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Do you know how some of the most successful large 
and small festivals and events solve the problem of 
increasing sponsor revenues, justifying fees and 
increasing renewal rates? 

Their secret is IEG and the bargaining power that our 
solutions—consulting, valuation, ROI and training—
can provide.  

Our metrics-based approach gives properties the answers 
to tough questions such as: 

What Are My Marketable Assets? 
Do you know what assets are marketable to companies— 
or suspect that you may have hidden assets that could 
add revenue? IEG can show you sponsorship options you 
might not have considered.

How Do I Package Them? 

Based on your organization, IEG will provide you with 
customized sales tools to turn your strongest attributes 
into compelling sales opportunities. We help you select 

Maximize Your Sponsorship Revenue — 
IEG Can Help

 IEG SPONSORSHIP CONSULTING

®

and target categories and companies most likely to 
partner with you, and provide compelling sales packages 
and proposals.

What Are They Worth? 

With an IEG Valuation, you’ll know for sure what your 
assets are worth. We account for tangible benefi ts 
such as advertising, signage and sampling, as well as 
intangible ones such as category exclusivity and 
promotional opportunities. There is no more powerful 
bargaining tool.

Major properties that rely on IEG to help them sustain 
and increase sponsor revenues include Calgary Exhibition 
& Stampede, California Exposition & State Fair, Cherry 
Creek Arts Festival, Essence Music Festival, Florida 
State Fair, French Quarter Festival, Gilroy Garlic Festival, 
Heartland Film Festival, LA Times Kidfest, National 
Black Arts Festival, San Jose Jazz Festival, Starwine 
International Wine Competition—and more than 2,000 
other properties worldwide.

MEMBER

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

Keep Moving Forward
what we do best everyday. Almost every 
project we work on requires respond-
ing to change and making the best of 
every situation that we are thrown.” 

Chuck is right. We all know how to 
succeed in diffi cult situations. That is 
not a new scenario for us to fi nd our-
selves in. Now, as it has been through-
out our careers, it is our professional 
obligation to keep ourselves connected, 
educated, trained and aware, so that we 
can help lead, direct and support our 
events and organizations, our sponsors, 
our communities, our staffs and boards, 
our volunteers, and others through 
both current and future challenges. 

In truth, the race we are in hasn’t 
changed, but the course certainly has, 
with new twists and turns that require 
us to be at our very best everyday, under 
our own guidance and accord. Under-
standing the power of social media; pro-
tecting against the changing sponsorship 
environment; ensuring environmental 
responsibility; redefi ning economic and 
social impact to fi nancially strapped 
municipalities; programming to serve 
the changing face of our communities; 
knowing how to maximize struggling 
traditional media sources; adjusting for 
volunteer forces impacted by unem-
ployment trends; motivating resource-
strapped event teams; and the list goes 
on. Never in our lifetimes have the chal-
lenges seemed so deep and never has the 
world needed strong, positive leaders 
more than it does today. I hope that ours 
is always an industry that chooses to 
lead versus whine.

Take Time to Retool in 
Indianapolis

Toward that end, I would be remiss 
in my own leadership duties if I did 
not invite you to join your professional 
industry peers in Indianapolis this 
September. Just like the “Indianapolis 
500”, in the toughest races, it is the 
teams and drivers who know when it is 
time to refuel, to reassess their posi-
tion and make critical tune-ups, and to 
retool for the future who will ultimately 
cross the fi nish line ahead of the rest of 
the pack and be ready for the next race. 

I have found that is very easy these 
days, as part of virtually every conversa-
tion, to get caught up in the sharing of 
our tales of woe with whoever may be 
the ‘recipient du jour’. In all likelihood, 
the participating gamesperson in this 
new volley of “I’m a Professional, Get 
Me Out of This Mess” (a combination 
of tennis and poker) has already shared 
their problem(s) with you (depending 
on who served fi rst), to which the proper 
response is now: “OK, I’ll see your whine 
(which I totally relate to and feel bad for 
you about) and raise you one – or more, 
because you won’t believe what I am 
dealing with right now!” The game con-
tinues in this fashion until one or both 
players forget the real purpose of the 
conversation or are distracted by a third 
party entering the match which allows 
for yet another telling of all previously 
shared material, further extrapolated 
from the original version (according to 
professional rules).*
* It is important to note that no real solutions 
may be offered during match play.

The World Has Changed
While there is always a time and 

place for a good whine, and usually 
good friends who can both relate to 
and help you to fi nd the humor and 
balance in any situation, there is also a 
time to remember that as professionals, 
in any industry, our fi rst obligation (to 
our events, organizations, communities 
and our own sanity) is to fi nd appropri-
ate, creative new solutions and to keep 

moving forward, in some cases perhaps 
even more successfully than before.

The fact is, the world has changed. 
On many fronts and all around us.

Practices that worked yesterday may 
no longer apply. What was once a 
benefi t may now be an albatross. Last 
year’s successful marketing and incen-
tive events may be this year’s public 
relations nightmares. 

We’ve learned that a global recession 
does not, in any way, preempt any ad-
ditional nor simultaneous challenges; 
that the biggest event can be stopped by 
something as small as a germ; that we are 
always in politics, even if that is not our 
chosen profession; and that once strong 
and seemingly unfl appable corporate and 
community partners are now caught up 
in long-term survival efforts of their own, 
which may or may not include you. 

On the other hand, while our chal-
lenges may have changed, so too have 
our opportunities. For those able to 
adapt quickly to change and help pro-
vide solutions for others, the oppor-
tunity for new “Blue Ocean” strategies 
may be greater than ever before. In a 
world fi lled with uncertainty, festivals 
and community events can provide a 
much-needed sense of normalcy that 
has never been more important. While 
some luxury travel has been curtailed, 
“staycations” are resulting in increased 
local attendances at events. Volunteer-
ism is on the rise among those seeking 
to gain important new skills and 
contacts. And our short-term fi nancial 
stresses may actually bring about some 
much needed long-term security, as we 
identify creative new approaches and 
solutions to insure that we never deal 
with these new stresses again.

Our Professional Obligation: 
Staying Connected, 
Educated, Trained and Aware

In a conversation with Chuck 
O’Connor, of the National Cherry 
Festival in Traverse City, Michigan, 
he noted that of all industries, ours 
should be made up of the most fl ex-
ible, creative leaders in the world. In 
the world according to Chuck, “That’s 

Continued on page 68
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CURRENT EVENTS

Add in the fact that, during the early 
stages of the swine fl u, the World Health 
Organization quickly raised its warning 
level to a “5” (out of a possible six) and 
it’s easy to see why illness outbreaks can 
pose a real risk to those events and festi-
vals where guests mingle in close contact.

As a result, CURRENT EVENTS recently sur-
veyed a variety of industry participants 
in order to fi nd tips that your festival can 
use to address this challenge. What we 
found were two frequent pieces of advice 
that, if you aren’t already following, you 
should consider doing so. 

Tip #1: Get Covered!
As the swine fl u began to spread in 

late April, events across the country re-
considered whether they should go for-
ward while the epidemic was growing. 
As the outbreak persisted, two events 
in New York City, the annual Cinco de 
Mayo Festival and the Ranchera Music 
Festival, opted to postpone this year’s 
editions until they could get a better 
hand on the outbreak. While this may 
end up being a prudent decision, what-
ever the result, it will no doubt be a 
costly one when you consider all the ar-
rangements that will have to be undone.

Vendors, entertainment, food provid-
ers and, of course, guests are just a few 
of the participants that the festival’s 
organizers will have to settle up with 
because of the change. One way to deal 
with this is to include a force majeure or 
“acts of God” clause in agreements with 
these groups. This type clause mitigates 
an event’s legal exposure if the event 
is postponed or cancelled for such an 
unlikely happening. However, even with 
such a clause, some costs—such as lost 
revenue from the actual event—can’t be 
recovered through contract provisions. 

This is why several planners suggest that 

festivals should consider whether event 
cancellation insurance is worth purchas-
ing. Sometimes known as business inter-
ruption coverage, this type of insurance 
product is widely available in the industry 
and is designed to compensate festivals 
when actions out of their control—rang-
ing from inclement weather to full-fl edged 
disasters—negatively affect their event. 
Signifi cantly, disease outbreaks can also be 
included in many such policies.

However, when considering event 
cancellation insurance, it is important 
to know that many of these policies are 
very customized for each buyer. Mean-
ing that, you shouldn’t assume that an 
epidemic outbreak will automatically 
fall within the scope of covered events. 

Therefore, a prudent planner should 
carefully identify a wide variety of sce-
narios that could cancel or postpone their 
festival and then determine if the risk is 
great enough to warrant spending money 
to protect against that happening.

One more note on insurance: in ad-
dition to cancellation insurance, double 
check to see what coverage you have if a 
disease outbreak is traced to your event. 
These days, the study of disease origin is 
a very sophisticated practice with epide-
miologists often able to trace outbreaks 
to specifi c locations. Be assured that if 
such an outbreak is traced to your festi-
val, then that will likely put a big litiga-
tion target on the event. Therefore, talk 
with your insurance provider to deter-
mine what, if any, coverage your current 
policies provide under that situation.

Tip #2: Make a Plan in Advance
Making the decision to cancel or 

postpone an event is a tough one. This 
is especially true if the event is your 
organization’s primary revenue driver or 
if it is very date specifi c. For instance, a 

big July 4th Festival could be postponed 
until November but would likely lose 
many guests by doing so. Same with a 
fl ower festival that must be moved to 
another time of year when those fl owers 
aren’t in bloom.

That’s why it’s important to establish 
a clear line of authority for making these 
major decisions. To do so, you should 
ask yourself the following questions:
• What person or persons have the fi nal 

authority to make the decision to 
cancel or postpone our event?

• Has your festival established specifi c 
guidelines for making this decision or 
is it completely discretionary?

• Who is responsible for conveying this 
decision to your vendors and guests 
and how exactly is that done?
While this is certainly not an exhaus-

tive list of the important questions to 
consider, they are basic ones that, if you 
haven’t considered, you need to do so 
ASAP. Failing to develop an organization-
al plan that addresses these questions can 
lead to big costs and even lawsuits.

Take for example the fi rst two ques-
tions: since cancelling an event can have 
such wide-ranging ramifi cations, the 
authority to do so should be limited to 
key people who must consult specifi c 
guidelines before doing so. Unfortunate-
ly, many events don’t take this step and, 
as a result, when it comes to making a 
quick decision on a fast-moving issue 
like a disease outbreak, the actual chain 
of command for the decision is not clear. 
This can lead to the wrong people mak-
ing big decisions even if well-intended. 

By answering these questions on the 
front end, your event or festival can 
mitigate problems if later faced with a 
pandemic threat or other disease out-
break. In other words, a little pre-plan-
ning can reduce your post-problems.

By Chad Emerson

By the time you read this column, the Swine Flu outbreak that hit the mainstream media in 
April could have reached pandemic levels…or, just as possible, could have quietly fi zzled 
out. In either case though, the outbreak provides a good opportunity for event planners 
to re-evaluate their contingency plans for this type problem. After all, even if the swine fl u 
doesn’t become the next big pandemic, today’s newscasts are still fi lled with stories dis-
cussing other potential disease problems such as Avian Flu, cholera, and yellow fever.
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What To Do About the Flu (and Other Illness Outbreaks)?



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 
agreement that will allow you to effectively and 
cost effectively reach your most important audi-
ences. 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:
20,000

Budget:
$1,000,000+

Annual duration:
2 days

Number of volunteers:
50

Number of staff:
8 Full Time
153 Part Time

When established:
2003

Major revenue sources by percent:
Ticket Sales ...................................... 44%
Sponsorships ................................... 26%
Concessions .................................... 19%
Vendor Booths ....................................9%
Merchandising ....................................2%

Major expenses by percent:
Entertainment ....................................47%
Operations ........................................ 18%
Staffi ng .............................................. 15%
Marketing .............................................7%
Production ...........................................7%
Other .....................................................6%

Type of governance:
For Profi t Business

CONTACT INFORMATION:
Kevin Koziol
Vice President of Operations
Arizona Event Company
7542 E. Camel Back Road 
Scottsdale, AZ 8525, U.S.A.
Phone: 480-663-0700
Fax: 480-663-0718
Email: Kevin@solutionsaz.com
Website: www.tempemusicfestival.com

Brief history: The Circle K Tempe 
Music Festival is Arizona’s pre-
miere multi-sensory music festival.
For the past two years, the event 
was voted “Arizona’s Best Annual 
Music Festival” by the readers 
of azcentral.com, home of The 
Arizona Republic. Each year, Circle 
K Tempe Music Festival provides 
“more than music” with interac-
tive sponsor displays, extreme 
sports demonstrations, exciting 
kids’ activities and much more. 

Each spring the festival spans 
two days in Tempe Beach Park, 
located within walking distance 
of Arizona State University’s 
main campus. With three stages 
of non-stop music, the Circle K 
Tempe Music Festival has had 
the privilege of hosting national 
acts such as Kid Rock, 3 Doors 
Down, All American Rejects, 
Fergie, My Chemical Romance, 
Puddle of Mudd, The Fray, O.A.R., 
The Gin Blossoms, Jeff Beck, 
John Mayer Trio, Live, Blues 
Traveler and many, many more. 
Another unique feature includes 
the Emerging Artists Stage which 

showcases up-and-coming local 
and regional bands. Great music 
combined with Arizona’s beautiful 
spring weather and a multitude of 
festival activities makes the Circle 
K Tempe Music Festival a highly 
anticipated annual event for the 
Tempe community and statewide.

Entertainment Solutions has 
been the proud producer of the 
Circle K Tempe Music Festival 
since its inception in 2003. 

Other Fun Facts: 
• 2 stages
• 21 bands
• 20,067 music fans
• 400+ kegs of beer sold
• $340,000+ raised for UCP of 

Central Arizona
• $2,000 donated to local music 

programs
• 22 instruments collected for the 

Ear Candy Charity
• 1,783 ATM transactions worth 

$119,200
• 900 meals served to staff
• 2,000+ labor hours to build, 

execute and tear-down
• 161 staff and crew members.

Tempe Music Festival

mailto:Kevin@solutionsaz.com
http://www.tempemusicfestival.com
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THE PROFESSIONAL PITSTOP
FOR THOSE WHO INTEND 
TO WIN THE RACE…
the 54th Annual 
International Festivals 
& Events Association 
Convention & Expo

THE WORLD HAS CHANGED
Like a race car at the Indianapolis 500 as it streaks by 

the grandstands in a blur, in the blink of an eye it seems 
as if the whole world has changed. 

Practices that worked yesterday no longer apply; What 
was a benefit may now be an albatross; Last year’s suc-
cessful marketing and incentive events are this year’s pub-
lic relations nightmares; We’ve learned that the biggest 
event can be stopped by something as small as a germ; 
And once strong partners are caught up in their own long-
term survival efforts.

On the other hand, for those able to adapt quickly to 
change and help provide solutions for others, the oppor-
tunity for new “Blue Ocean” strategies may be greater 
than ever before. In a world filled with negative news and 
unpredictable responses, festivals and community events 
provide a much-needed sense of normalcy that has never 
been more important. While some luxury travel has been 
curtailed, “staycations” are resulting in increased local 
attendances at events; and our short-term financial stress-

es may actually bring about some much needed long-
term security.

In truth, the race hasn’t changed, but the course cer-
tainly has, with new twists and turns that require us to be 
at our very best everyday. Understanding the power of 
social media; protecting against the changing sponsorship 
environment; ensuring environmental responsibility; rede-
fining economic and social impact to financially strapped 
municipalities; programming to serve the changing face 
of our communities; knowing how to maximize struggling 
traditional media sources; adjusting for volunteer forces 
impacted by unemployment trends; motivating resource-
strapped event teams; and the list goes on. Never in our 
lifetimes have the challenges seemed so deep. 

LADIES AND GENTLEMEN…
RE-START YOUR ENGINES!

In the toughest races, it is the teams and drivers who 
know when it is time to refuel, to reassess their position 
and make critical tune-ups, and to retool for the future who 
will ultimately cross the finish line ahead of the rest of the 
pack and be ready for the next race. The teams who don’t 
see problems, but instead see tests that only make us 
all stronger. 

Today’s new challenges and demands have provided us 
all with an important caution flag and the opportunity for 



IFEA photos provided by Andrew Rafkind, Andrew Rafkind Photography. The photos of the Indianapolis 500 were provided by the Indianapolis Motor Speedway.

a professional pit stop 
that will allow our industry to not only 
hold our position, but to move up in the field. 

To remain a leader in this new race, we will all need a 
reliable and trusted team that can provide us with new tools, 
new ideas, new information, new creativity, new resources, and 
a powerful professional network concerned with helping us to 
win on whatever course we may be faced with.  A team that has 
your back at every turn.

Welcome to the IFEA - The Premiere Association Supporting and 
Enabling Event Professionals Worldwide. Our team is here for you.

EA photos provided by Andrew Rafkind, Andrew Rafkind Photography. The photos of 

DRIVER SUMMARY:

Race Dates – September 21-25 (pre-qualifying Sept. 21 & 22)

Location – Indianapolis, Indiana (Racing Capital of the World)

Field Makeup – The Top Drivers and Teams from every Global Region (staff, boards, sponsors, 
volunteers, suppliers, other key partners)

Tools Available On Site – Professional peers – large and small; sponsors; event suppliers; industry 
experts; media; educators; volunteers; board members; tourism agencies; municipalities; allied asso-
ciations; and more.

Race Rating - The top networking and professional education event in our field.

Recommendation – Cannot afford to miss, especially given current market challenges.
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Sponsorship/Revenues
• Bailouts & Politics: The Effect on Sponsorship and What 

it Means to You
• Sponsorship Power Tools: Audience Research Surveys 

and Post Event Reports 
• Sponsorship Success 2010: The New World Issues
• Mobile Marketing Partnerships: Best Practices to 

Maximize Revenue and Deliver the Goods
• Maximizing Merchandise Programs
• Deposit or Withdrawal: The New World of Bank 

Sponsorships
• Shopping for Successful Grocery Sponsorships
• What You Need to Know about Grant Funding vs. 

Sponsorship
• The Case for Investing in Sponsorship Activation
• The Return of Corporate Social Responsibility to 

Sponsorship
• Protecting the Health of Your Sponsorships
• Strengthening Non-Sponsorship Revenue Streams

Technology, Creativity and Innovation
• Social Media Marketing: Understanding the Landscape, 

Benefits and Challenges
• Microsoft Outlook Tips, Tricks and Shortcuts: Using 

Outlook Like Bill Gates Does
• Leveraging the Internet to Market Your Event: An Event-

centric Focus on Search Engines

• How to Improve Sponsor Service through Your Web Site
• Keeping Your Fans Happy Over the Long Haul
• Festival Design Studio™ (Workshop): Creating the 

Perfect Event
• Edutainment in Festival Programming

Operations
• Freedom of Speech: Maneuvering the Minefield of 

Politics, Religion and Causes at Events
• Mining Gold: Industry Interns and Educational Institution 

Partners
• Inside Perspective: The (Indianapolis) 500 Festival
• How to Turn Volunteers into Your Fan Club
• Proper Reaction: Preparing, Protecting and Responding 

to Health Scares and Security Concerns
• Growing a ‘Green’ Program at the Pasadena 

Tournament of Roses
• Risk Assessment: Knowing What to Insure Against
• Creating an On-Site Finance Program
• Don’t Rain on My Parade: The New Challenges and 

Opportunities Facing Parade Producers

Marketing, Branding and Media Relations
• PR/Promotional Writing Workshop
• Protecting Tourism in the New World
• What to Expect as Newspapers Struggle: The Impact 

on Event Partnerships

For 54 years the IFEA has provided the very best in professional education and that tradition continues in Indianapolis. The IFEA 
prides itself on providing up to 90% new topics and speakers each year, insuring that attendees at all levels - first-timers and 
repeat attendees, new to the industry or seasoned professional - can all find the answers and creative new ideas that they are 
looking for. A sampling of this year’s topics, presented by the top leaders in our industry, include*, among others: (* subject to change)

PROFESSIONAL EDUCATION



(Note: All training session topics and presenters are subject to change.)

