.pl 

TITLE:

Inspired by Chopin’s music this
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TTTTTTTTTTTTIIIIIIIIIITTTTTTTTTTTTTTTLLLLLLLLLLLLLLLLLLEEEEEEEEEEEEEEEEEE::::::::::CHOPIN AMBIENTE

Artists: Zawirowania Dance Theatre/ Whirls 
Dance Theatre (Polish) in collabora-
tion with Larumba Danza (Spanish)

Venue: Stara Prochoffnia, Old Town

A dark residential street, passage 
through the fi rst courtyard, passage 
through a second courtyard, and up three 
fl ights of stairs in an apartment building… 
and another unexpected art exhibition 
appears in another unexpected venue. 
Piksel is an artists’ collaborative formed 
by Krzysztof Gromek, Musiol, Jarek 
Sadkowski, and Grzegorz Szyma. Collec-
tively, they work with free/libre and open 
source software (FLOSS), hardware, and 
art in their creative process. The Piksel lab 
serves as a gallery, meeting place, venue for 
exhibitions, and a social club for popular-
izing contemporary and avant-garde art, 
including fi lm art. Over 3,000 images 
spanning three years’ work shown in 
continuous, looped projection, appeared 
in this exhibit, as well as solo works by 

the principals. The exhibit was organized 
in cooperation with the Art and Progress 
Foundation.

Krzysztof Gromek graduated in camera 
operating from Silesian University and 
has worked for many advertising agencies 
(McCann Ericsson, Leo Burnett, Ogilvy 

& Mather), press publishing companies 
(Media Styl, Cosmopolitan, Shape, Filipinka, 
Zwierciadlo) and music publishers (Po-
maton EMI, Polskie Radio S.A.). He takes 
both traditional (black & white and color) 
pictures and those in digital technology.

www.piksel.art.pl ; www.gromek.pl 
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TTTTTTTTTTTTTTTTIIIIIIIIIIIITTTTTTTTTTTTTTTTLLLLLLLLLLLLLLEEEEEEEEEEEEEEEEE::::::::::::THE BEST OF PIKSEL 2006-2008

Artists: Krzysztof Gromek, Musiol, Jarek 
Sadkowski, and Grzegorz Szyma

Venue: artists’ studio in residential Warsaw

Photos by: Marcel Wieteska

Photo by: Marcel Wieteska

http://www.zawirowania.pl
http://www.piksel.art.pl
http://www.gromek.pl
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Photographs of people waiting for 
the traffi c lights at a pedestrian cross-
ing have been silkscreened onto strips 
of fabric that fl utter slightly with the 
natural fl ow of air as viewers pass 
by. The images hang from a cube-
shaped framework. Slightly more 
than ten seconds of elapsed time is 
represented in this photo collage, an 
empty fragment of time taken out 
of the pedestrians’ journey towards 
a given destination. But the installa-
tion would be nothing without the 
viewer’s discovery that the artist in-
tends for them to walk through these 
strips, mingling, and then, emerging 
on the other side as if from a misty 
crowd. Grzegorz Rogala is a graduate 
of Łódz Film School, with over 800 
fi lm and TV commercial undertakings 
to his credit.

www.studiorogala.com 

It looks harmless, an innocuous varia-
tion of a Rubik’s cube on a draped, square 
table. But once they gave themselves per-

mission to touch it, viewers were hooked 
on breaking it down and re-constructing 
it. Compose a Woman is a “social sculpture” 
in the form of a jigsaw whose aim is to 
point to violence against women. When 
properly assembled, the seven irregular 
elements of the cube present six photo-
graphs portraying various aspects of a 
woman: attractive, fl irtatious, harmed, 
humiliated, worried, and indifferent. 

Composed of heavy, hard beech wood, the 
disassembled cube requires effort to put 
all its pieces into place. The same applies 
to violence, according to artist Joanna 
John, who says the aim of the project is 
not to moralize or warn against violence, 
but to point out the fact that this kind of 
pathology is still present in society, al-
though not discussed so much at present. 

www.myspace.com/mala_thu
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s, an innocuous varia-It looks harmless,

m
o
i
i
p
p
e
g

TTTTTTTTTTTTIIIIIIIIIITTTTTTTTTTTTTTTTTLLLLLLLLLLLLLLEEEEEEEEEEEEEE:::::::::::ULOZ SOBIE KOBIETE/ 
Compose a Woman

Artists: Joanna John
Venue: Korczak Hall, Palace of Culture 

and Science

TITLE:

Ph h f l i i f

TTTTTTTTTTTTIIIIIIIIIIITTTTTTTTTTTTTTTLLLLLLLLLLLLLLEEEEEEEEEEEEE:::::::::PRZEJSCIE/Crossing

Artists: Grzegorz Rogala
Venue: Marmurowa Hall

Photos by: Charlotte DeWitt

Photo by: Charlotte DeWitt

http://www.studiorogala.com
http://www.myspace.com/mala_thu
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Charlotte DeWitt, CFEE is president of 
International Events, Ltd., and has worked 
in some 29 countries since 1979, designing 
and producing waterfront festivals, European 
carnival-style parades, and international 

events. As editor of i.e. magazine’s interna-
tional section, she enjoys introducing readers 
to new ideas and opportunities for interna-
tional collaboration. Charlotte is Past Chair-
man 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: 
internationalevents@comcast.net 

re:Visions’ venues are everywhere 
– even on the offi cial festival bus, called 
the “cucumber,” transporting people 

A controversial gift from the Soviet 
Union, the Palace of Culture and 
Science – and its clones—can be 
found in every former Soviet Union 
Republic’s capital, each a faithful copy 
of the original. The Warsaw Palace 
is currently a cultural center, hosting 
two theatres, concert halls, a cinema, 
and galleries, but for the most part, is 
unused or under-used for art purposes 
except during the festival. The images 
two pages are but a few of the offerings 
on the festival’s closing night.

When he was sixteen, photographer 
Jacek Bakowski inadvertently shook the 
hand of the chief prosecutor general in 
Poland during Stalin’s reign, the man 
responsible for sentencing many Poles to 
death or brutal imprisonment. He only 
learned the man’s identity many years 
later. When he was twenty-one, he shook 
the hand-- again, inadvertently—of 
Ryszard Siwiec, the Polish philosopher 
who later immolated himself in Septem-
ber 1968 in protest against the involve-
ment of Polish troops in the Soviet-led 
invasion of Czechoslovakia. Over 
100,000 people including government 
and diplomatic leaders witnessed Siwiec’s 
ultimate act of protest during ceremonies 
of the national Harvest Festival in War-
saw. Although this handshake took place 
in July 1968, Bakowski did not learn of 
Siwiec’s tragic fate until many years later. 

Both handshakes affected the artist-pho-
tographer profoundly. The fi fty pictures of 
this exhibit show various people shaking 
the hand of Bakowski and cause us to 
refl ect on our own moral encounters with 
extremes of good and evil, sometimes being 
as close as to shake, fi guratively speaking, 
their hands. Jacek Bakowski is a multimedia 
artist, teacher, philosopher, and certifi ed 
beekeeper, whose work usually appears in 
open city areas, rather than in galleries.

to various festival events. Always 
innovative in fi nding new uses 
for old spaces, the festival offered 
poetry readings aboard the bus. 
Once at the Palace of Culture and 
Science, audience members could 
enjoy Poets’ Night in the Palace, an 
open-mike “One Poem Competi-
tion” and non-stop readings, a type 
of creative spontaneity using the 
medium of poetry.

