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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 Arizona Exhibition 
& State Fair, 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, 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
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800. 854. 4705

We've been designing fireworks shows and searching 

the world for the latest in pyrotechnic innovations for 

118 years. That experience puts dramatic impact and 

new surprises in every display we produce. From music 

festivals to state fairs and arts festivals to regattas, we 

leave audiences breathless with delight.

Our designers have access to thousands of explosives 

and special effects with different sizes, patterns, and 

colors. And, they deliver precise firing using advanced 

technology which can be synchronized to audio, video 

projection and lasers. 

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

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

New Castle, PA
Atlanta, GA
Las Vegas, NV

Montgomery, AL
New Orleans, LA
Tampa, FL

2007 Rockets Over the Red festival in 
Shrevport, LA.

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

A thunderous grand finale of purple and 
gold glitter erupts.

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

We are in the Driver’s Seat
ing a new foundation using festivals & 
events to increase the socio-economic 
health and wealth of communities 
across the African continent.

People like Professor Gang Hoan 
Jeong, PhD, President of IFEA Korea, 
who has established our most active 
global exchange program between the 
event and government leaders of South 
Korea and their counterparts on virtually 
every continent, sharing and translating 
best practices from around the world.

People like Warwick Hall, Event Direc-
tor for the community of Taupo, New 
Zealand (population 23,000), whose 
efforts to build a menu of high-qual-
ity global sporting and entertainment 
events (including the largest road cycling 
event in the southern hemisphere, with 
participants from 40 countries and an 
attendance that effectively doubles the 
city’s population) has given his percep-
tually ‘small’ city the undisputed moni-
ker of “Events Capital of New Zealand,” 
with all of the economic and social 
benefits that come with that title.

And people like Kirk Hendrix, 
President of the 500 Festival in India-
napolis, who throughout a 30 year 
career, full of both challenges and 
opportunities, has built a personal 
legacy of success in multiple cities; in 
sports, entertainment and parades; and 
continues to show us all how to “ride 
the wave” under any conditions.

When we look for ideas, solutions and 
motivation, these individuals and others 
like them, who are accessible year-round 
through the IFEA’s global network, are 
where I encourage you to find your 
inspiration; from individuals and teams 
who never lose sight of their long-term 
visions, despite the short-term challenges.

I talked with many people at the con-
vention who expressed their wishes for 
our current challenges to end soon, as I 
am sure we can all relate. But in that de-
sire we must realize that we are each an 
important and integral part of making 
that happen. It has been said that “if 
you are not part of the solution, you are 
part of the problem.” It has also been 
clarified that “hope is not a plan.” As 
each of our organizations work to close 

The annual IFEA Convention and 
Expo in Indianapolis was an inspir-
ing place to be in September, as we 
- together with the staff and volunteers 
of the 500 Festival - invited everyone 
in our industry to restart their engines. 
And there is no better way to do that 
than to surround yourself with a group 
of your professional peers - leaders 
who understand where you’ve been, 
where you’re headed, and are more 
than happy to help you get there as 
part of an unspoken, but understood, 
reciprocal partnership. 

Most everyone at the convention 
began with an acknowledgement of 
the obvious…it has been a tough year 
(if not multiple years, with official 
recognition by worldwide government 
officials that the current global reces-
sion actually started in 2007) - for our 
events, our industry, for the IFEA; be-
cause when our common industry and 
all of you are affected by something, 
we – as an organization – are affected.

We discussed the fact that current 
challenges facing our industry go 
deeper than just the recession directly, 
with many new fronts requiring us to 
simultaneously keep up with the latest 
issues and trends, including (but not 
limited to): 

Understanding the growing power 
of social media to market events and 
enhance our outreach; 
Protecting ourselves against the 
changing sponsorship environment 
and landscape; 

•

•

Ensuring that we are meeting 
environmental responsibilities and 
expectations; 
Redefining the economic and social 
impact of our events to financially 
strapped municipalities and govern-
ment leaders; 
Programming to serve the changing 
face of our communities; 
Working to understand, protect and 
maximize partnerships with strug-
gling traditional media sources; 
Adjusting for volunteer forces 
impacted by new unemployment 
trends; 
Motivating resource strapped event 
teams; 
and the list goes on. Seldom, if ever, 

in our lifetimes have the challenges 
seemed so deep. 

But those attending agreed during 
the convention that while these things 
represent the reality of the market-
place in which we must operate today, 
challenges are not excuses for failure 
and this has never been a “woe is me” 
industry. We are an industry of leaders; 
professionals who, individually and 
collectively, will take our industry and 
our world to new levels of possibility 
and opportunity in the years ahead. 
And the IFEA will be there to actively 
support those initiatives and successes.

In the balanced reality of the world 
around us, while there are certainly more 
than enough challenges to hold our 
attention and control many of our con-
versations, I hope that we will never be 
too busy to take the time to be inspired 
by ours peers, around the world, who 
continue to set examples for all of us.

People like Hamad Al-Sheikh, Director 
of the Saudi Commission for Tourism 
and Antiquities, who has been able to 
not only encourage the success of existing 
festivals and events in the Kingdom of 
Saudi Arabia, but the building of new 
communities centered around events that 
bond them together as they are created.

People like Janet Landey, President 
of IFEA Africa and Peter Kagwa of 
Uganda, who in September held the 
first-ever Uganda Festivals and Events 
Conference, and who together are lay-

•

•

•

•

•

•

Continued on page 63
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CURRENT EVENTS

Sometimes these types of challenges 
are tough to ignore, especially if they’re 
causing visitors to leave—or not even 
show up in the first place. At the same 
time, the question of free speech often 
comes up if you ask the protestors or 
others to leave, be quiet, or change 
their clothes. One key to understanding 
what you can and cannot do in these 
circumstances is based on where you 
are holding the event. 

If your event is held on private 
property, then the ability to restrict the 
speech of guests (or the attendance of 
protestors) is quite broad. However, 
according to Boyd Jensen, an attorney 
whose firm represents a variety of lei-
sure industry clients, this can change if 
you hold your event on public property.

“Oftentimes fairs and festivals are 
events which are considered a ‘quasi 
public event,’” explains Jensen. “You 
therefore have a freer environment than 
when you are on private property such 
as at an FEC or waterpark where the 
land owner sets the rules of conduct.” 

This is an important point since 
many festivals and special events are in-
deed held on publicly-owned property. 
Meaning that, if your festival, though 
privately owned and operated, occurs 
on public land (such as public streets, 
sidewalk, or parks), and is open to the 
general public, then your ability to limit 
speech-type activities that you don’t like 
may be restricted.

Which leads to another important 
point: the definition of “speech” is 
much broader than just spoken words. 
While many people think of free speech 
as requiring someone to actually be 
speaking, that is not the case. Instead, 
protected speech sometimes includes 
unspoken words like writing on a 
t-shirt or symbols on a placard. As a 
result, the public property/private  
property distinction also applies to 
those circumstances.

This doesn’t mean though that, if on 
public property, your event can never 
place any restrictions on speech or 
expression. In fact, in certain situations 
it can.

For one thing, if your event is some-
thing akin to a parade, performance, or 
demonstration which the general public 
is allowed to watch but not participate 
in, event organizers can keep counter-
demonstrators from actually participat-
ing—although they may have a right to 
demonstrate from the sidelines where 
other audience members are gathered. 

Additionally, previous court cases 
have permitted festival organizers, 
working with law enforcement officers, 
to prohibit or severely restrict groups 
from protesting or even distributing 
information if doing so could cause  
a safety issue. This is especially true in 
the case of crowd flows and ingress/
egress to an event. In these situations, 
courts have allowed the restrictions if 
they are limited to preventing the un-
safe conditions.

A word of caution though: even in 
these instances, courts generally remain 
quite skeptical of speech restrictions 
and will view them with a wary eye. 
Therefore, if you engage in such restric-
tions, you should have very strong evi-
dence in support of the potential safety 
and crowd control issues that could 
result, and it is advisable to obtain 
the agreement and cooperation of law 
enforcement officers beforehand.

Simply saying “We think there might 
be a problem” will unlikely be enough. 
Instead, it is probably worth hiring a 
safety consultant or otherwise obtaining 
more concrete proof in support of your 
restriction. After all, if the court believes 
that you are simply using the safety 
issue as a smokescreen for other goals, 
then the likely result will be that you’ve 
spent a good deal of money in legal fees 
on a losing case.

The Speech Issue in a Real 
World Setting

Lest you think this is merely a hypothet-
ical problem, the very issue of free speech 
and special events held on public property 
came to a head this summer in Dearborn, 
Michigan. It was there that a Christian 
group called Arabic Christian Perspective 
(ACP) decided to attend the Dearborn 
Arab International Festival. ACP’s goal was 
to distribute literature aimed at converting 
Muslims to Christianity. The festival itself 
was held on public streets and sidewalks 
in the city, and ACP wished to conduct its 
expression in a similar setting inside the 
festival grounds.

According to a lawsuit filed in the 
matter, ACP wanted to hand out their 
literature to festival attendees while walk-
ing the sidewalks. Event organizers and 
Dearborn police officials opposed this 
and instead offered ACP use of booth 
space at the festival. Several Christian and 
other groups had already rented booths, 
but apparently ACP was not satisfied with 
this option and asserted that ACP had 
a right to distribute information on the 
sidewalks. City law enforcement officials 
replied that ACP could speak on the side-
walks but would have to rent a booth in a 
designated area of the festival in order to 
distribute written literature.

In response, ACP filed a lawsuit seek-
ing an immediate injunction that would 
allow them to distribute their materials 
as they walked the sidewalks as opposed 
to being limited to booth space. While 
the lawsuit has not been completely 
resolved, the judge did reject their re-
quest for an initial injunction. The city’s 
reasoning that, with upwards of 150,000 
attending the event each day, they had to 
limit information distribution to booths 
in order to promote guest safety was ap-
parently persuasive to the judge.

In addition, it appears that the restric-
tions on distributing materials applied 

By Chad Emerson

The workers are in place. Food and beverage service is ready. It’s just about kick-off time 
for your festival. What happens though when you realize that several guests are wearing 
shirts with offensive slogans or symbols on them? Or, even worse, what if protestors have 
targeted your event and are causing a ruckus outside of the gates?
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Free Speech and Your Festival

Continued on page 63



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 flat 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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Ron Burback

PEOPLE

IN CONVERSATION

Operates 3 to 5 carnival units in the beautiful Pacific Northwest 
– fairs, festivals, world fairs, centennials, etc. Also has a consult-
ing firm that is hired by industry events to solve problems. Also 
does his own festival events, winning best festival in America 
1998. Owns a debit card system that is used at a number of large 
fairs & festivals. Operates all his own rides, games and food.

How did you get into events?
Started out picking up ping pong balls in a goldfish game at 15 years of 

age. Put the game at Jantzen Beach Park. First night grossed $129.00. The 
nut was $12.00 to the park, lost 10 fish at 7 cents or 7 fish at 10 cents….
can’t remember. The bowls were a dime. I split the rest with my partner and 
went home with $50.00 plus. A lot of money in 1947. Spent 27 years in 
the amusement park business ending up running a park. Spent the next 34 
years in the carnival business with world fairs and centennials in between.

What has been your biggest professional challenge?
It has always been coping with government. City, state and federal. The 

many challenges of my business operations are miniscule in comparison. 
The problem with government is the constant changing of the roles. 

Every time I go to kick the business ball in the net, they move the net.
Government involvement in my business grows ever larger. What wage 

I pay. How I must provide my employees health care. Truck regulations. 
Labor and industry costs, etc. etc. etc. I fear government will be the one to 
put me out of business, not my competition.

What do you do to relax?
I am an avid reader. 3 or 4 books at a time on all kinds of topics. I read 

very little fiction. I ride my Harley and forget about anything, but the ride I 
am on.

I find it very relaxing to watch DVD classes from The Learning Company 
while I am working out on my treadmill.

And strange as it may seem, I’m very relaxed when the Midway is 
jammed and the rides and games are running full. Strange?

What’s the Best Advice You’ve Ever Received?
Business Advice: Cash in… must exceed cash out (simple huh!)
Philosophers Advice: Emerson’s essay on self-reliance. Especially… 
“All things considered, my thinking is probably as good as yours.”
Mother’s Advice: Work hard. You don’t have to be smarter than other 
people, just out work them.
US Navy Advice: Always know where your life jacket is.

•
•

•

•

FACTS ON FILE
Years in Business
61

Degree:
Bachelor of Science Economics – Port-
land State University; Bachelor of Sur-
vival from the School of Hard Knocks

Other Experience:
I have devoted a lot of time to industry 
organizations. The outdoor amusement 
business has given me and my family 
a wonderful life and I want to repay it 
a little. Hopefully, the industry will be a 
little better from my involvement.

Family:  
Wife and 3 kids

Last book read:
I read 3 to 4 books at a time. Just fin-
ished Liberty & Tyranny by Mark R. Levin. 
How We Decide by Jonah Lehrer

Last business book read:
Life Without Lawyers
by Phillip R. Haword

Depression Economics
by Nobel Prize Winner Paul Kraigman

Ron Burback
CEO/Co-Owner
Funtastic Shows
3407 SE 108th Ave.
Portland, OR 97266
(503) 761-0989
Fun1@funtasticshows.com
www.funtasticshows.com

Personal Philosophy:
Stick to what you know
No one sided deals. Mine…  
or yours
Keep your customers happy
Hire the right people
Set goals and achieve them 

1.
2.

3.
4.
5.

Make sound investments
Never stop learning
Get both sides of the story
Anything is possible… Maybe 
not probable
When the music’s good… dance.

6.
7.
8.
9.

10.

mailto:Fun1@funtasticshows.com
http://www.funtasticshows.com


Budget: Under $250,000 
Gold - BorderFest Association - Festival of Lights - Hidalgo, TX  U.S.A.
Silver - Clarksville-Montgomery County Convention & Visitors Bureau  

Rivers & Spires Festival, Inc. - Clarksville, TN  U.S.A.
Bronze - Updowntowners, Inc. - Celebrate Lincoln International Festival  

Lincoln, NE  U.S.A..
 

Budget: $250,000 - $750,000 
Gold - Issaquah Chamber of Commerce - Issaquah Salmon Days Festival  

Issaquah, WA  U.S.A.
Silver - National Capital Commission - UKiUK: Winterlude Sound and Light Show Ottawa, 

ON  Canada
Bronze (Tie) - BorderFest Association - BorderFest 2009 “Celebrating Jamaica,”  

Proudly Presented by Kraft - Hidalgo, TX  U.S.A.
Bronze (Tie) - Edmonton Heritage Festival Association - Servus Heritage Festival  

Edmonton, AB  Canada
 

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

Fort Worth, TX  U.S.A.
Silver - Downtown Events Group - Des Moines Arts Festival 

Des Moines, IA  U.S.A.
Bronze  - On the Waterfront, Inc. - On the Waterfront Festival - Rockford, IL  U.S.A.

 
Budget: Over $1.5 million

Gold - Kentucky Derby Festival - Louisville, KY  U.S.A.
Silver - Gemeente Den Haag - The Hague Festivals - The Hague, The Netherlands

Bronze - 500 Festival, Inc. - 500 Festival 50th Anniversary Legacy Art Project  
Indianapolis, IN  U.S.A.

 
View the complete list of 2009 IFEA/Haas & Wilkerson Pinnacle Award Winners on the IFEA Website.

 
MARK YOUR CALENDARS FOR THE 2010 IFEA/HAAS & WILKERSON  

PINNACLE AWARDS ENTRY DEADLINE

Earlybird Deadline: Monday, June 21st, 2010
Final Deadline: Monday July 19, 2010 

Dates are subject to change

Proud to insure excellence in the festivals & events industry

C O N G R AT U L AT I O N S
to our 2009 Grand Pinnacle Winners



International Festivals & Events Association



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
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Child’s Play—
or is it?
Expanding the benefits of children’s activities—
even on a minimal budget

By Tina Huck
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A
s event planners, we are all 
too familiar with the idea of 
finding some sort of activities 
to provide entertainment to the 
children who attend our festi-

vals and events. Some utilize outside sourc-
es such as daycares, scout troops or other 
volunteer groups to coordinate areas while 
some have committees or staff dedicated to 
create child-friendly areas. Of course, many 
others are on their own to try to figure out 
how to keep the kids busy. The obvious 
benefit to these areas is to create an inviting 
atmosphere which will bring families to the 
event. However, perhaps a look outside of 
the “sandbox” will bring new perspective 
on the benefits of children’s activities and 
on the timing of children’s activities. 

SIMPLE Children’s Activities to 
Promote Your Event

Meal time has consistently been a time 
when families attempt to communicate 
with one another. When families are able 
to go out to dinner together, this is an 
especially perfect time to get your event in-
formation in front of them in the hopes of 
it becoming at least a piece of the conver-
sation. Unfortunately, recent studies have 
shown that table tents are no longer an ef-
fective means of communication as tables 
have become filled. Nicer restaurants often 
will not even have these in place. However, 
nearly all restaurants where children are 
welcome utilize some sort of activity-style 
children’s menu to occupy children while 
they await their meals.

For event planners, this offers a great 
opportunity to get the excitement of your 
event. With a simple phone call or visit to 
local restaurants, you can ask to provide 
their children’s menus for the month (or 
any time period) leading up to your event. 
In order to create a fun, yet functional 
piece, request a copy of their children’s 
menu to incorporate into a menu filled 
with games, mazes, pictures to color and 
puzzles which focus upon your event.

If you are lucky enough to have an artist 
on-board, they can create something to 

color for the children; otherwise, many 
websites offer royalty free coloring pages. 
A simple internet search will bring up 
many. There are also many sites for creat-
ing word search and crossword puzzles. 
You simply input your words and/or clues, 
and a puzzle is created. A few websites to 
try include www.puzzle-maker.com, www.
theteacherscorner.net, and www.edhelper.
com. Some sites offer membership areas 
which may provide additional activities, 
but there are many free activities available.

It is important to remember to keep the 
puzzles and games simple, yet diverse, as 
children’s menus target toddlers to tweens.

Taking Activities Beyond  
Your Event

As we create activities, we can only hope 
that families will walk away and say, “Wow! 
I need to tell others about this great event. 
They had great stuff for my kids!” There 
are a few simple ways, though, to make 
the event experience speak for itself and to 
promote your event to others. 