• Building a Comfort Level with the Media
• The Importance of Image and Branding
• The Power of Events to Promote Destinations

Leadership & Management
• Master of the (Olympic) Ceremonies
• Industry Compass: A Look at Global Trends, Issues and 

Opportunities
• Lead Your Team; Don’t Just Manage the Process
• Festivals & The Arts: Defining Hidden DNA Ties and 

New Opportunities
• Ensuring Community Value During Turbulent Times
• What does it Mean to be ‘Green’?
• Trust and Communications are Economic Stimulus Tools
• Keeping Your Staff Motivated during Challenging Times
• Bringing the World’s Youth Together thru Sports
• Trends & Forecasts on the Entertainment Front
• Track Record: Behind the Wheel with the President & 

COO of the Indianapolis Motor Speedway

Speakers and session leaders at this year’s convention 
include many of the top professionals and internationally rec-
ognized industry organizations in the world, including*, among 
others: (*subject to change)

• Spectak Productions
• IEG
• Walt Disney
• Indianapolis Motor Speedway
• Festival Media Corporation
• (Indianapolis) 500 Festival
• Kentucky Derby Festival

• MusicforAll, Inc.
• Pasadena Tournament of Roses
• Singapore Sports Council
• Haas & Wilkerson Insurance
• Bower & Company
• Macy*s Thanksgiving Day Parade
• Canada’s National Capital Commission
• The Indianapolis Star
• Philadelphia Flower Show
• One America Financial Partners, Inc.
• Finish Line
• National Cherry Festival
• MainGate
• Chase Bank
• Lilly Foundation
• Indiana Pacers
• Creative Strategies Group
• Alleer Training & Consulting
• Anthem Blue Cross and Blue Shield
• National Endowment for the Arts
• Hawaii Tourism Authority
• Edinburgh Fringe Festival
• Department of Homeland Security
• Edgeworks Group
• Straub Brewery
• Newport Harbor Corporation
• Pennsylvania Department of Community & Economic 

Development, Cultural and Heritage Tourism Program 
• Live Nation
• Indianapolis CVB
• …and More



“AFFINITY GROUP” SESSIONS 
IFEA convention attendees have a unique opportunity to share “com-

mon ground” with your professional peers, while discussing current 
trends and issues during our popular “Affinity Group” Sessions, includ-
ing those for:

Bring your questions and your input to these open and valuable 
exchange sessions. (Wednesday, September 23rd, 2:00-3:45pm)

WORKSHOP, PANEL AND ROUNDTABLE SESSIONS
In addition to our regular breakout presentations, for those looking for 

a little more “hands-on” participation, some educational sessions are 
geared to a workshop format, while others provide the valuable back 
and forth insights provided by the multiple expert participants of a panel 
session, and still others the more direct and personal conversations of a 
roundtable format. The answers, in any format, are waiting.

SPECIALIZED TRAININGSPECIALIZED TRAININGSPECIALIZED TRAININGSPECIALIZED TRAINING

• CEO’s 
• Sponsorship
• Municipalities/Tourism 

Agencies 
• Arts Events 

• Parades 
• Flower & Garden Events 
• Event Education
• Volunteer Programs
• Food & Beverage Programs. 

Workshops
• PR/Promotional Writing 
• Festival Design Studio™- 

Creating the Perfect Event

Panel Sessions
• Industry Compass: A Look at 

Global Trends, Issues, and 
Opportunities

• Protecting Tourism in the New 
World

• Mining Gold: Industry Interns 
and Educational Institution 
Partnerships

• Sponsorship Success 2010: 
The New World Issues. 

Roundtable Sessions
• Roundtable Topics will be 

available on-line at www.ifea.
com as they are finalized 
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FOLLOW A SPECIFIC TRAINING TRACK
The IFEA Convention & Expo is a great place to train staff, board, key 

volunteers and others associated with your event, bringing them quickly 
up to speed in an unparalleled atmosphere of professional motivation. 
IFEA presenters and topics represent the cutting edge in our industry. 

Many times, an event or attendee are interested specifically in focusing 
on a more tailored topical track. The IFEA can help you to do that. Simply 
pick a topical track from the following: 

The convention program book will handle it from there, with a special 
section identifying specific sessions associated with each track. If desired, 
attendees may get their session attendance verified by the session Officer-
of-the-Day and receive a Certificate of Completion for a specific track(s) at 
the conclusion of the convention. Or, for a good overview of many areas, 
simply choose on your own from the ala carte schedule of topics.

• Sponsorship/Revenue
• Media/Marketing
• Operations
• Management/Human Resources

• Creativity/Technology
• Leadership/International 

Perspectives



Sponsored by K&K Insurance, the IFEA’s Certified Festival & Event 
Executive (CFEE) professional certification classes will be held on 
Monday, September 21st and Tuesday, September 22nd, prior to the offi-
cial start of the convention. CFEE classes are taught by leading profes-
sionals in our field and are a required component toward the achievement 
of professional certification, but are open to all who desire to attend.

The full-day sessions include the following:

• Sponsorship/Sponsor Service, presented by Bruce Erley, 
APR, President/CEO of Creative Strategies Group (Monday, 
September 21st)

 Over the past generation the sponsorship of festivals and special 
events has evolved from the quasi-donation of money by a local busi-
ness to a sophisticated marketing relationship involving the exchange 
of mutual value. The development of a comprehensive sponsorship 
plan and successful fulfillment program involves the coordination of 
numerous details and the working knowledge of a variety of factors. 
This area of instruction is designed to provide information about the 
fundamentals of sponsorship.

• Marketing/Media Relations, presented by Penny Reeh, Owner, Indigo 
Resource Group; Associate Director of Business Development 
and U.S. Region 3 Director, IFEA (Tuesday, September 22nd)

 A strong marketing vision, direction, and ultimately a plan is essential in 
the successful promotion of any company’s products or services. This 
area of instruction is designed to look at and provide an overview of mar-
keting and media relations and specifically how these functions can be 
used to the unique needs of the festival and special events industry.

PROFESSIONAL CERTIFICATION CLASSES
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Note: For a full class synopsis or overview of CFEE program requirements go to www.ifea.com.

http://www.ifea.com


Advanced Professional Classes are designed for those 
industry leaders looking for more in-depth topical informa-
tion and continued professional education. The Advanced 
Professional Classes also count toward certain requirements 
for those working to obtain or needing to recertify their CFEE 
designation. New in 2009, we will be offering two Advanced 
Professional Classes, with one each scheduled for Monday, 
September 21st and Tuesday, September 22nd. 
This year’s topics include the following:

• “The Zero Waste Community Event,” presented by 
Jo-Anne St. Goddard, Executive Director, Recycling 
Council of Ontario. Globalization has taught us just 
how connected our actions really are. An increased 
global focus on protecting our planet and our com-
munities has resulted in many “green” efforts; but 
what does “green” really mean when it comes to festivals and events? Come learn how you can begin work-
ing toward a “zero waste” community event, setting the example for others to follow and opening yourself up to 
new opportunities for sponsorship, community accolades and support that you may not have recognized before. 
  All those attending will be given copies of the new “Zero Waste Community Event Toolkit”, designed especially for festivals 
and events and the municipalities that host them. The Toolkit identifies and addresses best practices, samples of vendor 
and waste hauler agreements, sponsorship agreements, communication materials, sample policies and more. (Monday, :
September 21st)

• “Fully Connected: Maximizing Your Use of the Latest Online Social Media and Internet Technology,” pre-
sented by Carla Lowe Pendergraft, Carla Lowe Associates. Feeling a little overwhelmed trying to make sense of all 
the tech speak going on around you? Wondering what’s real and what’s a fad? Where to spend your time and resources 
to get the highest ROI from your efforts? This valuable and timely seminar will provide an in-depth overview of the 
“online marketing landscape”, including Web Sites (with live analysis of participant sites), Search Engine Optimization, 
Facebook, MySpace, Blogging, Wikis, Twitter, Podcasts, LinkedIn, YouTube and others, plus how to use them correctly 
and efficiently to get the most exposure for your event/organization. (Tuesday, September 22nd)

ADVANCED PROFESSIONAL CLASSES



The 54th Annual IFEA Convention & Expo will provide many special 
opportunities to recognize the outstanding achievements of friends 
and peers.

IFEA HALL OF FAME AWARDS LUNCHEON
The IFEA Hall of Fame Awards Luncheon, sponsored by Kaliff 

Insurance, continues to serve as an inspiration to us all, 
as we pause to pay tribute to the people who have made/
make our industry great. Join us as we:
• Recognize our 2009 CFEE Graduates
• Award the IFEA / Zambelli Fireworks Internationale Volunteer of 

the Year Award, recognizing the contribution of all volunteers to 
the success of our events

• Award the IFEA / Festival Media Corporation Sponsorship 
Success Award, recognizing excellence in sponsorship programs, 
service, follow-up and success 

• Pay tribute to the 2009 IFEA Hall of Fame Inductee(s), the highest 
honor bestowed in our field, in acknowledgment of the tremendous 
dedication to and impact on the festivals and events industry by these 
special individuals.

IFEA/HAAS & WILKERSON PINNACLE AWARDS PRESENTATION
The Academy Awards Ceremony for the festivals and events indus-

try, the presentation of the coveted IFEA/Haas & Wilkerson Pinnacle 
Awards, sponsored by Haas & Wilkerson Insurance, is the most 
anticipated event of the year. Capping off our first full day of conven-
tion activities, you won’t want to miss this unopposed special event 
recognizing the very best efforts in the areas of marketing, creativity 
and programming from around the world. Will your event be coming 
forward as we hear, “And the Pinnacle Award goes to…”?

CELEBRATING SUCCESS & ACHIEVEMENT

Zambelli Fireworks 
  Internationale

http://www.kaliff.com/


One of the best parts of any professional convention is the chance 
to spend some dedicated time with friends and peers, reconnecting, 
looking ahead, planning that next great idea, or just sharing a laugh. 
The IFEA 54th Annual Convention & Expo provides plenty of opportu-
nities for those special informal gatherings.

“CONNECTIONS INTERNATIONAL CAFÉ”
“Connections International Café” is open every day throughout the 

convention, providing coffee and a relaxing atmosphere conducive to 
doing business one-on-one or simply catching up. Promoting human 
connections, not cyber ones, this comfortable venue is always a popular 
hang-out, providing daily schedule updates and announcements, job post-
ings, member marketing materials and above all, a chance to renew those 
connections that are so important to everyone’s success.

dfest™/DIXIE FLAG EVENT SERVICES TEAM HOSPITALITY 
SUITE

The dfest™/Dixie Flag Event Services Team Hospitality Suite, spon-
sored by long-time IFEA supporter dfest, is as much a part of the IFEA 
Convention as the sessions. Beginning the first night through to the last 
day, the dfest™/Dixie Flag Event Services Team welcomes convention 
attendees each evening for a time to unwind, relax and connect outside 
of scheduled sessions and functions. Historically, the dfest™/Dixie Flag 
Event Services Team Hospitality Suite has become known as the hub of 
the IFEA’s convention networking system.

INFORMAL GATHERINGSINFORMAL GATHERINGSINFORMAL GATHERINGSINFORMAL GATHERINGS

www.dixieflag.com


ONE-ON-ONE OPPORTUNITIES
The 54th Annual IFEA Convention & Expo offers all attendees the 

unique opportunity, in one place and at one time, to be exposed to such 
IFEA members and industry icons as those representing the Walt Disney 
Co., the Pasadena Tournament of Roses, the Macy*s Thanksgiving Day 
Parade, Canada’s Winterlude, the Beijing Festival & Events Culture 
Development Center, the Kentucky Derby Festival, IEG, Rotterdam 
Festivals, Macon Georgia’s International Cherry Blossom Festival, the 
City of Belfast, the Alamo Bowl, Brazil’s Carnival of Rio, Herschend 
Family Entertainment, the Portland Rose Festival, the Edinburgh Fringe 
Festival, Las Vegas Events, Memphis in May International Festival, 
the Singapore Sports Council/2010 IOC Youth Olympic Games, 
the Philadelphia Flower Show, the Olympic Games, the Gilroy Garlic 
Festival, the Dubai Desert Rock Festival, the Hawaii Tourism Authority, 
Australia’s Wintersun Festival, Fiesta San Antonio, the (Indianapolis) 500 
Festival, Alaska’s Iditarod, the Cherry Creek Arts Festival, Hot August 
Nights, South Korea’s Boryeong Mud Festival, SunFest of Palm Beach 
County and other festival & event directors from North America, Europe, 
Australia, Asia, the Middle East, Latin America, Africa and more. Start 
building and adding to your professional network today.

INFORMAL GATHERINGS



Twenty one years ago IFEA members voted to include and recog-
nize suppliers and vendors to our industry as full members, with no 
differences in voting rights or benefits. This important step formally 
recognized what everyone already knew…that the suppliers and ven-
dors who support our industry are a critical part of our successes.

Today, the IFEA Expo trade show is one of the most important 
components of our convention, historically bringing the best suppliers 
together with the best events, resulting in new ideas that benefit every-
one. Unopposed by any other sessions, so that you can spend your 
time effectively exploring and interacting with the unlimited creativity 
and possibilities that await inside, the IFEA Expo is your key to future 
success and inspiration. 

The largest trade show in our industry geared specifically to festival 
and event decision-makers, features the most creative ideas, products 
and services for all things imaginable, including: merchandise, insur-
ance, giant parade inflatables, parade floats, children’s performers, 
food and beverage products, fencing, sponsor gifts, decorations, 
security, fireworks, lasers, university programs, face-painting, sand 
sculptures, portable restrooms, bleachers, entertainment and attrac-
tions, ticket control, confetti cannons, generators, tents, awards, 
radios, printing needs, sponsorship software and services; credit 
card services, photography, publications, costumed mascots, staging, 
lights and sound, and much, much, more; usually at special conven-
tion pricing!

IFEA EXPO: WHERE NEW IDEAS ARE BORNIFEA EXPO: WHERE NEW IDEAS ARE BORNIFEA EXPO: WHERE NEW IDEAS ARE BORNIFEA EXPO WHERE NEW IDEAS ARE BORN



OPENING RECEPTION 
From start to finish, a visit to Indianapolis is sure to provide a memo-

rable experience and a warm welcome from everyone you meet, starting 
out with our special Opening Night Reception, sponsored by the 500 
Festival (Tuesday, September 22nd). Representatives from the 500 
Festival and the City of Indianapolis will provide a personal welcome to 
IFEA attendees on behalf of their professional community colleagues 
and partners at the NFL Super Bowl Champion Indianapolis Colts; the 
NBA’s Indiana Pacers; college sport’s NCAA; the 2012 Super Bowl 
Organizing Committee; the Indianapolis 500; NASCAR’s Brickyard 
400; and the many world-class festivals and events that make their city 
one of the most livable and exciting anywhere. 

Be sure to join us for a fun evening connecting with old friends and 
new from around the world!

CONVENTION OPENING AND KEYNOTE SPEAKER
The energy and creativity officially begins to flow on Wednesday 

morning (September 23rd) with our 54th Annual Convention Opening
and our special Keynote Presentation:

“Master of the Ceremonies: An Eventful Life” 
– Ric Birch, President & CEO, Spectak Productions

Ever imagined where you’d begin if your creativity had to come in 
Olympic proportions? Come spend a fascinating and rare “behind-the-
scenes” morning with Ric Birch, unrivalled master of special events, 
Producer/Director/Artistic Advisor for the Olympic Opening and Closing 
Ceremonies in Los Angeles (1984), Barcelona (1992), Sydney (2000), 
Torino (2006) and Beijing (2008); the XIIth Commonwealth Games 
(Australia); Brisbane World Expo (Australia); Singapore Silver Jubilee 
(Singapore); Paralympic Games (Spain); Olympic Flag Handover (Atlanta); 

SOCIAL EVENTS AND KEYNOTE SPEAKER



Sydney Harbor Millennium New Years Eve Celebration (Australia); 
Paralympic Games (Italy); and Mexican Independence Day Celebration 
(Mexico City – September 15th, 2009), among many others. 

FREE EVENING IN INDIANAPOLIS
Wednesday evening is free for attendees to enjoy the Indianapolis 

downtown scene while networking with your professional peers. A 
plethora of restaurants, entertainment, shopping and perhaps a few 
other surprises are calling your name. 

IFEA FOUNDATION NIGHT at the INDIANAPOLIS MOTOR 
SPEEDWAY HALL OF FAME

On Thursday night (September 24th) the IFEA Educational Foundation 
encourages everyone to join them, together with Joie Chitwood, President 
& Chief Operating Officer of the Indianapolis Motor Speedway, for a 
private evening at the Indianapolis Motor Speedway Hall of Fame 
Museum and the annual IFEA Foundation Night Party & Auction*, 
including food, fun, racing memories and networking opportunities. 

The IFEA Foundation plays an important role in helping us to fulfill 
our educational goals and mission and the IFEA Foundation Auction 
allows you to be a part of that support, with a unique opportunity to 
bid on one-of-a-kind, untouchable packages, including travel, products, 
services, VIP Event Experience opportunities, and much more. It’s your 
chance to get some great bargains while supporting a great cause! So 
rev up your engines and your bids at this special party. 

Note: The IFEA Foundation encourages you and/or your event/orga-
nization to donate a special item, experience, travel opportunity, or prod-
uct/service package to be included in the IFEA Foundation Auction. Help 
support the future of our industry along with your professional peers from 
around the world. For more information call 208-433-0950 and talk to any 
IFEA staff member or go to http://www.ifea.com/Foundation/auction.htm.

http://www.ifea.com/Foundation/auction.htm


NO HIGHER VALUE
There is no higher value available in our industry today than the 

IFEA Convention & Expo. Convention registration provides you with 
the following benefits: All Educational, Roundtable and Affinity Group 
sessions; the IFEA Expo; the IFEA Hall of Fame Awards Luncheon; 
the IFEA/Haas & Wilkerson Pinnacle Awards; social and networking 
opportunities; the Opening Night Reception; the Dixie Flag Hospitality 
Suite; Connections International Café; Expo lunches; Coffee Breaks; 
Convention Program Book; Session Handouts; and much more.

Note: Professional Certification (CFEE) and Advanced Professional 
classes are optional and require a separate registration. The IFEA 
Foundation Night Party & Auction are also optional and require a sepa-
rate ticket. For those interested in attending any of these, simply fill out 
the appropriate spaces on your registration form.

Who Will You Meet at the IFEA Convention?
• Seasoned Festival & Event Professionals
• Those New to the Festivals & Events Industry 
• Festival & Event Board Members 
• Key Volunteers
• Festival & Event Sponsors/Sponsorship Agencies
• Suppliers to the Festivals & Events Industry
     Industry Consultants
• Representatives of Municipalities, CVBs, Chambers of Commerce
• Educational Institutions/Faculty/Students
• Media Representatives
• Representatives from Allied Associations
• Professional Peers from Around the World
• Anyone with an Interest in the Festivals & Events Field
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We are so sure 
you will return home from the 

IFEA 54th Annual Convention & Expo 
with at least one idea, approach, relation-

ship, or renewed energy and enthusiasm, that 
is worth at least the value of attending (and you 

actually did attend), that we are willing to guaran-
tee a return on your investment. If not, you can 
write to us (with a “cc” to your board) explain-

ing how you did not receive a return on 
your investment and we will refund 

your full registration fee.