TITLE:TTTTTTTTTTTTTTIIIIIIIIIIITTTTTTTTTTTTTTTLLLLLLLLLLLLLLEEEEEEEEEEEEE::::::::::Official NIGHT OF ART
Venue: The Palace of Culture and Science

TITLE:TTTTTTTTTIIIIIIIIIIIIIITTTTTTTTTTTTTTLLLLLLLLLLLLLLLLLE:HANDSHAKE

Artists: Jacek Bakowski
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TTTTTTTTTTTTTIIIIIIIIIIIIITTTTTTTTTTTTTTTLLLLLLLLLLLLLLLEEEEEEEEEEEEEEEEEEEE::::::::::OGÓREK POEZJA/ Cucumber 
Poetry

Artists: various poets
Venue: official festival bus and the Palace of 

Culture and Science

Photo by: Charlotte DeWitt

Photo by: Marcel Wieteska Photo by: Charlotte DeWitth b h l iPhoto by: Charlotte DeWitt

mailto:internationalevents@comcast.net
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As online marketing is becoming 
more and more of a critical compo-
nent for today’s events in terms of both 
cost effectiveness and reach, the IFEA is 
pleased to announce a new partnership 
with Edgeworks Group, a web market-
ing and development fi rm, to offer our 
members a special discount and service 
package on their breakthrough online 
advertising product, quickedge™, 
maximizing the search engine visibility 
of your event/organization, a function 
that before was typically only acces-
sible to larger budget companies and 
organizations, or came with an unpre-
dictable “pay-per-click” caveat. 

Edgeworks Group will work with 
IFEA members to quickedge™ their 
events on the major search engines, 

work with each event/organization to 
determine a package of appropriate 
(and changeable) top search terms/
phases for their event and target geog-
raphy, and then determine a desired 
timeframe (month to month or on a 
more extended basis) during which, by 
using their quickedge™ service pack-
age, the event/organization will be a 
money-back guaranteed, page #1 posi-
tion on Google or Yahoo, 24/7,  for a 
fl at monthly rate, with no pay-per-click 
fees (unlimited visibility, unlimited 
clicks). IFEA members will receive up 
to a 15% discount, plus no set-up fees, 
on whatever package they choose.

For more information on the valu-
able quickedge™ service and product 
package, contact IFEA Membership 
Director Beth Petersen (beth@ifea.
com; 208-433-0950 ext. 1) or go 
on-line to www.ifea.com and click on 
‘Membership’ followed by ‘Benefi ts’.

IFEA Announces 
New Partnership with 

Edgeworks Group

13th Annual Ludwig van Beethoven 
Easter Festival, Warsaw, Poland

The Ludvig van Beethoven Easter Festival 
returns to Warsaw, Poland, from March 29- 
April 10th in its thirteenth annual salute to 
the composer and his contemporaries. This 
year, the festival theme is Beethoven: Nature 
and Culture (The Year of Handel, Haydn, 
and Mendelssohn). Additional festival per-
formances are given in Krakow, Gdansk and 
several other important Polish cities.

According to Elzbieta Penderecka, Direc-
tor General of the festival, it is the larg-
est classical music festival and one of the 
most signifi cant cultural and promotional 
events in Poland, as well as one of the most 
important classical music festivals in Central 
and Eastern Europe. During the two weeks 

of the festival, in addition to symphony 
and chamber music concerts, oratorios and 
operas, there are numerous 
accompanying events, such 
as the International Musi-
cological Symposium, an 
exhibition of manuscripts of 
great composers, and master 
courses for young musicians, 
making this the only festival 
of its kind in the world.

The Ludwig van 
Beethoven Easter Festival 
presents to Polish audi-
ences the most outstanding 
works of music from the 
Baroque to the modern, 
performed by world-
known virtuosos, choirs and orchestras, 
and the most eminent Polish artists and 
ensembles. Over the years it has become 
a place where the best musicians, choirs, 
and orchestras from all continents meet. 
The subject of the festival is related to the 
oeuvre of Beethoven in different contexts 

and also to the refl ective and solemn 
atmosphere of Easter.

The 2009 lineup of perform-
ers includes Mariusz Kwiecien, 
Howard Watkins, Anne-Sophie 
Mutter, the English Chamber 
Orchestra, Keiko Tamura, and 
the Orchestra and Choir of the 
Teatr Wielki—Polish National 
Opera, to name just a few.

The festival is a member of 
IFEA (Boise, USA), the European 
Festivals Association (Gent, 
Belgium), and the International 
Society of Performing Arts (New 
York). In 2008, it won fi ve 
IFEA/Haas & Wilkerson Pinnacle 
Awards including Best Promo-

tional Brochure, Program, Poster, Most Cre-
ative/Effective News Stunt and Cover Design.

Contact:
Elzbieta Chojnowska at ela@beethoven.
org.pl ; or biueo@beethoven.org.pl 
www.beethoven.org.pl

mailto:beth@ifea.com
mailto:beth@ifea.com
http://www.ifea.com
mailto:biueo@beethoven.org.pl
http://www.beethoven.org.pl
mailto:ela@beethoven.org.pl
mailto:ela@beethoven.org.pl


The Professional Pitstop for Those 
Who Intend to Win the Race…

IFEA 54th Annual Convention & Expo
Presented by

In the toughest races, it is the teams who know when to refuel, 
retool, reassess their position, and make critical tune-ups, who will 
ultimately cross the fi nish line ahead of the rest of the fi eld. To-
day’s economic challenges have provided us with an important 
caution fl ag and an opportunity for a professional pit stop that 
will allow our industry to hold our position, lap the competi-
tion, and re-enter the race with every intention of winning. 
We look forward to welcoming your team to Indianapolis for 
the IFEA 54th Annual Convention & Expo, September 21st-
25th, where you will fi nd all the tools you need to succeed.
 
For more information and to register 
for the convention go to www.ifea.com.

ill 

http://www.ifea.com
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IFEA UPDATE

IFEA Joins Industry-wide Response 
to Economic Concerns The festivals and events industry is 

no different than any other, and we 
have seen and felt the impact directly 
from many directions. In the worst 
cases we have seen events closing their 
doors, laying off dedicated employees, 
and battling new budget and market-
ing challenges. On the positive front, 
we have seen new levels of creativity, 
commitment to communities, and a 
determination to provide some level of 
continued normalcy to those around 
us facing their own battles.

The IFEA has been doing our best to 
stay at the forefront of the issues, repre-
senting each of you and our industry 
to the media, appropriate government 
leaders, and key infl uentials around 
the globe. 

We have seen some successes, such 
as the Canadian government’s decision 
to provide a $100 million dollar stimu-
lus package over the next two years 
to festivals and events in that country 
(thanks to efforts led by the Quebec/
Canadian Festival & Event Coalition). 
Sitting in on a recent meeting with the 
Minister of Tourism for Ontario and 
representatives from the largest festivals 
and events in Ontario and Quebec 
(hosted by Festivals & Events Ontario), 
IFEA President Steve Schmader noted 
that, “The process for determining and 
agreeing on the distribution criteria for 
the new stimulus funds will require a high 
level of professionalism and concern for 
the entire industry at all levels. The process 
itself could provide additional stimulus 
for drawing together Canadian events 
across the country in a variety of new 
partnerships never explored before.” Hope-
fully, the Canadian response to current 
economic challenges will also serve as 
an example for other governments to 
consider around the world.