One great idea stems on parents’ love of 
pictures. One would be very hard-pressed 
to find a parent who doesn’t like to share 
photos of his/her child. So, make that 
desire work for you. At your event, set up 
a photo station or multiple photo sta-
tions. For a simple, unstaffed area, create 
a standing photo design with an area for 
children (of all ages) to place their faces 
and smile for the camera. For a larger 
benefit, and even a possible money-maker, 
set up a photo area with props, costumes 
and a photographer. Your desired result 
will determine the distribution method. If 
you are utilizing this area as a fund-raiser, 
a small printer can be available to print 
immediate photos or you can charge a 
fee for the photos to be uploaded to your 
website. Then, you have the opportunity 
to send an e-mail with information about 
other events or next year’s event which 
includes the password for accessing the 

photo. This same method can be utilized, 
without charging a fee, and having the 
photos only available online. This will 
drive event-goers to your website allow-
ing more impressions of sponsors and of 
event information. Similarly, an e-mail 
can be created to send to grandma and 
grandpa (and all the other adoring friends 
and relatives), again offering additional 
impressions of sponsors. 

Another way to expand your activities 
beyond the day of your event is to utilize 
button making as a children’s activi-
ties. Choosing a theme from your event, 
allow children to create a button design 
to then be made into a button, on the 
spot. Badge-a-minit offers button making 
supplies and machines which are simple 
for even the least mechanically-inclined 
to utilize. (Obviously, the author of this 
article falls into that category!) Utilizing 
a self-made template, you can create a 
design for children to color or to add a 
thumbprint or personal touch, you can 
simply add just your logo and allow chil-
dren to create their own designs. Once 
completed, the child has a fun memory 
of the day to show others. 

The button activity, again, offers an 
opportunity for publicity or increased 
sponsorship impressions, but we can take 
it a step further. While at the event, ask 
children to create two buttons. One, they 
get to take home with them. The other can 
be utilized at local restaurants and shops 
to publicize next year’s event. Servers and 
others in guest services roles often enjoy 
adding a bit of liveliness to their uniforms!

Remember that Child’s Play 
isn’t only for Children

Any of these children’s ideas can be 
adaptable to children of all ages. Families 
might choose to have festive photos taken 
as a group or perhaps a tour group who 
is visiting wants a memento of their trip. 
Similarly, senior groups may be willing 
to color some buttons prior to your event 
and enjoy looking at their favorite restau-
rants to see who is wearing their creation.

Children’s activities are also a great way 
for sponsor activation. As adults, we are all 
much more likely to visit a booth where 
we get to be a kid again than one simply 
handing out information. A sponsor might 
use a big-kid-only duck pond to give away 
premium items while having fun with and 
talking to potential customers. The possi-
bilities are simply endless if we put on our 
“munchkin goggles” and remember just 
how much fun it is to be a kid!

Tina Huck is the Events Coordinator 
for National Shrine of Our Lady of the 
Snows in Belleville, IL.  Tina can be 
reached at: tinah@snows.org.

http://www.puzzle-maker.com
http://www.theteacherscorner.net
http://www.theteacherscorner.net
http://www.edhelper
mailto:tinah@snows.org
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T
aupo Township nestled on 
the shores of New Zealand’s 
biggest freshwater lake has 
the reputation of being the 
country’s event capital and it’s 
not hard to understand why. 

Home to some of the largest events in the 
country and the Southern Hemisphere, with 
a population of just 23,000 it has been de-
scribed as a world class phenomenon worthy 
of study.

 Annual events such as Ironman New 
Zealand, the biggest annual international 
event in the country attracts an average 40 
countries to the Lake Taupo region each year. 
Wattyl Lake Taupo Cycle Challenge with 
11,500 riders completes a 160 km circum-
navigation of Lake Taupo. It’s the largest 
road cycling event in the Southern Hemi-
sphere and effectively doubles the town’s 
population making it a city for a weekend!

The Mizuno Half Marathon, with 3,500 
participants is also the biggest in the 
Southern Hemisphere. Oxfam Trailwalker 
with teams of four running or walking 100 
kms off road in under 36 hours raised over 
1 million dollars for the charity this year! 
The Jamis Bicycles Day Night Thriller is a 12 
hour team mountain bike challenge with 
4,000 riders taking part. The Adidas Relay 
and Rotorua Taupo100k Flyer, are two more 
events attracting fields of around 4,000 to 
the town and the list of events doesn’t stop 
there, it goes on and on.

World events also feature prominently on 
the calendar. The World Junior Motocross 
is the second event to be secured from the 
world motorcycle organisation FIM with the 
first being the International Six Day Enduro 
held here in 2006. Described as the Olym-
pics of off road motorcycling it was valued at 
over 14 million dollars in economic benefit 
to the region and a preliminary approach has 
been made to re-secure the event in 2012. 
The second world event hosted in 2009 was 
the world masters bench press, a power lift-
ing event which attracted 23 countries. 

The list continues with four new events 
being established on the 340kms of sur-
face area provided by Lake Taupo and the 
completion of a 15,000 person outdoor 
amphitheatre is allowing for more diversity. 

Regional Event Marketing Manager Warwick 
Hall says “while past years have focused on 
establishing sporting events or ‘sweaties’  
as they are colloquially known, these were  
the type of events that typically provide  
mass participation demonstrating the most 
tangible benefits for all to see. This did not 
mean we ignored arts and culture. We are  
now moving more firmly into this sector 
and have our first two commercial events set 
down for the amphitheatre. This summer sees 
a theatrical prosthetics and body painting 
festival followed by a nationally ranked music 
concert. Negotiations are also underway for 
several more commercial concerts over the 
summer season. 
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The move in this direction is designed to 
balance the port folio and take the pressure 
off three key areas which are volunteers, 
inconvenience to locals and road closures. 
When you take a look at the annual calendar 
as a whole our volunteers are the hardest 
working group in the country as they turn 
out over and over again giving their time 
to ensure a successful event. Just two of our 
annuals alone each require 10% of the popu-
lation or around 1,200 volunteers in order 
to run, these guys are our life blood and we 
can’t thank or appreciate them enough.” 

A number of programmes are run each 
year as a thank you and to give something 
back to this crucial element of the town’s 
success. Ironman provides a volunteer after 
party and gives away free entries and coach-
ing packages to two lucky winners each 
year. Free First Aid and Traffic Management 
programmes certified to national standards 
are offered to volunteers and a series of free 
summer concerts are run as further apprecia-
tion of the work volunteers and other stake-
holders undertake for events in the town.

Hall says “as a result of our growing suc-
cess four years ago we secured the domain 
name www.eventscapital.co.nz and began 
promoting ourselves accordingly, not just 
externally but to the region, as well capitalis-
ing on a ground swell of collective pride in 
what the region had and continues to build. 
Everybody in the region has played a part in 
our success and everyone takes pride and has 
a passion for the industry. We have people 
here who have worked on every Ironman 
for the past 11 years, collecting the tee shirts 
each year and have them hanging in order  
in their wardrobes, they’re considered 
collector’s items and have great value to  
the owners.” 

Two key ingredients to the town’s passion 
are reputation and local ownership. In real 
estate it’s location, with events it’s reputa-
tion and this region has collectively built a 
very strong one whereby it is no longer what 
an event can do for the town but what the 
town can do for the event in achieving a true 
partnership. Three years ago the town made 
national media in adopting ground breaking 
policy which required events of a certain size 
and stature to supply an endorsement from 
their applicable national body as employing 
best practice Without this endorsement the 
event is unable to take place.

 It was a direction not without risk and 
there was concern that events would be lost 
from the region. However three years on, the 
portfolio continues to grow and record num-
bers of participants are being achieved. Hall 
says “I believe our endorsement policy sent a 
clear message to everyone that we are a qual-
ity destination, you need to be a top notch 
event to run here and participants know they 
will get a quality experience and good return 
on their spend.”

Other risks have also been taken. For ex-
ample Oxfam Trailwalker was a new concept 
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Warwick Hall is the Regional Event 
Marketing Manager for Destination 
Lake Taupo, the Regional Tourism 
Organisation for the Taupo Region on 
the North Island of New Zealand. He 
can be reached at: whall@laketau-
ponz.com.

to New Zealand, where not only did teams 
have to pay the usual entry fee, but they also 
had to raise a minimum of $2,000 for the 
charity in order to take part. This was some-
thing completely new to New Zealand and 
there was no guarantee that teams would 
buy into the concept. It paid off, in a country 
of just over 4 million people, some three 
hundred teams raise an average 1 million 
dollars each year for the cause.

At the same time, a strategy was deployed 
to look at all events and determine which 
were susceptible to being moved away from 
the region, and where possible ownership 
models were changed and multi- year con-
tracts signed to ensure the events remained 
within the region.

Hall says “all of this was made possible by 
a forward thinking local council who recog-
nised the value of events very early on and 
established dedicated resources, both fiscal 
and physical, designed to seek out and se-
cure events to the region.” Hall is the second 
manager to the role having being  
appointed six years ago and has enjoyed 
strong support to do the job his way. While 
at times his modus operandi is considered 
unorthodox by some, he is quick to smile 
and quip “you don’t make an omelette 
without breaking eggs.” The results achieved 
speak for themselves. 

The portfolio has been built on securing 
new and established events to the region, 
playing to the regions strengths and utilis-
ing the natural surroundings to the upmost. 
Hall says “we are blending these established 
events with our own events that we are 
creating from the ground up to fill the last 
remaining spots in our calendar, while con-
tinuing to target new world events from year 
to year to keep things interesting.”

All of this is under pinned by four guiding 
principles - quality, reputation, balance and 
relationships. The first two speak for them-
selves, balance is more than “sweaties” vs 
arts and culture, it’s about sculpting a range 
of distinctive events over the calendar year 
and not loading it with more of the same 
type of event over and over, thereby avoiding 
cannibalising such events one after another. 

The last principle of relationships is tan-
tamount to continued success. Business is a 
people business, every aspect of it is about 
people. You have to be a people person and 
build strong honest relationships to succeed. 
Don’t paint the smile on, it has to be real. 
This town has a really big smile!
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I think we can all agree, everyone could improve their internet program. But internet 
programs can have a lot of components and can be complicated, so this edition of In-
ternet 101 is intended to help you focus in on those options for 2010 that are likely to 
give you the best return on investment. By no means is this intended to be a complete 
list of ideas so if you would like to discuss these options or others further, please feel 
welcome to contact me.

Fortunately, for the festival and events industry, the downturn in the economy has 
not had the financial impact that we all feared, leaving many IFEA members and re-
lated businesses with budget to improve their internet programs. By making decisions 
early and taking action to implement those decisions, you can enhance your internet 
program in ways that will deliver benefits for years to come.

Improving User Adoption
The first option for improving your internet program is the one that may deliver the 

highest return for the smallest investment; improving user adoption of systems that 
you already have in place.

Many organizations have the basic elements of a good internet program but fail 
to put them to effective use. For example, do you update the content on your web-
site (text, photos, videos); have you been creating and sending out engaging email 
newsletters that drive traffic to your website and increase sales; do you keep your event 
calendar full of interesting information for events well into the future; have you been 
using your ecommerce system to sell tickets and merchandise? I can tell you from 
personal experience that for many of us, the answer to these questions and others like 
them is “not so much.”

The off season is the best time for management to make sure that users are adopt-
ing and making effective use of your internet program because the pressure is off and 
people can take time to learn new systems. Website traffic patterns can be reviewed 
to look for problems and opportunities, content can be added to the website, whole 
email campaigns can be created in advance and parked until it is time to click the  
send button, event information and links can be added to your event calendar, and 
much more.

At the very least, use this off season to come up with at least three ways you can 
make much better use of what you’ve already got in place – then set concrete objec-
tives so that you actually improve user adoption this year. If you follow through on 
this one recommendation, the benefits will likely be substantial.
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Website Redesign
When people start thinking about 

improving their internet program, rede-
signing the website seems to be the most 
popular place to start. In my opinion it’s 
also the most difficult part of improv-
ing an internet program because there is 
almost no way to measure the benefit of 
a redesign; which can cost thousands of 
dollars and take a lot of time and effort.

In making your redesign decision, I rec-
ommend that you ask yourself and other 
decision makers if the design of your 
current website adequately communicates 
the fun and excitement of your event and 
if people can easily find the information 
they need. If the consensus to either one 
of these questions is no, the next ques-
tion is how much of a redesign is needed. 
A redesign can range from a makeover of 
your current website to a complete rede-
sign. If you decide to go with a complete 
redesign, don’t forget that you’ll probably 
also need to move the content from the 
old website to the new website; poten-
tially a significant cost in itself.

If your choice is a complete redesign, 
you can substantially reduce that cost if 
you are able to find another website that 
can act as a model or template for your 
new website. Believe it or not there is a 
LOT of work involved in creating a new 
design compared to recreating the design 
of another website. Because festivals and 
events don’t generally compete with one 
another it usually won’t matter to anyone 
if the websites of two different organiza-
tions have very similar designs.

This is the thought behind our Small 
Festival/Event/Fair Internet Program, 
where clients pick from two design 
templates for their new website – yielding 
substantial savings.

Typical costs for the redesign of a 
website range from $5,000 - $20,000, 
depending on the size of the website and 
how creative you want to get in “commu-
nicating the fun and excitement” of your 
event. If you decide on an update of your 
current website, that cost will typically 
range from $1,000 - $10,000.

Email Marketing
In a previous edition of Internet 101, I 

said that I get evangelical (almost) about 
email marketing. That has not changed. 
There is no other marketing method that 
comes close to delivering the return on 
investment that you can get from email. 
At a cost substantially lower than tradi-
tional marketing methods (print, radio, 
TV, outdoor), you can create a good look-
ing, engaging email newsletter, send it to 
the email inbox of hundreds or thou-
sands of people who have asked to hear 
from you, get nearly instant information 
about how many people viewed the 
email, clicked on the links in the email, 

and visited your website or purchased 
tickets. With email marketing, you can 
know how many dollars of revenue are 
generated for each marketing dollar you 
spent. Your ad agency can’t give you that 
kind of information; I know, I worked for 
one for four years.

If you don’t have an email marketing 
program, there are many, many service 
providers to choose from, including:

Constant Contact  
www.constantcontact.com
Exact Target   
www.exacttarget.com
Ntelligent Systems  
www.ntelligentsystems.com 

For 2010, a good goal would be to 
ensure that you plan an email marketing 
campaign to promote your event. And, if 
you have interim events, a separate cam-
paign to promote the year-round usage 
of your facilities. To make sure that these 
campaigns are carried out, I highly rec-
ommend that they be largely developed 
during the off season and then transmit-
ted at the appropriate time.

Another critical goal would be to have 
an active program to gain new subscrib-
ers. This can include prize drawings, dis-
count coupons, contests, etc. I have seen 
good promotions generate over 10,000 
new subscribers.

Ecommerce
While internet programs can be expen-

sive to build and operate, they should 
also generate a substantial amount of 
direct and indirect revenue. For festivals 
and events, the most likely way to gener-
ate online revenue is ticket sales. For 
other IFEA members, selling products and 
services are most likely. For now I’ll focus 
on ticket sales.

There are at least several dozen provid-
ers of software solutions for online ticket 
sales. Doing your research is essential 
because the wrong choice can lead to un-
necessarily high costs, system failures and 
reduced ticket sales.

Here are some tips for your ecommerce 
program:

#1 – Have you been doing a good 
job of promoting online sales? There 
are many options to drive traffic to 
your website including contests, prize 
drawings and email marketing. With 
advance planning, a relatively inexpen-
sive promotional campaign can make a 
big difference in sales revenue. 
If you’re getting started with online 
ticket sales, the first step would be get-
ting referrals for ecommerce systems 
from other organizations that you 
know and trust who are already selling 
tickets online. This will help you find 

•

•

•

•

•

potential vendors and define what you 
need for your ecommerce program.
If you already have an ecommerce pro-
gram, are there new options or system 
upgrades that are likely to deliver a 
good return on investment?
Avoid contracts more than two years in 
length; this is a competitive business 
and technology is always changing so a 
contract that is a good choice this year 
may be uncompetitive three years later.
If at all possible, ensure that you will 
own and have full access to the cus-
tomer information generated by  
the ecommerce system, especially  
email addresses.
Be conservative in system design, 
especially if you will be redeeming 
barcoded tickets at entry gates. For ex-
ample, relying on wireless connections 
to relay critical data can lead to service 
interruptions. It may be worth the in-
vestment to use hard wire connections. 
There are plenty of stories of ticketing 
systems that stopped working on the 
Fair’s busiest day because the wireless 
internet connection didn’t work.
Phasing in a system over two or more 
years can give your patrons and staff 
more time to get used to the system.

Following is a list of some of the com-
panies that offer ecommerce solutions to 
the Festival & Event industry:

Admit One Products, http://www.admi-
toneproducts.com/eticket_solutions.
php
Etix.com, www.etix.com
Interactive Ticketing, www.interac-
tiveticketing.com
Ntelligent Systems, Inc., www.ntelli-
gentsystems.com
Ticketmaster, www.ticketmaster.com
TyTix, Inc., www.tytix.com

Social Media
Unless you’ve been on Pluto, which 

isn’t even a planet anymore, you’ve  
heard about the popularity of social 
media websites like Facebook, MySpace, 
Twitter, YouTube and more. While I’ve 
written at length about these websites in 
a previous edition of Internet 101, to put 
it simply, the decision about what to do 
with these websites really boils down to 
resources. While these websites are free 
to use, it can take a lot of time to work 
with them. So, while there is much to be 
gained by working with these websites, 
enhancing essential aspects of your inter-
net program like your website, or produc-
ing an email marketing campaign(s), or 
managing your ecommerce system should 
take precedence.

At least a minimal effort towards a so-
cial media program would be a good idea 
though because even with just that, you 

•

•

•

•

•

•

•
•

•

•
•

http://www.constantcontact.com
http://www.exacttarget.com
http://www.ntelligentsystems.com
http://www.admitoneproducts.com/eticket_solutions.php
http://www.etix.com
http://www.interactiveticketing.com
http://www.ntelligentsystems.com
http://www.ticketmaster.com
http://www.tytix.com
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can start learning how the websites work 
and you can start building your commu-
nity of friends on the website(s).

Text Message Marketing
You would have to have been even 

farther out than Pluto, maybe out in the 
Kuiper Belt, to not have noticed that text 
messaging is amazingly popular. This 
quick and easy form of communication is 
also a great way to promote your festival 
or business.

The best use of text messaging that I 
have seen so far are Text Message Market-
ing campaigns (TMM) with a range of 
activities such as scavenger hunts, prize 
drawings, discounts for admission or 
special events. With a good promotional 
campaign, your TMM campaign can sig-
nificantly increase attendance and add a 
whole new dimension of fun activities for 
people who are visiting your event.

Other Ideas
Internet programs can vary widely, 

so there are a lot of other ways you can 
enhance your internet program for  
2010, including:

Sponsor programs
Mobile versions of selected pages, (go 
with iPhone first, then Blackberry).
Converting books, such as a guide to 
the festival, to online magazines.
Ensure you have a good way to mea-
sure website traffic – I recommend 
Google Analytics.
Develop a moderated, online forum 
where people can share their experienc-
es in written, photo and video form.
Online surveys can be a great way to 
collect marketing data.
Bring more business functions online, 
such as competitive exhibit registration, 
employment applications and registration 
and application forms for other events.