Scholarships
The IFEA Educational Foundation offers a limited number of 
IFEA Convention Scholarships to qualifying IFEA members. 
For more information and application forms please go to 
www.ifea.com/Foundation. 

First-Timer’s Orientation
On Tuesday evening before the convention's official open-

ing reception, the IFEA welcomes our first-time attendees 
with a valuable networking opportunity and session, offering 
tips and advice on how to maximize your convention experi-
ence, keys for successful networking, and an opportunity to 
meet the IFEA staff and board members. We look forward to 
personally welcoming all first-timers to the IFEA Convention 
and helping you to form new friendships as you begin build-
ing your IFEA network.
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7:00 a.m.

9:00 p.m.

8:00 p.m.

8:30 p.m.
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6:30 p.m.

6:00 p.m.

5:30 p.m.

5:00 p.m.

4:30 p.m.

4:00 p.m.

3:30 p.m.

3:00 p.m.

2:30 p.m.

2:00 p.m.

1:30 p.m.

1:00 p.m.

12:30 p.m.

12:00 p.m.

11:30 a.m.

11:00 a.m.

10:30 a.m.

10:00 a.m.

9:30 a.m.

9:00 a.m.

8:00 a.m.

7:30 a.m.

9:30 p.m.

7:00 p.m.

10:00 p.m.

10:30 p.m.

8:30 a.m.

IFEA/Haas & Wilkerson Pinnacle 
Awards Presentation

Affinity Group 
“Common Ground” 

Discussions

TIME MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY

54th Annual Convention & Expo Experience - Schedule At-A-Glance

CFEE Breakfast

CFEE Lunch

Attendee
Free Evening

Combined Training Groups 
Continental Breakfast

Combined Training Groups Lunch

“Ideas in the Round”
Roundtable Sessions

Convention Opening Reception

Convention Opening 
and Keynote 

Speaker

IFEA 
Hall of Fame

Awards Luncheon

Educational Sessions

Educational Sessions

IFEA Foundation 
Night Party & Auction 

 
(Separate Ticket Required)

Educational Sessions

Educational Sessions

dfest™ Hospitality Suitedfest™ Hospitality Suite dfest™ Hospitality Suitedfest™ Hospitality Suite

Free Evening

First -Timers Welcome

Keys to Successful Networking

EXPO Vendor Orientation

Free Evening

IFEA Expo Trade Show
and Light Lunch

Closing Session 
& Speaker

IFEA Expo Trade Show
and Lunch

Sponsorship Success 2010

CFEE & Advanced 
Professional Training

CFEE & Advanced 
Professional Training

CFEE & Advanced 
Professional Training

CFEE & Advanced 
Professional Training

Note: While the actual IFEA Convention officially begins on Tuesday afternoon 
and evening with our Roundtable sessions and Opening Reception, the week 
begins with two days of advanced education and professional certification class-
es as described below. These classes require a separate registration and fee.

* Connections Cafe is open all day during the convention Education Networking/Social



HOTEL INFORMATION: The Indianapolis Marriott Downtown in the 
heart of Indianapolis, Indiana will serve as the headquarters for the IFEA An-
nual Convention. By staying at the IFEA designated hotel, you help us 
to keep our other convention costs down. For hotel reservation informa-
tion, go to: www.ifea.com and select the 54th Annual Convention button 
on the front page for more information. Once registered, you will receive an 
email confirmation of your paid convention registration which will include 
general information for planning your itinerary. 

1. AFFILIATION Please submit one form for each attendee, payment may be combined. 

Organization: ______________________________________________________________________________________________________________   
Name:  ____________________________________________________________________________________________________________________    
Position Title: _________________________________________________________  First IFEA Convention      Yes       No  
Address:  __________________________________________________________________________________________________________________  
City, State/Province, Zip Code:  __________________________________________  Country:  ___________________________________________  
Phone: _______________________________________________________________  E-mail:  _____________________________________________  
• For membership information please contact Beth Petersen at beth@ifea.com or 208-433-0950 ext. 816. 

2. REGISTRATION FEES Please submit all monies in U.S. Dollars ONLY! 
  IFEA Member  Non-Member  
Special earlybird rate (by August 26th, 2009)   $695   $895  $ ____________________
1st attendee rate after August 26th, 2009   $795   $995  $ ____________________
2nd, 3rd, 4th attendee (same organization)  Qty. _____ x  $595 each  $795 each $ ____________________
  Please complete separate registration form for each
5 or more delegates from the same organization  
  Please contact the IFEA for Group Pricing
Full Time Student (school ID required)
  Qualified Volunteer (contact IFEA for requirements)   $345  $545 $ ____________________
Spouse/Guest (social activities only)         $345   $545  $ ____________________
REGISTRATION FEES INCLUDE:  All Educational Sessions beginning Tuesday afternoon; Opening Reception; IFEA Hall of Fame Awards Luncheon; 
IFEA/Haas & Wilkerson Pinnacle Awards Ceremony; Expo & Lunch; Coffee Breaks and Hospitality Suite.  

3. I AM APPLYING FOR IFEA FOUNDATION SCHOLARSHIP SUPPORT  

 Yes      No     If I do not receive support please charge as indicated above.  

4. ADDITIONAL FEES: PRE-CONVENTION SESSIONS & OPTIONAL IFEA FOUNDATION FUNCTIONS Seminars and speakers subject to change. 

CFEE Seminar Day 1 (includes lunch) Mon., Sept. 21st:  
Sponsorship/Sponsor Service  $195  $335 $____________________
CFEE Seminar Day 2 (includes lunch) Tue., Sept. 22nd:  
Marketing/Media Relations  $195  $335 $____________________
CFEE (enrollment fee)  $200  $350 $____________________   
Final CFEE (certification fee)  $250  $350 $____________________   
Advanced Professionals Seminar (includes lunch) Mon., Sept. 21st:
The Zero Waste Community Event  $195  $335 $____________________   
Advanced Professionals Seminar (includes lunch) Tue., Sept. 22nd:
Fully Connected: Maximizing Your Use of the 
Latest Online Social Media and Internet Technology  $195  $335 $ ____________________  
  
IFEA Foundation Night Party and Auction Thur., Sept. 24th  $95  $95 $____________________   
For more info about Foundation scholarships and events call 208-433-0950 or go to www.ifea.com and click on Convention & Expo for an application form. 

5. IFEA 54th Annual Convention & Expo Collectors Lapel Pin  

Purchase your IFEA 54th Annual Convention Collectors Lapel Pin Qty. _____ x  $10  $10 $ __________________  
  
  TOTAL amount enclosed: $ __________________  6. PAYMENT 

Your registration form CANNOT be processed until payment is received.  Cancellation Policy:  There will be a cancellation fee of $150 through 
August 20th, 2009.  After August 20th, 2009, we regret that cancellations cannot be accepted and no refunds will be provided.  Please contact 
Bette Monteith for questions or cancellations (bette@ifea.com or call 208-433-0950, Ext. 812).
  
Select method of payment:       Check (make check 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)

Fax: +1-208-433-9812 • Mail: 2603 W. Eastover Terrace, Boise, ID 83706, U.S.A. • Phone: +1-208-433-0950

http://www.ifea.com
mailto:beth@ifea.com
http://www.ifea.com
mailto:bette@ifea.com


2603 W. Eastover Terrace • Boise, ID 83706
phone: +1-208-433-0950 • fax: +1-208-433-9812

Association Partners

lnternational Festivals & Events Association

http://www.festmedia.com
http://www.hwins.com/HTML/Body.html


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
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How to Improve Your Event’s 
Financial Reporting Through 

QuickBooks 
              Class Trackingby Shelly Harris

If your organization is anything like 
ours, you produce more than one event 
per year which contributes to confusing 
fi nancial statements, diffi cult budgeting 
and challenging reporting. Considering 
the popularity of Intuit’s QuickBooks, 
many of you probably have the tools 
already to improve your organizations 
reporting already in place – you just need 
to know how to utilize them. QuickBooks 
has a terrifi c tracking system built in to 
the software which I fi nd very few people 
have understood enough to properly 
execute. In this article we will go through 
the steps to “turn on” class tracking and 
how to use it to your advantage.

First we begin with some basic account-
ing terms: your “Chart of Accounts” is the 
foundation on which your organization’s 
reports are built upon. Your chart of ac-
counts is the different types of accounts 
that you want to track. You should keep 
your system as simple as possible (you 
may use numbers but I fi nd it much 
easier to just use names, such as postage, 
rent, equipment rental, marketing, etc.) 
Here are the different types of accounts: 

Assets
These are items with a minimum cost 

(typically $500) that you have the ability 
to sell to generate cash. Furniture, auto-
mobiles, computer equipment, and land 
are examples of fi xed assets. 

Liabilities
Liabilities are funds your organization 

owes. For example, you sign a contract 
for an entertainer for $50,000. When 
you sign the contract, you may want to 
“book” the obligation as a liability.

Overhead Costs or Expenses
Overhead Costs, or Expenses, are fi xed 

costs you have regardless of which event 
you are producing, such as rent, cellular 
phone, insurance, and utilities.

Other Income
Other Income is income you earn that 

has nothing to do with your event in-
come, such as interest earned on a money 
market account.

Note: To get the most out of this article, you will want to be at your computer with your QuickBooks open while you read.
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Keep in mind that your chart of ac-
counts should include whatever items 
you want to recall in your fi nancial state-
ments later.

Once you’ve fi ne tuned your chart of 
accounts, it’s time to set up your “Class 
List.” Your classes are the way you classify 
your transactions to breakdown your 
events. You may create a separate class for 
each of your events. For example, your 
organization produces quarterly events: 
Winter Wonderland; Spring Splendor, 
Summer Siesta and Fall Solstice. You may 
create a separate class for each of these 
events. At the end of each event, you 
would be able to create a profi t and loss 
statement for each event. Additionally, 
you may use subclasses if you want to 
track events within an event, such as a 5K 
or parade. This is what your class list may 
look like:
Fall Solstice

• Corn Festival
• Scarecrow Contest
• Beer Garden

General & Admin
Spring Splendor

• Floral Show
• 10K
• Art Fair

Summer Siesta
• Home Expo
• Sand Carving
• Farmer’s Market

Winter Wonderland
• Frigid 5K
• Frozen Parade
• Ice Carving

Account Type

Checking Bank
Accounts Receivable Accounts Receivable
Undeposited Funds Other Current Asset
Accounts Payable Accounts Payable
VISA Credit Card
Due to Shareholder Other Current Liability
Payroll Liabilities Other Current Liability
Opening Bal Equity Equity
Owner Equity Equity
Retained Earnings Equity
Art Fair Income Income
Beverage Sales Income
Booth Rental Income
Food Vendors Income
Sponsorships Income
Advertising Expense
Art Fair Judging Expense
Bank Fees Expense
Caterers Expense
Cellular Telephone Expense
Computer Equipment Expense
Continuing Education Expense
Entertainers Expense
Equipment Rental Expense
Filing Fees Expense
Gifts Expense
Insurance Expense
Market Research Expense
Meals Expense
Membership Dues Expense
Mileage Expense
Parking Expense
Payroll Expenses Expense
Postage Expense
Printing Expense
Public Relations Expense
Referral Fees Expense
Repairs & Maintenance Expense
Sanitation Units Expense
Security Expense
Software Expense
Sound & Lighting Expense
Subcontract Labor Expense
Supplies Expense
Telephone Expense
Travel Expenses Expense

Other Expense
Other Expense is an expense that has 

nothing to do with your event business, 
such as losses in your investment accounts. 

A “typical” event’s chart of accounts 
may look something like this:

You may notice a “General & Admin” 
class. Since you’ll be classifying every 
entry in your database, you need a class 
to put things like rent and telephone. Un-
less you plan to prorate these expenses 
equally amongst your events, you’ll need 
a catch all for overhead type entries. A 
general class is an effective way to help 
you calculate your overhead in case you 
participate in grant writing for your 
events. To turn on the class tracking in 
your QuickBooks, go to the Edit Prefer-
ences Menu, then click the “Use class 
tracking” preference in the Accounting 
Preferences window (Illustration 1). 
This will add a “class” fi eld to each and 
every transaction you do from enter-
ing purchase orders, writing checks and 
creating invoices. To effectively use this 
feature, you must be dedicated to classing 
each and every transaction you put in to 
QuickBooks. To assign a default class for 
all line items on a transaction, use the 
Class fi eld at the top of the transaction 
form. To assign different classes for indi-
vidual line items, use the Class column 
on the line item. 

Now that you’ve added the class fi eld 
to your transactions, you will have the 
ability to go to the Reports, Company 
& Financial, Profi t and Loss by Class to 
look at individual fi nancial statements 
per event. Make sure that there are no 
entries in an “unclassifi ed” column. (If 
there is, double-click on that entry and 
assign it a class.) You may look at them 
as a whole, or look at just one event by 
going to Modify Report, Filters, Class and 

Keep in mind that your chart of ac- You may notice a “General & Admin” 

Illustration 1
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whatever class you choose. If you want 
to see your organizations Profi t and Loss 
as a compilation, continue using the 
Reports, Company & Financial, Profi t and 
Loss YTD Comparison.

Budgeting by Class
Now that you’ve begun using classes, 

you may also set up your annual budget 
by class. Follow these steps:
1. Go to the Company menu, choose 

Planning & Budgeting, and then click 
Set Up Budgets

2. Click Create New Budget
3. Select the year and type of budget that 

you want to create
4. Select Class
5. Choose whether you want to create the 

new budget from scratch or from the 
previous year’s actual data

6. Click Finish
7. In the Set Up Budgets window, click 

the Current Class drop-down list and 
choose the class

8. Enter or modify the budget amounts and 
click Save (don’t forget this last step or 
you’ll lose everything you just entered!)

To print the budget by class reports, 
go to Reports, Company & Financial, 
Budgets, Budget vs. Actual This will 
prompt QuickBooks to ask you if you 
would like your report by “Account and 
Class” or by “Account” – choose by 
“Account and Class” and click Next (Il-
lustration 2). Then you will be asked if 
you would like your report “Account by 
Month” or “Account by Class” – choose 

by Class (Illustration 3) and click Finish. 
Now that this report is in front of you, 
you may modify it by date, by class, etc. 
If you have committee chairs that would 
like to look at just their committee’s 
activity, you may go to the left hand cor-
ner and select “Modify Report,” choose 
“Filters,” under the fi lters on the left-hand 
side scroll down and choose “Class”; 
under “Class” it says ‘the default reads 
“all classes”’; when you hit the blue arrow 
you will see the option to choose “Mul-
tiple Classes”. Now you will be able to 

whatever class you choose If you want by Class (Illustration 3) and click Fin

place a checkmark next to just the classes 
you want showing (Illustration 4).

This is a lot of information to digest 
at one time, but using class tracking in 
QuickBooks is actually quite easy and 
will thrill your committee chairs and 
board members with your ability to pull 
such detailed reports out of your data-
base with just a few minutes notice. Class 
tracking gives not only the event chair but 
the board as a whole the tools they need 
to determine which events benefi t the 
organization the most.

Shelly Harris is the part-time Execu-
tive Director of the Highland Busi-
ness Association, proud producers 
of Highland Fest in St. Paul, MN.  
Shelly is the treasurer of the St. Paul 
Festival Association, the Minnesota 
Festival & Events Association and 
the Highland Friendship Club, a local 
501(c)3 for developmentally chal-
lenged young adults.  She also owns 
her own bookkeeping business.
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R S SFeeds for Festivals
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What are RSS Feeds?
RSS stands for Really Simple Syndica-

tion, but is sometimes also referred to 
as Rich Site Summary. RSS Feeds were 
introduced as a new format for delivering 
regularly changing web content. Every 
website that has frequently changing con-
tent has a need to notify repeat visitors 
that the site has been updated. In addi-
tion, people wishing to stay informed by 
certain websites don’t necessarily want to 
have to constantly check websites to see 
if anything new has been posted. Today 
many news-related sites, web blogs and 
other online publishers, syndicate their 
content as a RSS feed. 

RSS Feeds can be recognized by their 
orange icons  or . To read an RSS 
feed, you will either need an RSS enabled 
internet browser or an RSS Reader like 
NewsGator.

Why Internet Users Like 
RSS Feeds

In a nutshell, RSS Feeds save time. 
They give the ability to subscribe to mul-
tiple websites at once while at the same 
time downloading all the new content 
from those sites in a matter of seconds. 
They eliminate the need to have to surf 
each site individually to obtain news. In 
addition, RSS Feeds offer users more pri-
vacy. Unlike some news sites, RSS Feeds 
do not require an email address 
of the subscriber.

In addition to subscribing to different 
RSS Feeds, many websites, like the BBC 
News website, allow you to subscribe 
to different feeds within their site that 
cover different interests. For example, you 
can subscribe to a news feed with only 
articles related to Glastonbury Festival.

How RSS Differs from Email
A very helpful analogy is to compare 

RSS and email with the television and 
telephone.

When you are trying to reach a large 
audience, broadcasting via the televi-
sion is a main method used. An RSS 
Feed is similar in its effect. A consumer 
likes keeping informed via the television 
as they are able to select the channels 
and constantly change what they are 
watching. Likewise, RSS Feeds users have 
total control to select the feeds they are 
interested in and switch off a feed they no 
longer wish to receive. Having your own 
RSS Feed is in a way, a bit like having 
your own TV channel. 

On the other hand, email is like 
telephone communication. In order to 
call someone, you need their telephone 
number. Similarly, to email someone, 
you need their email address. Anyone 
who has your phone number or email 
address is able to contact you at any time. 
This may be useful for those wishing to 
distribute communication to a mass audi-
ence, such as telemarketers or spammers, 
however, unlike the broadcasting via 
television or RSS Feeds, distributing news 
via phone or email doesn’t always reach 
those who want to receive your news. 
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RSS SUMMARY FOR MARKETERS
1 Getting your internet content delivered to end-users.

• E-zines, Podcasts (video or audio), etc. 100% delivery guaranteed.

2 Improving your online visibility and generating more traffi c/visitors for you.
• Improve Search Engine Rankings;
• Generate new traffi c through RSS Directories and Content Aggregators;
• Stimulate repeat visits;
• Syndicate your content through other web media;

3 Branded RSS Readers.

4 Powering your internet public relations through RSS conversations.
• Web 2.0 Comment facilities, Forums, Blogs, etc. 

5 Enhancing your web presence.
• Improve your own site by adding RSS content;
• Publish constantly fresh content;

6 Serving as an advertising platform for publishers and advertisers.

RSS Feeds have been around for more than 10 years, however they have only re-
cently become a vital part of the online marketing tools. They are a quick and easy 
way for people to get their news, with just about every news site these days having 
the ability to subscribe to RSS Feed. Most Festivals and Events today have a website 
to promote their activities, but have you taken that next step to provide an RSS Feed 
to your audience? This article will focus on how Festival and Event professionals can 
take advantage of this “new” technology.

RSS Feeds
cently beco
way for peo
the ability 
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to your aud
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Therefore the key difference between 
email and RSS Feeds is that your news is 
getting to people who actually want to 
hear your news.

RSS Feeds Have Many Uses
RSS Feeds are a free and an easy way 

to promote a website without the need 
to advertise or create complicated content 
sharing partnerships. In addition, RSS 
Feeds are Search Engine Friendly, en-
abling search engine spiders to do 
their work more effi ciently. 