U.S. Events on Defensive to 
Protect Sponsorship

In the United States, where the 
beginnings of the current global eco-
nomic recession fi rst appeared, new 
and unexpected challenges have put 
many industries on the defensive. In 
recent weeks, reacting to a perceived 
abuse of government monies, Sena-
tor John Kerry proposed a new TARP 

In our role as “The Premiere Association Supporting and 
Enabling Festival and Event Professionals Worldwide,” the 
IFEA has spent much of the fi rst quarter of 2009 keeping a 
watch on the unprecedented economic challenges facing 

the world today. 
Never before in our lifetimes has there been so much un-

certainty surrounding the economic health and future of the 
United States and the entire world. From cities and states, to 
businesses and organizations of every size, to the families and 
individuals who ultimately feel the greatest impact. Everyone is 
looking for the best routes and methods to respond and react, 
hopefully with the effect of having a positive impact on turn-
ing things around as soon as possible.
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Taxpayer Protection and Corporate 
Responsibility Act that, if successful, 
would stop all sponsorships, conven-
tions, meeting travel, and employee 
motivation programs by any bank 
or fi nancial institution receiving 
TARP funds, until all such funds were 
repaid. Obviously, this represents 
a deeply concerning over-reaction 
that would have serious implications 
to multiple industries, including 
festivals and events, travel, meetings, 
conventions, hotels and others, at a 
time when we can not afford to place 
any further hurdles along the path 
to recovery. Banking and fi nancial 
institutions currently represent one 
of the largest sponsorship categories 
to festivals and events. Additionally, 
other non-banking sponsors, indi-
rectly affected and watching the news 
unfold along with us, may choose to 
withdraw sponsorship support and 
curtail programs simply to avoid any 
public relations misperceptions of 
their own brands by the public and 
government offi cials.

IFEA Response
To make sure that our voice is at 

the table, the IFEA has responded to 
our government offi cials (President 
Obama and Members of Congress), 
as have many other industry-related 
organizations – individually and 
jointly. Our own Association Alliance 
partners (IFEA, IAFE, IAAPA, OABA 
and IAAM) will also be sending a 
joint response under the signatures 
of all fi ve participating organizations. 
To view a copy of the letters that we 
have sent to date, so that you can be 
more aware of our position, go to 
www.ifea.com. 

Everyone Can Be Involved 
in the Response

It is important that our government 
offi cials understand the far-reaching 
ramifi cations of their actions. To that 
end, the IFEA sent out a special email 
request to all of our U.S. industry 
leaders. In that request we noted that 
we had created a template letter stating 
our concerns, and asked that every U.S. 
event, organization and professional 
in our industry send it out under their 
own signature to their elected repre-
sentatives. Because we understand that 
everyone is busy, the template allowed 
those responding to simply fi ll in their 
information where noted and to run 
it on their own letterhead for mailing; 
or, if preferred, to use the information 
provided in the IFEA letter to write 

a more personal letter in their own 
words. Either way, it is critical that 
everyone respond. For those who may 
not have received the email request or 
not yet sent in a response, you can fi nd 
all of the information and templates at 
www.ifea.com. 

There may be other issues that we 
will need to respond to along the path 
ahead and the IFEA will keep you 
aware of those needs as they arise. 

Other Ways the IFEA is 
Helping with Economic 
Challenges

The IFEA has also responded to the 
current economic challenges by pro-
viding a number of stimulus/savings 
discounts for our members planning to 
attend the IFEA’s 54th Annual Conven-
tion & Expo (September 21st-25th in 
Indianapolis, Indiana); on new mem-
berships and renewals; on important 
resource programs like our Sponsor 
Forums, CFEE FastTrack certifi cation 
classes, on-line Webinars, customized 
training and consulting, and on many 
other fronts. You can fi nd more infor-
mation on our web site at www.ifea.
com or simply give us a call.

In the weeks ahead the IFEA will 
be posting information and talking 
points for festivals and events as we all 
work to insure that our communities, 
governments, sponsors and other key 
infl uentials clearly understand the eco-
nomic, social, political and commu-
nity branding value of our events and 
organizations when they are making 
critical funding and resource decisions.

We Can Use Your Help, Too
The IFEA will continue to pro-

vide whatever support that we can 
in response to the current market. 
In return, you can help to support 
the IFEA and our efforts by sending 
in your convention registrations, 
membership renewals, award entries, 
etc. in the requested or even early 
timeframe, and by encouraging others 
in our industry to turn to the associa-
tion for their needs as well. 

To support the vendors and sup-
pliers in our industry during a tough 
economy, we encourage you to please 
make sure that whatever monies you 
may be spending are directed to those 
who have supported the IFEA, our ef-
forts and our industry on your behalf 
for many years and continue to do 
so today. Tell them that you appreci-
ate their support and they are likely 
to work with you to maximize your 
budget dollars as well.

Few things create as much contro-
versy in our industry as calculating 
audience counts. While there have 
been many discussions and seminars 
about various methods for reach-
ing these conclusions, especially 
for unticketed, outdoor events, the 
recent Presidential Inauguration of 
Barack Obama in Washington, D.C. 
required that the offi cial Joint Con-
gressional Committee on Inaugural 
Ceremonies and the National Parks 
Service come up with a formula to 
justify their attendance estimates for 
the inaugural events. 

The formula that was agreed upon 
and released to the press is that one 
person takes up 3 square feet when 
tightly packed in. The estimate is 5 
square feet when loosely packed in. By 
somewhat accurately estimating the 
amount of space that could poten-
tially be accessed by attendees (for a 
concert, along a parade route, etc.) 
and then fairly calculating the density 
of the crowd, they were able to pro-
vide fair estimates of attendance. For 
example, the Washington Mall area 
measures 300 acres, allowing up to 3 
million people to fi t in at 3 square feet 
per person. Along a 1.7 mile parade 
route the estimate was 350,000 pos-
sible attendees. As a further point of 
reference, this formula would equate 
to 16,000 people on a football fi eld.

Using the “Miracle on 34th Street” 
theory that if the government defi nes 
it, it must be acceptable, the IFEA 
will use this formula when asked by 
the media to defi ne how to best esti-
mate a fair and accurate attendance 
at an unticketed, outdoor event. For 
ticketed or indoor events, the counts 
should be actual tickets sold/distrib-
uted and subsequently collected, or 
seating/crowd capabilities as defi ned 
by the facility/venue and appropriate 
fi re and safety regulations.

5 sq ft loosely packed

3 sq ft tightly packed

‘Government Approved’ 
Method for Calculating 

Audience Counts

http://www.ifea.com
http://www.ifea.com
http://www.ifea
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SPONSOR FORUM
In uncertain times, 

only the strongest 
business relationships 
survive. Strengthen 
the partnerships you 
have built with your 
festival’s sponsors 
by hosting an IFEA Sponsor Forum. 
When sponsors have to make diffi cult 
resource allocation decisions, they 
will remember the sponsor properties 
that gave them the tools and ideas 
they need to gain even greater value 
from their sponsorship investment.

Ease and Convenience
IFEA provides everything you need 

to host a Sponsor Forum, including 
invitation templates, wrap-up materi-
als and host implementation strategies 
and timeline. An IFEA moderator will 
facilitate the Forum using our training 
program and networking activities that 
are fi lled with innovative activation 
ideas, successful case studies and cus-
tomized networking activities.

Sponsor Take Aways
• Scores of new ideas and strategies 

to better activate their sponsorship. 
• An increased awareness of non-

cash assets that can be harnessed 
to add impact to the sponsor/event 
partnership.

• Chance to explore business-to-
business and cross-promotional 
opportunities with fellow event 
sponsors. 

• Proven techniques to measure 
sponsorship effi ciency and sales 
increases.

Program Cost 
$2,000, plus moderator travel-

related expenses. The host event 
will provide the venue and basic AV 
equipment and is responsible for 
any food and beverage or entertain-

ment functions related to the Sponsor 
Forum as designed and desired for 
your event.