Setting the Example
While many organizations are work-

ing hard to build and manage effective 
internet programs, following are a few 
examples from whom we might all learn.

500 Festival, Indianapolis, IN - Brandi 
Davis-Handy, Communications Manager 

At www.500festival.com you will find 
links to their FaceBook, MySpace, Twitter 
and YouTube pages. Over the past few 
years their internet program has become 
the core of their marketing program start-
ing with a concentrated effort to drive 
more traffic to the website. As traffic grew, 
efforts have been made to provide more 
value on the website with online event 
registration and ticket sales. A strong pro-
gram of email marketing has generated 
excellent results. 2009 was the first real 
year for social media, which will get more 
attention in the future.

•
•

•

•

•

•

•

Pennsylvania Horticultural Society’s 
Philadelphia Flower Show, Philadel-
phia, PA - Sam Lemheney, Show Designer 

www.pennhort.com has a well 
designed website with a substantial edu-
cational/informational section and links 
on the homepage to Philadelphia Green 
News, Facebook, Flickr, YouTube, and the 
Flower Show Blog, in addition to a form 
for subscribing to receive email. Sam also 
said there are plans to begin working 
with Interactive Ticketing for online ticket 
sales and to develop an online store for 
merchandise sales.

SunFest, West Palm Beach, FL - Paul 
Jamieson, Executive Director

www.sunfest.com, and www.face-
book.com/SunFest. This Facebook page 
provides a place where over 1,500 people 
have subscribed to socialize and view 
photos about SunFest. As this Facebook 
group continues to grow it will become a 
highly valuable resource for communicat-
ing special offers and event information.

Wisconsin State Fair, West Allis, WI 
- Kathleen O’Leary, Marketing and Spon-
sorship Director

www.wistatefair.com has links to Face-
book (17,500 fans!) and Twitter (1,300 
followers!) and a subscription form for 

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 com-
munications medium. If you’d like to 
contact Michael, he can be reached 
at: michael@ntelligentsystems.com 
or 714 425 4970. www.ntelligentsys-
tems.com. While this edition of Internet 
101 covered a lot of ground there is 
still plenty to discuss so if I may be of 
service, please feel free to contact me.

both email marketing and text messag-
ing. This State Fair as a very active email 
marketing program which consistently 
generates high Open Rates for their email 
newsletters.

In closing, I encourage you to continue 
to work to enhance and enlarge your in-
ternet program. The internet is becoming 
increasingly important in our every day 
life and we need to embrace the internet 
to communicate, to do business and to 
compete successfully.

http://www.500festival.com
http://www.pennhort.com
http://www.sunfest.com
http://www.facebook.com/SunFest
http://www.facebook.com/SunFest
http://www.wistatefair.com
mailto:michael@ntelligentsystems.com
http://www.ntelligentsystems.com
http://www.ntelligentsystems.com


Casey Snyder, CFEE is the General 
Manager at The Woodlands Conven-
tion & Visitors Bureau in The Wood-
lands, TX.  She can be reached at: 
Casey.Snyder@thewoodlandstown-
ship-tx.gov
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I
n recent years, the entire realm of 
social networking has developed 
into much more than just kids 
interfacing with other kids. In fact, 
social networking has many faces 

- Tribe.net, LinkedIn, Flickr, MySpace, 
Friendster, Facebook to name a few. Sim-
ply put, social networking is a means of 
encouraging new ways to communicate 
and share information. For each type of 
social networking, connectivity among all 
groups of people is the key. Today, one 
of the fastest growing faces of social net-
working is Facebook. Founded in 2004, 
Facebook has over 250 million users 
according to Facebook.com. It has grown 
so rapidly over the past few years that it 
is being infused in many, many capacities 
as another means of targeting audiences 
both young and old. Today, this social 
networking tool is developing into more 

than a means of making friends and cre-
ating virtual pets/gardens. It has taken on 
another major focus – developing social 
networking within the business sector to 
enhance corporate marketing. 

In order to appreciate the broad appeal 
of today’s fascination and usage of Face-
book, it is interesting to note that initially 
Facebook was designed to encourage 
people to simply reconnect. At its earliest 
stage, Facebook was a way to connect 
with people that in all probability may 
not have connected or reconnected with-
out Facebook. This “social network” tool 
encourages individuals to get in touch 
with people from high school and/or 
college, their friends from their original 
hometown, along with new friends. Basi-
cally, it allows and simplifies a new form 
of communication that is both easy and 
reliable. It is a way to get to know those 

people who are not your closest friends 
or family, on a more personal basis (e.g. 
interests, preferred movies, and favorite 
books). But Facebook has enhanced its 
capabilities and now has become a place 
to send event invites and quick messages, 
see photo galleries, find business specials 
etc. The possibilities are unlimited! 

From personally being an original user 
of Facebook in 2004, to merely connect-
ing with friends, Facebook has taken on 
a new function for me professionally. 
Today, as The Woodlands Convention 
& Visitors Bureau’s (The Woodlands 
CVB) General Manager, Facebook has 
become an integral marketing tool that is 
incorporated for all The Woodlands CVB 
events ranging in size from 300 to over 
100,000 attendees. The Woodlands CVB 
is a non-profit organization that positions 
The Woodlands, Texas as a regionally, 

Do You 
Have a 

Face on 
Facebook? 
By Casey Snyder, CFEE
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nationally, and internationally recognized 
tourist destination by developing quality 
marketing programs and events to attract 
major visitors and stimulate economic 
development and growth. The Wood-
lands, Texas is located 27 miles north of 
Houston and has hundreds of events each 
year. Facebook has become one of our 
quality marketing tools and the Facebook 
logo has been infused in all advertising 
materials in The Woodlands CVB which 
has proven to be very successful.

The Woodlands CVB initially launched 
a Facebook Fan page in April 2009 to 
expand its marketing capabilities for The 
Woodlands, Texas, the surrounding great-
er Houston area as well as nationally and 
internationally. Our Facebook Fan Page 
is a simple version of the organization’s 
website on Facebook. Similar to a web-
site, Facebook allows you to post general 
information such as background of the 
organization, photos of an event, contact 
information and much more. However, 
the benefits of Facebook versus the web-
site is that it is more interactive. Users can 
post comments and view the most recent 
activity happening. For example, when 
an organization adds or changes infor-
mation on their website, visitors are not 
able to see what information was recently 
updated or added, but with Facebook 
when the organization adds or changes 
information, visitors are able to see the 
most recent update on the organization’s 
wall. The Facebook Fan Page is the news 
feed that is listed on your page where you 
post your updates. This allows them to 
see real time information. 

Research shows that there are numer-
ous benefits with regard to advertising an 
organization’s event on Facebook. The 
Woodlands CVB’s initial and recent suc-
cess with Facebook validates this research. 
Fans of The Woodlands CVB continue to 
increase each month. First, the ease of 
changing the content on Facebook is al-
most instantaneous versus the time frame 
of changing traditional print media. Be-
ing in the event business, you know that 
you have constant changes in the event 
such as entertainment and sponsors. 
With print media such as magazine ads, 
you can only include information that 
you have at deadline and cannot change 
a week later, whereas, on Facebook, you 
can continue to advertise your event with 
the most recent additions or changes. Sec-
ond, the quickness of reaching the con-
sumer is much faster than the traditional 
means of advertising which could take 
hours or days to reach the organization’s 
targeted audience. Updated informa-
tion can be posted on Facebook within 
minutes and the word gets out. Also, this 
social media network allows the organi-
zation to publicize to a new avenue of 

people. More than two-thirds of Facebook 
users are not the typical college student, 
rather the fastest growing demographic 
population using Facebook, according 
to Facebook.com, is individuals who are 
thirty-five years or older. This age group is 
a primary target audience for The Wood-
lands CVB’s events. Organizations such as 
ours are looking to Facebook as an outlet 
to connect with people that they may not 
usually connect with through the basic 
marketing mediums (e.g. magazine, tele-
vision, and radio, print). 

Another very important benefit  
of Facebook is that it is essentially a 
“free” networking tool which is always 
important, but in today’s economic 
climate, its importance has magnified. 
Research shows that consumers are 
spending more than an hour online per 
day which is an important aspect when 
considering corporate marketing utili-
zation of Facebook. Facebook allows 
companies to connect immediately with 
their targeted audience. With posting an 
upcoming event on an organization’s 
Facebook fan page, for instance, updates 
to fans can be sent continuously. 

Communities as well as corporations 
are continuing to use Facebook to adver-
tise various interests, conduct surveys, as 
well as promote events. On The Wood-
lands CVB’s Facebook Fan Page, upcom-
ing events that are produced by the CVB 
are highlighted (e.g. The Red, Hot & Blue 
Festival & Fireworks Extravaganza) along 
with shopping, dining, entertainment 
and lodging available in The Woodlands. 
Different techniques that have been found 
useful through Facebook while promot-
ing our recent 12th Annual Red, Hot & 
Blue Festival and Fireworks Extravaganza 
included updating event activities daily 
along with sending event reminders 
to our fan base. The Woodlands CVB 
recently produced the 12th Annual Red, 
Hot & Blue Festival and Fireworks Ex-
travaganza on July 4, 2009 which brought 
over 25,000 people to The Woodlands. 
We were able to message all fans each 
week with updated information about the 
festival. Another unique feature that we 
were able to capture was people’s opin-
ions and questions about the festival. One 
fan wrote, “Can’t wait! We haven’t missed 
one yet!” Another fan asked, “Where is 
the best seat to watch the Fireworks?” 
With the ease of Facebook we were able to 
quickly message the person individually 
with the best viewing places. Very simply, 
this was an easy way for people to get up-
to-date information on the event which 
cannot be done with print media such as 
the traditional magazine advertisement. 

Another important feature includes 
sending reminders to interested individu-
als about upcoming and new special 

events. Again, targeting the Facebook 
fans, The Woodlands CVB was able to 
update last minute changes as well or 
remind the targeted audience to simply 
purchase tickets. Facebook allows you 
to provide the brief and short version 
of what is on your website directly to 
people. However, some people want more 
information so an additional key market-
ing feature is that all of The Woodlands 
CVB’s event updates include a link to 
our event website. This allows people to 
gather the event’s total picture. 

Since The Woodlands CVB implement-
ed its Facebook page, we have been able 
to elevate several of the special events on 
The Woodlands CVB Fan Page with an 
apparent high success rate. Since launch-
ing in April 2009, The Woodlands CVB 
Fans have increased monthly. Launching 
Facebook in the spring allowed us to pro-
mote our newly created event called Live 
at Lunch and Live at Five at Waterway 
Square. For this special event series, The 
Woodlands CVB did not place any paid 
advertising and through weekly surveys 
found that over 45% percent of the at-
tendees found out about the event online 
via Facebook and/or The Woodlands 
CVB’s website, www.VisitTheWoodlands.
com. Many of the participants according 
to the survey relayed that their attendance 
was due to The Woodlands CVB’s expo-
sure on Facebook. One survey revealed 
“I had forgotten that Live at Five was 
happening, until I received my reminder. 
I thoroughly enjoyed the evening!” 

In today’s social networking world, 
Facebook is highly recommended for 
promoting events. Facebook can be used 
as a free and unique way to get your 
message out and allows you to have a 
face online. However, as successful as 
Facebook has been in today’s fast paced 
society, a word of caution must follow to 
those seeing Facebook as the only and 
timeless “means of successful marketing.” 
Recent history has shown that the social 
networking capabilities/techniques have 
the ability to change and will change 
very, very quickly. What is “hip” now, can 
fade away very swiftly just like fashion. In 
other words, companies should not just 
rely solely on Facebook to promote the 
message to a specific targeted audience. 
Additional marketing mediums to adver-
tise and promote must also be infused to 
achieve successful outcomes.

Casey Snyder, CFEE is the 
General Manager at The Woodlands 
Convention & Visitors Bureau in 
The Woodlands, TX.  She can be 
reached at: Casey.Snyder@thewood-
landstownship-tx.gov

http://www.VisitTheWoodlands.com
mailto:Snyder@thewoodlandstownship-tx.gov
mailto:Snyder@thewoodlandstownship-tx.gov
http://www.VisitTheWoodlands.com
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The 10 Biggest Traps to Avoid When You Speak:

How to Turn Dull into

The executive gets up to speak.  Everyone there needs to hear what he has to say 
about the company but within ten minutes, they are either hopelessly confused 
or falling asleep. What is he doing wrong?

Whenever you open your mouth, whether your audience is one person or a thousand, 
you want to get a specific message across. Maybe you want your opinions heard at 
meetings, or perhaps you are giving a formal presentation, internally or externally. 
Possibly your sales team needs to improve its customer communication, or you’re in 
a position to help your CEO design an important speech. 

Anyone who sets out to present, persuade, and propel with the spoken word faces 10 
major pitfalls.

DYNAMIC!
By Patricia Fripp, CSP, CPAE
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UNCLEAR THINKING. If you can’t 
describe what you are talking about 
in one sentence, you may be guilty of 
fuzzy focus or trying to cover too many 
topics. Your listeners will probably 
be confused too, and their attention 
will soon wander. Whether you are 
improving your own skills or helping 
someone else to create a presentation, 
the biggest (and most difficult) chal-
lenge is to start with a one-sentence 
premise or objective. 
 

NO CLEAR STRUCTURE. Make it 
easy for people to follow what you are 
saying. They’ll remember it better--and 
you will too as you deliver your informa-
tion and ideas. If you waffle, ramble, 
or never get to the point, your listeners 
will tune out. Start with a strong open-
ing related to your premise; state your 
premise; list the rationales or “Points 
of Wisdom” that support your premise, 
supporting each with examples: stories, 
statistics, metaphors, and case histo-
ries. Review what you’ve covered, take 
questions if appropriate, and then use a 
strong close.  
 

NO MEMORABLE STORIES. Peo-
ple rarely remember your exact words. 
Instead, they remember the mental im-
ages that your words inspire. Support 
your key points with vivid, relevant 
stories. Help your listeners “make the 
movie” in their heads by using memo-
rable characters, engaging situations, 
dialogue, suspense, drama, and humor. 
In fact, if you can open with a highly 
visual image, dramatic or amusing 
(but not a joke!), that supports your 
premise, you’ve got them hooked. Then 
tie your closing back to your opening 
scene. They’ll never forget it. 
 

NO EMOTIONAL CONNECTION. 
The most powerful communica-
tion combines both intellectual and 
emotional connections. Intellectual 
means appealing to educated self-inter-
est with data and reasoned arguments. 
Emotional comes from engaging the 
listeners’ imaginations, involving them 
in your illustrative stories by frequently 
using the word “you” and by answer-
ing their unspoken question, “What’s 
in this for me?” Use what I call a “high 
I/You ratio.” For example: Not “I’m 
going to talk to you about telecommu-
nications,” but “You’re going to learn 
the latest trends in telecommunica-
tions.” Not, “I want to tell you about 
Bobby Lewis,” but “Come with me 
to Oklahoma City. Let me introduce 

1.

2.

3.

4.

you to my friend, proud father Bobby 
Lewis.” You’ve pulled the listener into 
the story. 
 

WRONG LEVEL OF ABSTRAC-
TION. Are you providing the big pic-
ture and generalities, a sort of pep talk, 
when your listeners are hungry for de-
tails, facts, and specific how-to’s? Or are 
you drowning them in data when they 
need to position themselves with an 
overview and find out why they should 
care? Get on the same wavelength with 
your listeners. My friend Dr. David 
Palmer, a Silicon Valley negotiations ex-
pert, refers to “fat” and “skinny” words 
and phrases. Fat words describe the big 
picture, goals, ideals, and outcomes. 
Skinny words are minute details and 
specific who, what, when, and how. In 
general, senior management needs fat 
words. Middle management requires 
medium words. Technical staff and 
consumer hot line users are hungry for 
skinny words. Feed them all according 
to their appetites.  
 

NO PAUSES. Good music and 
good communication both contain 
changes of pace, pauses, and full rests. 
This is when listeners think about what 
has just been said. If you rush on at full 
speed to crowd in as much information 
as possible, chances are you’ve left your 
listeners back at the station. It’s okay to 
talk quickly, but pause whenever you 
say something profound or proactive or 
you ask a rhetorical question. This gives 
the audience a chance to think about 
what you’ve said and to internalize it. 
 

IRRITATING NON-WORDS. 
Hmm--ah--er--you know what I mean-
-. One speaker I heard began each new 
thought with “Now!” as he scanned 
his notes to figure out what came next. 
This might be okay occasionally, but 
not every 30 seconds. Record yourself 
to check for similar bad verbal habits. 
Then keep taping yourself redelivering 
the same material until such audience-
aggravators have vanished.  
 

STEPPING ON YOUR PUNCH 
WORDS. The most important word 
in a sentence is the punch-word. 
Usually, it’s the final word: “Take 
my wife--PLEASE.” But if you drop 
your voice and then add, “Right?” or 
“See?,” you’ve killed the impact of your 
message. (To discover if you do this, 
use the tape-recording test described 
above.) Don’t sabotage your best shots.

5.

6.

7.

8.

MISUSING TECHNOLOGY. 
Without a doubt, audio/visual has 
added showbiz impact to business and 
professional speakers’ presentations. 
However, just because it is available, 
doesn’t mean we have to use it! Timid 
speakers who simply narrate flip chart 
images, slides, videos, overheads, or 
view-graphs can rarely be passionate 
and effective. Any visual aid takes the 
attention away from you. Even the best 
PowerPoint ® images will not connect 
you emotionally. Use strong stories 
instead if at all possible. Never repeat 
what is on the visuals. If you do, one of 
you is redundant. Make technology a 
support to your message, not a crutch. 
The trap is that information presented 
through technology tends to be about 
the speaker and the speaker’s organiza-
tion, while communication should be 
about the AUDIENCE. One executive I 
was asked to coach had 60 PowerPoint 
slides--58 about his company and 2 
about the prospective client. We halved 
the number and reversed the ratio! 
 

  NOT HAVING A STRONG OPEN-
ING AND CLOSING. Engage your 
audience immediately with a power-
ful, relevant opening that has a high 
I/You factor. It can be dramatic, thought 
provoking, or even amusing, but never, 
never open with a joke (unless you are 
a humorist with original materials). Get 
your listeners hooked immediately with 
a taste of what is to follow. And never 
close by asking for questions. Yes, take 
questions if appropriate, but then go on 
to deliver your dynamic closing, prefer-
ably one that ties back into your opening 
theme. Last words linger. As with a great 
musical, you want your audience walking 
out afterwards humming the tunes. 

When you can avoid these 10 common pit-
falls, you’re free to focus on your message and 
your audience, making you a more dynamic, 
powerful, and persuasive communicator.

9.

10.

