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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

in five years…
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in five years…
Global Festival and Event  
leaders will use international 
communication and exchange 
as their primary source for 
ideas.

International Festivals & Events Association

Festival and Event professionals 
will depend on tools, products 
and resources that don’t exist 
today.

Festival and Event industry leadership 
directories will be filled with the names 
of individuals you haven’t met yet.

Today’s IFEA… 
Professional Preparation for Tomorrow.

www.ifea.com
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PRESIDENT’S LETTER

We Are the Ones We Have Been Waiting For
concerted effort, however, the resulting 
spark can fuel the recovery and success 
that we are all looking for.

Loyalty is a trait that is very high on 
my own personal list of attributes that 
I believe build success. Our IFEA spon-
sors, advertisers, and exhibitors have 
shown their loyalty to our industry and 
to the IFEA (you) for many years, by 
making possible so many of the pro-
grams and resources that we produce 
to keep our industry successful, and I 
am confident that they will continue 
that loyalty now to all of you who 
connect with them and ask what they 
can do to help you succeed. Likewise, 
the festivals and events of our industry 
and the IFEA must show our loyalty to 
those who have supported us by active-
ly looking for opportunities that might 
be best met by a particular vendor or 
supplier; by reaching out to explore 

In turbulent times, when chal-
lenges can seem to mount every day, 
the tendency is to scour the news 
and political fronts for that person, 
organization or entity that will solve 
the problems, turn things around, right 
the wrongs and get us all back on the 
right track. Until that person or entity 
comes along, our options are to find 
someone to blame, to complain about 
‘the system,’ and/or to find solace in 
knowing that so many others are facing 
the same battles. Or, perhaps there are 
still better options.

I am personally a great believer that 
the answers to many of our chal-
lenges lie much closer than we often 
know; that the team and support and 
relationships that we need to succeed 
in both good and trying times are lying 
on our doorstep, simply waiting for us 
to use them. But there’s a catch. For the 
solution to work as it should, it must 
flow in two directions simultaneously. 

At a time when events are struggling 
with bottom-line challenges, keeping up 
the quality without breaking the bank, 
and producing successful events that 
spur future successes, suppliers to those 
events are struggling equally as hard to 
keep business flowing, keep staffs em-
ployed, and strengthen customer bases 
that will insure their own future success 
and livelihood. The most interesting part 
about these two struggles is that they 
are happening on two sides of the same 
industry equation. 

The IFEA has spent 55 years working 
to bring together those events and sup-
pliers who “get it.”  We have preached 

the message of working together from 
the convention pulpit; on the pages of 
magazines; through electronic commu-
nication resources; and one-on-one in 
conversation after conversation. 

We have told suppliers how events 
need good, new, creative ideas at cost-ef-
fective pricing. We have provided them 
with avenues to showcase themselves 
to the leaders in our industry – through 
sponsorship, advertising, trade show 
exhibiting, and more. Some have gone 
as far as gaining their professional 
certification (CFEE) in our field to show 
that they are interested in understanding 
events at the closest possible level. 

We have told events that they need to 
take the time to visit with the suppli-
ers, especially those who have gone the 
extra mile, to learn about their prod-
ucts and services; to gain from their 
experience working with other events; 

We are in this game together, as one 
industry, for the long-haul; but we must 
commit first to making those connec-
tions that will lead us to success. We 
can stand in place and wait for some-
one else to fix things, or we can take  
the actions that make our industry the  
exception vs. the rule.

to explain their financial challenges and 
capabilities so that the suppliers might 
help to build a package of products and 
services that will meet their needs and 
move them all forward; to build rela-
tionships that will pay dividends many 
times over in the years ahead.

When everyone understands the con-
cepts above, success, it seems, should 
be easy. But the one piece of the equa-
tion that we cannot complete is the 
connection between the two. If either 
side does not reach out or does not 
respond to the other, it is equivalent 
to removing the flint from a lighter. 
Both sides can go through the motions, 
but nothing will occur. If both make a 

opportunities that can meet both our 
goals and budget constraints, while 
building new partnerships that will 
strengthen us all. 