ON-SITE 
CONSULTATION/
PROJECT TEAMS

Whether you are a 
community looking 
to create an all-new 
event; a tourism bu-
reau or organization 
looking for guidance 
on policy creation or 
fulfi llment; an event 
looking to upgrade your children’s 
area or add a parade; a board looking 
to turn-around a faltering event; a 
corporation looking to create an event 
sponsorship assessment system; a 
municipality trying to build an event 
management department or guide-
lines; or any other unique need that 
you may have; the IFEA can put to-
gether a customized and cost-effective 
team of leading industry experts to 
meet your needs. Call us and let’s talk 
about how we can help you meet your 
challenges… whatever they may be.

Program Cost
Prices will be quoted based upon 

the scope of each project and will 

In response to the current changing industry marketplace, the 
IFEA has created a menu of cost-effective new programs and 
resources that can help your event or organization succeed even in turbulent times. With IFEA 
as your partner you can rest-assured that you have a recognized and credible partner who 
uniquely understands your challenges, needs and your budget! Best of all, as the global leader 
in our industry, the IFEA has unique access to the top professionals in our fi eld, who make up 
our team based upon the specifi c needs of each project.

Take a moment to consider how you could maximize your return by using the following 
IFEA professional products and services:
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“The Sponsor Forum was a great 
way for us to introduce our entire 
line-up of festivals to our sponsors 
and help them gain ideas on how 
to get a bigger bang for the buck. 
As a result, a sponsor of one of our 
events decided to also sponsor an-
other event we produce, expanding 
a mutually benefi cial partnership.”
    

Kyle Conway
Director of Partnership
Grapevine Convention 

& Visitors Bureau

Take Advantage of IFEA’s

Products and ServicesP d d SProducts and Services

Professional
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include any necessary travel-related 
expenses and materials. 

TRAINING 
PRESENTATIONS

Continued educa-
tion and learning is 
the cornerstone of any 
successful event, but 
the cost to bring your 
entire staff and key 
volunteers to multiple 
training events can be 
prohibitive. Let the IFEA bring its edu-
cational offerings straight to your front 
door with its new line of educational 
workshops and presentations. Each of 
our wide range of industry topics is 
designed as a stand-alone presentation, 
but can be combined with others to 
provide a comprehensive and custom-
ized day(s) of training. The IFEA staff 
will work with you to assess your educa-
tion needs and tailor a customized cur-
riculum to take your organization to the 
next level, without ever leaving home.

Customize a program specifi cally 
for your staff and volunteers or partner 
with neighboring communities and 
events to share costs on a regional 
program. 

Host Responsibilities
• Venue for the training event.
• Any required/desired food and 

beverage.
• Travel-related expenses for 

speaker(s).
• Marketing cooperation.

IFEA Responsibilities
• Marketing support for your pro-

gram using our extensive database, 
as desired.

• Speaker selection and curriculum 
development support.

Program Cost
The cost of a customized train-

ing event is $2,500 for a half day and 
$5,000 for a full day, plus any speaker 
travel-related expenses.

PROFESSIONAL 
FACILITATION SERVICES

Would you like 
your festival/event/
organization to…
• Achieve organiza-

tional clarity? 

• Defi ne actionable priorities? 
• Create a sustainable strategic 

vision?
• Build better partnerships and en-

hance teamwork?
If you answered yes to any of these 

questions then your event is a star 
candidate for IFEA’s Professional 
Facilitation Services! Let the IFEA pro-
vide a trained facilitator for your next 
board retreat, community visioning 
exercise or team-building event. You 
defi ne the agenda, involved stake-
holders and timeframe and an IFEA 
facilitator develops the methodology 
and provides the objectivity to lead 
your group though productive discus-
sions to yield the desired outcomes.

Program Cost
The cost of Professional Facilitation 

Services is $1,000 per day, plus travel-
related expenses. Additional research 
required prior to the event will be 
billed at a cost of $100 per hour.

MATERIALS REVIEW
Perspective (per 

spek’ tiv) – the ability 
to see things in a true 
relationship.

Event planners face 
constant deadlines 
to sell sponsorships, 
direct operations, 
conduct marketing campaigns, in-
spire volunteers and manage budgets, 
leaving little time for the creative pro-
cess. Sometimes all we need to speed 
along or enhance a project is some 
fresh perspective.

IFEA’s new Materials Review 
service offers you that fresh perspec-
tive by conducting a professional peer 
review of any materials or programs 
that you may be developing. Simply 
send us your draft copy and we will 
review it with a team of experienced 
industry professionals, make sug-
gestions and recommend relevant 
resource materials. 

What Can We Review?
• Brochures and other Printed Col-

lateral Materials
• Websites/online Marketing Cam-

paigns
• Sponsorship Solicitation Materials/

Proposals
• Operations Guidelines
• Volunteer Manuals

• Employee Manuals
• Requests For Proposals
• Or simply call us and ask!

Program Cost
Prices will be quoted based upon 

the scope of each project. Please 
allow 30 days for the completion 
of the review.

PHONE CONSULTATION
Membership in 

IFEA has always 
meant that help is 
only a phone call 
away and our new 
Phone Consultation 
Service is broadening 
the scope of on-
demand expertise available to you. 
IFEA has assembled a team of leading 
event specialists that are available to 
provide advanced phone consulting 
for virtually any need you may have. 

Of course, IFEA is still available on 
a daily basis to answer your general 
questions and guide you to available 
resources at no cost. Our Phone Con-
sultation Service is designed to meet 
your more advanced needs and to 
deliver the best personalized advice 
in the industry when you need it. 

Program Cost
An IFEA Phone Consultation pack-

age provides 10 hours of pre-paid ad-
vanced telephone support for $1,000. 
The 10 hours must be used within 
one year of the date of purchase and 
can be used in half-hour increments. 
After conducting an initial needs 
interview an IFEA staff member will 
schedule your fi rst (and subsequent) 
phone consultation(s) with qualifi ed 
industry experts that can answer your 
specifi c questions and provide solu-
tions for those needs. 

GETTING STARTED
For more information about any 

of the above or other IFEA programs 
and services, please contact one of 
our Business Development Directors:
Ira Rosen • 732-701-9323
ira@ifea.com
Penny Reeh • 830-997-8668 
penny@ifea.com 

mailto:ira@ifea.com
mailto:penny@ifea.com
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IFEA is pleased to present our 2009 Webi-
nar Series!  Offering online sessions hosted 
by industry leaders and special guests, the 
IFEA Webinar series covers a wide variety of 
topics important to your organization’s suc-
cess. View the presentation online from the 
comfort of your own computer and listen 
to the presentation over your own phone or 
computer speakers - without even leaving 
your desk! No Travel Expense Required. 

The IFEA’s 2009 Webinar Schedule, 
upcoming and completed, is listed below. 
Selected Webinars are available as “Webi-
nars On Demand” after the live version 
is complete. So if you can’t make the live 

version, watch out for the recorded ver-
sion to watch at your leisure! 

Both live and recorded 
Webinars are avail-
able for purchase on 

the IFEA Bookstore & 
Resource Center. Watch 

your email for electronic 
reminders of all webinars in our 

IFEA Weekly Update.

Thursday, March 12th, 2009
12:00 p.m. - 1:00 p.m. MST

 
“Reaching Across 
the Generational 
Volunteer Gap”
Penny Reeh, Owner, Indi-
go Resource Group/IFEA 
Associate Director of 
Business Development
(CFEE Elective – Leadership/Management Skills)
(Completed/Available as Webinar On Demand)

Many organizations voice the need for 
new, younger volunteers, but few have cre-
ated an organizational culture to encourage 
and support a multi-generational volunteer 
corps. Take a look at the motivations of 
volunteers by the trends that shaped their 
generation. Learn techniques to appeal to 
all ages of volunteers and recruit and train 
new generations of leaders in this interac-
tive session fi lled with information on 
what makes each group tick.