Patricia Fripp is an executive speech 
coach, sales presentation trainer, and 
keynote speaker on change, customer 
service, promoting business, and commu-
nication skills. She works with companies 
large and small, and individuals from the 
C-Suite to the work floor.  She builds 
leaders, transforms sales teams and de-
lights audiences.  She is the author of Get 
What You Want!, Make It, So You Don’t 
Have to Fake It!, and Past-President of the 
National Speakers Association.  To learn 
more about having Patricia do her magic 
for you, contact her at www.Fripp.com, 
(415) 753-6556, or PFripp@Fripp.com.

http://www.Fripp.com
mailto:PFripp@Fripp.com
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In the midst of the last year’s market 
upheaval and what the travel industry 
now calls “The AIG Effect” came an event 
played out in the political arena and 
dramatized by the media that has had the 
greatest impact on the events and sponsor-
ship industries. In late February 2009, 
Chicago-based Northern Trust Bank, a re-
cipient of TARP funds, went forward with 
its sponsorship of a PGA Golf Tournament 
in Pacific Palisades, CA, the Northern Trust 
Open. As part of its sponsorship, Northern 
Trust entertained clients and offered finan-
cial seminars for about 2,000 customers 
from around the world. 

Members of Congress reacted swiftly. 
Eighteen Democratic House Financial 
Services Committee members co-signed 
a letter to Northern Trust’s President and 
CEO asking for the return of that money.i 
A Senator introduced legislation prohibit-
ing companies that receive TARP funds 
from being allowed “to host, sponsor, pay 
for conferences and events and pay for 
holiday or entertainment events for the 
year in which they receive TARP funds.”ii 
(When the bill became known officially 
as “S. 463: TARP Taxpayer Protection and 
Corporate Responsibility Act of 2009,” 

the words “conferences” and “events” 
were deleted from the text.iii)

Calling the sponsorship “another idiotic 
abuse of taxpayer money,” the Senator 
stated that “some companies clearly need a 
reality check to get their priorities straight so 
taxpayer money is used to get their house in 
order and not to pay for lavish parties.”iv 

The Other Side of the Story
As the story unfolded, though, we 

learned that taxpayer dollars were not 
spent on lavish parties or any other 
expense related to the golf sponsorship. 
Fiscally-sound Northern Trust Bank had 
decided to move forward with the second 
year of its five-year sponsorship commit-
ment to the PGA, made in 2007 before 
TARP dollars were even conceived, using 
“normal operating funds,”v unrelated to 
TARP funds. 

Furthermore, we learned that Northern 
Trust had not requested TARP dollars 
but agreed to participate in the program, 
as did many other profitable banks, at 
the government’s request, in an effort to 
broaden participation in the program. By 
issuing TARP funding, the government 
essentially purchased bank shares, which 

pay dividends. According to an Open Let-
ter from Frederick H. Waddell, Northern 
Trust Corporation’s President and CEO, 
which was posted on the financial insti-
tution’s web site, the government receives 
“US$78.8 million on an annual basis as a 
return on taxpayers’ investment – almost 
US$20 million per quarter.”vi

Despite the facts, the damage was done. 
Politicians and media pundits lobbed 
sharp but shallow criticism, whipping up a 
public outcry over this corporate “excess.” 

Bailouts & Politics: The Effects 
on the Marketplace and the 
Sponsorship Sector

Predictably, other companies in the fi-
nancial industry, including Morgan Stanley, 
Wells Fargo, and Bank of America, recon-
sidered their sponsorship commitmentsvii 
Goldman Sachs and Wells Fargo changed 
their conference plans, and Citigroup report-
edly canceled a contract for a corporate jet. 

Though this scrutiny focused on the fi-
nancial industry, especially those receiving 
taxpayer funds, there’s no doubt that senior 
leaders in other industries across the coun-
try pulled back, reconsidered, and canceled 
other sponsorship, conference, and client 

The Effect on Sponsorship
Part one of a two-part series

Bailouts & Politics:
By Gail S. Bower
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entertainment activities, not wanting to 
be part of the maelstrom. In fact, The New 
York Times reported just last month that 
“’stealth sponsorship,’” sponsorship flying 
under the radar with no identification but 
all the benefits, is the latest trend.viii

Counterbalancing Voices
Understandably, there have been 

outcries from leaders in the travel, event, 
and sponsorship sectors whose constitu-
ents will suffer because of this legislative 
proposal and the surrounding misinfor-
mation about conferences. The voices 
of other informed reporters counter the 
inflammatory and misinformed state-
ments swirling in the media debate.

Fortune magazine’s senior editor-at-large 
Allan Sloan states: “But even by my bash-
them-bloody standards, Democrats’ attacks 
on banks that have taken bailout money 
and continue holding meetings in nice 
places or sponsoring athletic events are way 
over the line. Sure, it makes for great sound 
bites (‘You took our money to do what?’). 
But it’s counterproductive, because it will 
cost taxpayers money and make reviving 
our financial system more difficult.”ix

Conflicting language used by the media 
and the public demonstrates both a lack 
of understanding about the value and ef-
fectiveness of corporate sponsorship and a 
high degree of cognitive dissonance. 

For example, in February 2009, a report-
er from London’s The Independent referred 
to sponsorship revenue as a “gravy train” 
(prompting a comment from this author).x 
Quoting sources who predicted a “spon-
sorship Armageddon,” the article conveys 
several sources’ beliefs that sponsorship 
is simply about being a good citizen and 
“brand investment,” deals and dollars. The 
article provides no understanding about 
why sponsors continue to sponsor.

The general public is even worse. Scour 
readers’ comments sections of online 
newspaper and magazine articles, and the 
electronic vitriol flashing back at you is 
startling. The comments construe what we 
know as a marketing activity into a luxury, 
an extravagance for the greedy and reckless.

Which sponsorship catego-
ries would change consumer 
confidence levels about cor-
porate America and how

 Increase  Decrease  Same

Sports Event  13%  26%  61%

Arts & Cultural Event  20%  20%  60%

Nonprofit Event Or Cause  41%  12%  47%

Source: Performance Research

Consumer preferences on spon-
sorship spending levels by ‘stable 
and profitable’ corporations
 Same or more

Sports Event  77%

Arts & Cultural Event  79%

Nonprofit Event Or Cause  84%

Source: Performance Research

“[Sic] NO MEANINGFUL ADDITION-
AL BUSINESS COMES ABOUT FROM 
THIS EXCESS,” says a commenter going 
by the user name ritaf, about a blog post 
on golf sponsorship by TARP-receiving 
banks on philly.com.xi 

Consumer Perceptions Decline
These are just a couple examples of 

comments that reveal the tarnished 
repute of the corporate sector, following a 
long year of negative economic news and 
reporting of business practices. After the 
publicity surrounding the first AIG bail-
out (more than $85 billion) and its much 
ballyhooed (and pre-scheduled) retreat, 
and the Northern Trust PGA sponsorship 
– companies and situations that have 
little in common – consumers’ approval 
of corporate sponsorship activities, espe-
cially by companies facing difficulties or 
in unstable industry sectors, has declined.

According to a late February 2009 study 
by Performance Research, an independent 
research company that evaluates corporate 
sponsorship of sports and special events, 
one-third of American consumers are pay-
ing ‘less attention’ to corporate sponsor-
ship than they were a year ago.xii More 
significantly, 69 percent of respondents 
have a ‘lower approval’ rating of American 
corporations in general than a year ago.

Would a corporation’s investment in 
sponsorship make a difference in im-
proving confidence levels? Not for most 
people responding to the Performance 

Research study, though as Figure 1 shows, 
consumer confidence levels about corpo-
rations sponsoring a nonprofit event or 
cause would improve (41 percent) or stay 
the same (47 percent). Industry matters: 
confidence levels would decrease for 
corporations in the banking (37 percent), 
investment (36 percent), and domestic 
automotive (30 percent) industries.

If the company is ‘stable and profit-
able,’ survey respondents said their prefer-
ences for increased or the same levels 
of corporate spending for sponsorship 
should be on sports events (77 percent), 
arts and cultural events (79 percent), and 
nonprofit or cause-related events (84 
percent). (See fig. 2.)

The good news for nonprofit organiza-
tions is that your sponsorship opportuni-
ties may present your partners with the 
image enhancing they need.

What You May Be Experiencing
Closer to home, you may encounter 

any number of hurdles.

Delays in decision making for renewals 
or new opportunities.
Your sponsorship contact at the cor-
poration may face increased pressure 
from upper management to:

Justify costs, strategic priorities about 
the program, and the cost/benefit 
ratios;
Sponsor something upper manage-
ment prefers, despite inappropriate 
strategic fit; 
Please more decision makers weigh-
ing in on expenditures.

Sponsors wanting to pull out, pull 
back, or make changes out of fear of, or 
pressure from, the marketplace.
Anti-corporate sentiment that is ex-
pressed by or that affects your con-
sumers, board members, constituents, 
media contacts, community, donors, 
stakeholders, and even your staff.
In the face of news that corporate 
sponsorship and corporate giving have 
dropped precipitously, you may as-
sume that there’s nothing you can do 
about it.

•

•

•

•

•

•

•

•

Figure 1

Figure 2
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You may experience the same trends and 
perceptions at the local and regional levels 
that others face nationally and internation-
ally. The details and extent of the impact 
may vary depending on your sector, the 
nature of your sponsorship opportunity, 
and what’s going on in your market. 

For example, geographic markets with 
greater volatility or greater loss, because 
they are dependent on sole industries, 
may show greater variance in rates of new 
and renewing sponsorships than those 
that are more stable. Or, if your event or 
festival relies on sponsorship revenue 
from sources that are experiencing the 
most turmoil during this period, quite 
naturally that upset will extend to all busi-
ness functions, including marketing.

A vortex of economic, political, and 
market factors, these are the conditions 
that hang like a slow-moving and low-
hanging cloud over a city skyline. The fog 
will lift, but we don’t know when.

Here’s the Deal.
These are unprecedented times. Sure 

we’ve had other recessions before, but 
during most of our professional lifetimes, 
we’ve not witnessed anything like this 
one. Besides anxiety and uncertainty 
about our futures, we’re experiencing a 
loss of trust, particularly in those in-
stitutions we believed were safest and 
that safeguarded us, our families, and 
our communities. People are angry and 
frightened, facing job losses and dimin-
ished equity in their homes and retire-
ment accounts. We’re less confident about 
fulfilling our dreams for the future—from 
vacation plans to retirement plans.

But at this moment, it’s important to 
restore our own confidence. The world  
has not come to an end, the economy has 
not utterly collapsed, and corporate spon-
sorship has not gone away. The United 
States is still the leading economy in  
the world, and with about 10 percent 
unemployment, about 90 percent of 
Americans are employed. As of this writ-
ing, consumer confidence is already on 
the upswing; the May report shows an 
increase of 54.9 percent, the highest level 
since September 2008.xiii 

Have we hit the bottom? Who knows? 
Will life be different when stability returns? 
Probably, but life is ever-changing. We can 
only adapt and set our own directions.

Much of these circumstances is out of 
your control. You cannot, for example, 
turn the economy around by yourself, nor 
can you force your corporate community 
to invest in your sponsorship program. 
However, there is much you can do.

In the next issue of ie, we’ll provide 
strategies to improve your relationships 
and discussions with current sponsors, 
ways to find new sponsors, how to im-

prove the value of your corporate sponsor-
ship program, techniques to improve your 
sponsorship operation, along with how 
to create an internal and external culture 
supportive corporate partners, especially 
given this new atmosphere. 

For now, remember this: corporate 
sponsorship is a marketing activity. Just as 
advertising, publishing a web site, issuing 
a press release, or distributing posters are 
all marketing activities, designed to build 
awareness and stimulate some action, 
corporate sponsorship is a tactic or tool 
from the marketing arsenal. Corporations 
use sponsorship to deliver messages in 
particular ways, just like they buy radio 
spots or lease billboards.

Corporate sponsorship has the power 
to provide the experience of a product 
or service in environments that are most 
conducive, and in ways that are emotion-
ally resonant, for the consumer. Because 
of this power, sponsorship can be an 
extremely effective tool to achieve the fol-
lowing outcomes:

Increasing sales of a product or ser-
vice, either before, during, or after the 
sponsored event.
Increasing exposure of a product, 
service, or brand.
Persuasion and developing influence 
with the public, investors, and other 
stakeholders or important audiences.
Entertaining clients, helping busi-
ness leaders build new or existing 
customer relationships and develop 
client loyalty.
Building awareness of the product, 
service, brand, or issues and values 
important to a brand.
Launching a new product or service.
Developing goodwill by visibly 
making positive contributions to the 
community.
Subtle endorsement by a leader or 
leading organization in an area.
Generating leads.
Gathering market data about a target 
audience.
Opportunities for activities and 
benefits that are very particular, at a 
granular level, to a business.
Volunteerism opportunities.
Attracting and retaining customers 
and clients.
Building traffic, either to a bricks-
and-mortar location or to a web site.
Establishing “thought leadership” so 
that a person or business is perceived 
as an expert or authority or at the 
leading edge of an industry.
Recruiting or attracting and retaining 
top talent. (Even though it seems that 
businesses of all sizes are letting em-
ployees go in droves, as of April 2009, 
there were 2.5 million jobs available 
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in the marketplace, according to the 
U.S. Bureau of Labor Statistics’ most 
current report.)
Providing access to the your audi-
ences in meaningful ways.
Supporting corporate social responsi-
bility initiatives.

Aren’t these the outcomes that all busi-
nesses want to achieve right now, espe-
cially during a tough economy? Consider 
how well your sponsorship opportunities 
support corporate partners’ intended 
outcomes, especially given the political 
and economic fog hanging over all of our 
events and festivals.

This article is an excerpt from Gail Bower’s 
new guidebook, entitled How to Jump-
start Your Sponsorship Strategy in Tough 
Times. To order the book, visit IFEA’s online 
bookstore.
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BRIDGING
by Penny Reeh, CFEE
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Conflict between generations is 
certainly not a new phenomenon, but 
it is fair to argue that the lightning pace 
of technological change and the impact 
it has on generational perceptions has 
created a more distinctive, and poten-
tially explosive, generational divide 
than ever before. The best way to bridge 
this divide is for festivals to create an 
organizational culture that welcomes 
each of today’s generational cohorts, 
uses their unique talents wisely, and 
encourages understanding and patience 
among all. 

Currently there are four separate gen-
erational cohorts that are likely repre-
sented in most festival volunteer pools 
– Matures, Baby Boomers, Generation 
Xers and Millennials. To understand, 

and thereby recruit, motivate, retain 
and reward, one must take a look at 
why each generation behaves as it  
does and what they seek from the  
volunteer experience.

The Matures
Let’s start 

with the 
Matures, 
also re-
ferred to by 
demogra-
phers as the 
Silents or the Greatest Generation, who 
were born between the years of 1909 
and 1945. They get adversity and the 
need to bond together for the common 
good. Their steely resolve was forged by 

the Great Depression and World War II. 
They made tremendous sacrifices and 
literally saved the world. This is what 
makes them great volunteers – they are 
hard-wired for service and view volun-

BRIDGING The Generational 
Divide Among Volunteers
Kids these days, they just don’t want to work! How can I lead 

when the old guard won’t let me? Do either of these sound 

familiar to you? It’s because they represent the classic genera-

tion gap that many festivals are encountering as they seek to 

create a volunteer experience that engages both the seasoned 

volunteer and new, and often younger, volunteer.

This is what makes 
them great volunteers 
– they are hard-wired  

for service and view 
volunteering as an 

inherent duty.
teering as an inherent duty. Their early 
encounter with scarcity also makes 
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them very value-conscious and savings-
oriented. You can count on this group 
to get the job done and not break the 
bank in doing so.

This group also has high respect for 
authority and typically accepts age and 
longevity as the natural progression 
to leadership roles. An organizational 
chart developed by a Mature would 
likely be very vertical, representing a 
clear pecking order. While this further 
illustrates their selfless expectation to 
serve, it also complicates matters when 
someone younger upsets the organiza-
tional apple cart with new ideas and a 
quick eye to the top (regardless of the 
fact that those ideas and leadership 
skills may be dynamite!).

Key messages to attract this group 
to volunteer are duty, community and 
honor. Since they expect to serve they do 
not need to be convinced. Rather, helping 
them to understand how their work will 
make an organization or community a 
better place for their kids and grandkids is 
the way to get them involved. 

Since “doing things the hard way” 
was the experience that influenced this 
generation from birth, they may be 
hesitant to accept processes or technol-
ogies that make tasks appear to be too 
easy. Instead of arguing with this group 
about how much easier tasks could 
be, emphasize how greater efficiency 
impacts the bottom line in terms of 
greater outreach and saved resources. 
The “common good” is truly what 
makes this generation tick.

The Boomers
Next are 

the Boom-
ers, which 
have never 
been tagged 
with any 
other name. 
Simply put, to 
understand the 
Boomer generation, one must accept 
that it is all about them! This is not 
meant as an egotistical observation, 
but rather the fact that the sheer size 
of this generation has naturally driven 
attention to it. Born between the years 
of 1946 and 1964, a product of a 

country finally happy and prosperous 
again after war, these 78 million new 
consumers captured the attention of 
the country in every way imaginable. 
The Boomers mostly grew up at a time 
of economic health, strong community 
values and traditional family units. But 
again, the sheer size of this generation 
allowed them to recreate everything 
they touched, leading to the first wide-
scale questioning of social norms and 
societal rules.

Boomers tend to view organizational 
structure in a much more experiential 
and collaborative context. Boomers 
enjoy playing a role in the decision-
making process and do not view the 
process as belonging solely to the ranks 
of leadership. An organizational chart 
drafted by a typical Boomer would 
likely be more horizontal in nature 
and would include mechanisms for 
feedback and evaluation.

Boomers do not always share their 
parents’ belief that volunteerism is 
simply the right thing to do. Rather, 
they tend to be more issues-oriented 
and are motivated to share their time 
and talents with activities that further 
their ideological beliefs. Understand 
their cause and how your organization 
furthers that cause, and you will have 
their support. Because their collective 
childhood was fairly idyllic, they tend 
to dream big and again, the bulging 
size of this generation has created the 
understanding that they can affect 

change – a role they take seriously.
Boomers are the first generation for 

whom early retirement is common 
practice. This is great news for festi-
vals because it delivers a large pool of 
economically stable, and often even 

affluent, volunteers in the prime of 
their life. Again though, the Boomers 
do not seek the same volunteer experi-
ence as their parents. They are looking 
for new experiences and expect roles 
that allow them great flexibility and the 
ability to use their creativity. They will 
seek to reinvent traditional roles and 
will shy away from rigidity or intoler-
ance to their inborn need to change 
and customize the status quo. While 
early retirement is common with this 
group, so is leaving retirement to try 
something new or start a new venture. 
Serial retirement, and therefore serial 
volunteerism, will be prevalent with 
this group.