As explained above, RSS Feeds are 
used by individuals that wish to keep up 
to date with your web content. They can 
be published on other websites in addi-
tion to profi les of social networks such 
as MySpace and Facebook. Additionally, 
your online fans can start publishing your 
festival’s syndicated feed on their web 
spaces which can have a huge impact 
on your websites internet traffi c. 

The more advanced RSS Feed users 
will combine RSS feeds, fi lter them 
and use the output to create new web 
content. There are a number of email 
subscription services available like Feed-
Blitz, Feedburner or Aweber that auto-
matically generate email broadcasts from 
an RSS Feed.

If you are publishing an RSS Feed, it 
does not mean you have to abandon the 
distribution of your content via email. 
In fact, RSS and email can go very well 
together. Remember, email like a tele-
phone call, is far more personal than 
an RSS Feed or TV broadcast. Email 
shall therefore always remain a valuable 
marketing tool. 

RSS SUMMARY FOR 
MARKETERS
1. Getting your internet content delivered 

to end-users
a. E-zines, Podcasts (video or audio), etc. 

100% delivery guaranteed
2. Improving your online visibility and 

generating more traffi c / visitors for you
a. Improve Search Engine Rankings
b. Generate new traffi c through RSS 

Directories and Content Aggregators
c. Stimulate repeat visits
d. Syndicate your content through 

other web media
3. Branded RSS Readers.
4. Powering your internet public relations 

through RSS conversations
a. Web 2.0 Comment facilities, Forums, 

Blogs, etc. 
5. Enhancing your web presence.

a. Improve your own site by adding 
RSS content

b. Publish constantly fresh content
6. Serve as an advertising platform for 

publishers and advertisers

How to Use RSS Feeds at 
Your Festival 

The most common use for RSS feeds 
on websites is to distribute news. If your 
festival website has a page that publishes 
news and frequently presents new articles 
or posts, that area of your website should 
have an RSS Feed. All pages, however, 
on your website that are non-static, are a 
potential candidate to have a feed. 

Like any other organization with a 
website, you could use RSS Feeds to 
distribute your newsletters, allow people 
to subscribe to a specifi c thread of Com-
ments on a certain article or subscribe 
to postings in a certain category of your 
online Forum.

There are many uses for RSS Feeds. 
The following are suggestions that 
are more specifi c to the festivals and 
events industry.

FESTIVAL PROGRAMMES
• News & Press Releases - Distrib-

ute news announcements and press 
releases about your festival. You don’t 
have to limit your publications to 
text/HTML fi les, audio and video fi les 
are also able to be distributed. Think 
messages from your CEO, Sponsors 
or artists.

• Program Changes – Information that 
was previously published but is no 
longer valid could be rectifi ed in a 
special feed. In addition, notifi cations 
regarding cancelations or changes of 
venue could also be sent via RSS.

• Podcasts & Teasers - Distribute inter-
views with artist (text, audio or video) 
as well as music and video samples 
of artists that will be playing at your 
festival. Offer your audience some 
fun online and extend the time to 
enjoy your festival outside your normal 
operating hours.

• Distribute talk-shows or self-guided-
audio-tours via RSS as an actual part 
of your festival programming. Imag-
ine festival attendees walking around 
with their own MP3-player following 
a guided audio tour at one of your art 
exhibitions.

TICKET/MERCHANDISE SALES 
& PARKING
• Sold Out? - Keep visitors and/or ticket 

agents informed about shows that are 
sold out or almost sold out.

• Special Deals - Advertise your last-
minute half-price tickets to fi ll up your 
seats.

• Visitor Numbers - Assuming you have 
a real-time system in place to check 
your visitor-numbers, you could keep 
your stakeholders up to date with this 
information. This could be particularly 
useful for events that last multiple 
days. If you don’t wish to publish exact 
numbers, you could opt for indications 
such as full capacity – busy – moder-
ately busy – not busy.

• Parking - Inform stakeholders or visi-
tors about the status of your parking 
areas directing them to the areas where 
space is available. 
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• Festival Merchandise - Keep your loyal 
fans informed as soon as new mer-
chandise items are available or when 
they go on sale.

STAFF & VOLUNTEER 
NOTICES
• Message Board - Post announcements, 

meeting invitations, deadlines, etc.
• Staff Planning - Promote volunteer 

time slots that are still vacant on your 
staff planning board or publish the 
complete schedule.

• Staff Training - Distribute training 
videos or audio presentations.

• Other Planning - Publish details relat-
ed to your project management. Share 
to-do-lists, shopping lists, calendars, 
timelines, etc. There are applications 
available that can manage these items 
and then will produce RSS Feeds for 
you. An example is the popular tool 
30 Boxes, which includes widgets that 
share the RSS Feeds in private social 
network groups or blogs.

EXTERNAL FEEDS
You might also consider publishing 

feeds by third parties on your website. Be-
fore you do so, be sure to check the rights 
to use their feed. In most cases it is okay 
as long as you provide the source credit. 
A few examples of third party feeds that 
might be applicable to your website are:
• Local Weather - Provide visitors with 

local weather information so they 
know how to prepare to arrive at your 
festival. Sunscreen or rain gear?

• Local News Station – Inform visitors 
of the latest news or traffi c reports 
around your festival site. 

• Sponsors & Partners - Consider giving 
your sponsors additional exposure by 
publishing their feed.

PUBLIC DISPLAYS
Most festivals have large video screens 

at various locations around the site where 
they display live coverage or details on 
programme time tables, sponsor messag-
es or commercials. It is possible to have 
an RSS Feed also scrolling on the screens 
at the same time. Here you could present 
specifi c information you’d like your visi-
tors to know during your festival. A few 
examples are:
• Alerts - Missing children, pick pockets 

in the area, dehydration warnings, etc.

Jeroen Mourik is a creative con-
sultant and speaker on E-Marketing 
and Creativity. He is the founder of 
FestivalOrganiser.com and the author 
of “A Left Brain Manual on Creativity 
for Festival Managers” and “Manual: 
RSS Feeds for Festivals.” More 
information about Jeroen Mourik 
and his publications can be found at 
www.jmef.com. To contact Jeroen, he 
can be reached at: jeroen.mourik@
festivalorganiser.com 

For a complete manual on how to 
use and publish RSS feeds, you may 
download Jeroen’s free publication at 
www.festivalorganiser.com/rss-manual.

• Customer Service Information - De-
parture times of the next shuttle, cur-
rent average waiting time for elements 
at your event, weather forecast, traffi c 
info, etc.

• Promotion & PR - Closing sales of 
merchandise, recommend venues or 
shows, sponsor thank you’s, etc.

• Audience Participation – To get your 
visitors interacting with your festival, 
display selected SMS text messages 
from them. This may also be a great 
sponsor opportunity.

PASSWORD PROTECTED 
FEEDS

For non-public feeds or feeds that re-
quire a paid subscription, you can protect 
your feeds with a username and password 
using HTTP authentication. Depending 
on the protection solution you choose, 
you can either allocate a unique user-
name and password to each user or have 
one single username and password that 
all subscribers use. Your readers will be 
required to use a Feed Reader or Aggrega-
tor Software that supports authentication 
to view your feed.

However, once the protected feed has 
been opened by a user with its password, 
it is very easy to distribute the content 
without protection. A copyright or ‘terms 
of use’ statement may need to be used if 
you are to use this for of RSS Feed.

ON SITE COMMUNICATION
One way to use the password protected 

feed at your festival is to communicate 
internally with your festival team or 
specifi c teams. This could be information 
that you’d rather not communicate over 
radios or is simply non static information 
that certain people should have at their 
disposal. The teams would use an RSS 
Reader on their mobile handheld 
device, such as a smart-phone, to 
receive your messages. 
• Managers - Distribute logistic infor-

mation, ticket sales, announcements, 
alerts, etc.

• Security Staff - Lost & Found info, 
alerts, etc.

CONCLUSION
The above examples on how to use 

RSS Feeds at your festival are just the tip 
of the iceberg. If you haven’t started an 
RSS Feed at your Festival, start by viewing 
existing RSS Feeds from other websites 
and experiment with different readers 
and browsers. Then with your RSS Feed, 
start with a basic news feed that allows 
journalists and fans to subscribe. Once 
you get the hang of it, you can start 
implementing some of the ideas listed 
within this article and then perhaps start 
creating more uses of your own!
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Everyone has heard of liability insur-
ance since most venues require you to 
have it. They want to protect their bottom 
line by having you hold them harm-
less during your event. But what about 
protecting your bottom line? We all hear 
about the typical slip and fall occurrences 
that happen fairly often, but what about 
all the other things that can go wrong? 
Are you protected?

We’ve heard the term “Weather Per-
mitting” before. Wouldn’t it be nice if 
everyone could post that phrase on their 
advertisements for their events and not 
have a care in the world? Unfortunately 
as unpredictable as the weather is, we can 
take a pretty good guess as to the impact 
that bad weather will have on our events. 

Most festival and event’s fi nancial suc-
cess is weather dependent. Rain, wind 

lightning and cold temperatures can 
substantially reduce revenues from vari-
ous direct and ancillary sources including 
parking, food, merchandise, admissions 
as well as others. Event Organizers can 
use weather insurance to protect against 
the effects of practically any unwanted 
weather condition; whatever conditions 
organizers feel might keep the crowds 
away. With Weather Insurance, the event 
does not necessarily need to be cancelled 
in order to pay out.

As an example, let’s say you are an 
event organizer and your big annual festi-
val is scheduled for a period of two weeks 
in July beginning on a Friday and ending 
on a Sunday. You have all the musical 
acts lined up, all the concessions, rides, 
and games are set, and you even have a 
plan in place to extend the festival a day 

Risk Management 
Afterthoughts

by Melissa Maybury
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or two in case of rain. The fi rst weekend 
goes on as planned with your attendance 
coming in at around what you expected. 
During the week you get the crowd you 
expected mostly after work and then it 
comes down to the last weekend and the 
forecast doesn’t look good. You have the 
most important musical act performing 
on Sunday and you were expecting to 
draw the biggest crowd that day. Friday 
comes around and it rains moderately 
from 7 PM on. Saturday the temperature 
drops and it rains moderately all day, and 
then Sunday there are thunderstorms and 
it pours. Your ticket sales, concessions, 
and parking revenues all suffer tremen-
dously and even if you extend the festival 
to Tuesday, you won’t get the same crowd 
that you would have over the weekend, 
not to mention that your musical act had 
to cancel due to lightning. Now you are 
out about $75,000 that you were count-
ing on for your annual budget. 

Although that example may seem 
extreme, it clearly illustrates how weather 
insurance can protect your bottom line. 
Policies can be designed to cover the 
most critical hours of your events which 
allow you to get the protection you need, 
while still making it affordable. In this 
case, because the most important musi-
cal act was performing on the last day, 
those would be considered “critical hours 
of coverage.” A common myth is that 
weather insurance is too expensive and 
the truth is, it defi nitely can be if you are 
looking for it to be a bright sunny day 
with no clouds in the sky. However, when 
you really look at your event closely 
and identify the “critical hours” where 
the majority of your attendance will be 
coming, or you look at days that can’t be 
made up (the last weekend of the event) 
and only cover those hours/days, then it 
becomes more affordable. Many options 
are available to make a weather insurance 
policy work for you.

In addition to Weather Insurance, there 
are also many other instances beyond an 
event organizer’s control that could ad-
versely impact the bottom line. Let’s take 
the Swine Flu for example. No one ever 
thinks about the things that could cancel 
an event before it actually happens. Who 
has the time or forethought to predict 
that a human would have caught a form 
of the fl u from a pig and spread it far and 
wide to cause a potential pandemic? Of 
course, everyone would like to wait until 
there is such a thing as the Swine Flu 
to decide they want to purchase cover-
age, but in reality, most insurers exclude 
things that are already known about. The 
purpose of getting Cancellation Insur-
ance is to have the coverage in place in 
case things like the Swine or Avian Flu, 
wild fi res, or 9/11 happen before they are 

even known about. Other common perils 
of cancellation include Non-Appearance 
of key individuals/performers due to ill-
ness, accidents, or death; Severe Adverse 
Weather, Floods, Fires, Earthquakes, 
Labor Strikes, and things we haven’t even 
thought of yet. Cancellation Insurance 
covers you for rescheduling, abandon-
ment, relocation, and of course cancella-
tion of your event.

With liability protection, most often 
direct concerns and issues are addressed 
with the event organizer’s own compre-
hensive general liability insurance pack-
age. But, organizers should also consider 
their contingent exposures with rising 
legal costs in a litigious environment. 
In addition to the event organizers own 
policy, requiring vendors/exhibitors to 
carry their own liability insurance nam-
ing the event as an additional insured 
under the vendor/exhibitors policies and 
providing proof of this insurance should 
be seriously considered. Let’s look at an 
example of what could happen when 
your vendors/exhibitors do not have li-
ability insurance. 

During your Festival, one of your ex-
hibitors has set up a fan to cool off under 
the tent that he has set up. A family is 
walking past and their youngest child lags 
behind a little bit. As the family walks by, 
the child becomes curious and decides to 
reach for the turning blades…obviously 
the outcome is bad for all involved. The 
event organizer did not check to see if all 
your exhibitors carried insurance because 
they had all signed contracts stating that 
they each need to obtain liability insur-
ance that is no less then $1 million per 
occurrence / $2 million in the aggregate. 
To your surprise, this exhibitor did not 
actually obtain that coverage and has now 
become bankrupt due to this lawsuit, and 
cannot pay the claim. Unfortunately, al-
though you did have him sign a contract, 
this family wants their child’s medical 
bills paid and since your exhibitor is now 
bankrupt, you are next in the line of fi re. 
To make matters even worse, this child, 
who is now 8 years old and is a minor, 
has the right to further sue you for long 
term damages when he turns 18 and can 
legally make decisions for himself. You 
are now on the hook for another 10 years.

Many event organizers think that since 
it is in the contract for their vendors/
exhibitors to carry their own liability 
insurance, it should be enough to protect 
them. However, when a lawsuit happens 
due to the negligence of an exhibitor, 
although they might be fi rst in the line 
of fi re, if they did not have insurance 
and cannot cover the cost of the damage 
and/or medical bills, the event organizer 
will be the next person they will go after 
to seek retribution. Moral of the story … 

require all of your exhibitors to show 
proof of insurance and keep a copy 
on fi le.

In addition to the “slip and fall” types of 
claims involving medical attention, there 
is also something to be said for property 
damage that is generally included in a 
special event liability policy. Let’s say you 
planned a surprise party for a client at a 
venue where you have a stage set up for 
dancing. As the night goes on, people 
have their drinks on the dance fl oor and it 
gets wet. Cake is served later in the night 
and after the celebratory toast, confetti is 
thrown up in the air. The rest of the event 
goes on as planned. The cleaning crew does 
not actually come in until the morning and 
at that time, the confetti, mixed in with the 
drinks has dyed the dance fl oor and cannot 
be cleaned. The fl oor will have to be re-
placed and you are being sued for damages. 

All of these are scenarios that you 
probably would never think of, and more 
likely, never think it could happen to you. 
When it all comes down to it, we would 
all like to have perfect sunny 75 degree 
days, where all the musical acts show up, 
no one gets hurt, there is no damage to 
the venue, and our events go on exactly 
as planned, but the reality is that we are 
lucky if that is the case. It is therefore said 
best by the English Proverb “Hope for the 
best, but prepare for the worst.”

Melissa Maybury is the Sales & 
Marketing Manager at HCC Specialty 
Underwriters, A subsidiary of HCC 
Insurance Holdings, Inc.. Providing 
creative insurance solutions, HCC 
Specialty Underwriters utilizes an 
ever-evolving portfolio of products 
and continuously expanding capabili-
ties. They are a leading provider of 
specialty insurance to the promotion 
marketing, sports and entertainment 
industries.
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Everyday it’s harder and harder for small business owners and advertisers 
to keep pace with all the social media platforms on the Internet. It started 
with the personal profi le phenomenon, which quickly evolved into video 
sharing profi les and then the fl oodgates opened up and now Internet users 
have over 400 social media platforms to consider.

Any marketer worth their salt knows the value of setting up a social media 
advertising campaign on these free platforms. However, with so many op-
tions and limited time, small business owners must have a strategic and 
targeted approach to social media advertising…

Business people need to develop a Social Media Advertising Formula, made 
up of the sites that all advertisers, Web site owners, and business owners must 
have in order to run a successful social media advertising campaign. 

Social Media Advertising Formula
There are six essential platforms that business owners must have in order to 

really harness the potential of social advertising. Each social platform plays a very 
specifi c role, and the combination of all six is what will take your social advertis-
ing campaign to the next level. There is a secret ingredient at play here as well 
- the formula calls for a touch of optimization on each platform. Optimization 
allows your social media to work with your website and PPC campaigns to domi-
nate the fi rst page of search engine results. Essentially this formula will make you 
the only choice as far as the searcher and Google are concerned. 

Social Advertising Element #1: LinkedIn - A popular business profi le site, 
LinkedIn ranks very well in search engines and is a great platform for send-
ing event updates out to business associates. 

Directions: When optimizing your LinkedIn profi le, select one core key-
word (or search term you would like to be found under), use it frequently 
without sacrifi cing consumer experience, and watch your profi le skyrocket in 
the search engines. 

by Heather Lutze
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Directions: Each new video is a new 
opportunity to optimize for a differ-
ent keyword. For each video, be sure to 
include your keyword in the title and at 
least once in the description section. 

Social Advertising Element #5: Blog 
– If you only have the time or desire to 
create one social media platform, a blog 
should be at the top of your list. Blogs 
give users a few distinctive advantages 
over the other platforms that make them 
absolutely invaluable in the world of 
Internet Marketing. First, search engines 
love blogs. They have plenty of content 
and are easy for the spiders to crawl and 
categorize online. Second, consumers 
love blogs. They aren’t hard-sales, but 
instead are a mix of marketing and educa-
tion that online shoppers trust. Third, 
every blog is a new opportunity for you 
to go after a new keyword. Whether you 
want to dominate a search page with one 
particular keyword or just have a presence 
under a different keyword, a blog is a free 
and easy way to get you there.

Directions: As with a YouTube video, 
every blog is a new keyword opportu-
nity. Use a keyword tool, and select your 
keyword before writing. Then, include 
your keyword in the title and throughout 
the content- but remember never sacrifi ce 
consumer experience. Also, be advised that 
repeating a keyword too many times will 
show up as spam in the search engines. 

Social Advertising Element #6: Twit-
ter – The newest, hottest rage, Twitter 
is a micro blog that limits posts to 140 
characters. Although you’ll typically hear 
the most skepticism about Twitter, it can 
be an amazing tool for your business. 
Twitter plugins allow you to update Twit-
ter and literally push it out to your other 
platforms, such as Facebook. Additionally, 
Twitter posts rank in the search engines.

Directions: Select one keyword and 
include that in all your Twitter posts. 
Also, don’t forget to personalize your 
Twitter background for a totally unique 
and branded look and feel. 

With the combination of these six 
social advertising platforms, your online 
campaign is sure to be a success!

Heather Lutze has spent the last 
10 years as CEO of The Findability 
Group, formerly Lutze Consulting, – a 
Search Engine Marketing fi rm that 
works with companies to attain maxi-
mum Internet exposure. A nationally 
recognized speaker, she is the author 
of, “The FindAbility Formula: The Sim-
ple and Non-Technical Approach To 
Search Engine Marketing” (Wiley and 
Sons).  Heather is a lead speaker for 
Pay Per Click Summit, and previously 
spent two years speaking for Yahoo! 
Search Marketing. For more informa-
tion, visit www.FindabilityGroup.com.

edia Profi les

Great
ng Campaign

Social Advertising Element #2: Face-
book - As a closed community, Facebook 
does not rank in the search engines and 
makes the best choice if you want to 
have a personal profi le online. However, 
optimizing your Facebook profi le with 
your business keyword can make it an 
invaluable marketing effort. 