Penny C. Reeh is the owner of Indigo 
Resource Group, an outsource fi rm that 
currently manages the Texas Festivals and 
Events Association and Texas Association 
of Fairs and Events. Prior to starting Indigo 
Resource Group, Penny served as the Direc-
tor of the Fredericksburg Convention and 
Visitor Bureau (FCVB) for over nine years. In 
addition to consulting and providing mar-
keting services, Penny has developed a series 

IFEA Webinars Offer a 
Plethora of On-Line Training

of workshops and seminars and has also 
served as a faculty member for the United 
States Chamber of Commerce’s Institute 
for Organizational Management, teaching a 
nine-hour tourism elective course at three of 
their university training locations.

Thursday, March 26th, 2009
12:00 p.m. - 1:00 p.m. MST

 
“Keeping Your 
Event Fresh – The 
Creative Process”
Ira Rosen, President, En-
tertainment on Location/
IFEA Associate Director 
of Business Development
(CFEE Elective – Creativity/Innovation)
(Completed/Available as Webinar On Demand)

With everything going on in the world 
today, and the rapid pace of change, 
if your event isn’t constantly growing, 
changing and keeping up with times, you 
may soon start to see it dwindle!  Dur-
ing this webinar, you will learn about the 
many tools and techniques that you need 
to be aware of to keep the excitement in . 
. . and attendees at . . your festival.

Ira Rosen has almost 30 years of experi-
ence in the special event production fi eld. 
Since founding EOL in 1989, he has worked 
with festivals, events, advertising agencies, 
governments and other clients around the 
world. Prior to starting EOL, Ira was an ex-
ecutive with Radio City Music Hall Produc-
tions, Inc. for over seven years where he was 
responsible for all of the company’s procure-
ment and acted as a technical director for 
many major special events. Ira has spoken 
and written extensively on many industry 
topics including tourism and the festival 
industry, corporate sponsorship, and the 
operational management of special events.

 
Thursday, April 9th, 2009 
12:00 p.m. - 1:00 p.m. MST

 
“Conducting an 
Internal Audit of 
Your Event”
Tom Kern, CFEE, 
President & CEO, 
Lawrence Kansas 
Chamber of Commerce
(CFEE Elective – Economic Impact)
(Completed/Available as Webinar On Demand)

Could your event use some additional 
revenue? Instead of looking outside your 

Webinar Cost: 

$59 - IFEA Members 
$59 - Association Alliance  
 Members 
$99 - Non-IFEA Members
 
Registration cost is per computer site 
for as many people as you can sit 
around your computer, so why not 
gather additional staff, volunteers, or 
board members around your com-
puter and phone so they too can join 
you for this learning experience at no 
additional charge!

Webinar Start Time in 
Your Time Zone: 

 8:00 a.m. Hawaii 
 10:00 a.m. Alaska
 11:00 a.m. Pacifi c
 12:00 p.m. Mountain 
 1:00 p.m. Central
 2:00 p.m. Eastern 

Webinar Length: 

60 Minutes
 
Questions? Contact: Nia Hovde, 
Director of Marketing & Communi-
cations at: nia@ifea.com 

mailto:nia@ifea.com
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event, how about looking at how you 
presently spend your resources. This webi-
nar will examine ways to reduce the costs 
of your event by examining your event’s 
current revenues and expenditures.

Tom Kern was the Executive Director 
of the National Cherry Festival in Traverse 
City, MI for 14 years before taking on the 
roll as Sr. Vice President and COO at the 
Fairfax County Chamber of Commerce 
in Virginia. Prior to the National Cherry 
Festival, he was the Executive Vice Presi-
dent at the Greater Cincinnati Chamber of 
Commerce and the President of the Port 
Authority of Cincinnati and Hamilton 
County. He earned a Bachelors Degree 
in Public Administration and Economics 
from Eastern Michigan University and a 
Masters Degree in Public Administration 
from San Diego State University. 

Thursday, April 23rd, 2009
12:00 p.m. - 1:00 p.m. MST

“Leveraging the 
Internet to Mar-
ket Your Event: 
An Event-centric 
Focus on Search 
Engines” 
Bruce Lupin, CEO, 
Edgeworks Group
(CFEE Elective – Current Industry Issues & Trends) 

 
The term “online marketing” means 

different things to different people. In 
this webinar, you’ll get an overview of the 
“online marketing landscape,” with a focus 
on one of the most talked about areas in 
Event Promotion, search engine market-
ing.  Getting visibility on Search Engines 
like Google and Yahoo have become a 
critical component to marketing a success-
ful event.  We’ll answer common questions 
such as, “How is Google changing the way 
it ranks websites today?” “How do people 
search for local events?”  “What can I do 
today to jumpstart my online visibility?” 

Bruce Lupin brings more than 20 years 
of experience in the interactive industry. In 
1992, he founded Interactive Development 
Corporation (IDEV), a Silver Spring, Mary-
land-based online services consulting and 
development fi rm. Here he worked with 
several online services including America 
Online, IBM WorldAvenue, Prodigy, Com-
puserve, and Microsoft Network and grew 
the company to $5M in revenue and a team 
of 75 people. Bruce’s role included leading 
the most strategic website projects includ-
ing Al Gore’s Presidential campaign, The 
Smithsonian Institute (Duke Ellington jazz 
site), an ecommerce site for fashion design-
er Stuart Weitzman, and museum sites for 
the Pope John Paul II Cultural Center and 
The City Museum (Washington DC). In 
March of 2003, Bruce took his passion for 

online marketing and formed Edgeworks 
Group, an internet marketing and develop-
ment company. Clients range in size, scope 
and industry including: non-profi ts, ecom-
merce, publishing, and regional businesses.

Thursday, May 7th, 2009
12:00 p.m. - 1:00 p.m. MST

“Fully Connected: 
Maximizing Your 
Use of the Latest 
Online Social Me-
dia Technology” 
Carla Lowe Pendergraft, 
Carla Lowe Associates
(CFEE Elective – Current Industry Issues & Trends) 

Just about every festival or event has 
a website these days, but are you up to 
speed on other forms of social media out 
there that is gaining popular demand? Do 
you have an event page on Facebook or 
MySpace? Are you blogging or Twittering? 
Are you using podcasts and YouTube? 
There are so many more forms of social 
media in the world today than just your 
website, but do you know how to use 
them? And do you know how to use 
them correctly and effi ciently to get the 
most exposure for your event? 

Carla Pendergraft is an award-winning 
Web designer based in Waco, Texas. She has 
been working with HTML and web pages 
since 1998 and has 16 years of experience 
with marketing, promotions and technolo-
gy. She obtained an MBA degree from Texas 
State University in 1987 and graduated 
with a BA in 1981 from the University of 
California, Santa Barbara. Carla Pendergraft 
Associates was named “Best Web Develop-
ment Consulting Firm” by the Waco Ad 
Club for four years, from 2004-2007. 