The Gen Xers
Generation X, 

born between 1965 
and 1981, was also 
called the Slacker 
generation early 
on, a title that was 
dropped as demogra-
phers gained a better 
understanding of the 
skeptical and fiercely 
independent view this 
generational cohort 
shares. The misconception that this 
generation does not care could not be 
further from the truth. Their cynicism, 
and seemingly aloof independence, 
springs from a string of cultural broken 
promises. Many in this generation, in 
essence, raised themselves due to dual 
parent careers, the highest divorce 
rates in history (the number of single 
parents in the United States nearly 
quadrupled between 1970 and 2000), 
and record financial inflation during 
their childhood. The term “latch-key” 
kid was coined to describe the lifestyle 
of many Gen X children. In surveys 
conducted by demographers, Gen Xers 
are more likely to define their fam-
ily as a network of friends than as the 
traditional nuclear family members. 
These generational influences cause this 
group to take a cautious view of the 
world, but also highly motivate them 
to make a difference.

Members of the Gen X cohort will also 
look at volunteerism quite differently, 

Boomers mostly  
grew up at a time 

of economic health, 
strong community  

values and traditional 
family units.
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Penny Reeh, CFEE is owner of 
Indigo Resource Group in Freder-
icksberg, TX in addition to being 
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Development for the International 
Festivals & Events Association.  
Penny can be reached at: 830-990-
1370 or pennyreeh@ktc.com.

but with a similar passion. They do not 
believe they can “save the world”, nor 
do they necessarily want to. In contrast 
to the Boomers who are attracted to the 
big picture, and often global causes, Gen 
Xers tend to prefer a much more grass-
roots or organic approach to problem 
solving. They gravitate to more local 
causes and tend to view helping people, 
one at a time, as the true road to change. 
One of the most important themes to 
attract this generation to volunteer roles 
is authenticity.

Ask the typical Gen Xer to craft an 
organizational chart and it will differ 
sharply from previous generations’ 
views. Instead of a linear approach 

(vertical or horizontal) Gen Xers are 
more likely to think in clusters with the 
players in each cluster changing as the 
tasks change. They have little patience 
for standing committees, lengthy meet-
ings or any form of bureaucracy. They 
work best when they are allowed to 
bring together the needed players to 
accomplish a specific task, and then 
disband until needed again. Where the 
Boomers are more process-driven, the 
Gen Xers are very task-driven. They are 
also comfortable with virtual teams 
and do not require face-to-face discus-
sion to feel plugged in.

This generation is also the first to 
experience some form of technology 
from the time they were born and as a 
result are multi-taskers. They have a “cut 
to the chase” approach to service, which 
can easily be seen as impatient or even 
apathetic. But learning to utilize their 
pragmatic nature and giving them some 
room to work on their own will greatly 
motivate this group. It’s no wonder this 
generation is responsible for more new 
business start-ups than any other group.

The Millennials
Last we come to 

our youngest group 
of volunteers, the 
Millennials (also 
called Generation 
Y). Born between 
the years of 1982 
and 2000, this 
generation is a 
bookend to the 
Baby Boomers with 
a population of 79 
million. Overall, 
this generation is 
generally optimistic, idealistic and patri-
otic and in some ways will hearken back 
to the Matures in their view of volunteer-
ism. But while their motivations may 
be similar, their view of the world could 
not be more different. This generation 
has not merely been exposed to tech-
nology their entire life, they have been 
steeped in it. Because of this, they have 
a very global perspective and a broader 
understanding of worldwide partnership 
potential than any generation before.

Their immersion in technology also 
makes them high consumers; however, 
the way they consume media is deeply 
fragmented and has offered some 
sleepless nights to many a market-
ing manager. As opposed to their Gen 
X peers who view all branding with 
suspicion, the Millenials are brand-con-
scious, but also demand a brand that 
will stand behind their product. 

They are used to having information at 
their fingertips and will bring this savvy 
command of knowledge with them as a 
volunteer. Their optimism and view that 
everything they need to know is only 
a keystroke away makes them anxious 
to take charge; they do not always view 
experience as important. Capturing this 
generation’s exuberance and balancing 
it with existing organizational structures 
may be a challenge. However, according 
to a survey by USA Today in 2008, this 
group is ready to serve. According to the 
survey, 30% of students in grades 6-12 
already volunteer eight or more hours 
a week and 93% expect to volunteer 
as adults. Nearly 40% view volunteer-
ism as a way to combine their interests 
with their talents, and more than half 

The misconception that 
this generation does 

not care could  
not be further from  

the truth.

think volunteering would be a great way 
to meet new people and interact with 
friends. Whereas the Gen Xer is indepen-
dent, the Millenials show more interest 
in the social aspects of volunteerism. 

Just as festival planners must learn to 
communicate with this generation as po-
tential consumers, they must also learn 
to talk to them as volunteers. This group 
shows signs of supporting philanthropy, 
but demands accountability. And they 
are not at all hesitant to use the global 
power of peer-to-peer communication 
offered in the explosion of social media 
outlets. They may appear to be more fick-
le than their older cohorts, but they are 
accustomed to having infinite choices. 
Give them a cause, welcome their desire 
to jump in head first and create a culture 
that encourages social exchange.

No event can limit its need for volun-
teers to only one of these generations, 
nor should a segregationist approach be 
taken to creating its volunteer program. 
Instead events should try and show 
each generation that they understand 
their unique strengths and try to create 
opportunities to harness each of those 
skill sets. The generations will always 
get in each other’s hair, but using the 
best each group has to offer and crafting 
messages that appeal to their respective 
natures will help lead us to a productive 
group of volunteers who tolerate – and 
even enjoy – one another!

They are used to  
having information at 

their fingertips and will 
bring this savvy com-

mand of knowledge with 
them as a volunteer. 
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T hese days, if you’re a leader of 
any type, you can’t simply order 
people around and expect them 
to do what you want. They may 

follow your directions, if you are watch-
ing, but once they’re left on their own 
they’ll go back to doing what they think 
is important.

Leaders today, more than ever before, 
have to win people’s cooperation. And 
there are two main ways of doing so: moti-
vation and inspiration. Although the two 
words are often used interchangeably, they 
actually mean quite different things – de-
pending on what you want to achieve. 

Motivation is about moving people to 
act in a way that achieves a specific and 
immediate goal. When you’re motivating 
people to do something they may not 
necessarily want to do, you have to offer 
them something they want in return. 

When coaches give their teams a pep 
talk during halftime, they are using moti-
vation. They want their players to charge 
back onto the field or the court with 
renewed energy and focus, even though 
they may be too tired or disheartened to 
try. Their reward? Victory.

To motivate your people:
Tell people exactly what you want them 

to do. Motivation is all about getting 
people to take action, so don’t be vague. 
Avoid generalities like, “I want everyone 

to do their best.” Say, instead, “I need you 
to come in over the weekend so we can 
get this project done on time.”

Limit the amount of time or effort that 
you’re asking for. It’s easier to ask people 
to work late one night or even every night 
for a week than to expect them to work 
late indefinitely. Set an end date.

Share in the sacrifice. Leaders don’t ask 
people to do what they themselves aren’t 
willing to do. Don’t tell your people to 
work over the weekend if you’ve got plans 
for a spa day. Roll up your sleeves and 
share the load.

Appeal to their emotions. Fear focuses 
people’s attention and can be an effective 
motivator. (“If we don’t get this done right 
now, we’ll all lose our jobs.”) But if you 
keep resorting to fear, you’ll end up de-mo-
tivating people. People are also motivated 
by—and prefer to be motivated by—positive 
emotions like excitement, pride, a sense of 
belonging, and the thrill of achievement.

Give people multiple reasons for doing 
what you want them to do. You can give 
your own reason or the organization’s 
reason for requesting the action. “If we 
don’t get this project completed on sched-
ule, we’ll lose the contract.” But the best 
reason of all is always personal. It would 
be nice if you could give your people extra 
days off or even a bonus. Or you may 
talk about something as intangible as 
the camaraderie that comes from having 

Motivating and Inspiring Your  People in Difficult Times
by Chris Witt
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achieved something important together. 
But things being what they are these days, 
the best you may be able to offer is the 
hope that no one will lose a job.

Inspiration, on the other hand, in-
volves changing the way people think and 
feel about themselves so that they want to 
take positive actions. It taps into people’s 
values and desires.

Commencement speakers—the best 
ones, at least—inspire their audiences. They 
talk about the challenges the graduates will 
face, either personally or collectively, and 
the possibilities of making a difference. 
Inspiration appeals to the best aspirations 
of people, and its underlying, often unspo-
ken message is “You can become what you 
want to be.” No reward is promised, other 
than the reward that comes from within: 
the sense of personal satisfaction.

As a leader anytime you talk about 
values, about identity (either the corpo-
rate identity or each person’s identity), 
and about long-term goals, your intent—
whether you know it or not—is to inspire.

To inspire your people:
Be the change you want to inspire. Your 

reputation, your character, your behavior 
will inspire people more than anything 
else. The only way to call the best out of 
others is to expect the best from yourself.

Tell a story. Stories don’t tell people what 
to do. They engage people’s imaginations 

As an executive speech coach with 
more than 25 years of professional 
experience, Chris Witt is author of the 
newly released book, “Real Leaders 
Don’t Do PowerPoint,” and founder of 
Witt Communications. He helps CEOs 
gain board approval and company-wide 
support for initiatives. Chris also em-
powers newly promoted managers and 
entrepreneurs to grow their businesses 
through the power of effective speaking 
and presenting. In addition, he works 
with technical experts to simplify their 
presentations to win multi-million dollar 
contracts. For more information about 
his services, call 619-295-8411 or visit 
www.wittcom.com.

Motivating and Inspiring Your  People in Difficult Times
and emotions. They show people what 
they’re capable of becoming or of doing.

Appeal to people’s value system. Ask 
them to act in a way that is consistent 
with the values they themselves profess.

Trust people. When you’re inspiring 
people, you’re not telling them exactly 
what to do or giving them precise direc-
tions. You’re empowering them to be 
their best, trusting that they will then  
do the right thing. And the right thing 
they do may not be what you were 
expecting; it may be something beyond 
your wildest expectations.

Challenge them. People aren’t inspired 
by doing the ordinary or by meeting expec-
tations. They’re inspired by the exertion, 
creativity, and sacrifice needed to exceed 
what they themselves thought possible.

Motivation and inspiration aren’t the 
sole province of professional speakers 
and preachers. They’re tools leaders use 
all the time—in one-on-one conversa-
tions, in meetings, and in formal presen-
tations—to bring out the best in their 
people. It’s just a matter of knowing the 
right time and the right situation.

When there’s an immediate, short-
term, and specific goal that you want  
your people to achieve, you need to 
motivate them. When you want to shape 
people’s identity and their long-term 
aspirations and commitments, you need 
to inspire them.

Antoine de Saint-Exupéry, the French 
aviator and author of The Little Prince, 
wrote, “If you want to build a ship, don’t 
drum up the men to gather wood, divide 
the work and give orders. Instead, teach 
them to yearn for the vast and endless 
sea.” Sometimes you need to do both. 
You need to enlist and organize people 
to do a specific task—to build a ship 
according to specs, on time and on bud-
get—and sometimes you need to activate 
people’s desires and stand aside. Who 
knows, you may be surprised by what 
they do.
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The decision to have liquor at an  
event requires some consideration. On  
the one hand, event organizers want to be 
profitable and the sale of liquor, including 
beer and wine, usually provides organizers 
with a 100% profit margin. Most events are 
run by not-for-profit organizations, and 
liquor sales provide a way to raise funds  
or offset costs for the event. It can also  
add to the festive atmosphere of the event, 
providing a place for patrons to come 
together and have a drink with friends.  
Liquor, beer and wine and the equipment 
from which it is dispensed are usually an 
easy sponsorship donation. 

Selling Alcohol At Events
 A Risk Management Decision

On the other hand, the decision to have 
alcohol requires some risk management. 
Organizers must check with their insur-
ance carrier to see if they are covered to 
serve alcohol, and discuss it with their 
broker to determine what coverage is 
necessary. Secondly, it’s necessary to check 
with your state alcohol licensing bureau 
and town or municipality regarding licens-
ing requirements, rules and procedures for 
obtaining a permit. The rules and require-
ments are difficult at best and need to be 
researched long before a decision is made 
to sell liquor.  Not all cities impose rules 
equally for every organization. You need 
to research at least 
six months prior to 
your event ques-
tions like “who 

can obtain a liquor license?” The answer 
can range from an individual to not-for-
profits only or distributors only, depending 
on the type of event and where it’s being 
held. You also need to find out whether the 
alcohol to be served must be purchased or 
if it can be donated. 

Once all permits and licenses are ob-
tained, organizers must follow state rules 
and have tight controls over the distribution 
of beverages. Serving alcohol leaves open 
the potential for misuse by individuals; 
many states have laws about serving persons 
who are intoxicated. This creates a potential 
liability for the servers if tight rules are not 
in place and managed responsibly. 

The decision to serve alcohol at an 
event, when done responsibly and with 
the proper risk manage-
ment steps taken, can 
enhance your event 
and the bottom line.

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.

INSURANCE INSIGHTS

40 INTERNATIONAL EVENTS 2009

www.hwins.com
www.hwins.com


Most companies with sales 
under $10 million, and 
some much larger, don’t use 
budgets to help them meet 

profit goals. CEOs and operating owners 
reason the effort to learn how to build, 
and then use, a workable budget is just 
too much. They seem to feel it’s more 
frustrating than just hoping the numbers 
will all work out, if they only sell enough 
widgets or services or whatever.

No need to quote business failure rates 
among companies in this size range, nor 
the steady stream of survey findings that 
say lack of good management practices is 
usually to blame when a company falls 
short of its potential. Instead, it would 
be more productive to follow some tips 
to make budgeting easier. Even if you’ve 
never done it before, or at least never 
done it successfully.

The overriding principle: Profit planning, 
or budgeting, is far and away the most 
effective way to consistently meet profit 
targets and avoid costly surprises. It helps 
you invest your resources to best advantage, 
based on careful consideration rather than 
the urgency to make a move “today.”

CEOs or business owners need to 
decide it’s time to begin controlling the 
bottom line with some of the same tools 
they use to control the top line. Especially 
since these days the bottom line is more 
controllable than the top line. 

Gene Siciliano, CMC, CPA, is an author, speaker and financial consultant who works 
with CEOs and managers to achieve greater financial success in a dramatically chang-
ing economy. As “Your CFO For Rent” and president of Western Management Associ-
ates, Siciliano has spent more than 20 years helping his clients build financial strength 
and shareholder value through applied knowledge and process improvement. His book, 
“Finance for Non-Financial Managers,” (McGraw-Hill, 2003) is available in bookstores 
and online. More information and free articles are available at www.GeneSiciliano.com.

8 KEY BUDGETING TIPS FOR  
YOUR MANAGEMENT TEAM

Help ensure not only your company’s survival but also growth 
and prosperity as the recession slowly recedes

to forecast every little expense, the detail 
will drive you crazy.  

MAKE THE TRADEOFFS WHEN NEC-
ESSARY. You have a finite amount of re-
sources available to you. If you must spend 
money for something you didn’t budget, 
then decide what budgeted expense can be 
removed to “finance” the new item. With-
out that discipline, you will almost always 
overspend, because there are always good 
reasons to spend money. They don’t always 
produce more profit, however. 

YOU NEED BOTH PROFIT AND 
CASH FLOW TARGETS. Every budget 
should have profit targets and cash flow 
targets, because the two bottom line mea-
sures are very different and they require 
different kinds of attention to control 
them. If you doubt this, know that every 
year businesses with smashing profit pic-
tures go out of business for lack of cash.  

THREE QUESTIONS TO POWER-
FUL RESULTS ANALYSIS. At the end of 
each month, with budget comparisons in 
hand, ask your team these key questions:

How are we doing compared to bud-
get? Why did actual results differ from 
the plan? 

What must we do NOW to have a 
better result next month? How can we 
keep the positive differences and avoid 
more of the negative ones? 

What are we learning that will make 
next year’s budget better?  

If you follow these 8 tips in your financial 
forecasting and reporting, you will find your 
income statement more informative, your 
bottom line more appealing, and your peace 
of mind more comforting than ever before. 

Congratulations. Doesn’t that feel good?

6.

7.

8.

•

•

•

By Gene Siciliano

Here are 8 tips for your consideration:

TAKE THE TIME, TAKE THE TEAM. 
A budget is not the forecast you put 
together on the weekend to impress your 
banker. It must be the result of coordinat-
ed input and effort by you and your top 
management team. That makes it a proj-
ect that requires some time and thought, 
just like any other important project your 
company takes on.  

IT TAKES A LITTLE PRACTICE, LIKE 
ANY NEW TOOL. Regardless of how 
tough it may be to estimate the future, 
your forecasting accuracy will improve, 
and you’ll be better able to control the re-
sults, if you actively use a budget. Practice 
does make (almost) perfect.  

ANY BUSINESS CAN BE BUDGET-
ED. The only question is how much prac-
tice it takes to strike a balance between 
time invested and forecasting accuracy. If 
you doubt this, remember that virtually 
every startup business had to be fore-
casted to get financial backing, including 
those trying to do something that had 
never been done before (making budget-
ing even more challenging).  

USE A GANTT CHART – an expanded 
timeline – to track deliverable dates for 
budget completion. As with any project 
management tool, it will tell you if you’ve 
scheduled too much to be completed in 
too short a time, given other business 
activities that also require your team’s 
participation. 

DON’T TRY TO BUDGET TO THE 
LAST PENNY. Accurately predicting 
actual results is not the objective, nor is 
the creation of an immovable object. It’s 
all about giving your company a direction 
to use for course corrections, and at the 
level of detail where it matters. If you try 

1.

2.

3.

4.

5.
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Put a global panel of industry experts 
together, and what do you get? The coor-
dinates to navigate through the world of 
international events.

 This year the fourth annual Industry  
Compass panel discussion took place at 
IFEA’s 54th annual convention in India-
napolis, Indiana (USA), with representa-
tion—live and virtual-- from the associa-
tion’s affiliate organizations around  
the world. 

While the panelists have changed from 
year to year, the charting of international 
issues, trends, and opportunities over the 
past four years has yielded invaluable ref-
erence points as we become a more fully 
integrated international association.

The ideas contained in this article 
are the collective contributions of these 
people—the 2009 participants listed  
to the right, and those from the three 
preceding years.   

Industry Compass 2009

From a perspective of four years, many 
of the issues and trends facing festivals 
and events in 2009 have remained the 
same, or have intensified. 

FOUR TOP TRENDS

GLOBALIZATION, the number 
one Industry Compass trend of 2008, 
retains its position in 2009 and now 
spans international competency stan-
dards, tourism marketing, and upgrad-
ing festival content and management 
to meet global criteria. 
 