We are in this game together, as 
one industry, for the long-haul; but 
we must commit first to making those 
connections that will lead us to suc-
cess. We can stand in place and wait 
for someone else to fix things, or we 
can take the actions that make our 
industry the exception vs. the rule. It 
appears, after all, that we are the ones 
we have been waiting for, and we can 
choose to look at current times as the 
great recession or the recession that 
made us great.
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The easy answer might be to fold up 
your tents and call it a day. After all, 
in these tough economic times, we’ve 
seen more festivals cancel or postpone 
their festivities than ever before. Yet, 
when faced with the above scenario, the 
Jubilee CityFest in Montgomery, Ala-
bama didn’t call it quits. Instead, they 
embraced a strategy that acknowledged 
the realities of the current economic 
downturn and sought to succeed de-
spite them.

This issue, Current Events examines 
how Montgomery’s CityFest changed 
with the tough times and, in doing so, 
survived a loss of municipal funding 
that could have resulted in the end of 
the event altogether.

Flexibility in the Face of 
Reduced Funding

For many residents of the Central 
Alabama River Region, the annual 
Jubilee CityFest is a rite of spring. Since 
its debut in 1976, CityFest has brought 
a wide variety of music and other 
entertainment acts to the area. The 
festival, which one report estimates has 
more than a $5 million impact on the 
region, has grown to include full-time 
staff, hundreds of volunteers, and an 
expanded line-up that features sporting 
events and the performing arts.

With this expansion, though, has 
come an increase in costs. To offset  
this increase, admission charges have 
been raised. Any event, however, has a 
limit to what it can charge and still gen-
erate a crowd. So, CityFest also sought 
outside funding to help defray its ex-
penses. One of the biggest contributors 
was the City of Montgomery where the 
event was located.

By 2009, the City’s cash contribution 
had reached nearly $300,000 with an 
additional $100,000 provided in-kind 
for services such as logistics, set-up, 

and police and fire protection. Unfor-
tunately, at the same time the City’s 
contribution was peaking, Montgom-
ery—like almost every other city in the 
country—was facing budget challenges 
caused by reduced tax revenues.

The result was that the City elected 
to eliminate its cash funding for the 
festival and reduce its in-kind support. 
This change could have been the event’s 
death knell if it continued in its present 
form. Realizing this, the festival’s staff 
and board of directors undertook an 
expansive effort aimed at figuring out 
how to keep Jubilee CityFest alive and 
operating despite the reduced financial 
contribution. 

What they came up with was a clever 
strategy that recognized the tough 
economic times while still offering an 
interesting entertainment option for 
area visitors.

Focusing on Local and 
Regional Options

With a ticket price of over $35 per 
person, CityFest was limited in its abil-
ity to increase admission in order to 
offset the lost funding. This meant that 
the only real way to address the chal-
lenge was to reduce costs. 

Over the course of its existence, 
Jubilee CityFest had brought numerous 
national and international perform-
ers to its downtown stages. These acts 
generated a great deal of excitement but 
also generated a great deal of cost. For 
many years, this was the public’s only 
opportunity to see these headliners per-
form in the area. However, Montgom-
ery recently opened a performing arts 
center as part of an expanded conven-
tion center. When the center opened, it 
began scheduling national acts that had 
previously skipped Alabama’s capital 
city unless they were taking the stage  
at CityFest.

Event officials recognized this change 
and, to counter the reduced funding, 
decided to focus most of its efforts on 
local and regional entertainment offer-
ings. Officials estimated that this could 
cut some performance costs in half 
compared to the expense of bringing in 
the biggest name acts. At the same time, 
though, it was able to tap into the grow-
ing “local” movement where communi-
ties throughout the country are embrac-
ing everything from locally-grown food 
to locally-produced talent. 

This change of pace—focusing on lo-
cal and regional acts instead of national 
ones—allowed CityFest to continue 
to offer a wide variety of musical and 
entertainment options to its guests. 
Plus, when you consider the popular-
ity of “talent search”-like shows such 
as American Idol and America’s Got 
Talent, the decision to go local and 
regional might actually end up finding 
some of tomorrow’s future stars before 
they make it big on the national stage.

If your festival is facing a similar bud-
get crunch, the decision to save money by 
using more local and regional resources 
could be an event-saver. This, of course, 
means using local entertainment acts. 
However, it is not limited to just that. 

You might also be able to save costs 
by using more local vendors and sup-
pliers. Or, you could try to cut expenses 
by using more local micro-advertising 
which is often less expensive than larger 
regional or statewide efforts.