Directions: Optimize your Facebook pro-
fi le for one keyword and become the “go-to” 
expert in your industry for the more than 22 
million Facebook users. Also, include some 
personal touches, but beware of putting too 
much personal information online. 

Social Advertising Element #3: 
MySpace – As an open community, 
MySpace ranks great in the search engines, 
and more importantly, allows businesses 
to have fully-developed profi les, including 
personally designed backgrounds.

Directions: In addition to optimiz-
ing your profi le with a keyword, you can 
also search for your target audience in 
MySpace friends and create an amazing 
outreach network. 

Social Advertising Element #4: You-
Tube – The main video sharing platform, 
YouTube is one of the best forums avail-
able to create a viral marketing campaign. 
From publishing client video testimonials 
to creating social proof of your abilities, 
YouTube videos are a great way to get 
other site owners to link to your website. 
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Customer Service and 

THE GREATEST 
COMPLIMENT

by Lori Mellenbruch

This is the greatest compliment I’ve 
ever received in my business life.  Not 
meaning to sound as if I’ve received so 
many it is hard to choose from, however 
this one stands out above the rest.  It was 
received from a – let’s say – a challenging 
client who, as they usually do, became 
one of my very favorite people in the 
world.  I can say this because it is some-
thing he is well aware of!

Why did this compliment stand out?  
To me, it meant that I had on some level 
grasped the importance of customer 
service.  That the years of being talked to 
about my attitude, pulled aside and asked 
to stop rolling my eyes, learning to at-
tempt a poker face (I’m still working very 
hard on this one!) and calm demeanor 
in all situations, endless hours of training 
on dealing with diffi cult customers, and 
an array of presentations on how the 
‘customer is always right’ may have fi nally 
started to pay off.

I immediately made the decision that 
this compliment would structure how 
I approached every day from now on.  
Some days have been better than others.  
As the saying goes, “So far today Lord, 
I’ve done alright. I haven’t gossiped, 
haven’t lost my temper, haven’t been 
greedy, grumpy, nasty, selfi sh or over-
indulgent. And I’m very thankful to you 

for that. But, in a few minutes, Lord, I’m 
probably going to need a lot more help 
because I’m going to get out of bed!”

So what are the basics of customer 
service?  How do we receive compli-
ments such as my greatest compliment?  
Or, everyone’s greatest compliment… 
That was the greatest day of my life!  Of 
course, it takes a lot more than customer 
service yet, what a great start!  What does 
treating each person as the most impor-
tant person - in our day, at our event, in 
our list of sponsors…do?

Create the Experience
After someone has made the decision to 

attend your event and driven possibly an 
hour or more to get there, can they easily 
fi nd you once they arrive?  Is parking easy 
or entry to the parking area easily acces-
sible?  Are they already frustrated from 
driving around to fi nd you, or fi nd park-
ing, and want to give up and go home?  

Is the way to the entrance clearly 
marked?  Is it well lit from the parking lot 
to the entrance and exit?  Is there some-
one to greet visitors while waiting in line 
during peak hours?  If there has been a 
change in the schedule for a major event, 
is this communicated prior to customers 
purchasing admission when admission is 
being charged?

Are event maps or layouts available for 
customers or layouts posted throughout 
the event?  At minimum, are all staff and 
volunteers equipped with this informa-
tion in order to assist customers?  

Are restroom facilities clearly marked?  
Are there a generous amount of rubbish 
cans available in convenient locations?  
Are recycling bins next to the rubbish 
cans or are they somewhere else and easy 
to locate and clearly marked?  

Lesson Learned: A few years back, we 
put together an upscale evening event for 
a client.  The client decided on a walk-
around event with heavy pupu (Hawaiian 
for hors d’oeuvres).  The menu consisted 
of smaller sandwiches, the token veg-
etable and fruit platters, and lots of trays 
of yummy selections to be eaten with a 
toothpick.  In a rush, I made the critical 
error of not doing a fi nal walk through 
of the set-up before the guests arrived.  
After checking on a few things behind 
the scenes, I entered the main room to 
discover many of the guests looking for 
a rubbish can, tray jack, anything!  Upon 
noticing the guests looking around for 
somewhere to put their toothpicks, I 
began to offer to take them.  It wasn’t 
long before my hands were full!  I was 
seconds away from creating a ‘bowl’ by 
folding up the bottom of my shirt when 
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an apologetic looking banquet server 
came through with the best looking tray 
and tray jack I’d seen in years.  

                                    
Build Confidence

For any event or festival and especially 
for a new product, the customer not only 
wants great service, they want to know 
that you understand them.  They want to 
know that you have a sense of who they 
are, what they enjoy, and what will not 
only appeal to them, but to their entire 
family, neighborhood, and community.  
Not an easy task however one that is the 
essence of what we do!

Once we have created and are in the 
midst of the perfect – or at least nearly 
perfect – festival, creating confi dence in 
our product does not end.  In fact, the lit-
tlest things that happen, or don’t happen, 
during the hours of the actual festival are 
as important as the individual planned 
events themselves.  

Train staff and volunteers to anticipate 
needs.  If someone is walking around 
and looking in all directions, stop and 
ask if you can assist them.  Avoid waiting 
for the attendee to ask you and more 
importantly, avoid well, avoiding them 
all together.  We have all experienced this 
employee or volunteer at some point in 
our life; you are looking for something, 
anything and see someone in uniform 
with a company nametag on approach-
ing you.  They look right at you as if 
they were looking through you and their 
expression screaming ‘please don’t make 
eye contact with me, please don’t stop 
me, please don’t ask me anything and 
make me do more than I’m here to do 
today.’ Their lack of wanting to help does 
not refl ect on them, it refl ects on you 
and your event.

Lesson Learned: I learned that cus-
tomer service is not always innate or 
automatic, it is usually a learned skill 
and I learned this the hard way.  I fi gured 
that since I had a knack for making sure 
others were always comfortable, so did 
most other people - not really so. Cus-
tomer service training needs to be done 
for everyone with an on-going program 
to train new employees and volunteers 
and to keep all employees customer 
service minded.  

Encourage staff and volunteers to 
‘Walk 5’ - The Golden Rule, the Tried 
and True, the Oldie yet Goodie.  Walk 
a few steps with attendees while giving 
directions.  Avoid standing or sitting in 
one place and waving or pointing while 
giving instructions.  Yes, some volunteers 
might be there to provide informa-
tion and assist with people, ‘traffi c con-
trol,’ however instead of planes, trains, 
and automobiles; it is best to remember 
these are people we are directing.  

Arm all staff and volunteers with enough 
information so they are able to answer 
questions.  If they are absolutely unable 
to answer a question, encourage them to 
fi nd someone that can and make sure they 
know how to contact someone else.  For 
even the best leaders and communicators, 
it is recommended not to leave staff and 
volunteers to their own judgment without 
fi rst providing training, instruction, an 
understanding of your mission and the ‘big 
picture’, and event details for all areas of 
the event, not just their own.

Lesson Learned:  In the hurry and 
scurry of last days before the opening of 
an event, short sightedness can set in.  
Short sightedness includes; making snap 
decisions on little to no sleep, taking short 
cuts that make sense at the time, work-
ing harder not smarter, and not taking 
the time to step ‘outside’ and look at the 
event.  A snap decision once led me to 
take a short cut that left the majority of 
the volunteers and staff with no informa-
tion at their fi nger tips.  At the time, it 
made sense that if the lead of that area 
had the information, they could inform 
those working with them, less work would 
need to be done to prep everything and all 
would be grand.  Well, it didn’t take very 
long at all to realize that a lead of an area 
cannot be everywhere, at the same time, 
answering all the questions, and attend-
ing to their duties.  The next and last snap 
decision I made at that event was to put 
together information packets for everyone 
working as quickly as possible!

When I think of building confi dence 
I refer back to a quote by George Wash-
ington Carver “When you can do the 
common things of life in an uncommon 
way, you will command the attention of 
the world.” (Adapted from a presentation 
by Paul Jamison at a Hawai`i Tourism 
Authority Festivals & Events Seminar.)

Develop and Maintain Loyalty
Did you know you have a fan club? It 

is your membership list!  The minute I 
started thinking of my membership list 
as a fan club, I couldn’t do enough for 
them. Your fan club is the key to keeping 
and building on success.  You can count 
on them to recommend your event so 
keep them informed.

The key to a fan club is maintaining 
their loyalty. As stated earlier, during the 
hours of the actual festival or event are as 
important as anything you do prior.  Is 
the person walking past you during the 
event a loyal fan club member?  A spon-
sor?  A guest of a sponsor?  A possible 
sponsor?  A valued marketing or public 
relations contact?    

You have worked long and hard to 
develop these life-lines and the work 
doesn’t stop there or with you. Maintain-

ing loyalty is just that, maintenance. 
Impress with volunteers and staff the 

importance of addressing each and every 
attendee with a warm greeting and a 
smile. Someone who feels appreciated 
by staff throughout their time at an event 
will certainly want to return.  

Keeping personal conversations to a 
bare minimum is a must for all employ-
ees and volunteers. Also beware of cell 
phone use.  Although they have become 
a necessity for festivals and events, train 
staff to talk in a way which guests know 
they are conducting business and not 
asking them to wait a minute so they can 
fi nish up a personal call.  Little will turn 
off an attendee or customer quicker than 
being put off by an employee while they 
interact in a personal conversation.  These 
seemingly little yet very important items 
are crucial in maintaining loyalty.  

From day one in planning the event 
until you close the last fi le days after the 
festival, keep a list of the people you want 
to acknowledge and thank and ask all 
those working with you to do the same. 
In the end, it really doesn’t matter how 
you acknowledge and thank them, un-
less of course you have something in a 
sponsor contract, just decide how to do it 
and follow through!  Again, loyalty stems 
from being appreciated.

Every festival or event must hold itself 
to the highest standards of quality in 
everything. However if some basics in 
customer service are not a key element 
from the minute a customer nears the 
parking lot until they drive away, the 
entire experience can be jaded.  

I was fortunate to learn this early 
on as a humble group coordinator, con-
tinuing to learn and grow in this knowl-
edge as I became a group sales manager, 
later as a full blown event planner and 
then as I gravitated toward monthly 
promotions, which are lovingly viewed 
as ‘mini festivals’.  

In my position now, my minute by 
minute survival teeters on this very com-
pliment I received almost 15 years ago.  I 
may not actually have time to talk with 
each and every advertiser or sales associ-
ate each time they call and it is tempting 
to brush them off.  Yet, the day may come 
when I do need their assistance or prod-
uct, so what do I gain from not giving 
them a couple of minutes?  I may have to 
say no for now, yet I can say it in a way 
that leaves the door open.

Lori Mellenbruch is the Director 
of Sales and Marketing at the Maui 
Ocean Center in Wailuku, Hawaii. 
She can bereached at lorim@maui-
oceancenter.com

mailto:lorim@maui-oceancenter.com
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These are tough economic times, and 
you’ve decided to re-look at all your costs 
to see where you can save some money 
on your event. Since your insurance 
policy is going to expire soon, you decide 
to start there. 

According to Carol Porter, CPCU, Ac-
count Executive with Haas & Wilkerson 
Insurance, when you put out a Request 
For Proposal, there are a number of 
things to consider beyond the cost of the 
insurance. The list below will help you 
evaluate the companies that respond to 
your RFP and determine if you can fi nd a 
better deal.

1. Make sure your Proposal Deadline is 
at least 30 days prior to the expiration 
of your current coverage, so that you 
have enough time to review all the 
proposals.

2. Ask for the resume of the Broker/Agen-
cy you’re considering. Reviewing this 
information will help you determine 

deductibles. These items are the basis 
of the premium and any alteration 
from one proposal to another could be 
result in a different premium rate.

6. Check the numbers used for annual 
payrolls/receipts/sales and make sure 
they’re accurate. Producers have been 
known to use lower payrolls/receipts/
sales to keep their premiums low. At 
the end of the policy term, if the audit 
fi nds a discrepancy, you will have to 
pay the difference.

7. You need to understand all of the ex-
clusions that are stated in the proposal. 
These vary greatly between insurance 
carriers and you may need to ask the 
carrier to remove any exclusion that is 
not acceptable. Removing exclusions 
could increase the premium quote.

8. What kind of service does the broker 
provide? Do they provide onsite loss 
control services, claims management 
services, a team member that is avail-
able for your organization? These 
services should not increase the cost of 
the premium; however, not all bro-
kers have the ability to perform these 
services. Decide in advance what level 
of service you will require.

In these economic times, the premium 
is an important item of consideration, 
but shouldn’t be your only consideration.
You should select a professional insur-
ance partner that assists you in your risk 
management program.

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.

8 Tips for 
Putting Out a 

Request for 
Proposal for 

Insurance

whether the producers and their agency 
have the experience in your industry, 
reputation, and the capability to de-
velop a risk management program for 
your organization. You should consider 
such variables as industry experience, 
size of staff and quality level of work.

3. Find out what the insurance carrier rat-
ing is. The insurance carrier (the actual 
company that is underwriting the risk) 
should have an AM Best Rating of ‘A’ 
or higher.

4. Know the difference between Admitted 
Carriers and Non-Admitted Carriers. 
Admitted carriers have their premium 
rates fi led and approved by the State 
Insurance Department. If the carrier 
becomes insolvent, the Insurance Guar-
antee Fund would respond.

    A non-admitted carrier does not 
have their premium rates fi led and ap-
proved by the State Insurance Depart-
ment. If the carrier becomes insolvent, 
the Insurance Guarantee Fund would 
not respond. Non-admitted carriers 
are used for ‘hard’ to place risks and 
should only be considered if no admit-
ted carriers have agreed to quote 
your account.

5. Make sure all proposals are quoting the 
same coverage limits, exposures and 

INSURANCE INSIGHTS
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What is a text message? 
Usually they are short messages, up 

to 160 characters, that are sent to or 
between cell phones and/or mobile 
devices, such as a Blackberry. To give you 
an idea of how short that is, the previous 
sentence is 138 characters in length.

How popular is text messaging? 
According to a November, 2008 

industry source (http://www.cellsigns.
com/industry.shtml) as of June, 2008, 
over 75 billion text messages are sent ev-
ery month compared to just 18 billion in 
December, 2006. That number has grown 
by 250% each year for the last two years. 
And all projections we found indicate 
that this rate of growth will continue. 
Translation – smart business people 
should pay attention to text messaging.

Who uses text messages? 
Surprisingly, according to the source 

referenced above, usage is fairly evenly 
split between age groups.

 Age 18-24: 19%
Median Age: 38 Age 25-34: 24%
49% M/51% F Age 35-54: 22%
 Age 45-54: 19%

As text messaging is becoming so 
widely used by everyone, there are many 
opportunities to use text message market-
ing at your festival or event.
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What is a short code? 

A short code is a special telephone 
number, usually fi ve or six digits in 
length, widely used for television voting, 
ordering ringtones, charity donations and 
many other mobile services.

As the number of text message users has 
increased, there is a growing opportunity 
to use text message marketing to promote 
your business. Following are examples 
of text message marketing campaigns we 
have used and/or seen in use by others.
• Scavenger hunts
• Trivia games
• Prize drawings
• Surveys or voting
• Concert package giveaways
• Sponsor item giveaway
• Back stage meet and greet
• Refer a friend or other point/reward 

contests
• Ringtone or wallpaper gifts
• Spanish text messaging
• Coupons and discounts

With an effective text message marketing 
campaign you can expect signifi cant ben-
efi ts for your business. Depending on how 
you design your campaign(s) you can focus 
on different age groups and other market 
segments. Examples of some of the benefi ts 
text message marketing will deliver include:
• Increased attendance. Campaigns 

ahead of and during your event can 

generate a lot of buzz, especially when 
they go viral and people start forward-
ing text messages to their friends.

• Increased participation in onsite events. 
Hundreds, or even thousands of people 
can have fun learning about your festi-
val or other events through a scavenger 
hunt, contests, etc.

• Increased revenue for onsite events 
through the use of text message based 
coupons, discounts or special offers.

• Opportunities for sponsor/vendor 
participation by providing prize items, 
cash, gift cards or locations for prize 
pickups, providing them with foot traf-
fi c to their location.

• Increased participation in social media 
networks, e.g. Facebook, MySpace, 
Twitter, YouTube, resulting in addition-
al grass roots marketing and spectacu-
lar word of mouth advertising.

• Generate new text message subscribers that 
can be used for year-round marketing.

• Convert text message subscribers to 
email newsletter subscribers that can be 
used for year round marketing.

Putting Together Your Own Text 
Message Marketing Campaign

The two main components of a text 
message marketing campaign are the text 
message vendor and the Marketing Cam-
paign Coordinator.

The text messaging vendor is the engine 
of the campaign. This vendor will provide 

http://www.cellsigns.com/industry.shtml
http://www.cellsigns.com/industry.shtml
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either a dedicated (more expensive) or 
shared (signifi cantly less expensive and 
probably adequate for most industry 
campaigns) short code, the administrative 
interface and software that you’ll need to 
create, send and receive the text messages 
and to select the keywords that people 
will be texting in to the short code, and 
the database to store and manage the 
subscriber information.

While there are many text message ven-
dors, three that we have experience with are:
• www.messagebuzz.com
• www.tellmycell.com
• www.textmeforbusiness.com

The Marketing Campaign Coordinator 
can be a member of your staff or a quali-
fi ed consultant who will do the following:
• Help you select the best campaign 

tactics for your event
• Develop a promotional plan for the 

text messaging campaign
• Plan out the details of the campaign; 

this can get a little complicated
• Produce the campaign; this can be 

labor intensive.

Report on the results.
Usually this role is best fi lled by a qual-

ifi ed consultant because the role requires 
much more time than most members of 
an event staff will have available close to 
and during their event.

It should be noted that an especially valu-
able qualifi cation for any consultant you 
might select as your Marketing Campaign 
Coordinator would be a good knowledge 
of the festival and event industry. This is 
because designing the text messaging cam-
paign can be a fairly creative process and 
someone who is familiar with the industry 
will be better able to design a text messaging 
campaign that will best support your event.

In developing a promotional plan for 
your text messaging campaign, look for 
ways to spread the word using all channels 
of your marketing program. An essential 
promotional tool is your website; you can 
put an eye-catching announcement on the 
homepage and link that to a page where 
you can provide a full description of the 
text messaging campaign and invitations to 
subscribe to receive text messages and email 
newsletters. If you are doing any kind of 
email marketing (of course you are), these 
subscribers are probably going to be your 
best participants. If you have a presence on 
any social media sites such as Facebook, 
MySpace, YouTube and Twitter, this is a 
great resource for promoting a text messag-
ing campaign. Signage at your event and 
possibly a small handout at the admission 
gate can be a big help. And of course there 
are the traditional media channels of radio, 
TV, print, outdoor advertising. As you use 
these channels to promote your text mes-

sage marketing campaign, the buzz that this 
promotion generates will help you increase 
traffi c on your website and grow your com-
munities on your social media pages.

The cost of a text message marketing 
campaign is highly dependent on the 
number and complexity of the campaign 
elements that you choose and the quantity 
of text messages that will be used, includ-
ing both incoming and outgoing text mes-
sages. Additionally, the three text message 
vendors listed above provide very different 
services, so selecting the right vendor for 
your needs can play an important role in 

Ventura County Fair 
Daily Scavenger Hunt

This Fair put a great effort into promoting the scavenger 
hunt both before and during the Fair. Prior to the event, the 
scavenger hunt was actively promoted through the fair’s web-
site, email newsletters, MySpace page and radio advertising. A 
good description of the scavenger hunt and an attractive prize 
for the winner(s) got people excited and provided opportuni-
ties for viral marketing. Attendees helped spread the word 
which helped to increase attendance.