International Competency Standards 
for Event Management (IEMS)

Canada, via its Canadian Tourism Hu-
man Resource Council, and South Africa, 
via its Sector Education Training Author-
ity, have each been working towards 
establishing International Competency 
Standards for Event Management (IEMS) 
based on the Event Management Body of 
Knowledge (EMBOK). EMBOK found-
ing members include IFEA members Bill 
O’Toole of Australia and Janet Landey of 
South Africa, both of whom have been 
involved in the IEMS program, along 
with Thérèse St-Onge, IFEA Canada, and 
Professor Ulrich Wuensch of Germany.

According to Canada’s Eva Schaus-
berger,  Director of Foreign Credential 
Recognition/ Directrice du programme de 
reconnaissance des titres de compétence 
étrangers, the Canadian Tourism Human 
Resource Council’s first step was to under-
take  international comparisons of event 
management qualifications between 
Canada and  South Africa, the U.K., and 
Australia. This phase spanned 2006-2007.

1.
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PANELISTS

During the following two years, from 
2008-2009, nearly twenty-five industry 
practitioners and leading scholars from 
more than six countries participated in 
the development of a set of competency 
standards that could be reciprocally 
acknowledged on an international basis. 
This was followed by a survey during 
July – September 2009 to validate the 
standards, with feedback from 170 prac-
titioners in 18 countries. Final testing of 
the model should be finished in Decem-
ber 2009, after which time, according to 
Canadian bilingual requirements, the 
certification program will be translated 
into French, with a target completion 
date of the summer of 2010.

The new international competency 
standards should complement exist-
ing IFEA CFEE programs, according 
to Schausberger. “Our strategic, long-
term goal is to support the industry by 
developing the IEMS tool and make it 
available via a free download from our 
website. We will look at articulating the 
competency-based  certification program, 
i.e. interpreting it, with other existing 
programs, such as CFEE, CMP, CSEP,  
and college and university programs,  
and eventually, to identifying and  
working with overseas partners to  
administer the program.” IFEA could  
be one of those partners.

Globalization Incubators
The globalization of professional 

standards could come as a welcome 
boost to countries like Australia, where, 
according to both Barry McNamara 
and Barry Wilkins, local governments 
are increasingly getting into the events 
business, but often using unqualified staff 
people to produce their events. 

In the Middle East, Alex Heuff, head of 
IFEA’s Middle East and Pan-Arab office, 
notes an inconsistency in regulations. 
“The level of health and safety varies too 
greatly from country to country,” he says, 
“with some laws in place in one country 
and nothing in place in another due to 
lack of education and the desire to ‘cut 
corners’. Big music events, on the other 
hand, are leading the way in health and 
safety, but crowd control is still an issue, 
with several big gigs taking place in city 
centres (sic) throughout the Middle East 
during the cooler months.”

In Uganda, Peter Kagwa of Events 
Warehouse recently partnered with 
Silk Events, another leading Ugandan 
events company, to produce the 
Kampala International Events Summit, 
the country’s first-ever conference on 
events management, on September 9-
10, 2009. In addition to exploring the 
Event Management Body of Knowledge, 
the conference sought to instill 
professionalism in a Ugandan industry 
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that has no set standards, and to create 
an avenue for the formation of an events 
association in Uganda and East Africa.

Featured speakers included Bill O’Toole 
and Janet Landey. A long-time proponent 
of industry standards, O’Toole addressed 
the issue of government regulation 
head-on: “If the industry is regulated, 
training practitioners to manage projects 
and identify risks will make it easier 
for the Government to develop an 
events strategy and work together with 
the events practitioners to market the 
country’s tourism potential,” he said in 
an interview with allAfrica.com . 

In spite of political upheaval, tourism 
in Uganda generated $632 million in 
2007-2008 due to an increase in foreign 
visitors to 842,000.

IFEA was an endorsing sponsor of both 
IIRME’s “Event 360” conference in Dubai 
and the Kampala International Events Summit.

South Korea
Few people have done as much on a 

national level to advance the globaliza-
tion of tourism marketing, and to up-
grade festival content and management 
to meet global criteria, than Professor 
Gang-Hoan Jeong, PhD, Dean of the 
Graduate School of Tourism Management 
at Pai Chai University in Taejeon, South  
Korea, and President of IFEA Korea.

2006
In 2006, Industry Compass participants compared 

growth in the festivals and events profession with New 
York Times columnist Thomas Friedman’s concept of 
a world “flattened” into a uniform playing field by 
advances in technology and new business practices, a 
playing field that allowed what Friedman described as 
“multiple forms of collaboration—the sharing of knowl-
edge and work—in real time, without regard to geogra-
phy, distance, or, in the near future, even language.”

Four key factors influencing this flattening for festival 
and event professionals in 2006 were:

The Internet, which was seen as both connecting us 
and alienating us (with i-pods, cell phones, BlackBer-
ries, etc.) at an alarmingly fast pace; 

Internationalism – a way to unify communities and 
countries by introducing new viewpoints and forms of 
celebration; 

Authenticity-- that vast divide separating “intentional” 
festivals, which are usually tourism-driven or commer-
cially motivated, from “traditional” festivals, which 
are a cultural manifestation; and 
 

1.

2.

3.

Inspiration and Innovation—the need for the next 
great “WOW factor” in order to reach easily bored 
audiences. 

In 2006, audiences were seen as becoming younger, 
more high-tech, and harder both to please and to reach; 
and a real threat existed that festivals would lose their 
cultural roots in favor of satisfying these temporal ap-
petites.

2007
In 2007, the issues identified by the Industry Compass 

panelists were global warming, “green” or ecological 
issues, and migration—specifically, the need for festivals 
to build another culture to better serve the profile of 
immigrants now living in the festivals’ host cities. These 
issues still are of concern today.

Industry trends again centered around Internet tech-
nology, but with a new dimension: festival marketing 
and promotion through empowerment blogs and You-
Tube broadcasts, as well as optimal use of new, portable 
IT-driven hardware devices. 

Government investment in festivals as tourism vehi-
cles was also a major trend in 2007, whether destination 
tourism in Australia, experiential tourism in Ireland, 
“value tourism” promoting Islamic family values in Sau-
di Arabia, or cultural tourism in Korea—a trend every-

4.
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The country‘s Tourism Cultural Festival 
System was created in 1996 by the Minis-
try of Culture and Tourism as a means of 
commercializing festivals to reinvigorate 
the local economy via tourism.

Over the past three years, Professor 
Jeong has organized a series of event 
management conferences throughout the 
country, bringing in overseas industry 
experts to share best practices with local 
organizers as well as with government 
officials, who are heavily invested in 
developing Korean festivals as a tourism 
product. In 2009 these included confer-
ences in Gyeongbuk, with a tour of the 
Gyeongju Alcoholic Drink and Rice Cake 
Festival, and a global forum during the 
Boryeong Mud Festival. 

Professor Jeong has also led study  
trips to festivals outside Korea-- face-
to-face learning experiences for festival 
organizers, sponsors, and government  
officials--  to events such as the great 
Brazilian carnivals of Bahia and Rio de 
Janeiro; and more recently, to festivals in 
Rotterdam, The Netherlands, and Fredrik-
shavn, Denmark. (See related article on 
the visit to Denmark by Allan Xenius-
Grige in this issue.) 

Professor Jeong has established memos 
of understanding – a type of affiliate 
partner agreement—with a number of 
festival organizations including IFEA 

Latin America, IFEA Europe, the New 
Zealand Wildfoods Festival, the Battle 
of Gettysburg Reenactment Committee 
(Pennsylvania, USA) and La Tomatina 
Festival, Buñol, Valencia, Spain.

GOVERNMENT INVESTMENT in 
festivals and events continues in coun-
tries like Canada, South Korea, Sin-
gapore, China, Sweden, South Africa, 
and the Kingdom of Saudi Arabia… 
but typically not in the United States 
on a federal level, and infrequently on 
a state level unless festival is defined 
in the classic European sense of the 
word, such as a symphony series. In 
that case, U.S. federal agencies like 
the National Endowment for the 
Arts (NEA) fund symphonies, ballet 
ensembles, opera companies, and 
the like, but not in the context of the 
traditional American definition of the 
word festival.  

That is about to change. According to 
the NEA’s Mario Garcia Durham, Direc-
tor of Presenting, the National Endow-
ment for the Arts is now exploring how to 
develop the “hidden DNA ties” and their 
related opportunities between the NEA 

2.

and those American festivals and events 
that also are arts presenters. The first step, 
says Durham, is to create a dialogue.

In Canada, on the national front, 
according to Gary Masters, Executive 
Director of Festivals and Events Ontario 
(FEO), the Canadian government has 
created a CA$50 million (US$48.3M / 
€32.6M*) fund to support “marquee” 
festivals and events across Canada as part 
of the government’s stimulus funding 
package. To date, says Masters, more than 
48 announcements have been made on a 
national level, in amounts ranging from 
just over CA$125,000 (US$120,000/ 
€81,000) to CA$3 million (US$2.9M/ 
€1.9M*)depending on the festival.  
(*exchange rates as of October 13, 2009)

The CA$50M funding comes from the 
federal Ministry of Industry Trade & Com-
merce, under Minister Tony Clement, and 
is part of a two-year commitment—i.e. 
a total of CA$100million in economic 
stimulus. The Secretary of State (small 
businesses and tourism) is Diane Ablon-
czy; her secretariat falls within Clement’s 
portfolio. Bottom-line, according to 
Masters:  it is tourism that is managing the 
CA$50 million; not culture or heritage.

 At a provincial level, the government 
of Ontario announced that festivals and 
events within Ontario would again receive 
upwards of CN$11 million (US$10.6/ 

where, that is, except in the United States, which does not 
fund tourism or festivals and events. Government tourism 
agencies outside the U.S. also invested in festivals through 
educational training of festival workers and direct festival 
financing, with several countries exporting performing 
groups to other festivals as “cultural ambassadors.”

2008
In 2008, many of the same themes emerged:

Globalization: in festival programming, marketing, and 
communication styles, to create a strong, internationally 
recognizable festival brand.  
The downside of globalization, “cultural globalization” 
(also known as “Westernization”) and “over-festivaliza-
tion,” brought a loss of cultural identity, as festivals tried 
to be too many things to too many people.  

Youth: increase in IT-driven and inter-active marketing to 
youth in 2008, with on-line tools like Facebook, MySpace, 
flickr, last.fm, YouTube, blogs, and text messaging. 
Festival programming shifted to experiential (see it, 
touch it, try it). Sports marketing emerged as a univer-
sal way of engaging youth-- in Singapore, chosen to be 
the first IOC-sanctioned World Youth Olympics, and in 
South Africa, with the FIFA (World Cup Soccer) champi-
onships, both in 2010. 

1.

2.

Education and Research as festival partners: a grow-
ing concern for reciprocal international recognition of 
credentials, along with the requisite work visas, with the 
goal of greater mobility of trained professionals through-
out the world. 
Research also became recognized as a valuable partner in 
those countries where academic substantiation strength-
ened funding applications to the public sector, such as 
arts and cultural councils, tourism boards, and educa-
tional agencies. 

Values-Driven festivals and events: a way to promote 
healthy attitudes and habits.  
On a social side, festivals consciously began to integrate 
immigrant neighborhoods into the fabric of the festival 
itself, making the festival more inclusive, or, in the case 
of South Africa, to use events to eradicate poverty. On a 
biodiversity side, festivals focused on producing “green” 
events. 

Economic Diversification: due to the worldwide economic 
collapse in 2008. 

(Editor’s note: Read past Industry Compass articles at  
www.ifea.com – Resources/i.e. Magazine or at  
www.internationaleventsltd.com/publications.)

3.

4.

5.

http://www.ifea.com
http://www.internationaleventsltd.com/publications
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€7.2M) in funding in 2010, despite cut-
backs in other government departments as 
a result of the global economic recession. 
Last year, a total of 224 different festivals 
in Ontario received some sort of provin-
cial funding from the Ministry of Tour-
ism--Investment & Development Ontario 
(IDO) branch.

Canada’s investment in developing 
International Competency Standards for 
Event Management (IEMS) mentioned 
earlier in this article was funded by the 
Canadian Department of Labor. 

Of South Korea’s 1200 representative 
festivals, fifty “Cultural Tourism Festivals” 
are sponsored by its Ministry of Culture 
and Tourism. The present-day Korean Cul-
tural Festival system started in 1996. It has 
grown from a budget of KRW3.5 billion 
(US$ 2.9M) in 2007, to KRW7.3 billion 
(US$6 million) in 2008-2009, with each 
chosen “representative festival” receiv-
ing KRW800million (US$670,000.), plus 
overseas publicity.

Two festivals selected as representative 
festivals in 2009 from these 1,200 Korean 
festivals include the Boryeong Mud Festi-
val, whose KRW3.2B (US$2.6M)budget 
comes from central, provincial, and local 
funding; and the Andong International 
Mask Festival, with a budget of KRW2B 
(US$1.7M). The Mud Festival attracts 1.5 
million people during its 10-day run; the 
Mask Festival draws about 1 million visi-
tors over 10 days.

As a side note, upon government rec-
ommendation, eighty-five South Korean 
festivals-- 20% of the country’s  470 
festivals held between August and October 
2009-- were cancelled due to the H1N1 
virus. In terms of in economic impact, this 
represented a loss of approximately 67.2 
billion won (US$55million). Nearly 6,200 
outbreaks of the virus had been reported.  

 
SPORTS is the new secular cultural 

language in our world of special events, 
according to Kelven Tan, Singapore 
Sports Council and IFEA Asia, and 2009 
was a year dominated by this non-ver-
bal language. In a world increasingly 
more globalized, sports is a universally 
understood language that strengthens 
friendships with other nations, cement-
ing a sense of nationalism based on 
participation. For Singapore, sports 
development and participation gener-
ate jobs and contribute to building a 
resilient nation. 
 
 

Singapore has aggressively entered into 
this arena. Following the success of host-
ing the first-ever Formula One® night race 
in 2008, in 2009 it went on to capture a 
stopover of the Volvo Ocean Race, the FIH 
Men’s Hockey Junior World Cup Champion-
ship (field hockey), and the inaugural 
Asian Youth Games. In 2010, it will host 
the first-ever IOC-sanctioned World Youth 
Olympics—a huge accomplishment for a 
geographically small country of only 4.5 
million people.

The City-State will invest some 
SG$1.8B (US$1.3B/ €868M) to build 
up sports-related infrastructure, such as a 
new 55,000-seat stadium, multi-purpose 
competition halls, Olympic-grade com-
petition pools and arena, and whitewater 
rafting facilities. This follows a 2007 in-
vestment of some SG$700M (US$475M) 

3.
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by the Ministry of Education for improve-
ments to sports facilities in Singaporean 
schools. And in 2012, Singapore will 
open the brand new F2-grade Changi 
Motor Racetrack. Suitable for karting, 
motorcycles, and other race-division type 
cars, the facility will be located next to 
the airport, facing the sea—a beautiful 
backdrop for spectators-- and zoned as a 
twenty-four hour entertainment area.  

The Olympics and FIFA: economics, 
entertainment, and empowerment

No stranger to the Olympics, Singapore 
hosted the 2012 Olympic bidding confer-
ence in July 2005, taking in some SG$40 
million (US$ 27million) in tourism 
spending as a result-- further proof that 
sports are the new economic generators 
for Singaporean festivals and events… 
and for London, which won the bid.

The Olympic bidding conference this 
past October in Copenhagen saw Brazil 
emerge as the victor, capturing the 2016 
Olympics with a proposed budget of 
US$11.6B—the highest budget of the 
cities bidding (The Guardian, Oct. 3, 
2009)—but a mere fraction of Beijing’s 
US$43B extravaganza. 

The economics of bidding, however, 
can be expensive. Chicago’s unsuccess-
ful 2016 bid cost US$50 million (Parade 
Magazine, July 5, 2009); its proposed 
budget, by comparison, was US$4.8B.  

To Brazil’s credit, more than half of the 
venues for 2016 are already built, and 
winning the bid to host the 2014 FIFA/ 
World Cup Soccer has resulted in other 
construction. The twelve cities that will 
host the games of the 2014 World Soccer 
Cup in Brazil will be, in alphabetical 
order, Belo Horizonte, Brasília, Cuiabá, 

Curitiba, Fortaleza, Manaus, Natal, Porto 
Alegre, Recife, Rio de Janeiro, Salvador, 
and São Paulo, according to Daniel Bal-
dacci, IFEA Latin America and the Brazil-
ian Festivals and Events Association. 

South Africa, host of the 2010 FIFA, 
is already gearing up. What is unique 
to both countries is the opportunity to 
build on the event-related economic 
opportunities. Janet Landey, IFEA Africa, 
speaks passionately about using “events 
as a temporary workplace” to eradicate 
poverty in line with the Millennium De-
velopment Goals for 2015.

Using an asset-based community 
development model, Landey has created 
an event strategy under the umbrella of 
The EYETHU Alliance. The alliance sets up 
co-operative hubs providing networking 
space, learning laboratories for skills de-
velopment, shared support services, and 
cooperative financial services through a 
proposed co-op bank and an insurance 
program. The vision is one of “powerful 
events delivering powerful livelihood” 
for native South Africans. “Festivals and 
events designed, managed, and marketed 
by local communities can be a catalyst for 
socio-cultural, economic, and environ-
mental transformation of communities,” 
says Landey. Skill sets can also be used at 
events like World Cup Soccer.

Sailing
Finally, if the globalization effect of  

the Olympics and World Cup Soccer were 
not enough, the Volvo Ocean Race has its 
own story to tell. Known in its previous 
life as the Whitbread ‘Round the World 
Race, the Volvo is considered the “Mount 
Everest of Sailing”—extreme sailing at its 
most challenging. 

To mix metaphors, it is not an  
even playing field. Cities like Singapore, 
Alicante (Spain), Galway (Ireland) and 
Stockholm (Sweden) invested heavily  
in their stopovers. The Stockholm stop-
over had thirty-five corporate sponsors, 
according to commercial manager Jan 
Torstenson. They were divided into  
three levels, with six sponsors at 
€200,000 (US$300,000), and the  
balance coming in at between €60,000 
and €25,000 (US$37,000). 

But the real key to success in Stock-
holm—even in spite of the global reces-
sion-- was an investment of €5 million 
(SEK 53 million/ US$7M) from the City of 
Stockholm, who hoped for an economic 
impact of €15M from their investment. 
The City’s goals? To strengthen Stock-
holm’s brand as the “Capital of Scandi-
navia” (with apologies to Copenhagen), 
attracting new companies—and new inter-
national events-- to invest in Stockholm, a 
city built on 14 islands, with 22,000 more 
islands in its archipelago. 