Thursday, May 21st, 2009 
12:00 p.m. - 1:00 p.m. MST

“Pushing the 
Boulder”
Tom Bisignano, CFEE 
- Independent Festival 
and Event Producer 
and 2009 IFEA World 
Board Chair
(CFEE Elective – Creativity/Innovation)

The world, the marketplace and 
the consumer is changing quickly, so 
now is the time to start pushing the 
rock!  Making changes that impact results 
can feel like moving a gigantic boulder 
up a hill.  In this session Tom will share 
practical ideas on how to improve your 
Festivals and Events. Building on the 
knowledge Tom gained in his twenty fi ve 
year career with Disney this webinar will 
explore how to achieve success in the 

development, creation and execution of 
your events. Topics will include leader-
ship excellence, building a great brand, 
how to be brilliantly creative and the 
guiding principles of the event process.

Tom Bisignano is an Independent 
Entertainment and Special Event Producer 
and the current Chair of the World Board 
for the International Festival and Events 
Association. He has 25 years experience 
in the Festival, Special Event and Enter-
tainment arenas. He spent ten years as a 
Senior Producer with Walt Disney Creative 
Entertainment working on Special Projects 
for Disney Theme Parks, Disney Cruise 
Line, Disney Channel and Corporate Com-
munications. In addition, Tom was the 
Director of Special Events for Disney Parks 
and Resorts Worldwide for 11 years. He and 
his team designed and delivered 13 World 
class Festivals and Events annually at Walt 
Disney World.  Tom has lectured on Special 
Events, Sponsorship, Leadership, Creativ-
ity and Guest Service in China, Singapore, 
Hong Kong and throughout the United 
States. In 2006, Tom was a recipient of the 
Presidents Award for Volunteerism from 
the President of the United States. 

Thursday, June 4th, 2009
12:00 p.m. - 1:00 p.m. MST

“Time for a Spon-
sorship 
Reality Check 
– Timely 
Responses to 
Today’s Sponsor-
ship Challenges”
Chuck O’Connor, CFEE, Director of Mar-
keting & Corporate Partnerships, National 
Cherry Festival
(CFEE Elective – Economic Impact)

We’ve all heard the prognosticators 
lament the current state of sponsorship 
sales. It’s time to re-assess our methods 
and funnel solutions down to the street 
level. We’ll explore some useful tips for 
sponsorship renewal and examine some 
new sponsorable assets.  Learn through 
practical examples how to create effective, 
high net-profi t sponsorship deals that will 
improve your organization’s bottom line 
and help you survive the tough times.

Chuck O’Connor is a corporate spon-
sorship seller, strategist and instructor. 
He spent ten years in television and radio 
advertising sales management before joining 
the National Cherry Festival as Director 
of Marketing & Corporate Partnerships in 
1993. Chuck’s responsibilities include nego-
tiating and implementing all sponsorships, 
as well as overseeing the Festival’s marketing 
and public relations effort. Chuck also owns 
Event Marketing Group, a company which 
specializes in event sponsorship consulting.



62 INTERNATIONAL EVENTS 2009

Thursday, June 18th, 2009 
12:00 p.m. - 1:00 p.m. MST

 
“Ensuring Your 
Community Value 
During Turbulent 
Times”
Kirk Hendrix, CFEE, 
President/CEO, 
500 Festival 
(CFEE Elective – Economic Impact)

With critical budget and resource deci-
sions being affected by considerations 
that we don’t always control in today’s 
economy, it has never been more impor-
tant to make sure that other community 
infl uential’s clearly understand your event 
/ organization and the value you provide 
– economically, socially, politically, and 
from a community branding viewpoint. 
This doesn’t happen accidentally and 
must be a part of your year-round stra-
tegic considerations. Take a pit-stop and 
join (Indianapolis) 500 Festival President 
& CEO Kirk Hendrix for a tune-up to keep 
your event safe during turbulent times.

Kirk Hendrix became President and CEO 
of the 500 Festival in 2003. He brought 
with him 25 years of marketing and events 
experience from some major events such 
as: Fiesta Bowl, Pac-10 Conference, Parade 
Company in Detroit (America’s Thanksgiv-
ing Parade), and Las Vegas Events.

Wednesday, October 21st, 2009 
12:00 p.m. - 1:00 p.m. MST

Sponsorship Topic
IEG Speaker (TBD)
(CFEE Elective – Current Industry Issues & Trends; or 
Economic Impact)

Thursday, November 5th, 2009 
12:00 p.m. - 1:00 p.m. MST

“Building a Strong 
Educational Com-
ponent into Your 
Event” 
Randy Blevins, Vice 
President of Program-
ming, Memphis in May 
International Festival, Inc.
(CFEE Elective - Creativity/Innovation)

The power of events goes far beyond en-
tertainment. We have been given a unique 
channel to reach and educate people of 
all ages and backgrounds in an environ-
ment that encourages participation and the 
lowering of barriers. Not to take advantage 
of that opportunity would be a mistake of 
enormous proportion. Hear how Memphis 
in May International Festival has built an 
educational component to their event that 
has taken on a role that includes market-

ing, entertainment, community outreach 
and involvement, and much, much, more. 
Come away being ready to add a new edu-
cational component to your own event!

 
Thursday, November 19th, 2009 
12:00 p.m. - 1:00 p.m. MST

“Reaching and In-
cluding the Teens, 
Tweens and Twen-
ty’s Market”
Ted Baroody, Director of 
Development, 
Norfolk Festevents, Ltd. 
(CFEE Elective - Current Industry Issues & Trends)

Reaching teens, tweens and twenty-
somethings . . . Generation Y and Mille-
nials .. . they’re growing up on the wired 
alphabet: PC, CD, PDA, and DVD. As a 
group, their disposable income is reach-
ing into the billions per year. Who are 
they? What do they like to do? How do 
we reach them? Who successfully reaches 
teenagers and young adults . . register for 
the webinar today to fi nd out!

Ted Baroody is a graduate of North 
Carolina State University, Raleigh, North 
Carolina, USA. After college he moved to 
Norfolk, Virginia to start his own small 
sports marketing company, Victory Pro-
motions.  After a couple of years of power 
boat racing production under Victory 
Promotions, he served as Marketing Di-
rector for a group of local radio stations 
in Virginia Beach, Virginia for 5 years. 
From 1996 to the present, he has been 
Director of Development of the not-for-
profi t event marketing company, Norfolk 
Festevents, Ltd. known as “Festevents.” 
Ted also works with many non-profi t 
organizations as a volunteer, event coor-
dinator and as a board member.

Thursday, December 10th, 2009 
12:00 p.m. - 1:00 p.m. MST

“Eat A Frog For 
Breakfast! Re-
markable Time 
Management”
Gail Alofsin, Director of 
Corporate Partnerships 
Newport Harbor 
Corporation 
(CFEE Elective - Time Management)

Yes you can do it all - and then some! 
Roll up your sleeves and get your roller-
skates on while enjoying this session that 
will assist you in living in the present and 
relishing “the moments” that truly matter! 
The older we get, the more we realize how 
much we do not know! The key to adding 
hours to the day is analyzing our personal 
blueprint for success and developing 

the map to explore these passions. This 
seminar will unveil the details and events 
that inspire you and re-think/review the 
draining “naysayers” who absorb your 
most precious commodity - TIME! Yes 
- it is “ALL ABOUT YOU!” so let’s “clear 
the clutter and embrace simplicity and 
signifi cance in defi ning our own success.” 
HAPPY CHOICES HERE I COME! 

Gail Lowney Alofsin is the Director 
of Corporate Partnerships for Newport 
Harbor Corporation, a leading hospital-
ity company based in Newport, Rhode 
Island. From 1988 - 2004, Alofsin served 
as the Director of Sales, Marketing and 
Public Relations of the Newport Yacht-
ing Center, a division of Newport Harbor 
Corporation, developing the waterfront 
event site from one national event to fi ve 
national events while increasing corpo-
rate partnership sales 5700%! Alofsin is a 
1984 graduate of Tufts University in Med-
ford, Massachusetts where she focused 
on International Relations at the Fletcher 
School of Foreign Diplomacy. In addi-
tion to her full time sales and marketing 
position at Newport Harbor Corporation, 
Alofsin serves as an adjunct professor at 
the University of Rhode Island – teach-
ing classes focused on communication, 
marketing and public relations.