For Montgomery’s Jubilee CityFest, 
no one has a crystal ball to decipher 
whether these changes will result in the 
long-term success of the event. How-
ever, by adopting these localized strate-
gies, CityFest has placed itself on solid 
enough financial ground to survive 
significant amounts of lost revenue and, 
in doing so, saved itself to perform for 
another day.

By Chad Emerson

What happens when, in the span of a single year, your festival is suddenly faced with a near 
$300,000 loss in funding? Even worse, what if that money is one of your primary sources 
of funding for the entire event?

What Happens When you Lose Funding?
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INDUSTRY PERSPECTIVES

Brief history: Established in 1983, 
Music Under the Stars has become 
one of El Paso’s leading family 
events and the largest free outdoor 
music festival in the Southwest.  
The summer concert series is 
hosted along the landscape of the 
beautiful city of El Paso, TX. To the 
south lies the Chamizal of Mexico 
and to north you can see glorious 
sunsets reflected off the Franklin 
Mountains.  

Visitors from near and far  
descend upon the scenic backdrop 
of the Chamizal National Memo-
rial to enjoy live music under blue  
El Paso skies. Boasting perfor-
mances by both internationally 
acclaimed and local artists, each 
season of Music Under the Stars 
features an eclectic lineup. Previous 
seasons have included rock classics, 
swing, jazz, flamenco, German 
folk, tribute bands and even salsa 
and meringue!!

Other interesting Details: 
Guinness Book of World 
Records for the largest limbo 
dance on July 9, 2006 with 
1,150 participants at Music 
Under the Stars 
2006 & 2007 - “Best Outdoor 
Event” El Paso Inside & Out 
Magazine 
2007 – Best “You-Can’t-Miss-It” 
Annual Event – What’s Up El 
Paso Magazine 
Touring artists provide music 
education workshops for youth 
at partnering community based 
organizations 
Demographics:  
 48% over age 40  
 76% Hispanic 
The only free 4th of July Spectac-
ular in El Paso, TX – average at-
tendance at this concert: 25,000 
– annual fireworks display set to 
El Paso Symphony Orchestra 
Last show of the season: Noche 
Ranchera with mariachis. 

•

•

•

•

•

•

•

Music Under the Stars 
World Music Festival

Attendance:
120,000 + Annually

Budget:
$93,000

Annual duration:
10 Weeks

Number of volunteers:
5-10

Number of staff:
3

When established:
1983

Major revenue sources by percent:
Hotel Occupancy Tax ..................... 68%
Sponsorships ................................... 32%

Major expenses by percent:
Talent/Hospitality............................. 80%
Operational ....................................... 15%
Transportation .....................................4%
Promotional .........................................1%

Type of governance:
Municipality

When established:
1983

CONTACT INFORMATION:
Victor Guerrero
City of El Paso Museums and  
Cultural Affairs Department
2 Civic Center Plaza, 1st Floor
El Paso, TX  79901
Phone: 915-541-4481
Fax: 915-541-4902
E-mail: guerrerov@elpasotexas.gov 
Website: www.elpasoartsandculture.org

mailto:guerrerov@elpasotexas.gov
mailto:guerrerov@elpasotexas.gov
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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


12 INTERNATIONAL EVENTS 2010

The old cliché “good things come in small packages” cer-
tainly applies to this excellent guidebook written by prominent 
sponsorship consultant Gail Bower. It is a concise, yet compre-
hensive, guide to recruiting and retaining your sponsors with 
specific action points geared to navigating this landscape in our 
current challenging economic climate. I have read many great 
sponsorship “how-to” books throughout the years, but one of 
the key elements that differentiates this one from the rest is 
its timeliness. These are challenging times in the sponsorship 
world and Gail’s insight is incredibly valuable.

Sponsorship has never been an easy task, but all of us in the 
festival and events industry recognize that without sponsorship 
most, if not all, of our events would cease to exist. Gail presents 
a very understandable outline of how companies got to where 
they are today, specifically with regard to the impact of recent 
congressional actions relating to companies that received TARP 
funds and other governmental bailouts in the United States. 
There are many of us who are not familiar with the impact of 
some of these actions and Gail’s book is really a “must-read” so 
that we can understand where our sponsors are coming from 
when they express fears over negative fallout from sponsorship 
deals. Gail quotes a Senator who called sponsorship “another 
idiotic abuse of taxpayer money.” This should be a wakeup 
call to any of us who have sponsors in the banking, financial 
services or insurance categories.