During the fair, prominent signage on the fairgrounds ex-
plained the contest and invited people to sign up to play by texting a keyword 
into a short code. Interestingly, the highest subscription rates were through 
signs placed in bathroom stalls. Those patrons who responded correctly to all 
fi ve clues were then randomly selected to be included into the pool of fi nalists 
for each day. Those contestants who were not selected as a daily fi nalist were 
eligible to come to the fair again to compete on another day.

50 of the daily fi nalists then returned on a pre-scheduled day to compete 
in the Scavenger Hunt by Text Finals. One winner received a pair of tickets to 
Disneyland.

cost. With so many variables, there isn’t 
really a way to give you a ballpark cost for a 
generic text message marketing campaign.

Additionally, there will be some cost 
for the promotional program for your text 
message marketing campaign. These costs 
can include signage on the fairgrounds, 
radio, TV, print and outdoor advertising 
and modifi cations to your website and 
social media pages.

Because the costs of the campaign ele-
ments are fairly easy to control, the best ap-
proach to develop a budget may be to just 
decide how much you can afford and then 
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Sonoma County Fair 
Sponsored Prize Drawing

This Fair had a casino as a sponsor which offered $777 to be 
given away at the Pro Rodeo Event two nights in a row. During 
the event, the announcer kept referencing the text message prize 
drawing and explaining that anyone could enter by texting the 
specifi ed keyword to the fi ve digit short code provided. The win-
ner would be announced at the end of the intermission.

After the intermission, the winner was sent a text message to 
meet the ‘balloon lady’ to pick up their prize. When this text 
message was sent to the winner, there was a lady walking in 
the arena with a balloon, but only the winner knew to contact her to win the 
contest. When the winner contacted her with the winning text message, the an-
nouncer brought the attention of the whole arena to the winner for the award 
of the $777 prize.

This promotion tripled the size of the Fair’s subscriber list in just two nights. 
All participants were given the opportunity to opt out of future messages. 
Only 15% opted out immediately following the contest.

Continued on page 68

http://www.messagebuzz.com
http://www.tellmycell.com
http://www.textmeforbusiness.com
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From Cartoons to Kudos:
Al Mahabba Awards Festival named 

“Best Arts and Cultural Event” 
in the Middle East

by Charlotte J. DeWitt, CFEE

Denmark will probably never real-
ize what a positive result came out of 
the unfortunate publication of certain 
cartoons in its newspapers in 2005, but 
in a remarkable reversal of circumstances, 
the Al Mahabba Awards Festival took top 
honors at the Middle East Event Awards 
in Dubai for the Best Arts and Cultural 
Event in the Middle East.

Created to inspire Muslims all over the 
world and reward artistic expressions of 
the Prophet Mohammed (PBUH), the Al 
Mahabba Awards, held from April 24-26, 
2008, in Abu Dhabi, aspired to unite the 
Muslim community, especially young 
people, through artistic expressions of 
their love for the Prophet in art, music, 

fi lm, photography, and literature. For the 
fi rst time in international events history, 
the Al Mahabba Festival brought people 
from every continent together through two 
mutual expressions, the arts and religion. 

 The Al Mahabba Awards started three 
years ago in response to a series of disre-
spectful cartoons depicting the Muslim 
Prophet Mohammed published in a Dan-
ish newspaper. Yusuf Islam (formerly Cat 
Stevens) was one of the event’s inaugural 
performers in 2006.

The 2008 awards festival received 
submissions of over 200 artistic pieces 
from 28 countries for nomination in the 
categories of songs, advertisements, docu-
mentaries, TV programs, fi lms, books, 

photography, graphic arts, mass media, 
and event of the year.

Events company Pyramedia produced 
the 2008 festival for the Al Mahabba 
Awards Board of Directors. Nashwa Al Ru-
waini, Managing Director of Pyramedia, 
said, “I believe strongly in this project, as 
the world will be made aware of the unity 
among Muslims, and it will also help 
bridge cultures and combat the negative 
images of the Islamic world.” (Emirates 
Business, March 8, 2008, p. 27.)

The Best Arts and Cultural Event honors 
an outstanding art or cultural event 
whose main theme is to represent and 
celebrate a culture, tradition, or holiday 
specifi c to a nationality or religion.

The Sound of Reason Zain Bhikh
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Two outstanding individuals and 
fi fteen top events companies were rec-
ognized at the 2009 Middle East Event 
Awards this April 27th in Dubai, United 
Arab Emirates.

Colm McLoughlin, Managing Director 
of Dubai Duty Free, received the Lifetime 
Achievement Award during the gala awards 
ceremony dinner held at the prestigious 
Madinat Jumeirah resort. Long before 
Dubai even had an airline, let alone a 
tourism board, McLoughlin pioneered 
the use of events to develop Dubai’s 
profi le as a business, leisure, and sporting 
destination. The Dubai Tennis Champion-
ships is one of Dubai Duty Free’s most 
successful undertakings, reaching the 
homes of an estimated 400 million 
people worldwide. McLaughlin’s vision 
of using events as marketing tools for 
Dubai Duty Free dates back to the 1980’s.

Simon Horgan, CEO of Abu Dhabi 
National Exhibitions Company (ADNEC) 
won the award for Outstanding Contribu-
tion to the Middle East Events Industry. It is 
impossible to separate Horgan from the 
success story of the Exhibition Centre, 
which welcomes up to 1.6 million visi-
tors a year at events such as Cityscape 

Abu Dhabi, International Defence (sic) 
Exhibition & Conference (IDEX), World 
Future Energy Summit (WFES) and the 
Abu Dhabi International Petroleum Exhi-
bition & Conference (ADIPEC).

ADNEC featured prominently in this 
year’s awards, winning two other awards: 
Best Meeting or Events Venue and Best 
Trade Show for its production of IDEX, an 
international defense exhibition and the 
largest of its kind in the Middle East. The 
Abu Dhabi National Exhibition Centre 
(also known as ADNEC) is the largest 
exhibition center in the Gulf region, and 
the most modern in the world.

A third award for Best Theme went 
to Summer in Abu Dhabi, organized by 
ADNEC and the Abu Dhabi Tourism 
Authority. The award was accepted by 
HQ Creative, designers and producers of 
the event. An eight-week indoor fam-
ily-oriented theme park, Summer in Abu 
Dhabi attracted some 150,000 visitors to 
ADNEC last summer, making it the UAE’s 
largest summer festival.

The Event Oscars of the Emirates
Now in its second year, the Middle East 

Events Awards are considered the events’ 

industry’s equivalent of the Oscars in the 
Gulf region.

Over two hundred entries in fi fteen 
categories were judged by an independent 
panel of internationally recognized and 
respected experts, creating a very high 
standard of competition. 

According to Alex Heuff, Event Director 
of PALME and President of IFEA Middle 
East and Pan Arab, “One of the main 
aims of these awards besides showcasing 
innovation and excellence, is the hope 
that they will provide inspiration and en-
couragement for the future development 
of an already vibrant industry.”

The awards program was presented by 
meeting and events industry publication 
meetme (Meet Middle East) magazine 
and hosted by Event 360, an annual 
conference produced by IIRME under the 
umbrella of its PALME exhibition, a trade 
show for event suppliers. Event 360 is 
endorsed by IFEA World. 

The Middle East Event Awards were made 
possible with support from gold sponsor 
Gemini Worldwide, silver sponsors Brand 
Experience and Byrne Equipment Rental, 
venue sponsor Madinat Jumeirah, and pro-
duction sponsor Neumann & Mueller. 

Middle East Events Awards: 
the Event Oscars in Dubai 

Top Industry Leaders Feted at Event 360
by Charlotte J. DeWitt, CFEE

Bernard Walsh, 2008 recipient, presents the 2009 Lifetime 
Achievement Award to Colm McLoughlin (r).

Jackie Wartanian, 2008 recipient, congratulates Simon Horgan 
on his award for Outstanding Contribution to the Middle East 
Events Industry.
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Winners: 2009 Middle East 
Event Awards

• Best Meeting - B Communications, for 
the HP IPG Technology Roadshow

• Best Trade Exhibition - Abu Dhabi 
National Exhibitions Company, for 
IDEX 2009

• Best Corporate Product or Service 
Launch - Zaya, for the launch of Nurai 
Island

• Best Fair/Festival/Concert - Flash, for 
George Michael & Alicia Keys Live in 
Abu Dhabi

• Best Arts and Cultural Event - Pyra-
media, for Al Mahabba Awards Festival

• Best Sporting Event - Flash, for the 
Capitala World Tennis Championship

• Outstanding Event using a Temporary 
Venue/Structure or Space - Action Im-
pact, for the du Ramadan Experience

• Best Marketing of an Event - Chillout 
Productions, for the Skywards Dubai 
International Jazz Festival 2009

• Innovative New Product for the 
Events Industry - Satellite Visual Com-
munication for Spotme

• Best Meeting or Events Venue - Abu 
Dhabi National Exhibition Centre

• Best Creative Use of Event Lighting - 
mamemo productions, for the launch 
of Venti Quattro Tower

• Best Event Theme/Decor - HQ Cre-
ative, for Summer in Abu Dhabi 2008

• Outstanding Production Achievement - 
HQ Creative, for the QE2 Arrival Event

• Green Award - Qatar MICE Develop-
ment Institute, for the UNEP Ozone 
Protection Meetings

• Best Exhibition Stand Design - Omni-
yat Properties for its stand at Cityscape 
Dubai 2008

• Outstanding Contribution to the 
Middle East Events Industry - Simon 
Horgan, Chief Executive Offi cer of Abu 
Dhabi National Exhibitions Company 
(ADNEC)

• Lifetime Achievement in the Middle 
East Events Industry - Colm McLough-
lin, Managing Director of Dubai Duty 
Free

Outstanding Production 
Achievement

Best Event Theme/Décor

HQ Creative does it again – twice! 
The 2008 winner for Outstanding Pro-
duction Achievement captured the same 
award again in 2009, this time for its 
QE2 Arrival Event. The 26-nautical mile 
journey included an escort by a British 
Royal navy frigate and the Royal Yacht 
MY Dubai, plus a fl otilla of smaller 
boats and an Airbus A380 fl yover... 
photographed from a helicopter hover-
ing in a 100-foot airspace between the 
Airbus and the ocean liner. 

The double-decker? HQ Creative 
also won top honors this year for 
Best Event Theme/Décor for Summer in 
Abu Dhabi. And although the award 
for Best Corporate Product or Service 
Launch went to Zaya, HQ Creative 
was a principal producer of the Nurai 
Island event.

2009 Middle East Events Award Winners

Best Corporate Product 
or Service 

Spectacular real estate deserves a 
spectacular launch, and real estate de-
veloper Zaya out-classed them all with 
its launch of Nurai, a luxury island 
retreat off the coast of Abu Dhabi. Four 
hundred of the region’s high-net-worth 
investors, journalists, and government 
offi cials were fl own by helicopter to 
the island, which, in 31 days, was com-
pletely transformed from raw land into 
an AED 40 million (US$10.9M) luxuri-
ous, high-end, high-tech sales offi ce. 
Headline entertainment featured the 
legendary Lionel Richie, followed by 
fi reworks and a virtual tour of the yet 
unbuilt exclusive enclave. Almost 40% 
of all units were sold out by evening’s 
end, with another 20% sold two days 
later during the offi cial public launch.
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Event 360/PALME Middle East        
Alex Heuff, Event Director

Tel (Dir): + 971 (0) 4 4072562
Offi ce: + 971 (0) 4 3365161 ext: 262
Fax: + 971 (0) 4 3364006
Email: alex.heuff@iirme.com
Web: www.event360-me.com/ 
 & www.palme-middleeast.com
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Best Fair/Festival/Concert 

Best Sporting Event 

Event consultancy Flash showed 
both virtuosity and versatility this 
year, walking away with two awards, 
Best Fair/Festival/Concert for one of the 
biggest music events in the Emirates 
capital city’s history: George Michael & 
Alicia Keys, Live in Abu Dhabi; and Best 
Sporting Event for the Capitala World 
Tennis Championship. The concert was 
George Michael’s fi nal ever live perfor-
mance; the tennis tournament featured 
six of the world’s top ten players 
reaching 466 million homes via global 
television—as well as community pro-
grams to inspire locals to try tennis for 
a healthy lifestyle.

Best Marketing of an Event 

Since its inception in 2002, the Sky-
wards Dubai International Jazz Festival 
has drawn over 140,000 fans from 
across the UAE, GCC (Gulf Coopera-
tion Council) countries, and around 
the world. Its audience has grown 
steadily at around 25% per year. Over 
100 local, regional, and international 
media representatives attend and cover 
this event produced by Chillout Pro-
ductions, another returning award-win-
ner from 2008.
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Green Award 

This paperless conference for 
the UNEP (United Nations En-
vironmental Protection Agency) 
involved specialist software, the 
confi guration of 700 laptops, and 
16 kilometers (9.94 miles) of 
network cabling under a specially 
raised fl oor. It was expected to 
reduce greenhouse gas emissions 
traditionally linked with shipping 
conference documents to and 
from meetings. Paper usage was 
reduced by 80%, equal to saving 
31 trees. The conference was pro-
duced by Qatar MICE Develop-
ment Institute.

Green Award

Charlotte DeWitt, CFEE s president 
of International Events, Ltd., and has 
worked in some 29 countries since 
1979, designing and producing water-
front festivals, European carnival-style 
parades, and international events. She 
consults worldwide on festival master 
plans and tourism development. As the 
international editor of i.e. magazine, she 
enjoys introducing readers to global 
trends in festivals and events. Charlotte 
is Past Chairman of IFEA/World (IFEA) 
and founder/past President/CEO of 
IFEA Europe. She lived in Sweden 
from 1994-2004. You can reach her at 
249 West Newton St., #8, Boston, MA 
02116 USA; (M) +1 617 513 5696. 
Email: internationalevents@comcast.net 
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The contribution of the Small Micro 
Medium Enterprise (SMME) economy to-
wards poverty alleviation is the subject of 
growing controversy in South Africa. Al-
though a number of critical studies ques-
tion the potential of the SMME economy 
to attain the goals of extensive employ-
ment creation, most community develop-
ment stakeholders concur that it can be 
a positive factor in contributing towards 
poverty alleviation through job creation 
(Kesper, 2002; Gumede, 2004). Profes-
sionally run events supported by skills 
and enterprise development can engage 
communities in cooperative income-gen-
erating initiatives as a catalyst to increase 
the socio-economic health and wealth of 
disadvantaged communities.

IFEA Africa is working with the Services 
Sector Education Training Authority 
(SSETA), on a funded project for three 
hundred New Venture Creation learners in 
one hundred communities. This program 
helps to build capacity through small 
community events and programs sup-
ported by the SSETA Events Toolkit.

The Birthday Club teaches organi-
zational skills and builds capacity for 
suppliers of goods and services to the 
events industry, while at the same time 
celebrating birthdays of children and el-
ders in communities where these oppor-
tunities and resources are not normally 
available. The birthday parties are simple, 
but create memories which are captured 
electronically and sent to the birthday 
sponsor – those individuals who share 
their birthdays with those less fortunate. 

Roots & Shoots Club – The Jane 
Goodall Institute’s International Environ-
mental and Humanitarian Programme 
for youth of all ages. This is a fun and 
exciting experience for young people to 
learn about challenges and issues in their 
local communities and then to discover 
ways to make the world a better place. The 
planting of food gardens is a high priority 
to help support soup kitchens.

Life’s A Ball – This weekly activity aims 
to develop the “whole person” and focuses 
on three values relating to Olympism, well-
ness, and the environment.  The program 
lesson plans are structured so that sports 
skills can be developed in areas where there 
are no facilities and very few resources.

The Ubuntu TEA House - This social 
space for dialogue includes “Mbawula,” 

which captures the stories of the elders; 
or debates like “ethical gymnastics” and 
“Zibheke” wise-up workshops. These are 
delivered against Unit Standards registered 
on the South African National Qualifi -
cations Framework, which brings skills 
development to the community and at the 
same time assists individuals in keeping 
a Portfolio of Evidence for Recognition of 
Prior Learning.  The end result? Building a 
sense of belonging through simple inter-
ventions that make a difference.  

Business Unusual
The South African Tourism “business un-

usual” marketing strategy unveils a range of 
opportunities for the development of event 
experiences that are distinctly and proudly 
African and South African. 

Unique community experiences, set 
in a jewel of African radiance, optimism, 
and creativity offer South African solu-
tions to South African challenges through 
key South African business concepts and 
practices, rooted in African traditions, yet 
directly connected to the needs of the mod-
ern world. These opportunities are helping 
new enterprises, supported by relevant 
industry associations like IFEA Africa to 
develop community signature experiences.  

Innovative Events Training
“Events as a temporary workplace” 

provides the opportunity to bring a world 
view to communities so that the growth 
is organic in identifying, protecting, and 
packaging local assets. 

These events are preparing opportuni-
ties for local residents and visitors to 
invest and spend money in the commu-
nities; to create revenue income oppor-
tunities without losing the integrity and 
charm of the product for which visitors 
will be willing to invest; and to ensure 
sustainable, responsible tourism. 

The participants in these events are 
able to join IFEA Africa by participating 
in and signing the IFEA Code of Profes-
sional Conduct and Ethics and then 
volunteering to participate in an event. 

Bashnie Reddiar, General Manager of 
the Institute of Events Management, is 
excited about the projects. “These small 
events in communities provide a perfect 
platform which will enable us as a profes-
sional body to pilot the Services SETA-sup-
ported Events Coordination and Events 

Management Certifi cation program, as 
well as the Foreign Credential Recognition 
project, with the Canadian Tourism Hu-
man Resources Council (CTHRC), linked 
to the IEMS – International Events Man-
agement Standard (IEMS),” says Reddiar.  

Foundation Funding
At the same time, IFEA Africa is de-

lighted to have signed up as a benefi ciary 
with the Round Up Foundation as a 
funding intermediary, so that individuals 
and industry can support the process and 
ensure that the fi nancial accountability 
and governance is in place without the 
additional burden on the association. 

The Round Up Foundation provides 
South Africa’s non-profi t sector with a 
“new,” sustainable source of funding. 
This innovative and cost-effective service 
is provided through an electronic small 
change collection mechanism. For as little 
as $50 per intervention, New Venture Cre-
ation Entrepreneurs are able to build both 
capacity (by organizing activities like the 
Birthday Club, the Roots & Shoots Clubs, 
and Life’s a Ball program), and commu-
nitas– a term coined by Don Getz, PhD, 
(Getz, Event Studies: 178 - Butterworth 
Heinemann 2007) referring to a sense of 
belonging– through dialogue and work-
shops in the Ubuntu TEA House.     