By comparison, the Boston stopover, 
the only U.S. port of call for the race, was 
a financial struggle from day one, accord-
ing to stopover sources there. Galway, 
Ireland, had a €5-6M investment from 
the government. The city of Boston and 
the Commonwealth of Massachusetts, 
however, declined to come up with even a 
portion of the money for police and city 
services, with the result that the owner 
of the waterfront property, Joe Fallon, 
footed a significant portion of the bill. 

Many felt the city’s lack of support 
made no sense. With close to 180,000 
attendees during the stopover, hotel 
rooms in Boston were packed. Two 
separate studies of the 1998 U.S. stopover 
in Baltimore/Annapolis revealed an eco-
nomic impact of US$50M (nearly €34M 
at today’s exchange rate), half reflected 
in direct spending—not an unrealistic 
number to think of in connection with 
the Boston stopover in 2009, given the 
similarities of the two events. Clearly a 
city like Boston needs events like this, 
especially during a worldwide economic 
recession. That sentiment fell on deaf 
ears. With high unemployment and may-
oral and gubernatorial elections looming 
in the fall, politicians were body-surfing, 
so to speak, over the issue.  

Stockholm and Boston each had their 
own marketing challenges. Sailing, unfor-
tunately, is not Boston’s preferred sport. 
With world-class professional teams 
like the Boston Red Sox (baseball), New 
England Patriots (football), Boston Celt-
ics (basketball), and Boston Bruins (ice 
hockey), corporate money goes to “sure 
things” with huge, visible audiences. With 
the global economic recession unfolding 
in the year leading up to the stopover, vir-
tually all of the corporate prospects that 
had expressed interest, declined to pursue 
the sponsorship opportunity.  

For Stockholm’s Torstenson, the  
challenge was marketing a totally new 
type of event, an international event, 
overcoming public perception that it 
was another Stockholm Water Festival, 
a popular event in the 1990s featuring 
1500 events and drawing 4 million visi-
tors at its peak during its nine-year run. 
In socially conscious Sweden, it was also 
difficult to sell sponsorship resulting 
in huge televised publicity for sponsors 
when the same companies might have 
laid off a large number of workers. It sent 
out the wrong signal to customers, he 
said, adding that banks were a particular-
ly difficult “sell” because of the economy. 
Companies were motivated more by their 
ability to do B2B (business to business) 
and B2C (business to customer) activa-
tion than they were by measuring media 
impressions. The city’s support, therefore, 
made a huge difference. 
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CONVERGENCE–the intersection 

of education, entertainment, econom-
ics, and environment-- has ushered in a 
new era of socialization of festivals and 
events.  
 
 

“Edutainment” is a policy introduced 
three years ago by Canada’s federal 
government, applicable to all national 
celebrations ranging from the 2010  
Olympics in Vancouver to Quebec’s 
400th and New Brunswick’s 250th  
anniversaries, respectively. 

As its name implies, “edutainment” 
is a hybrid of education and entertain-
ment, a sophisticated, non-verbal way 
of conveying a national message of rich, 
educational content-- without moralistic, 
pedagogical overtones—a far cry from 
face-painting and carnivals. 

As a national policy, it has been inter-
preted by the country’s National Capital 
Commission and applied to all Ottawa 
festivals and events supported by the 
government in the capital region, says 
Thérèse St-Onge. 

All Canada Day performances are 
required to carry a national message. 
“From Delhi 2 Dublin”, for example, 
was a transcultural showcase of Indian 
Bhangra-infused Celtic music, with Scot-
tish highland dancers, Irish step dancers,  
and Cirque de Soleil dancers. Opera in the 
Park featured Inuit soloists singing Italian 
operas. Winterlude/ Bal de Neige, Ottawa’s 

4.
internationally acclaimed winter festival 
(where it’s cool to be cool), was the sub-
ject of a one-hour television special hon-
oring the aboriginal presence of Canada’s 
“first people” (premières nations) at 
the festival, as well as Industry Canada’s 
fashion show, and a CN$700,000 son et 
lumière show designed to convey the his-
tory of Canada by suggestion and visual 
imagery projected on buildings.  

The “edutainment” message is non-ver-
bal, and people intuitively understand it. 
Surveys of attendees at Canada’s National 
Day celebrations in Ottawa, according to 
Guy LaFlamme, Vice President of Com-
munications and Marketing of Capital 
Experience at the National Capital 
Commission, showed that 80% of those 
interviewed understood the underlying 
message: multi-cultural pride saluting the 
country’s great diversity. 

Convergence in the desert city of Hail, 
in the Kingdom of Saudi Arabia, means 
bringing together values-driven entertain-
ment and education, but with a slightly 
different twist. The Hail Desert Festival 
highlights the fascinating aspects of 
desert culture such as its handicrafts, fal-
conry, horsemanship, camel riding, and 
survival skills (surviving scorpion stings, 
for example), as well as exhibits and lec-
tures on the desert environment so that 
visitors go away enthralled, entertained, 
and informed. 

But in an unusual merging of mes-
sages, in addition to offering educational 
experiences to the audience, the festival 
also offers training and support of those 
engaged in servicing the tourism needs 

generated by the festival, all part of the 
Kingdom’s National Tourism Develop-
ment Strategy, which targets 36 million 
domestic and 6 million international 
visitors by 2025. 

The third annual Hail Desert Festival 
will take place April 14-22, 2010, and is a 
very special—and rare-- occurrence in this 
isolated part of the world known histori-
cally for its warm hospitality. (See related 
article this issue.)

Tom Bisignano of MeetingBiz and 2009 
Chair of the IFEA World Board points to 
another type of convergence, one where 
all media forms are now available in one 
portable device (as opposed to a separate 
piece of equipment for each form, e.g. a 
TV, radio, telephone, computer,  camera, 
newspaper, music library,  etc.) Festival 
and event executives must understand 
and embrace technology in order to be 
able to reach their audiences on their 
terms. Festival audiences today are com-
prised of “green” environmentalists (or 
“blue,” if you are in France), aging Baby-
Boomers, and jaded young people whose 
fast-paced, texting lifestyles don’t leave 
much time for reading a lot of  
written copy. 

The biggest marketing shift, says Bisig-
nano, is to user-generated content: people 
now not only choose what to receive (or 
not receive), but if to receive it and when. 
They also can choose how to receive it. 
Research presented by Edgeworks CEO 
Bruce Lupin of California, for example, 
shows that nine of ten people today use 
search engines to find information. In 
terms of age groups, 85% of users be-

Australia Events AwardsWinterlude/ Bal de Neige, Canada
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TOOLBOX
 USD 1 =

Euro Zone ....................EUR 0.6834

UK  ..................................GBP 0.6248

China  ............................CNY 6.8271

Australia .......................AUD 1.1338

Canada ..........................CAD 1.0724

Singapore ....................SGD 1.4088

South Africa ................ZAR 7.5435

Brazil .............................BRL 1.7786

Saudi Arabia...............SAR 3.7502

South Korea ................KRW 1,176.4226

United Arab Emirates .AED 3.6730

as of 30 Sept. 09

Charlotte DeWitt is the 2009 in-
ductee to the IFEA Hall of Fame, the 
industry’s highest honor. As president 
of International Events, Ltd., she 
has worked in some 29 countries 
since 1979, designing and produc-
ing waterfront festivals, European 
carnival-style parades, and interna-
tional events. She consults worldwide 
on festival master plans and tour-
ism development, and is the global 
perspectives editor of ie magazine. 
Charlotte is Past Chairman of IFEA 
World (IFEA) and founder/past Presi-
dent/CEO of IFEA Europe. She lived 
in Sweden from 1994-2004. Please 
note : new email, new website.

Charlotte J. DeWitt, CFEE, President                                                                               
International Events, Ltd.  
249 West Newton St., #8
Boston, MA 02116 USA
M +1 617 513 5696
charlotte@internationaleventsltd.com 
www.internationaleventsltd.com

 

SAVE THESE DATES! 

IFEA’s GLOBAL CALENDAR OF 
CONFERENCES

November 4-8, 2009 
Association of Irish Festivals  

& Events Conference
Ballinasloe, Ireland

 March 3-6, 2010 
Festivals and Events  

Ontario (FEO) Annual Conference
Ottawa, Canada 

April 18-20, 2010 
Event 360 Conference

Dubai, United Arab Emirates

April 22-23, 2010
IFEA Europe Conference
Copenhagen, Denmark

July 30, 2010
International Forum

Boryeong, South Korea

tween 18-24 years-old and 67% over age 
65 rely on search engines. It is the user 
who is in the driver’s seat, with homage, 
so to speak, to Indianapolis.

Yet true convergence as it relates to 
marketing today means an intersection 
of traditional direct marketing and brand 
marketing methods with today’s high-tech 
methodology which, by necessity, must in-
clude the new social marketing tools like 
Facebook and YouTube. Check out Henry 
Jenkin’s new book Convergence Culture: 
Where Old and New Media Collide, and 
Richard Rosen’s Convergence Marketing.

OPPORTUNITIES

1.INTERNATIONAL EXCHANGE= 
INTERNATIONAL DIVERSITY 

The 80:20 rule, otherwise known as 
the Pareto principle, states that “for many 
events, 20% of your actions will yield 
80% of your results… In business, this 
is interpreted to mean that 80% of your 
sales come from 20% of your clients.” 
(Wikipedia) The jury is still out as to 
whether you should invest your energies 
only in that 20%, but in an adaptation of 
the 80:20 rule, Johan Moerman of Rot-
terdam Festivals (NL) and incoming 2010 
IFEA World Board Chair says, “Eighty 
percent of our festivals are the same, 
which creates common ground; twenty 
percent are new or different. This is the 
most interesting and the most inspiring 
part. We should stimulate international 
visits and exchanges.” 

Exchanges can include staff members, 
performers, and even, as Korea’s Boryeong 
Mud Festival shows, an entire festival. In 
an innovative move of “going global”, 
this year twenty tons of Boryeong’s 
famous cosmetic mud was exported to 
China’s Dalian Jinshitan Beach, giv-
ing birth to the first China Dalian Mud 
Festival, which ran for fifty days beginning 
July 26, 2009.

  
2.INTERNATIONAL COMPETENCY  

The International Competency Stan-
dards for Event Management (IEMS) 
program presents a golden opportunity 
for IFEA to take professional event man-
agement certification to a global level. 
The Canadian Tourism Human Resource 
Council is due to finalize their bi-lingual 
IEMS guidelines by the summer of 2010, 
at which point they will look for partner 
organizations to implement the guide-
lines throughout the world. With nine 
affiliates on six continents, IFEA is a good 
candidate.

3.INTERNATIONAL EXCELLENCE
As new ideas and visions are created 

around the world, IFEA and others are 
working to pay tribute to those who 

are leading the way. Awards programs 
honoring excellence, such as IFEA’s Pin-
nacle Awards, Event 360’s Middle East 
Event Awards, and the first-ever Australia 
Event Awards offer both inspiration and 
benchmarks.  

Congratulations to the recent Australia 
Event Awards winners: the 16th Biennale 
of Sydney as the Australian Event of the  
Year and the Best Cultural Event; and  
to IFEA members Shani Wood of SW 
Events for Event Manager of the Year and 
Di Henry of Maxxam International for 
Best Export—the Olympic Torch Relays. 
Kudos also to long-time IFEA members 
Johnny Allen, co-chair of the judges’ pan-
el, and to Barry Wilkins, OAM and IFEA 
2000 Hall of Fame Recipient, who was 
one of the judges. A complete list of win-
ners of the 2009 Australian Event Awards 
can be found at www.eventawards.com.
au/finalists2009.htm . 

The 2009 IFEA Haas and Wilkerson 
Pinnacle Award recipients are featured in 
the fall issue of i.e. magazine. Results of 
the 2009 Middle East Event Awards can 
be downloaded at  www.internationalev-
entsltd.com/publications. 

New technology, new business models, 
and new cultural horizons—international 
events are leading the way towards 2010. 
Industry trends and opportunities pro-
vide the compass points to navigate the 
uncharted waters. Christopher Columbus 
didn’t have a search engine, but Albert 
Einstein expressed it well several centuries 
later: “Logics will get you from A to B; 
imagination will take you everywhere.”  

mailto:charlotte@internationaleventsltd.com
http://www.internationaleventsltd.com
http://www.eventawards.com
http://www.internationaleventsltd.com/publications


Only a few years ago, story-
TELLING was a buzzword in 
the events industry, as well as 
in the marketing industry. Yet, 

the economy of the future will be based 
on storyLIVING.” 

So says Jan Michael Madsen, a 43-year-
old Dane from the city of Frederikshavn, as 
he explains the concept behind the Torden-
skiold Days to a group of twenty members 
of IFEA Korea who have come to Europe on 
a study trip focusing on historical festivals. 

We are aboard the Swedish tall ship 
“Lady Ellen,” docked right in the middle 
of the festival area in the harbour of 
Frederikshavn. The ship is one of several 
tall ships that have come to Frederiks-
havn to celebrate the story of Admiral 
Tordenskiold. The Norwegian naval of-
ficer first set foot in Denmark in the year 

1717 (at a time when Norway and Den-
mark were a unified kingdom) to take 
charge of one of the largest battleships 
fighting the Swedes in what was later to 
be known as “The Great Nordic War.” 

Jan Michael Madsen calls himself “chief 
artillerist.” His title is part of the story. He 
is the master mind and managing director 
(and only employee) of a festival that has 
transformed the identity of a rather small 
Danish city from a blue collar, unattractive 
city to a thriving tourist destination. 

In 1997, the city’s old ship wharf 
closed, and tax free sales on the ferries 
between the Swedish city of Gothenburg 
and Frederikshavn were abolished, result-
ing in a dramatic decrease in the number 
of visiting Swedish tourists. Only a year 
earlier, the number of employees at the 
local naval base had been cut due to 

restructuring. These circumstances created 
a sudden and substantial growth in un-
employment in the city. The citizens were 
depressed and had no belief in the future.

But Jan Michael Madsen, at the time 
a teacher for a local vocational training 
school for young people with behavioural 
problems, had read the bestselling book 
The Dream Society by Danish author and 
futurist Rolf Jensen. He engaged not only 
his school, but also the tourist office, local 
politicians, and the city at large, in creating 
a re-enactment festival – in the beginning 
merely a play at the waterfront – about the 
story of Admiral Tordenskiold. Because, as 
he says, “A depressed city needs a hero.”

Local residents got involved, sewing 
authentic 18th century costumes, writing 
music and stories for the play, making 
crafts for sales and showcase booths, 
and building set pieces, old-style market 
tents etc.. Jan Michael got hold of tall 
ships from several countries around the 
Baltic Sea, inviting them to participate in 
“live” battles – complete with canons and 
gunpowder – in the harbour. A re-enact-
ment of the famous “Battle of Fladstrand” 
(as Frederikshavn was called at the time) 

Korean IFEA Members Explore 
Historical Danish Festivals
by Allan Xenius-Grige
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was to become one of the key attractions 
of the festival. Obviously, the children 
loved it – and with them, their parents. 
And they still do. Tourists are now com-
ing from all over Denmark, as well as in 
growing numbers from Norway and Swe-
den, to experience the quaint, impressive, 
fun, and very authentic festival known as 
the Tordenskiold Days, now taking place 
annually during the last weekend of June.

And the local citizens love it, too; From 
company CEOs to teachers and bricklay-
ers, anyone in town can get a role wearing 
an authentic costume. “The volunteers, 
our actors, are the core of the festival,” says 
Jan Michael Madsen. “Without them, we 
would be nothing. As festival organisers, 
we may tend to think about only ‘hard-
ware’ and ‘software,’ meaning the practical 
stuff and the immaterial necessities such 
as volunteer management or budgets. But 
in our case, we are driven by HEART-ware. 
It is the passion and the spirit, the belief of 
the citizens that drive this event. It is their 
confidence in their city, and in themselves, 
that make it all work. StoryLIVING at its 
best. They live their dreams. The story of 
Tordenskjold is the frame, but they paint 

the picture. They step into history to meet 
a hero,” he says. Not coincidentally, one 
might add, as the latter is actually the 
slogan of the festival.

Indeed, Jan Michael Madsen is passion-
ate about his event. His creative mind 
and spirit seem to be working constantly. 
As a matter of fact, only hours before the 
arrival of the Korean delegation, he had 
had a conversation with the author of The 
Dream Society, Rolf Jensen, who is now on 
the advisory board of the Tordenskiold 
Days, telling him about the arrival of the 
Korean guests. Together, they planned for 
Rolf Jensen to appear “out of the blue,” 
so to speak, to give a special welcome to 
IFEA Korea while wearing an authentic 
Korean costume. His appearance left 
the group of Korean festival organizers 
awe-struck. Rolf Jensen’s book The Dream 
Society is widely known among festival 
organisers in Korea, as it is mandatory 
literature for the students at Pai Chai Uni-
versity’s Department of Festival Manage-
ment, headed by IFEA Korea president, 
Professor Gang-Hoan Jeong, PhD.

Indeed, immediately after this surprise 
event, and as Jan Michael Madsen ended 

his presentation, Professor Jeong rushed to 
meet Mr. Rolf Jensen, while other mem-
bers of the Korean delegation were eager 
to have their photo taken with the Danish 
author and to get his autograph on some 
of the Tordenskiold Days souvenirs they 
had bought only hours earlier. Visiting the 
Tordenskiold Days, they literally stepped 
into history…..and met their hero.

The encounter was an event within 
the event, one that everyone present will 
always remember. It was international 
exchange at its peak. And so, on a warm 
June night, on the deck of a Swedish 
ship in northern Denmark, storyLIVING 
became very real.

Allan Xenius-Grige 
Copenhagen Arts and Culture Con-
sult; chairman, IFEA Europe
Gentoftegade 76
DK-2820 Gentofte, DENMARK
T: +45 40 96 94 84
cacc@cacc.dk   www.cacc.dk
allan.xenius.grige@ifeaeurope.com
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Nestled between stunning, high 
mountains and fascinating, 
spacious deserts, the Desert 
Festival is held every year in 

the beautiful city of Hail, in a region of 
northern Saudi Arabia famous for its 
diverse topography, mountains, valleys, 
sand dunes, and rocky hills—in short, the 
perfect match between a city in the desert 
and a festival celebrating desert life.

Organized by Hail Tourism Develop-
ment Council and Saudi Commission 
for Tourism and Antiquities in coopera-
tion with local, private-sector organizers, 
the festival’s goals are both cultural and 
touristic. It strives to protect and preserve 
the cultural heritage of the deserts in Hail 
and in Saudi Arabia, while simultaneously 

attracting more visitors to Hail Province 
which, in turn, is good for local businesses.

A wide variety of entertaining and 
enriching experiences ensure that tourists 
will re-visit the province and, through 
positive word of mouth, draw others as 
visitors. The third annual festival runs 
April 14-22, 2010.