If Gail’s book stopped here, many of us would find ourselves in 
a panic mode wondering how we were going to continue and/or 
make new deals with companies in these categories. Worse, what 
if other companies caught this fear of sponsorship fever? Cer-
tainly, there are many other potential sponsorship categories that 
have suffered because of the economic downturn. Automotive is 
certainly one that leaps to mind, but there are others. Fortunately, 
Gail does not leave us hanging. After outlining how we got here, 
she presents a very simple, yet effective case for continued success 
at sponsorship sales. There are very specific questions to ask, 
very specific strategies to follow and very specific guidelines for 
success. There is room for you to fill in your own ideas which will 
help you create your own blueprint for success. 

One of the most important sections deals with Creating a 
Culture that Supports Sponsorship. All too often, the organi-
zational understanding of the “why” of corporate sponsorship 
is not well understood within your organization, particularly if 
your organization has not-for-profit status. Gail outlines eight 
steps that are critical in order to improve your organizational 
culture as it applies specifically to sponsorship.

This is not a book that is heavy in theory, although Gail cer-
tainly covers this. This is a practical “how-to” guide for sponsor-
ship success, which will help everyone meet and exceed their 
needs. Buy it, read it and then share it with your staff, volun-
teers, board and yes, even your sponsors!

BOOK REVIEW
How to Jump-Start Your 

Sponsorship Strategy in Tough Times
Book by Gail S. Bower • Book Review by Ira L. Rosen, CFEE
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You’ve read about it. Now you have a chance to 
see it in action this August 18-22.

The Edinburgh Festival in Scotland has achieved what no other 
festival in the world has managed to do: it features seven annual 
festivals under one umbrella during the month of August, animating 
the entire city.

This seminar will introduce you to the five festi-
vals taking place between August 18-22:

Edinburgh International Festival, world-famous for the best 
in classical artistic programming; 
Edinburgh Military Tattoo, a spectacular performance on the 
grounds of Edinburgh Castle; 
Edinburgh Festival Fringe, the world’s largest arts festival; 
Edinburgh International Book Festival, the largest book 
festival of its kind, with 700 world-class authors and thinkers; 
and the newest addition to the lineup, 
Edinburgh Art Festival, featuring the most exciting and intrigu-
ing artists of the modern and contemporary visual arts world.

Learn from those who make it happen in specialized workshops, 
panel discussions, and tours. See performances. Catch the fever!

Whether you produce festivals, book performers, or work in tourism 
and economic development, the innovative ideas are in Edinburgh this 
August. Complete details available soon. Read an overview of The 
Edinburgh Festival at www.internationaleventsltd.com/publications .

Behind-the-Scenes of The Edinburgh Festival is endorsed by IFEA 
World and IFEA Europe, and produced by International Events, Ltd., 
Boston (USA). Attendance may be used towards fulfillment of IFEA’s 
CFEE (Certified Festival and Event Executive) accreditation require-
ments. Those attending will also receive a complimentary 2010 
membership to IFEA (new members only).

Contact:
Charlotte DeWitt, CFEE, President
International Events, Ltd.
249 West Newton Street, #8
Boston, MA 02116 USA
(T) +1 617 513-5696
charlotte@internationaleventsltd.com
www.internationaleventsltd.com 

•

•

•
•

•

August 18-22, 2010
Edinburgh, Scotland

The Edinburgh Festival

Go Behind-the-Scenes of

The Edinburgh Festival. Everything 
you thought it was… and more.

http://www.internationaleventsltd.com/publications
mailto:charlotte@internationaleventsltd.com
http://www.internationaleventsltd.com
http://www.internationaleventsltd.com
http://www.internationaleventsltd.com
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INTERNET 101

Content Development – 
Make Your Website Sing!
By Michael R. Geisen

How can you make a website sing? Pretty 
much the same way you make your real world 
festival or business sing – give your custom-
ers what they want; that siren song will keep 
them coming back. We work to make web-
sites for festivals sing by using the multime-
dia capabilities of the internet to communi-
cate the fun and excitement of the festival. 
By multimedia, we mean heartwarming and 
entertaining photos, video, audio and written 
stories. With the internet, we can bring the 
sound, sights and experience of the real world 
festival to the festival website; that’s when 
people start reliving the fun and excitement 
of the festival and that’s what keeps people 
coming back to the website, buying admis-
sion tickets online and making plans to at-
tend the festival with their family and friends.