IFEA Members also receive mem-
ber pricing to participate in Webi-
nars presented by our Association 
Alliance Partners (IAFE, IAAM, 
IAAPA and OABA). Association 
Alliance Partner webinars are pro-
moted electronically to all IFEA 
members. 

IFEA Webinar topics are selected 
in-part to be counted as elec-
tive courses towards your CFEE 
professional certifi cation require-
ments. Presenting an IFEA We-
binar may be counted towards 
CFEE presentation requirements. 
To insure that course credits qual-
ify, or if you are interested in being 
considered as a presenter for an 
IFEA Webinar, contact Nia Hovde 
at nia@ifea.com.

mailto:nia@ifea.com
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these business leaders in New Orleans. We can follow their 
lead and help turn the tide from negative to positive. After all 
the Crescent City has been through, dealing with the devas-
tating aftermath of Katrina, the citizens refuse to give up and 
remain optimistic. They continue to show the will to come 
back bigger and better than before the fl ood. It is this resolve 
that sets an example for all of us. 

We are inundated with negative news; stories about declin-
ing business, fear and government bailouts. The endless 
bombardment of stories on foreclosures, unemployment, 
bankruptcies and Wall Street greed has helped put our 
consumer confi dence at record lows. We fi nd ourselves today 
in survival mode with very little room for optimism. The 
evening news has turned into the evening Blues. One thing 
we all heard over and over in 2008 was, “it’s time for change.” 
Like the shop keepers in New Orleans, The Festival and Event 
industry is a keystone for optimism. Events and Festivals can 
help support the need for change. It is an industry of hope 
and celebration, joy and inspiration… exactly the medicine to 
help cure some of the ailments here and around the world. 

Growing up in Bristol, Connecticut, I looked forward to the 
annual Mum Festival. Not quite Mardi Gras but a revered tra-
dition in Bristol, CT (population 63,000). The Mum Festival 
has something for everyone; a fantastic parade, food, carnival 
rides, and games. Maybe the most important element the fes-
tival offers is a reason to celebrate. As a youngster, I watched 
the community come together for one weekend in Septem-
ber to commemorate Chrysanthemums. Now that’s a great 
excuse to party! I remember enterprising residents parking 
cars in their yards for $2; I remember all of our out-of-town 
relatives would come to Bristol for the big parade and stay at 
a hotel (that was a big deal); I remember laughing with my 
parents as my uncle Steve, playing a clown, was scooped up 
by a big tractor and tossed into the back of a dump truck; and 
I remember when the festival was over anticipating the return 
of the celebration in the fall. 

When I look back at these memories, I applaud our Presi-
dent/CEO Steve Schmader, CFEE, for sending a letter to Presi-
dent Obama outlining the importance of these local commu-
nity events and the need for help and support to keep them 
vibrant and successful. The intangible benefi ts of Festivals and 
Events, i.e. making people feel good; can be one small step on 
the road to recovery. 

As we move into 2009, I look forward to exploring and sup-
porting new and old Festivals and Events, and hope you plan 
to do the same. And as I begin to think about my next trip 
to Mardi Gras in New Orleans and a visit to Café Du Monde 
for a café au lait and hot beignets, I’ll be sure to remember to 
throw the coffee cup and empty beignets bag, full of pow-
dered sugar, on the ground to help with the measure of their 
success! As they say in New Orleans, “Laissez les bon temps 
rouler!” ~ let the good times roll!

 
TOM BISIGNANO, CFEE

2009 IFEA Board Chair 
Meeting Biz

Tel: 407-275-0274
Email: tombis@bellsouth.net

I love following the news stories after Mardi Gras 
in New Orleans each year. Based on media comments 
you would think the success of “Fat Tuesday” is based 
largely on how many tons of trash the Streets and Sani-
tation Department hauls away. Only after Mardi Gras 
would your offi cial count come from discarded beer 
cups, crawfi sh carcasses, broken beads and remnants 
of Bourbon Street Lucky Dogs! I can imagine the con-
versation… a director from the mayor’s offi ce of special 
events calls on the Wednesday after Fat Tuesday to the 
superintendent at the landfi ll. “I’m calling to get the 
morning after report.” “How did we do?” “How many 
tons did we do last year?” “How many garbage trucks 
is that?” “Any ideas on how can we turn this into a 
green operation?” 

This year, unlike years past, the media wanted to 
know more. They talked to hoteliers about their occu-
pancy, shop owners about their merchandise sales, bar-
tenders about the number of “Hurricanes” consumed, 
street performers about their tip buckets and restaurants 
about how many muffulettas they sold. I expected 
the responses to be the usual “with the bad economy 
our sales were down over prior year.” Instead, I heard 
shop owners and restaurateurs respond with true 
New Orleans spirit, remarking on how wonderful the 
celebration is for the city of New Orleans and how at 
Mardi Gras time the city really comes together to show 
the world what the Big Easy is all about. We should 
all show our appreciation for the positive responses of 

“Laissez Les Bon 
Temps Rouler!”

THE BOARD TABLE

mailto:tombis@bellsouth.net
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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 Certifi ed Festival and Events Executive (CFEE) 
program was founded in 1983 to provide an opportuni-
ty for industry professionals to achieve those goals. Since 
its founding, the CFEE program has evolved signifi cantly 
along with our industry and the new expectations and 
standards that have come to be expected by all those who 
are impacted by our fi eld. Now we have continued that 
evolution to better meet the needs of those professionals 
to whom time and fi nancial resources are a premium and, 
as a result, are pleased to offer to those in our industry the 
“CFEE FastTrack Certifi cation Program”.

Working with partner/presenting organizations who have 
a stake in the success and professionalism of the festivals 

Sponsor a 
“CFEE FastTrack® Program” in Your Area!

and events industry, the IFEA’s “CFEE FastTrack Program” 
provides the same high-level curriculum (presented by a 
faculty of the leading experts in our fi eld), the same skills 
assessments, the same elective and educational require-
ments, and above all, the same professional recognition 
as our pre-existing CFEE Certifi cation Program, but at a 
fraction of the time, travel and costs! 

The “CFEE FastTrack Program” is designed for comple-
tion by participants around timeframes ranging from 
six to eighteen months. During the chosen condensed 
time period, the IFEA will present our complete CFEE 
core curriculum seminars, in two blocks of 3 days each, 
including:

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

Each of the six (6) core curriculum seminars include a 
full day of professional education in specifi c topical areas, 
led by some of the most successful event professionals in 
our fi eld today. Additionally, opportunities to complete all 
other CFEE program requirements are provided to partici-
pating event professionals during the agreed upon time-
frame*. These include:

• Elective Requirements
• Professional Seminar/Conference Attendance
• Professional Publication
• Speaking Presentations
• Final Professional Assessment by the IFEA Academy 

of Event Education

Following the attainment of professional certifi cation, 
the IFEA provides each participant with a framable docu-
ment attesting to their accomplishment and will work 
with each new CFEE professional to coordinate media 

(*Note: Certifi cation also requires other experiential and professional membership requirements for eligibility)
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Sponsored by

releases to pre-identifi ed local, regional and industry 
news sources. 