2009 Festival Highlights:
Desert Heritage Exhibition: displays 
and demonstrations on all aspects of 
desert life, tools and utensils used in 
the desert lifestyle; paintings; female 
artisans producing local products; the 
Saudi Geological Survey; and beware! 
an exhibit of desert reptiles such as 
scorpions and snakes, with live perfor-

•

mances on how to extract the poison 
from these animals. 

Folklore: performances of a variety 
of folklore dances such as the Ardah, 
Samri, and Dahha. 

Poetry Evenings: lyrical, nightly recita-
tions of desert-related poems telling 
stories of the beautiful desert life. 

Falconry and Hunting by Saluki 
(Hound) Dogs: demonstrations and 
talks on the hobby of buying falcons, 
falconry, and teaching old and new 
falconry methods; plus the Contest of 
Beautiful Desert Falcons to choose the 
most beautiful falcon in terms of eyes, 

•

•

•

Hail to Hail: A Salute to the Desert Festival  
in Hail Province, Kingdom of Saudi Arabia
by Khalid Saleh Al-Saif
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speed, and general appearance; and a 
hunting contest by Saluki dogs. Both 
contests attracted enormous audiences. 
 
Traditional Games and Contests: 
games and contests preserving the 
essential traditions of desert society. 
Typical contests included the Al-Hu-
jaini contest, i.e. making certain tones 
of voice for entertainment when 
grazing camels, and contests such as 
Al-Rubabah (a musical instrument) and 
desert songs contests.  

Desert, Camel, and Narration Shows: 
displays and demonstrations of Bedou-
in life in the past, including the hous-
ing, clothes, and foods, with details of 
the daily life of desert people. Of spe-
cial interest were shows of camels and 
the method of riding and traveling on 
them in the past. Hail was well-known 
as a welcoming transit point on the 
camel caravan route for those making 
the pilgrimage to Mecca. 

•

•

Cultural and Scientific Activities: 
lectures and workshops on the desert, 
the role of the desert in tourism, the 
importance of tourism for the desert 
people, and the way of employing the 
Kingdom’s desert for tourism purposes. 
In addition, scientific symposiums  
were organized highlighting issues  
such as the pastures in the Kingdom, 
desert plants, and how to preserve  
the environment.  

Handicraft and Traditional Cuisines 
Market: a traditional souk where 
women practice traditional handicrafts 
and prepare traditional recipes such as 
margoug, jireesh, harees, kebaiba (olive 
leaves stuffed with rice), kelaija (a 
special cake typical of Hail), and kabsah 
(rice with meat, spices, and vegetables) 
in front of the audience. 

Handicrafts: demonstrations by Saudi 
women of typical desert handcrafts, 
such as weaving (weaving aesthetic 

•

•

•

Khalid Saleh Al-Saif
Saudi Commission for Tourism and 
Antiquities in the Kingdom of Saudi 
Arabia
Hail PTO, Kingdom of Saudi Arabia
T: +966 (6) 533 8855
alsaifk@scta.gov.sa
www.scta.gov.sa

shapes, carpets, and art paintings), 
tent-making (by using knitting 
needles), crafting palm frond and wool 
products, canteen-making (the water 
canteen was the equivalent of today’s 
refrigerator), and embroidery. The local 
women are highly skilled artisans who 
make beautiful, traditional designs that 
would have otherwise disappeared if 
festivals such as the Hail Desert Festival 
were not organized.
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Penny Reeh, CFEE

Casey Snyder, CFEE

Kathleen McFadden, CFEE

Moani Akana, CFEE

Lorena Farrell, CFEE

Stephanie Donoho, CFEE

Judith Fox-Goldstein, CFEE

Claudia Kalaola, CFEE

Clare Mawae, CFEE

Lori Mellenbruch, CFEE

Alice Moon, CFEE

Mark Santoki, CFEE

Winston Welch
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SPONSOR FORUM
In uncertain times, 

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

Ease and Convenience
IFEA provides everything you need 

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

Sponsor Take Aways
• Scores of new ideas and strategies 

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

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

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

• Proven techniques to measure 
sponsorship efficiency and sales 
increases.

Program Cost 
$2,000, plus moderator travel-

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

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

ON-SITE 
CONSULTATION/
PROJECT TEAMS

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

Program Cost
Prices will be quoted based upon 

the scope of each project and will 

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

Take a moment to consider how you could maximize your return by using the following 
IFEA professional products and services:

“The Sponsor Forum was a great 
way for us to introduce our entire 
line-up of festivals to our sponsors 
and help them gain ideas on how 
to get a bigger bang for the buck. 
As a result, a sponsor of one of our 
events decided to also sponsor an-
other event we produce, expanding 
a mutually beneficial partnership.”
    

Kyle Conway
Director of Partnership 
Grapevine Convention 

& Visitors Bureau

Take Advantage of IFEA’s

Products and Services

Professional

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=125&Itemid=248
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include any necessary travel-related 
expenses and materials. 

TRAINING 
PRESENTATIONS

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

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

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

beverage.
• Travel-related expenses for 

speaker(s).
• Marketing cooperation.

IFEA Responsibilities
• Marketing support for your pro-

gram using our extensive database, 
as desired.

• Speaker selection and curriculum 
development support.

Program Cost
The cost of a customized train-

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

PROFESSIONAL 
FACILITATION SERVICES

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

tional clarity? 

• Define actionable priorities? 
• Create a sustainable strategic  

vision?
• Build better partnerships and en-

hance teamwork?
If you answered yes to any of these 

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

Program Cost
The cost of Professional Facilitation 

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

MATERIALS REVIEW
Perspective (per 

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

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

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

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

lateral Materials
• Websites/online Marketing Cam-

paigns
• Sponsorship Solicitation Materials/

Proposals
• Operations Guidelines
• Volunteer Manuals

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

Program Cost
Prices will be quoted based upon 

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

PHONE CONSULTATION
Membership in 

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

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

Program Cost
An IFEA Phone Consultation pack-

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

GETTING STARTED
For more information about any 

of the above or other IFEA programs 
and services, please contact one of 
our Business Development Directors:
Ira Rosen • 732-701-9323
ira@ifea.com
Penny Reeh • 830-997-0741 
penny@ifea.com 

mailto:ira@ifea.com
mailto:penny@ifea.com
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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 
  benefits not only 
  possible, but the very 
  best in our industry. Their 
  combined financial and 
  personal support allow 
  us to maximize our 
  service to the festivals 
  and events industry, and 
  help us to position the 
  IFEA as “The Premiere 
  Association Supporting &
  Enabling Festival & Event 
  Professionals 
  Worldwide.” 

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

Official Sponsorship
Automation Service Provider

www.festivals.comwww.hwins.com

www.zambellifireworks.com www.kaliff.com

www.kandkinsurance.com
www.dixieflag.com

www.hwins.com www.festivals.com

For IFEA Sponsorship Opportunities, Call Sylvia Allen at 732-946-2711 or 800-981-7470.

Program Sponsors

Association Partners

www.radiantevent.com

F a
Co at

estival Medi
rpor ion

F a
Co at

estival Medi
rpor ion

http://www.hwins.com
http://www.festivals.com
http://www.zambellifireworks.com
http://www.kaliff.com
http://www.kandkinsurance.com
http://www.dixieflag.com
http://www.radiantevent.com
http://www.hwins.com
http://www.festivals.com


60 INTERNATIONAL EVENTS 2009

cesses. Ric shared “if your problem is money then you do not 
have a problem” stressing the importance of a good concept 
and story. I enjoyed meeting with our IFEA peers from around 
the world including Asia, Canada, Australia, Singapore, Korea, 
Ireland, Europe and Latin America. It is especially gratifying to 
know that our global mission continues to grow through the 
efforts of these professionals.

Congratulations go out to our Hall of Fame inductee 
Charlotte DeWitt whose contribution to the industry has been 
immeasurable. Also, congratulations to the Zambelli Fire-
works Internationale Volunteer of the Year award winner, Gayl 
Doster. As I watched the tribute to Gayl and his work with Mu-
sic for All, I realized that volunteerism can be very powerful 
on so many different levels. And lastly, I congratulate all the 
Haas and Wilkerson Pinnacle Award winners and the Festival 
Media Corporations Sponsorship Success Award winner for all 
of their achievements in the world of Festivals and Events.

I would be remiss if I did not thank our friends and partners 
from Indianapolis. We are all grateful for their warm hospitality 
and for everyone going above and beyond in their support of the 
conference and the IFEA. The opening night reception and the 
foundation Night Party and Auction at the Motor Speedway Hall 
of Fame were both events to remember. A special thanks to Kirk 
Hendrix and the staff of the 500 Festival for all of their efforts. 

The education sessions provided new thoughts on many 
fronts; ideas on working with volunteers and city hall to protect-
ing our planet and making your event green, training on how to 
achieve success with sponsorship, media relations and merchan-
dise to being aware of risk and the importance of safety. New 
this year was the deep dive into the world of Social Media and 
Internet Technology. I learned about search engine optimization 
from the team at Edgeworks Group and a great new application 
from the guys at SCHED about simple, social Festival and Event 
scheduling for both organizers and consumers. Maybe the most 
important educational session came from Mitch Dorger, our 
closing keynote speaker with lessons learned from a decade of 
Leadership at the Pasadena Tournament of Roses. Mitch shared 
with us how to lead, anticipate change, communicate, encourage 
teamwork, get everyone on the same page and develop subservi-
ent leadership skills. We all salute you Mitch and thank you for 
your dedicated service to our industry. We wish you all the best 
of luck in your future endeavors!

Networking is a big part of the Annual Conference and all of 
us are thankful to Pete and Vanessa Van de Putte for providing 
the best place to network, the dfest/Dixie Flag Hospitality Suite.

The IFEA would not be successful with out the commit-
ment and cooperation of many groups and individuals. I 
want to thank everyone on the IFEA Staff, The IFEA Foun-
dation Board and The IFEA Board of Directors for working 
together to not only to insure the success of the annual con-
ference but for all you do to chart the course for the future. 
Stay tuned for details on the 2010 conference, I promise you it 
will be one event you will not want to miss!

 
TOM BISIGNANO, CFEE

2009 IFEA Board Chair 
Meeting Biz

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

It comes and goes like a flash and you have to wait 
an entire year for your chance to experience it again. 
Like a comet, the IFEA Annual Conference is always 
a highly anticipated event, bringing with it flashes of 
brilliance and enlightening all who experience it. This 
year’s conference continued its long tradition of deliver-
ing on every level...bringing together associates, experts, 
vendors and friends in the true spirit of sharing. 

For a few days the city known for great racing was 
a pit stop for Festival and Event experts from around 
the globe, a unique group whose efforts surprise and 
delight audiences with their talents. Festival guests’ 
trust these experts to raise the bar and deliver safe, 
memorable experiences year after year. In addition, 
municipalities and corporations depend on these event 
experts to exceed expectations and deliver on time and 
on budget. This is no easy task given today’s economic 
conditions and changing consumers’ wants and needs. 
So this year in Indianapolis the stakes were raised. How 
do you program a conference which not only educates, 
but also inspires? If you attended the conference I think 
you would agree that the IFEA team once again met the 
challenge head on and delivered with excellence.

There was something for everyone in Indianapolis. My 
favorites included the stimulating opening session with 
our CEO Steven Wood Schmader, CFEE, followed by the 
Purdue Varsity Glee Club who sang with integrity, passion 
and showmanship. I value the words of wisdom from Ric 
Birch who showcased his Olympic challenges and suc-

THE BOARD TABLE

The Stakes Were 
Raised at this  

Years Convention

mailto:tombis@bellsouth.net


2009 INTERNATIONAL EVENTS 61

The Value of Partnerships
IFEA ASSOCIATION PARTNER

IFEA ASSOCIATION PARTNER

Official Sponsorship  Automation Service Provider

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

www.hwins.com

www.festivalmediacorp.com

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


AMUSEMENT RENTAL

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

BANNERS/FLAGS

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

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

CABLE PROTECTION

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

COMMUNICATION

ERS WIRELESS COMMUNICATIONS – With over 20 years experience in short-term 
radio rentals for festivals and events. We stock quality Motorola Two-way radios and acces-
sories and ship anywhere in the US. Contact: Angie Voight; Address: 4515 S High School 
Rd, Indianapolis, IN 46241; Phone: 800-475-3320; Fax: 317-821-0373; Email: avoight@
ers2way.com; Website: http://www.ers2way.com.

EDUCATION

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

FIREWORKS

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

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

INFLATABLES

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

INSURANCE

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

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

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, 
affiliate 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.

SCHED LLC – SCHED LLC is the interactive event calendar and personal agenda builder 
for conferences and festivals. We give your event a clean, intuitive, community-building 
calendar and personal scheduler. Contact: Marvin McTaw; Address: 5818 33rd Ave N, 
St. Petersburg FL 33710; Phone: 352-262-3664; Email: marvin@sched.org; Website: 
http://www.sched.org.

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.
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SPONSORSHIP

FESTIVAL MEDIA CORPORATION – Introducing 
SponsorFest ™. Get a FREE Festivals.com listing and be 
eligible for national sponsorship. Pay only when we suc-
ceed. 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 spon-
sorship. Publisher of IEG: Sponsorship Report, Directory 
of Sponsorship Marketing, Legal Guide to Sponsorship. 
Producer: Event Marketing Seminar Series. Analysis: IEG 
Consulting. Contact: Lesa Ukman; Address: 640 N. La-
Salle, Ste. 450, Chicago, IL, 60610; Phone: 312-944-1727; 
Fax: 312-944-1897; Email: lukman@sponsorship.com; 
Website: www.sponsorship.com. 

TICKETING/WRISTBANDS

COMPLETE TICKET SOLUTIONS – CTS provides full 
service box office management including: branded internet 
& phone sales, event day staffing, credit card processing, 
bar-coding & scanning, ticket printing, and consulting. 
Contact: Ivan Marin; Address: 5201 Anglers Ave., Ste. 
103, Ft. Lauderdale, FL 33312; Phone: 754-224-6573; Fax: 
954-889-0893; Email: imarin@tixops.com; Website: www.
tixops.com.

Continued from page 10CURRENT EVENTS By Chad Emerson

to all groups and not just the Christian ones. As long as your 
event is free and open to the general public, this “neutrality” 
in terms of limiting speech is important because it further 
evidences that your decision is based on logistical and safety 
concerns and is not simply a pretext for prohibiting certain 
groups or opinions among the attending public.

What About Permits?

Typically, when a festival or event wants to use a  
public street or other public property, it must obtain a per-
mit. According to Andy Olree, a Constitutional law profes-
sor at Faulkner University’s Jones School of Law, the terms 
of this permit are also important when addressing this 
overall question.

“The first thing I would want to check are the terms of that 
permit, along with the city’s laws pertaining to street festi-
vals,” explains Olree. “Those terms/laws might: (a) authorize 
or forbid the entity from excluding people or activities from 
certain areas of the festival, and/or (b) violate someone’s free 
speech rights. The city would almost certainly be allowed 
to grant a private applicant a permit for exclusive use of a 
certain street or park for a short period of time, as long as 
the rules for granting such permits were content neutral and 
otherwise met legal requirements. This is particularly true for 

a performance or parade. In those cases, counter-demonstra-
tors could be excluded from participation in the performance 
or parade, even because of their viewpoint.

Olree went on to explain that “a permit to hold an open-
air festival in the city streets or parks might not be viewed 
as granting the authority to exclude members of the general 
public who want to use the property simultaneously for 
their own purposes.” 

Even in that situation, Olree notes that some kinds of 
content-neutral restrictions will still be permissible. “The 
city, working with the festival organizers, can always regulate 
speech on public property to promote significant, content-
neutral interests like safety, efficient crowd flow, or noise con-
trol, as long as the restrictions are narrowly tailored to those 
genuine interests and the counter-demonstrators have ample 
alternative channels of communication available to them.”

So, as you can see, if you elect to hold your festival on pub-
lic property and open the event to the general public, your 
ability to limit speech and other speech-related activity by 
attendees is generally restricted to content neutral efforts de-
signed to keeping your event safe for workers and visitors and 
preventing nuisances to others. However, the terms of your 
permit might provide grounds for more expansive restric-
tions, particularly if performances or other components of 
the event are not open to participation by the general public.

ix Sloan, “Not Every Corporate Trip is a 
Boondoggle.”

x Nick Clark, “Sponsors Slam on the 
Brakes,” Business Analysis & Features, The 
Independent, February 10, 2009. http://
www.independent.co.uk/news/business/
analysis-and-features/sponsors-slam-on-
the-brakes-1605498.html

xi Ritaf, Comments section of blog post 
by Mike Armstrong, “Got TARP money? 
Don’t sponsor golf tournaments,” Febru-
ary 24, 2009. http://www.philly.com/
philly/blogs/phillyinc/Got_TARP_mon-
ey_Dont_sponsor_golf_tournaments.html

xii Performance Research, “As Consumers 
Tighten Their Belts, They Expect Corpo-
rate Sponsors To Do The Same,” February 
2009 Research Study. http://performan-
ceresearch.com/companies-in-crisis.htm

xiiiJeff Gelles, “Higher Hopes,” Philadelphia 
Inquirer, p. C-1, May 27, 2009.

Gail Bower is President of Bower & 
Co. Consulting LLC, a firm that assists 
nonprofit organizations and event/festival 
producers with dramatically raising their 
visibility, revenue, and impact. She’s 
a professional consultant, writer, and 
speaker, with nearly 25 years of experi-
ence managing some of the country’s 
most important events, festivals, and 
sponsorships and implementing market-
ing programs for clients. Her blog is 
http://www.SponsorshipStrategist.com.

Cont. from page 33Bailouts & Politics By Gail Bower

out 2009 and plan for 2010 in the 
weeks ahead, we must do so with the 
realization that we are in the driver’s 
seat and it will be up to us how we 
choose to run the race before us.

At the IFEA, our strategic plan-
ning includes adding new programs 
to answer current challenges facing 
our members and industry, as well as 
raising the credibility, recognition and 
appreciation for the same; changing 
existing programs to better fit new 
needs and demands; and working 
not only with a focus on the coming 
year, but on solidifying our long-term 
future and ensuring that we are in the 
best possible position to serve today’s 
global industry professionals in the 
near-term, as well as the leaders of 
tomorrow for many decades to come. 

To those ends, we will be turning to 
all of you and asking for your support 
on multiple fronts in the months and 
years ahead. Only through your active 
participation can we continue to build 
and secure the legacy of our industry 
and association and I hope that we can 
count on both you and your organiza-
tions during this dynamic time in his-
tory for us all.

I wish each of you a happy and 
healthy holiday season in the weeks 
ahead and, at this time of Thanksgiv-
ing in the United States, thank all of 
you for your continued support and 
friendship.

Cont. from page 6Presidents Letter
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A warm welcome to an Inuit tipi, part of the “edutainment” at Winterlude/ Bal de Neige, Ottawa, Canada’s  
internationally acclaimed winter festival.

PARTING SHOT
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