The Round Up Foundation provides an 
accountable funding channel for personal 
giving, CSI (corporate social investment), 
and other donor funding to develop on-
going annuity income to those in the non-
profi t sector who work tirelessly towards 
poverty alleviation, sustainable develop-
ment, and the objectives of the United 
Nation’s Millennium Development Goals. 
www.roundupfoundation.org

Janet Landey CSEP, Events 
Architect, founder of partydesign, 
is President of IFEA Africa. You can 
reach her at president@ifeaafrica.
co.za or janet@partydesign.co.za 
www.ifeaafrica.co.za 

Bashnie Reddiar is General 
Manager of the Institute of Events 
Management.
gm@iem.co.za

Events as a Temporary Workplace:
Poverty Alleviation Through Job 
Creation: IFEA Africa builds 
Capacity and Community
by Janet Landey, CSEP

Credit: Experience the 
Community copyright 
Janet Landey, CSEP, 
Partydesign, Ubuntu 

Teahouse.

http://www.roundupfoundation.org
mailto:janet@partydesign.co.za
http://www.ifeaafrica.co.za
mailto:gm@iem.co.za


Heuff to Head 
New IFEA 

Middle East 
Office

Alex Heuff has been named the new 
President of IFEA’s Middle East (affi li-
ate based in Dubai), succeeding Jackie 
Wartanian of Center Stage Management. 
Jackie will repatriate to America after 
thirty years in the Middle East. Heuff is 
the event director for Event 360/PALME 
portfolio of events, working for IIRME, 
a professional congress and exhibi-
tion company. He has been working in 
the events and exhibitions industry for 
the past 10 years in locations ranging 
from London to Moscow to Dubai. 
According to Heuff, “One of the chal-
lenges in the Gulf and the Middle East 
is to make those involved in the busi-
ness of festivals and events aware that 
this fast-growing sector is quite different 
from other sectors. Education is key, and 
with the support of IFEA, I look forward 
to expanding the chapter’s role here in 
the Middle East.” 

Contact:
Alex Heuff, Event Director
Event 360/PALME Middle East        
Tel (Dir): + 971 (0) 4 4072562
Tel Offi ce: + 971 (0) 4 3365161 Ext : 262
Fax: + 971 (0) 4 3364006
Email: alex.heuff@iirme.com
Web: www.event360-me.com/ 
          and www.palme-middleeast.com

mailto:alex.heuff@iirme.com
http://www.event360-me.com
http://www.palme-middleeast.com
www.ers2way.com
www.ers2way.com
mailto:avoight@ers2way.com
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The IFEA and Zambelli Fireworks Internationale are pleased 
to announce Gayl Doster from Music for All in Indianapolis, 
Indiana, as the recipient of the 2009 IFEA/Zambelli Fireworks 
Internationale Volunteer of the Year Award.

As this year’s winner, Gayl Doster will be the guest of the 
IFEA and Zambelli Fireworks Internationale at the IFEA’s 
54th Annual Convention & Expo, presented by Festival 
Media Corporation, September 21-25, 2009 in Indianapolis, 
Indiana. He will be recognized and presented with his award 
during the IFEA Hall of Fame Luncheon on Wednesday, 
September 23rd, 2009.

Gayl Doster
Nominated by Music for All, 
Indianapolis, Indiana

Gayl Doster’s involvement with the 
Bands of America Grand National 
Championships began in November, 
1984 when he watched his daughter 
compete in the RCA Dome in India-
napolis. It was then that the former high 
school and collegiate musician was 
taken by the excellence associated with 
Music for All’s Bands of America (BOA) 
programming. Witnessing, fi rst hand, 
the pinnacle performance opportunity 
provided to his daughter and other stu-
dent musicians from across the country 
left the former high school and colle-
giate musician with a renascent pride. 
The emotional impact of attending the 
national championships prompted 
Gayl to become a BOA volunteer. But 

shortly after the 1984 grand national 
competitions, Gayl’s profession took him 
to Rhode Island; a state without BOA 
programming. So, his ability to become a 
volunteer did not present itself until 1997 
when he returned to Indiana. 

His fi rst assignment was the load-
ing dock at the BOA Grand National 
Championships. The unassuming, retired 
President and Chief Operating Offi cer of 
Hooks Drugs enthusiastically dedicated 
more than eight hours on three consecu-
tive days assisting band parents unload 
props and instruments in the November 
cold. Word of Gayl’s enthusiasm and 
professional background spread and 
in 2004 he was asked to serve as the 
assistant tabulator at the BOA Grand 
National Championships. For three 
days, he volunteered from 8am to 11pm 
assisting to ensure the accuracy of each 
competing band’s score. It was then that 
Scott McCormick, President and CEO, 
met Gayl. Scott immediately noted Gayl’s 
enthusiasm, talent and dedication to the 
job he had been assigned. Shortly after 
that meeting, Gayl was invited to serve 
on the Music for All Finance Commit-
tee. In two short years, his keen eye for 

fi duciary management and mentoring 
aptitude resulted in an invitation to serve 
on the Board of Directors. In 2008, Gayl 
assumed the role of chairman of the 
board. Gayl Doster’s altruistic motivation 
to serve has been without parameters. 
As you will learn from reading this, this 
man’s multifaceted leadership and un-
precedented philanthropic gift kept Music 
for All from closing its doors forever. 

Even as Chairman of the Music for 
All Board of Directors, Gayl’s roles and 
responsibilities have no parameters. In 
the chairman’s role, he is responsible for 
maintaining leadership and board cohe-
siveness. He must be conversant on the 
mission, service, policies and programs 
of the organization. He assumes fi duciary 
responsibility and provides like over-
sight. He actively works to engage new 
volunteers, board members and donors. 
He assumes a leadership gift role and 
encourages those in his social network to 
do the same. He is an advocate for Music 
for All, its events and mission. Moreover, 
Gayl still volunteers to unloads trucks, 
covers his own costs to travel and serve in 
key volunteer positions at events across 
the country, mentors and empowers the 
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Music for All executives with the skills 
amassed from an extraordinary profes-
sional career and reports once a month to 
the offi ce where he assists with reconcil-
ing accounts. Simply put, there is no role 
or responsibility too menial or big for 
this humble volunteer.

Specifi c expertise, organizational 
assistance and enthusiasm are synony-
mous with Gayl’s on-going contribution 
to Music for All. As a volunteer on the 
fi nance committee, he quickly learned 
of the fi nancial challenges plaguing the 
organization. Unlike those who had 
removed themselves from the job of navi-
gating the not-for-profi t back to solvency, 
Gayl emerged as a leader. He rolled up 
his sleeves and delved into the intricacies 
of Music for All’s business. He listened 
and learned unassumingly. He served as 
a voice of reason, applying the fi nancial 
expertise he had amassed from a 43-year 
career in executive fi duciary manage-
ment. Recognizing that people make the 
organization, he has personally hosted 
employee outings, as well as holiday 
parties. Driven by the belief that the skills 
one learns from music participation are 
transferrable to most areas of life, Gayl’s 
enthusiasm is insatiable. His tireless drive 
has made an indelible impression on Mu-
sic for All’s events, as well as every staff 
member. To say that Gayl is an inspira-
tion is an understatement.

One of the best examples of Gayl’s ini-
tiative and leadership was his initiation of 
an organizational 360 degree assessment 
to measure employee satisfaction and 
address issues impeding a positive and 
effi cient work environment. Recogniz-
ing organizational transformation pains 
resulting from the 2006 merger between 
the Music for All Foundation and Bands 
of America, he used his personal re-
sources to cover the expenses associated 
with bringing in outside experts to lead 

the organizational check up. He regularly 
attended 360 meetings and required 
executive staff to review policies and 
procedures associated with employee 
satisfaction. This assessment resulted in 
the modifi cation of numerous employee 
policies. Furthermore, it positively 
changed the culture and work environ-
ment at Music for All. Every employee, 
independent of his/her position, learned 
and grew as a result of this initiative. 

Gayl exemplifi ed his dependability 
when the changes in economic condi-
tion began to affect Music for All’s 2009 
fi scal year budget. The board chairman 
and member of the fi nance committee 
knew that diffi cult mid-year adjustments 
had to be made. These included steps to 
make substantial reductions in operat-
ing overhead. These actions/changes 
were adopted in late summer 2008 and 
made throughout the fall. Those auster-
ity measures included taking $500K out 
of budgeted expenses ($488,000 on a 
one time FY09 basis and $630,000 on a 
recurring basis). Changes also included a 
hiring freeze, staff pay reductions of 20% 
through the end of fi scal year 09 (Febru-
ary 28, 2009), program adjustments, 
and intensifi ed fundraising. Once again, 
Gayl’s dependable expertise was there to 
assist the Music for All executive team 
in weathering the perfect storm. Finally, 
under Gayl’s leadership, Music for All 
has instituted a fi ve year plan to erase its 
negative fund balance by FY13.

During the fi rst round of budget cuts, 
Gayl knew the organization would need to 
raise at least $200,000 in private support. 
So, he and his wife provided a $100,000 
matching gift challenge to infuse fundrais-
ing. In order to receive the gift, Music for 
All had to raise an equal amount. The 
matching gift challenge was the spring-
board to the organization successfully 
raising more than $200,000 in 45 days. 

In addition to conveying Gayl’s depth of 
personal commitment, his challenge gift 
was the impetus to the establishment of a 
recurring, reliable base of private support. 
In 2008, Music for All raised more than 
$500,000 in private support and secured 
more than 1700 new donors. Without The 
Doster Matching Gift Challenge, Music for 
All may not have survived. 

Gayl Doster’s impact goes far beyond 
Music for All’s Bands of America Grand 
National Championships. His enthusi-
asm, caring spirit, professional expertise 
and desire for children to grow through 
music have impacted the entire Music 
for All family. His relentless giving has 
ensured an organization’s prosperity. 

Gayl’s positive attitude is seen whether 
volunteering in the offi ce or at an event. 
He is quick to learn about those around 
him and eagerly interested in the details 
that defi ne a well executed event. Even 
during times of organizational uncer-
tainty, he has never shown discourage-
ment or lack of belief. His commitment 
to attend events across the country and 
learn through volunteerism still prevails. 
He has enthusiastically volunteered for 
several upcoming events including spend-
ing one week this June at the Music for 
All Summer Symposium in Normal, IL. 

Gayl Doster has taught an organi-
zation the importance of volunteer 
management. While he will always be the 
volunteer from the 2003 Grand National 
Championships, he has evolved into an 
unforeseen leader, donor and mentor. 
Gayl’s story is one that every leader, staff 
member and volunteer can learn from. 
He plays a critical role in molding all the 
things that impact each of Music for All’s 
events, as well as the organization’s abil-
ity to achieve its mission. The organiza-
tion has prospered from his numerous 
gifts and the lives he has touched have 
been immeasurably enriched.
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during the IFEA Hall of Fame Awards 
Luncheon on Wednesday, September 23, 
2009. Please join us in Indianapolis to help 
Charlotte celebrate this honor of a lifetime.

Charlotte DeWitt always wondered 
what it would be like to be an elephant. 
After nearly thirty years working with 
festivals, she fi nally got her chance when 
she produced the opening carnival-style 
parade of the Kuala Lumpur International 
Buskers’ Festival in Malaysia, and in the 
process, tried out as a 10-foot-tall (3M) 
infl atable blue elephant. 

In the course of her career, she has 
dealt with a three-story-tall dinosaur fl oat 
catching on fi re during dress rehearsals in 
Singapore, an autistic man from a mental 
hospital taking off all his clothes during 
an outing to one of her fi rst Waterfront 
Festivals in America, and being sued for 
“loss of conjugal affection” when an 
amorous couple tripped over a tent stake.

Over the years, she has picked up a lot 
of useful skills. While consulting in Saudi 
Arabia, she learned how to get camel’s milk 
fresh from the source. (The camel actually 
wears a little bra, and hirsute Arabs drive up, 
park their SUVs—gas is 60 cents a gallon—
and hold a bowl under “the source.” The hir-
sute Arabs, of course, are men, since women 
are not allowed to drive in the Kingdom.) 

In Nice, France, she marched in that city’s 
carnival parade with the Balloon Platoon, 
two dozen fat, funny retired naval men from 
California who achieve girth via inner tubes 
under their sailor costumes. This was fol-
lowed by a trip to Brazil, where she studied 
the “how” of Rio’s Carnival. (The “why” was 
obvious—so obvious, in fact, that there was 
no chance whatsoever of re-inventing herself 
from an elephant to a Rio dancer.) 

Stepping Back in Time
Charlotte joined IFEA (then called IFA) 

when the leading technological wonder 
was a semi-self-correcting typewriter. 

Calculators were giant (some still used 
paper), and the concept of community cel-
ebration didn’t mean posting to YouTube.

It was an era without internet and 
websites, when overseas communication 
was done primarily by telex, and experi-
ential learning (meaning trial and error) 
and networking were the only sources of 
information for a festival professional. 
No “tweets,” no “blogs,” no “LinkedIn.” 

Letters were dictated and typewritten by 
secretaries (not personal assistants), who 
wept for joy when the word processor came 
along, followed shortly afterwards by the 
fax machine. Amazingly enough, people 
still used telephones as the fastest means of 
communication—big landline telephones, 
not streamlined, multi-function portable 
devices—and paper was king. 

In these primitive conditions, Charlotte 
DeWitt produced her fi rst festival, the 
Newburyport Waterfront Festival (USA), 
in 1979, pioneering a new concept of 
waterfront marketing through the use of 
festivals and events. Little did she know 
that she was about to embark upon a 
30-year journey that would ultimately 
see her working in 29 countries on fi ve 
continents. Today, some 150 festivals and 
events later, she refl ects on how she got 
started and what keeps her going.

Waterfront Festivals 1979-1997
In 1979, Charlotte was directing a feasi-

bility study to convert an unused, historic 
building north of Boston into a cultural 
center, but the city was reluctant to release 
the building for such an untried concept. 

“It was January,” she recalls, “and I was 
freezing cold… and frustrated. The city 
fathers obviously couldn’t imagine what 
this idea was all about, so, in my great 
brilliance, I decided to show them—with-
out a building—by taking the whole con-
cept outdoors during the summer, along 
the newly completed riverside boardwalk. 

2009

Charlotte DeWitt, CFEE
International Events, Ltd., 
Boston, Massachusetts

The International Festivals & Events 
Association is pleased to announce the 
induction of one of the festival and event 
industry’s fi nest professionals into its 
prestigious IFEA Hall of Fame - Charlotte 
DeWitt, CFEE, President of International 
Events, Ltd., Boston, MA.

Known as the association’s most 
prestigious honor, the IFEA Hall of Fame 
recognizes those outstanding individuals 
who, through their exceptional work and 
achievements, have made a signifi cant 
contribution to the Festivals and Events 
Industry and a profound difference in the 
communities they serve. Induction into 
the Hall of Fame is considered the highest 
of industry honors. Selected from a group 
of her industry-peers, Charlotte joins the 
prestigious ranks of 49 others inducted 
into the hall over the past 18 years. 

Charlotte will be honored at the IFEA’s 
54th Annual Convention & Expo, in India-
napolis, Indiana, September 21-25, 2009, 
where she will be presented with her award
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I had never seen a festival in my life! 
They thought I was crazy—until they saw 
that the event doubled the population of 
the city.” Nonetheless, it still took them 
eighteen years to get the point.

Waterfront restoration was at its zenith 
in America, and after seeing her work, other 
cities caught the Waterfront Festival fever. By 
year fi ve, Charlotte was producing a touring 
summer series of Waterfront Festivals® as 
a visitors’ magnet to America’s revitalized 
eastern seacoast, and later, marketing the 
world’s only Floating Cinema®. “The whole 
operation was turn-key,” she said. “It never 
occurred to me that it wouldn’t work, so of 
course I must have been crazy, especially 
knowing what I know now.”

In 1985, she went international. Eu-
rope had heard of this idea of merging 
cultural activities and waterfront market-
ing and wanted to do the same. Her fi rst 
job was for the Thames Water Authority 
(UK), the largest single water authority in 
the world, which was about to privatize.

“It was a pretty lonely business,” she says 
in hindsight. “I was the only person I knew 
doing this type of work. It wasn’t like be-
ing a lawyer and being able to pick up the 
phone to ask a colleague how he handled 
his last case– and ‘intellectual property 
rights’ hadn’t even been invented.” 

But then she discovered IFA (now 
known as IFEA).

“Wow! It was like a breath of fresh air—
a real lifeline! I thought I had discovered 
life on the planet,” she says. “These people 
spoke my language!” It was a discovery 
that would profoundly change her life.

From Knoxville to Stockholm
Charlotte’s fi rst IFA conference was in 

1985 in Knoxville, Tennessee (USA). She 
was initially drawn by the implied interna-
tional aspect of the association’s name, but 
what impressed her most was how friendly 
and generous everyone was. “People came 
together to openly share their best ideas. 
My passion for IFEA began then, during 
that very small conference, and it has never 
diminished. It is the individuals you meet, 
such as my dear friend the late Don White-
ley, and their incredible kindness that make 
all the difference.”

In the fall of 1987, Charlotte joined 
the IFA Board as the representative of the 
association’s commercial members, who 
could pay dues, but not vote because they 
were not festivals. Charlotte’s company, 
however, represented a new hybrid: the 
for-profi t festival company. 

One Member, One Vote
One of her fi rst acts as a new Board 

member was to initiate a by-law change 
creating one class of membership, where 
everyone had a vote and could participate 
equally in the association’s activities. The 
proposed amendment was approved at 

the Ottawa convention in 1988.
Ottawa was a turning point for IFA’s 

commercial members in other ways. Char-
lotte also initiated the fi rst formal trade 
show, today known as the IFEA EXPO, 
working closely with a dynamic young 
French- Canadian, Thérèse St-Onge. 

Ottawa was also the place where, in all 
earnestness, Charlotte asked the question 
others were afraid to address: Why was there 
an ‘I’ in IFA? “We had one member in Mexi-
co, a few in Canada, and the Royal Tourna-
ment in London. The London conference in 
1986 had been such an eye-opener – what 
an amazing opportunity we all would have 
if we truly tried to put the “I” in IFA!” 

Meanwhile, Waterfront Festivals, Ltd., 
continued to grow, adding to its water-
front consulting services a new sponsor-
ship consultation service via DeWitt, 
Mangeot, Skinner—a collaborative team 
with the late Dan Mangeot (CEO of the 
Kentucky Derby Festival/USA) and Bruce 
Skinner (then past- CEO of the Fiesta 
Bowl in Phoenix/USA). Charlotte’s son 
Christopher Hansen, who had literally 
grown up in the business, took over the 
management of the summer festivals. 

Charlotte was elected IFA Chair from 
1991-92. She traveled to Europe frequent-
ly, where she soon learned that European 
festivals were different than American, 
both in content and in the way they were 
run and funded. From this, came the idea 
that Europe needed its own branch of 
IFA, and in 1992, she began circulating 
a position paper to see if there was inter-
est—both on the part of the Board of IFA, 
and also, on the part of the Europeans 
she had met. (Remember, no Twitter, no 
email, only faxes and postage stamps!) 
The answer was an overwhelming YES!

Europe, 1992- 2004
The 1992 IFA worldwide convention in 

Rotterdam, The Netherlands, marked the 
beginning of IFEA’s globalization that today 
spans fi ve continents. Sixty-fi ve Europeans 
became charter members of IFA Europe, the 
association’s fi rst affi liate organization, with 
major start-up assistance through confer-
ence chairman Drs. Hans Horsting, who 
later became IFA Europe’s Chairman of the 
Board for a number of years.

Following the convention, Charlotte 
participated in writing the by-laws and 
articles of incorporation of the European 
association at the House of Lords in Lon-
don, hosted by Honorary Chair, the late 
Lord Parry of Neyland. 

In 1993, IFA Europe hired her to 
organize a conference at EuroDisney, just 
outside of Paris. That same year, she also 
successfully bid to bring the IFA worldwide 
conference to Boston in 2001, (later post-
poned until 2004 due to September 11th).

In 1994, the Stockholm Water Festival 
offered an offi ce, and Charlotte moved to 

Sweden to produce IFA Europe’s next confer-
ence, “Behind the Scenes of the Stockholm 
Water Festival.” She began studying Swedish, 
slightly more useful than Latin, and mastered 
“Lilla Kanin” (“Little Rabbit”) through the 
expert coaching and laughter of a colleague’s 
8-year-old son. It took her two weeks to buy 
her fi rst light bulb, since she didn’t know the 
intricacies of Swedish light bulbs. 