2010 INTERNATIONAL EVENTS 15
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With more than ten years of experi-
ence in designing, building and sup-
porting websites for clients around the 
world, overwhelmingly, our experience 
has been that organizations tend to put 
a lot of effort into developing the best 
website design they can and then content 
development does not get nearly the 
same level of effort and definitely not the 
same amount of budget. This edition of 
Internet 101 is intended to point out the 
value of developing good content and it 
will give you some ideas and guidance for 
getting that done even without an abun-
dance of staff time and budget.

A well designed website, similar to a 
well designed building, will catch your 
eye. A good design will get you to stop 
and take a look, but it is the content of 
a website, like the people and furnish-
ings within a building, that will decide 
whether you spend any time in the 
building and whether you come back. A 
website with engaging content will leave 
people wanting more; engaging content 
is what keeps them coming back. Every 
festival and event needs to make content 
development a priority.

There are good reasons that develop-
ing content usually takes a second seat to 
the design of a website. First, designing 
and building a website is almost always 
done by web professionals outside of the 
festival staff, so the design project doesn’t 
usually demand too much time and effort 
by the festival staff. Content develop-
ment, on the other hand, is best done 
by the festival staff because they know 
why their patrons love their festival, they 
know the stories and the history, but con-

tent development does require time and 
effort. Second, although most of us use 
the internet every day, that doesn’t make 
us experts in developing content, so that 
work for most people, can be challeng-
ing at best and often is just too difficult. 
There are a number of ways to overcome 
these challenges though.

The most important step towards 
developing good content is a decision by 
the festival’s leadership to make this goal 
a priority. Every organization should de-
velop a plan for content development with 
priorities, goals and timelines. Too often, 
this does not happen and then, before 
you know it much of the content on your 
website has been there for years or, worse, 
is out of date. That’s not to say that old 
content is always bad, but I’ll come back 
to that later. It’s worth repeating though, 
unless there is one or more inspired indi-
viduals in an organization who takes on 
the work of developing content on their 
own initiative, content development re-
quires a commitment that starts at the top.

In making a commitment to improve 
the content on your website, it can help 
to divide your website into sections and 
then set priorities. Think of which aspects 
of your festival are the most popular – the 
entertainment? the food? the midway? 
Prioritize content development starting 
with the most popular sections and then 
set goals with solid timelines.

A great way to reduce the expense and 
share the workload of content develop-
ment is to have a content management 
system built into your website. With a 
content management system, non-techni-
cal people will be able to update text and 

images, add and delete pages, add videos 
and links to PDFs, update navigation, and 
more. There are dozens of good options 
for content management, the one that we 
have installed for most of our clients with 
outstanding results is Adobe’s® Contrib-
ute®; a $199 software application that is 
usually installed on one or more comput-
ers in your office. I have received more 
than a few jubilant phone calls and emails 
from clients who, once they began using 
this system, were thrilled to be able to fi-
nally keep their website up to date without 
having to rely on a web professional for 
every detail. Also, because this application 
is easy to use, the workload can be shared.

Contribute® is a highly versatile, yet 
simple option. For the next level of capa-
bility, we recommend and install systems 
like Joomla! or Drupal. I know, those are 
odd names, but these systems, and many 
others like them, really work because they 
are used to create and manage content on 
millions of websites around the world.

When you’re ready to select a content 
management system, it is best to consult 
with a trusted web professional to help 
you decide which option is best for you. 
That person can also set up the system 
and provide any needed technical sup-
port in the future. While these systems 
give non-technical people the ability to 
get a lot done with website content, they 
can require technical support. Addition-
ally, there are other aspects of a website 
that will require professional support so 
it’s likely that you’ll need a competent 
web professional to help as needed.

After you’ve installed a content man-
agement system that lets you be the mas-
ter of your website content, a highly valu-
able and vastly under utilized resource for 
generating that content is user-generated 
content. Think of how many people visit 
your fair every year with digital cameras 
and video recorders. If you only invited 
them to submit their photos, videos and 
stories, you would receive a wealth of 
content that could substantially improve 
your website. Even better, you can offer 
an incentive, such as a contest where the 
submissions will be judged or there may 
be actual prizes awarded to the winners.

CNN has an increasingly popular 
program called iReport (www.ireport.
com), where their viewers are invited to 
submit pictures, video and written reports 
of newsworthy events. With no more 
incentive other than the opportunity to 
have their work published, thousands of 
people submit reports to CNN every day.