Best of all, through the support of our sponsor/partner 
organizations in each area, the IFEA is able to offer the 
“CFEE FastTrack Program” at a total investment per partici-
pant of $500 (not including travel expenses, if any), plus 
appropriate level IFEA membership fees if not already a 
member. Normally, all required certifi cation requirements 
would run close to $2,000, plus travel expenses, if any.

The presenting sponsor/partner organization of the 
“CFEE FastTrack Program” gets positive exposure to and 
appreciation from the best and brightest upcoming pro-
fessionals in our fi eld, in addition to the valuable returns 
from raising the level of professionalism within event or-
ganizations and individuals who have the ability to direct-

“The CFEE professional certifi cation is one of the most exciting profes-
sional development opportunities in my twenty year career in the fi eld of 
administration, academic conferencing and special event management. 
Offered by the IFEA, with support from the Hawaii Tourism Authority, 
the training has fi lled a need that I wasn’t even cognizant of before start-
ing this journey towards professional certifi cation.  

In our profession, the most valuable commodity we have is time; 
therefore, planning for additional post- baccalaureate training was more 
than a considerable luxury, it was just simply out of the question unless I 
found a way to clone myself!

However, when the opportunity to participate in the CFEE training came 
along, I decided to bite the proverbial bullet and make the time!   This deci-
sion to “crack the books” has proven invaluable because the CFEE training 
has allowed me time for refl ection… a very, very rare commodity!  

We’re all so pressed to deliver, to function at peak capacity and to turn madness 
into miracles that we barely have time to let our minds percolate on the founda-
tional precepts of our organizational structure.  The CFEE training, however, has 
provided time for me to focus on our mission, our vision and the anatomy of our 
organization. The training has provided an invaluable thought stream fi lled with 
process, procedures and policies that are mapped out, identifi ed, calculated and 
strategized!  The facilitators provide provocative food for thought and the tools to 
navigate everything from risk management to sleeping employees!

The key here, however, is what you do with the high level of curricu-
lum, education and information you have attained. The professional 
recognition, leverage, certifi cation and the initials are nice, but the tools 
are invaluable if you put them to work…and that’s just what we’re doing 
at the University of Hawai`i at Hilo Conference Center.  So, as we say in 
the Islands, Mahalo Nui Loa (Thank you very much) to both IFEA and to 
the Hawaii Tourism Authority for providing this opportunity.”

Judith Fox-Goldstein, CFEE 
Administrative Director
University of Hawaii at 
Hilo Conference Center &
Hawaiian EDventure Program
foxgolds@hawaii.edu

ly effect tourism, economic impact and the overall quality 
of community life on many different levels.

For more information on bringing the CFEE Fast-
Track® program to your area contact:

Penny C. Reeh, CFEE 
IFEA 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

mailto:foxgolds@hawaii.edu
mailto:penny@ifea.com
mailto:ira@ifea.com
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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 per computer terminal, so 
gather additional staff, volunteers, and board 
members around so they too can join you for this 
valuable learning experience – all for the cost of 
one registration fee!

Selected IFEA Webinars may be counted as 
elective courses towards your CFEE profession-
al certifi cation 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 Hovde at nia@ifea.com. 

Upcoming topics include Leveraging the Inter-
net, Online Social Media Technology, Sponsor-
ship Reality Check, Ensuring Your Community 
Value and much, much more! Check out www.
ifea.com for an up-to-date schedule and infor-
mation on how to register!

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

International Festivals & Events Association

mailto:nia@ifea.com
http://www.ifea.com
http://www.ifea.com
mailto:nia@ifea.com
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AMUSEMENT RENTAL

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

BANNERS/FLAGS

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

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

CABLE PROTECTION

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

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

INSURANCE

HAAS & WILKERSON INSURANCE – With more than fi fty years experience in the en-
tertainment industry, Haas & Wilkerson provides insurance programs designed to meet the 

specifi c needs of your event. Clients throughout the U.S. include festivals, fairs, parades, 
carnivals, and more. Contact: Carol Porter, CPCU, Broker; Address: 4300 Shawnee Mis-
sion Parkway, Fairway, KS 66205; Phone: 800-821-7703; Fax: 913-676-9293; Email: carol.
porter@hwins.com; Website: www.hwins.com.

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

INTERNET

QUICKEDGE™ (EDGEWORKS GROUP LLC) - Since 1994 our mission has been to 
drive more business through your website. We plan, design, build, and market successful 
websites by integrating customized online strategies including search engine optimization, 
affi liate marketing, email marketing, and more. If this kind of experience and approach is 
what you’re looking for, we’d love to hear from you. Address: 26361 Crown Valley Parkway, 
Suite 203, Mission Viejo CA 92691; Phone: 866-888-7313 x701; Email: info@edgeworks-
group.com; Website: www.edgeworksgroup.com.

800-352-5675 • rentnational.com

Any Event. Every Solution.Any Event. Every Solution.

Temporary Fence • Pedestrian Barricades
Portable Restrooms

Temporary Fence • Pedestrian Barricades
Portable Restrooms

MARKETPLACE

mailto:brooks@fwworld.com
http://www.fwworld.com
http://www.dixieflag.com
http://www.firstflash.com
mailto:cmcbride@checkersindustrial.com
http://www.checkersindustrial.com
http://global.uillinois
http://www.zambellifireworks.com
mailto:svitale@pyrotecnico.com
http://www.pyrotecnico.com
mailto:porter@hwins.com
http://www.hwins.com
mailto:Johnson@kandkinsurance.com
http://www.kandkinsurance.com
mailto:info@edgeworksgroup.com
mailto:info@edgeworksgroup.com
http://www.edgeworksgroup.com
mailto:pete@dixieflag.com
mailto:zambelli@zambellifireworks.com
http://www.rentnational.com/
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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.

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: Sponsor-
ship Report, Directory of Sponsorship Marketing, Legal Guide to Sponsorship. Producer: 
Event Marketing 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 offi ce management 
including: branded internet & phone sales, event day staffi ng, 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 39Continued from page 12 Fresh Ideas for Event PartnershipsCurrent Events by Chad Emerson

tion: does this really have to be an annual expense? 
The answer in many cases is “No.” While its nice to 
have new signage and other printed materials with the 
name of your festival and the year/date on it, is that 
absolutely necessary?

What if your signage changed from “The 2009 Art and 
Wine Festival” to simply “The Art and Wine Festival?” 
Doing so would allow you to reuse many printed materi-
als like letterhead, promotional materials, and signage—
turning what had been a large yearly expense into a much 
smaller one. 

Add in the fact that such re-use often generates excel-
lent “greenwill” from guests and the community and 
its clear that being frugal doesn’t have to mean doing 
without. Rather, it simply means doing more with what 
you already have.

So, as your planning this year’s event and its overall 
budget, consider what expenses absolutely demand an 
annual line item and which ones could be reduced or 
even eliminated through reusing and/or recycling. 

If every penny really counts, then embracing these 
three strategies will likely add up to real savings with-
out costing your event in the area of quality.

be incredibly appreciative that you took the time to 
help nurture their endeavors and introduce them to 
your audiences, volunteers and other sponsors.

Finally, use the network that IFEA provides and 
share your success stories and your missteps with your 
colleagues from across the world. Just because an idea 
doesn’t work in your area this year, doesn’t mean it 
won’t be a great fi t for another festival and event. And 
they’ll return the favor. Working together we can create 
a world of celebrations!

Stephanie Donoho is the Tourism Specialist in 
the Department of Research and Development for 
the County of Hawai’i and has been an event geek 
since she marched and twirled in the 1984 World’s 
Fair in New Orleans.

mailto:mark@tripinfo.com
http://www.tripinfo.com
mailto:jshanklin@festmedia.com
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