During her tenure as President/CEO of IFA 
Europe, Charlotte produced two European 
conferences each year and grew the European 
membership from IFA’s original fi ve members 
in 1985 to 135 members in 21 countries by 
1997. She wrote the fi rst grant that gave IFA 
Europe funding by the European Union. 

The association’s board had representa-
tion from 19 countries, but English was no 
one’s fi rst language except the British. The fax 
machine was slowly being augmented by this 
new thing called the internet, but not every-
one in Europe had IT connections.

She left IFEA Europe in 1997 to start 
International Events, Ltd., producing 
“Towards 2000: Behind the Scenes of the 
Millennium” in Greenwich, England, as 
a global summit meeting of Millennium 
celebration planners in 1998, and then, 
heading on to the Millennium herself. 

Asia, the Millennium, and Beyond
IFEA again was a turning point. At the 

1998 convention in Denver, she and Dr. 
Annie Sidro met a representative from the 
Singapore Tourism Board and were hired to 
create and produce the fi nale of its Mil-
lennium Chinese New Year’s celebration, 
Chingay. “It was a career ‘high’ for both of 
us,” Charlotte says, “to have the opportunity 
to put into action this idea of multi-cultural 
collaboration. We brought in performers 
from fourteen countries, many of them our 
friends from IFEA Europe.” With interna-
tional rebroadcasts, the event was seen by 33 
million people over the next two years, and 
they were invited to return again to design 
and produce another fi nale in 2001.

Event production, speaking engagements, 
consulting, and teaching activities have taken 
Charlotte to some twenty-nine countries on 
fi ve continents, her global reach paralleling 
that of IFEA’s… and the growth of the inter-
net. Although she repatriated to Boston in 
2004, her environment is still international.

In addition to designing and producing 
festivals and events, she now edits the global 
perspectives section of IFEA’s offi cial magazine 
i.e.: the business of international events, and 
writes a regular feature story for each issue.

After thirty years, what keeps her going? 
“I love people,” she says with a smile, “and 
I have always believed if you can imagine 
something, you can make it happen.” Her 
advice to those entering the profession? 
“Be curious, and never, ever, give up! IFEA 
puts all these resources at our fi ngertips. We 
simply have to reach out and connect. This 
is truly the honor of a lifetime.”
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IFEA FOUNDATION

As you know, the IFEA’s 54th Annual 
Convention & Expo in Indianapolis, 
Indiana convention is only 3 months 
away, and we all know what that means! 
Time to put on your thinking caps 
and create some unique and much 
sought after auction items for the IFEA 
Foundation’s Live and Silent Auction 
on Thursday, September 24th, 2009. 
You won’t believe some of the amazing 
items already committed for this year, 
from once-in-a-lifetime experiences and 
un-buyable experiences, one-of-a-kind 
memorabilia, jewelry, show/concert 
tickets and backstage passes, to Trips 
and Behind-the-Scenes Events! You 
most defi nitely want to make sure you 
are in attendance not only at the IFEA 
Convention, but also at the IFEA Foun-
dation Night so you can be sure to place 
your bid on these amazing items! These 
items are just the tip of the iceberg 
though as we’re still looking for many 
more auction items to come in. This is 
where you can play a vital role! 

Every donation makes a difference!  
BorderFest and Hidalgo Festival of Lights 
were able to secure over twenty items for 
last year’s auction and we are working 
to do the same this year. In an effort to 
increase items and add variety to the 
auction, we need increased participation 
from our members; therefore I chal-
lenge you to donate at least one item 
to the foundation this year! Be creative 
with your donation. Think about what 
you would like to bid on at the auction! 

Here are a few more ideas that have 
been successful in the past:
• IFEA vendor items
• Autographed items
• Sports memorabilia
• Artwork/photography
• Electronics
• Purses/accessories
• Sporting event tickets
• Wine
• Spa/bath products
• Sporting equipment and gear
• Leather goods

If there is something else you may be 
interested in or want to donate that is 

How time fl ies! It seems like we were 
just in Boise and now half of 2009 is 
gone. It has been a true honor to serve 
as your IFEA Foundation Chairman 
this year. I hope this fi nds each and 
every one of you doing well and taking 
time for some summer fun, relaxation 
and vacation time. 

First I’d like to extend a warm wel-
come to new IFEA Foundation Board 
Members: Pam Sartory, Sunfest; Terry 
Powers, 500 Festival; Robbie Kane, 
Hawaii Tourism Authority; and Gayle 
Hall, Grapevine CVB. We look forward 
to their valuable contribution to the 
IFEA Foundation Board.

The Foundation Board will be holding 
its next meeting in July in Louisville, 
Kentucky, hosted by Mike Berry of the 
Kentucky Derby Festival. A full day board 
retreat and a half day board meeting is 
scheduled. The Board will be challenged 
to focus on reviewing and developing the 
future direction of the Foundation. 

The foundation board works hard 
to ensure that fi nancial resources are 
developed and are available to benefi t 
the IFEA’s mission. To do this, we try to 
actively engage the IFEA membership 
in fi nancial support of these educa-
tional activities through Endowments 
and the Annual Live and Silent Auction 
at the Convention.

not on the list? Let us know! Is there a 
sponsor; vendor; community partner; 
friend in your personal or professional 
network or a member of your board that 
may be able to help you donate an item 
to the Foundation? Give them a call!

The auction donation form is avail-
able on the IFEA website at www.ifea.
com. It’s never too early to send in your 
donation form and item(s). The earlier 
you send them in, the better. If you’d 
like to bring your item(s) with you to 
the convention, that’s fi ne too. Just send 
in your auction form so we know your 
item is on its way! Note: the value of 
silent auction items should be a mini-
mum of $100 and live auction items 
should be valued at a minimum of 
$1,000. We look forward to seeing what 
fun and creative auction items you’re 
able to come up with!

If you have any questions or sugges-
tions about the IFEA Foundation, please 
give me a call at 1-888-443-2540 Offi ce 
or 956-393-8546 Cell. 

See you in Indianapolis!

Sincerely,

JOE VERA III, CFEE
IFEA Foundation Board Chair

City of Hidalgo/Borderfest
Hidalgo, TX

Greetings from the IFEA Foundation!

The IFEA Foundation is a 501 (c) 3 non-
profi t organization established in 1992. The 
purpose of the IFEA Foundation is to ensure 
that “IFEA has resources to fulfi ll its educa-
tional mission”. The foundation has provided 
support of more than half a million dollars in 
funding to IFEA for CFEE curriculum program 
development, professional development, af-
fordable educational opportunities, scholar-
ships to IFEA Conferences, speakers/seminars, 
research, quality publications and library 
resources, and best practices development to 
ensure the advancement of the festival and 
event industry.

http://www.ifea
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  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.kaliff.com

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.zambellifireworks.com

www.radiantevent.com

www.hwins.com

w kandkinsurance com

www.hwins.com

w dixieflag comdi i fl
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Here are a few of the wild and wacky festivals you may 
want to visit this summer.

Lebowski Fest, A Celebration for ‘The Dude’: 
various cities/dates

Fans of the Coen Brothers Classic “The Big Lebowski” 
gather at festivals in various cities throughout the US to cel-
ebrate the antics of Jeff Bridges’ classic bowling-loving stoner, 
“The Dude.” You can catch The 8th Annual Lebowski Fest held 
in Louisville, Kentucky on July 10th and 11th, 2009. 

Watermelon Thump: Luling, TX, June 25th thru 
28th, 2009

Almost 35,000 people show up every year for all sorts 
of watermelon-related events such as seed spitting contests 
(standing record is 68 feet, 9 1/8 inches, that is approximately 
the length of a semi tractor/ truck), melon eating, melon carv-
ing, biggest melon (81lbs in 2008) judging, melon auction, 
Queen Pageant, water melon eating, parade and a car show.

Slug Festival: Eatonville, WA, June 27th, 2009
Shine up your tentacles and slap on some slippery slime. 

Learn about the Pacifi c Northwest’s most valuable and 
misunderstood mollusk – the yellow-greenish banana slug. 
Participate in educational talks about these mini mollusks 
and enjoy a day fi lled with sluggy activities great for the 
whole family. 

Roswell UFO Festival: Roswell, NM, July 2nd 
thru 5th, 2009

Here you will fi nd an alien costume contest, fi reworks, the 
Trivia Star Quiz, tours of the International UFO Museum and 
Research Center and walks to the infamous crash site. In ad-
dition, the weekend event features serious discussion among 
a panel of UFO experts. This other-world event would not 
be complete without some Star Trek celebrities. Beam me up 
Scotty! 

Wife Carrying Championships: Sonkajärvi, 
Finland, July 4th, 2009

A wife is not a necessity in order to enter this champion-
ship … any female over the age of 17 will do. Besides the 
punishment that is likely to arise from dropping your female 
companion, judges take a dim view of bouncing a spouse. 
In true Viking style, the winner will take home their wife’s 
weight in beer.

World’s Greatest Lizard Race: Lovington, New 
Mexico, July 4th, 2009

New Mexicans grab their fastest lizards and travel to 
Lovington for the annual World’s Greatest Lizard Race. The 
lizards range in size from as small as one inch to as big as 
18-inch iguanas. Competitors race with a group of six lizards 
down a 16-foot ramp across the fi nish line. Trainers encour-
age their lizards with tickles from feathers provided by race 
organizers, or “Lords of the Lizards.” One important rule - a 
lizard can be disqualifi ed if it tries to eat its competition!

It’s summertime! Well to be exact, it’s summertime 
in the northern hemisphere (if you are reading this 
in the southern hemisphere, I hope you are having a 
great winter!) Summer is the perfect season for outdoor 
activities… baseball, barbeques, reunions, lounging 
at the beach, the lake or by the pool or simply tak-
ing some time off to be with your family and friends. 
Summer is also a perfect time to check out a myriad of 
Festivals and Events. Although summer only last for 93 
days there are thousands of diverse offerings celebrating 
everything from cow fl op’s to mosquitoes.

You will fi nd a few common ingredients to most 
summertime celebrations. Warm weather served up 
by Mother Nature, a taste of local fl avors, beer, music 
and people-watching. But sometimes you will fi nd ele-
ments that are totally unique to these festivals like bath 
tubs, slugs and baby food. Festival and Event organizers 
have outdone themselves this year, providing creative, 
zany ways for communities to come together and 
enjoy summer.

Come Together 
and Enjoy the 

Summer at Your 
Local Festival 

or Event

THE BOARD TABLE
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The Festival of San Fermin: Pamplona, 
Spain, July 7th thru July 14th, 2009

This world famous festival is more commonly known 
outside of Spain as the “Running of the Bulls.” On eight 
mornings, the narrow, cobblestoned streets of the village 
are barricaded. Participants gather to wait for a rocket blast 
that signals the herd has left the corral. The bulls are re-
leased into the streets to fi nd their way to the bullring. The 
race lasts only a few minutes, during which time runners 
taunt the beasts by running in front of and alongside them 
while trying not to get attacked or trampled. (Can this really 
be fun?)

BlobFest: Phoenixville, Pennsylvania, July 
10th thru July 12th, 2009 

The Colonial Theatre is the headquarters for this celebra-
tion of the Sci-Fi classic. Festivities will feature the “Running 
Out,” a crowd favorite, the Scream Contest, an Amateur 
Film Competition and a Tin Foil Hat Competition. 

World Bodypainting Festival: Seeboden, 
Austria, July 13th thru 19th, 2009

The “World Body Painting Festival” is a cult event that 
has driven the art of body painting to new heights. Colors 
are everywhere in a weeklong event known as the Mecca for 
body painting. A quaint Austrian town plays host as artists 
from around the world come to feast their eyes on the won-
ders of nature and all who are naturally painted. 

Boryeong Mud Festival: Boryeong, South 
Korea, July 15th thru July 20th 2009

The Boryeong Mud Festival is good, clean fun. An esti-
mated 2 million people from around the world converge 
on this small South Korean coastal city – just to play in the 
dirt. You’ll fi nd mud slides, mud wrestling, mud sculpture, 
and mud photo contests. 

Darwin’s Beer Can Regatta: Mindil Beach, 
Darwin NT Australia, July 19th 2009

The Beer Can Regatta is very much a family day out 
for locals and is rapidly becoming a spectacular for the 
tourists to Darwin who line Mindil Beach cheering as the 
homemade boats made of cans wallow, fl ounder and sink. 
The fl eet includes all kinds of boats; sometimes equipped 
with fi re hoses and top secret weaponry. There are plenty 
of festivities for the landlubbers - the Henley-on-Mindil 
bottom-less boat races along the beach, a thong (shoe not 
under-wear…It is a family event!) throwing competition, 
tug-of-wars and bathing beauty contests. 

The National Baby Food Festival: Fremont, 
MI, July 22nd thru July 25th, 2009

Family fun is the key component in the National 
Baby Food Festival. Fremont, the Baby Food Capital of 
the World, is the home of Gerber Products Company, mak-
ing this a one-of-a-kind festival.  The legendary “Baby Food 
Cook-Off” showcases both adult’s and children’s culinary 
talents. Participants prepare recipes that include at least one 
item of baby food. The combinations are tasty treats for all 
ages. Adults can compete in the Baby Food Eating Contest, 
where a team of two, who are connected by a bib, must 

simultaneously feed each other fi ve jars of baby food with 
the least amount of spillage. Other activities include frog 
jumping and turtle racing contests, bubble gum blowing 
and the popular Baby Crawl.

The Great Texas Mosquito Festival: Clute, 
TX, July 23rd thru 25th, 2009

The residents of the moist and muggy small town of 
Clute gather every year to honor their healthy population of 
mosquitoes. The “Swat Team” presents three fun fi lled days 
of special events, games, food, carnival rides, contests, craft 
booths, cook offs and much, much more . Don’t miss the 
Mosquito Legs Contest, where men and women are judged 
by how skinny their legs are! 

International Regatta of Bathtubs: Dinant 
Belgium, August 15th 2009

Held on the River Meuse through the town of Dinant, 
Belgium, this regatta is made up of a fl eet of fl oating bath-
tubs with unusual and original decorations. These remark-
able vessels make for a one of a kind race.

La Tomatina: Bunol, Valencia Spain, August 
26th, 2009

This event began in 1944 as a simple tomato fi ght be-
tween a group of friends in the town’s main square. Today it 
is arguably the world’s largest food fi ght. Bunol, La Toma-
tina has blossomed into a full-blown fi esta that coincides 
with the festival for the town’s patron saint. For a week 
leading up to the epic battle, the 20,000-strong town of Bu-
nol is fi lled with parades, fi reworks, food, and street parties. 

Bigfoot Daze: Carson, WA, August 25th, 2009
The annual Bigfoot Daze at Bigfoot Park in Carson, WA, 

has occurred the last weekend in August every year since 
1992. Activities include educational seminars about this 
mythic creature, stilt races, a dance contest, horse shoe 
pitching, live music, a chili cook-off, and lots of good grub, 
including Bigfoot Hunter Burgers, Abominable Potato 
Salad, and Yeti Spaghetti. 

Well, this is just a sampling of what your fellow Festival 
and Event organizers are cooking up this summer. Please 
take time to support your peers and get out and enjoy!

Lastly, I look forward to seeing everyone in Indianapolis, 
Indiana for the IFEA’s 54th Annual Convention & Expo, Sep-
tember 21st - 25th, 2009. Steve and the IFEA staff have been 
working very hard on making this years gathering a truly 
memorable experience. (I promise you there will not be any 
slugs, aliens, lizards, bulls or yeti’s!)

 
TOM BISIGNANO, CFEE

2009 IFEA Board Chair 
Meeting Biz

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

mailto:tombis@bellsouth.net
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The Value of Partnerships
IFEA ASSOCIATION PARTNER

IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider

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

www.hwins.com

www.festivalmediacorp.com

http://www.hwins.com
http://www.festivalmediacorp.com


2009 INTERNATIONAL EVENTS 67

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.

INFLATABLES

DYNAMIC DISPLAYS - Designs, manufacturers, rents – costumes, props, fl oats, helium 
balloons and activities in the infl atable medium. Offers a complete and fl exible service package, 
internationally. 37 years of parade/event experience. Address: 5450 W. Jefferson Ave., Detroit, 
MI 48209 OR 937 Felix Ave., Windsor, Ontario, N9C 3L2; Phone: 519-254-9563; Fax: 519-258-
0767; Email: steve@fabulousinfl atabels.com; Website: www.fabulousinfl atabels.com.

MARKETPLACE
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

mailto:brooks@fwworld.com
http://www.fwworld.com
http://www.dixiefl
http://www.firstflash.com
mailto:cmcbride@checkersindustrial.com
http://www.checkersindustrial.com
http://global.uillinois.edu/ifea
http://www.zambellifireworks.com
mailto:svitale@pyrotecnico.com
http://www.pyrotecnico.com
http://www.fabulousinflatabels.com
mailto:porter@hwins.com
http://www.hwins.com
mailto:dale_Johnson@kandkinsurance.com
http://www.kandkinsurance.com
mailto:info@edgeworks-group.com
mailto:info@edgeworks-group.com
http://www.edgeworksgroup.com
http://global.uillinois.edu/ifea
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 6President’s Letter

Those who don’t see problems, but instead see tests that only 
make us all stronger. 

Today’s new challenges and demands have provided us 
all with an important caution fl ag and the opportunity for a 
professional pit stop that will allow our industry to not only 
hold our position, but to move up in the fi eld with sponsors, 
audiences, municipalities and other key partners. The IFEA 54th 
Annual Convention & Expo (September 21-25) is that pit stop. 

To remain a leader in this professional race that we are all 
in, we understand that you need a reliable and trusted team 
that can provide you with new tools, new ideas, new infor-
mation, new creativity, new resources, and a powerful profes-
sional network concerned with helping you win on whatever 
course you may be faced with. A team that has your back at 
every turn. The IFEA is that team for our industry.

The challenge for the IFEA team is to continually serve 
our industry, to keep us all moving forward, helping to 
ensure both our individual and collective successes. To that 
end, we are here for you year-round (just an email or phone 
call away) and look forward to seeing you in person this 
September for what promises to be our best and perhaps 
most important convention ever**. 

I hope that you will join us in Indianapolis, the Racing 
Capitol of the World. To those who are most prepared will 
go the spoils of victory.

**For detailed convention information go to www.ifea.com or check out the 
convention section in this issue of “ie”.

work to squeeze as much value as you can into that budget.
A critical factor when deciding where you are going to spend 

your marketing dollars today is the information you will get 
on your return on investment. When comparing internet-based 
marketing, like a text message marketing campaign or email 
marketing to traditional media like radio, TV, print and outdoor 
advertising, internet-based marketing can be much more effec-
tive because it can provide a wealth of information about your 
customers such as how many people received your text message, 
opened your email or purchased tickets online. With internet-
based marketing, you can get a very accurate measure of the 
benefi ts generated for the marketing dollars spent.

Text message marketing is already a highly effective way 
to spend your marketing and promotions budget and as 
more and more people are using text messaging, the ef-
fectiveness will increase. NOW is the time to fi nd out more 
about how you can start using text messaging to increase 
attendance, sales revenue, and much more.

Michael R. Geisen is the CEO at Ntelligent Systems. 
Ntelligent Systems is a team of marketing, web develop-
ment and customer service experts working together 
with one goal in mind: to help organizations leverage the 
Internet as an effective communications medium. If you’d 
like to contact Michael, he can be reached at: michael@
ntelligentsystems.com or 714 425 4970. www.ntelli-
gentsystems.com

Continued from page 51Text Message Marketing and Your Event
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