Of course, user-generated content isn’t 
free because you’ll need to put some 
thought into how you want the content 
submitted (probably email or online 
uploads), what file formats you want to 
accept and how to address the issue of 

…our experience has been 
that organizations tend to put 
a lot of effort into develop-
ing the best website design 
they can and then content 
development does not get 
nearly the same level of effort 
and definitely not the same 
amount of budget.

http://www.ireport.com
http://www.ireport.com
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copyright. This can all be addressed in  
a single page of your website where  
you list the guidelines for submittals.  
If budget allows, you may want to 
consider developing an online system 
for your website, like the iReport system, 
which people could use to upload their 
contributions. Once you start receiving 
content, additional time will be required 
to review the submittals to find the gems 
and then to incorporate them into your 
website. In time, as people see these 
contributions to your website, more and 
more people will want to submit their 
work. By selecting, publishing and giv-
ing credit for good photos, videos and 
written stories, you will be inspiring even 
more people to submit their work and 
they will be motivated to continuously 
improve the quality of their work so that 
they can get their submittals published. 
They win, you win!

If you don’t mind a little self promo-
tion, an advanced solution for receiving 
photos online is our Ntelligent Suite 
Share the Experience Module. With this 
module, people can upload their photos, 
add captions, apply ratings to other 
people’s photos. The Administrator has 
the ability to control what appears in 
public view. In the future, this module 
will be enhanced to support uploading 
video and written stories. You can see an 
example of it here, www.ocfair.com/My-
Community/publicGalleries.aspx.

As you began to accumulate content 
on your website, the question of what to 
do with old content will come up. This is 
an interesting topic because the inter-
net is an information environment that 
offers options that aren’t available with 
traditional media. With other media, 
space and cost limitations usually require 
that old content be removed or archived 
so that it is no longer easily accessible 
to anyone who might be interested 
in it. With the internet, this is not the 
case because space is unlimited and the 
cost of maintaining content is very low. 
Because most of us are not used to this, 
far too often, content that was created at 
great expense and that is still of value is 
removed from a website in the interest of 
keeping the website “clean and orderly” 
when it could have been kept online, 
where people can still get to it. The solu-
tion to keeping aging, but still valuable 
content on line is navigation – simply 
make adjustments to your navigation so 
that people will have the shortest and 
easiest path to the newest, most valuable 
content while still having a way to get 
to the older content that is still of value. 
Also, if you keep your content online, the 
search function on your website and the 
search engines will still give people direct 
access to it.

This is the perfect time for me to cover 
one other opportunity for content devel-
opment that, from what I have seen, is  
an almost completely untapped oppor-
tunity. If your festival or event has been 
in existence for many years, the internet 
offers you an affordable way to make 
your historical information and artifacts, 
which are all too often suffering away in 
storage, available to everyone who may be 
interested. With a consistent off-season 
effort, over a period of years, your website 
could develop an historical section. 
This is the kind of resource that people 
discover and then spend time exploring, 
and that is what you want, because this 
is what builds and strengthens relation-
ships, this is what keeps people coming 
back to your website and this is what will 
increase attendance.

As you publish content to your website, 
a parallel consideration is the appearance 
of that content. Attention must be paid 
to the fonts that are used, the length of 
a page, the layout of the content on the 
page, how and where photos and videos 
are displayed. The homepage is especially 
important. Using the office building anal-
ogy again, the homepage is like the lobby 
of the office building, it should com-
municate the highlights of your festival. 
Resist the urge to put too much content 
on your homepage – good navigation 
will get people to what they need in  
1 – 3 clicks.

The real measure of the value and 
effectiveness of the content of your 
website is how many people are visiting 
and what they are doing while they are 
on your website. Too often, people will 

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

As you began to accumulate 
content on your website, the 
question of what to do with 
old content will come up. This 
is an interesting topic be-
cause the internet is an infor-
mation environment that offers 
options that aren’t available 
with traditional media. 

look at your website and make decisions 
to change design and content based 
on what they see when these decisions 
should be based on data. As you improve 
your website, are you seeing growth in 
traffic and/or selling more admission 
tickets? The best resource we know of 
for measuring performance of a website 
is Google Analytics, a free service for 
tracking website traffic offered by Google. 
We have installed this for almost all our 
clients and then set it up so that a report 
is automatically emailed to them on the 
1st of each month. If you would like to 
see an example report, follow this link, 
http://ntelligentsystems.com/ns/docu-
ments/KCFTraffic.pdf.

Good luck with your content develop-
ment efforts and, as always, if you have any 
questions, please feel free to contact me.

http://www.ocfair.com/My�Community/publicGalleries.aspx
mailto:michael@ntelligentsys�tems.com
mailto:michael@ntelligentsys�tems.com
http://www.ntelligentsystems.com
http://www.ntelligentsystems.com
http://ntelligentsystems.com/ns/docu�ments/KCFTraffic.pdf
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Social Media 
for Festivals

Facebook Fan Page
First, be sure your Facebook fan page is 

all it can be. Here are three pointers:
Ensure you have links to all your other 
presences on the web
Seek to increase fan interactions with 
your page
Encourage fans to upload photos and 
videos.
Links. Gather your links for your web-

site, Twitter feed, YouTube channel, blog, 
and any other sites you maintain. There 
are two places you need to put these 
links. First is the Info tab, under Detailed 
Info. Be sure to use the full URL includ-
ing http:// so that the link is clickable. 

•

•

•

The second place is the “Links” box on 
the left hand side of the page. 

Fan interaction. The latest changes 
to Facebook make it easier for fans to 
share your updates. When you post an 
update, it will allow fans to comment, 
like, or share. Encourage them to share it 
because then your updates have a chance 
to spread virally. When fans comment, 
like, or share, it is called an “interaction” 
and this is one of the key measures that 
Facebook tracks. 

Fan uploads. Regularly encourage your 
fans to upload their own photos and vid-
eos. Make it clear you might use these in 
your materials, and offer a prize for those 

you use. A free festival t-shirt or free ticket 
to the festival are some typical prizes. 
This way, you gain valuable interactions 
and free, quality content. 

Twitter Feed
There are three things we need to cover 

about Twitter: what to post about, using 
a Twitter tool, and enhancing your Twit-
ter profile.

What to post about. Use your Twitter 
account to talk about real-time happen-
ings. Twitter is about what’s happening 
now. For example, talk about the artist 
you just signed today. Drum up interest 
in your current online auction. Talk about 

By now, you likely have a Face-
book fan page for your festival, and 
you’re posting updates on your 
Twitter feed to help promote your 
event. You’ve put the basics in 
place, but you’re wondering what 
the next step is. Are you  
getting all you can from these 
tools, and what other tools  
should you be looking at?  
In this article, we’ll look at  
some advanced uses of  
Facebook fan pages and  
Twitter, and we  
will go over how  
wikis can be  
used for festival 
planning.

By Carla 
       Pendergraft

18 INTERNATIONAL EVENTS 2010
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how plans are progressing. Solicit votes 
for your latest poll. Include shortened 
links and photographs where appropriate. 

In your posts, regularly interact with 
others on Twitter. Answer questions, ask 
questions, and respond to general Twitter 
posts you see. Follow those who follow 
you, unless the poster is clearly a scam-
mer. You can usually tell by the lopsided 
ratio of followers vs. followed when you 

up in the search? If not, think about add-
ing some of those search terms to your 
profile. There are some basic terms lack-
ing from many Twitter profiles that make 
those festivals invisible in searches.

Wikis for Festival Planning 
Most festivals are planned with the 

help of multiple committees. Often, these 
committee members are geographically 

for each of your committees. Take a look 
at the festival wikis listed on the sidebar 
for some good ideas. 

A wiki can also be used to promote the 
festival itself, in addition to handling the 
planning process. It can even be used as a 
means to receive user submissions, as did 
the Utah Multimedia Arts Festival (see 
http://umaf.wikispaces.com/).

So where’s the catch? If you use the  
free version of a wiki, ads will appear  
on the wiki. If these are a problem, you 
can pay a low monthly fee to make  
them disappear. 

Once you’ve cut your teeth on a  
wiki for your festival planning commit-
tees, you may very well find yourself 
creating others for other purposes. They 
are tools well suited to collaboration, 
sharing, and learning. 

But start with the committee manage-
ment wiki, and allow yourself some time 
to master the tool. You’ll find it’s intuitive 
and easy to use, and your committees 
may find they can decrease the number of 
face-to-face meetings while still meeting 
deadlines for getting their work done.

Conclusion
Nowadays, a Facebook fan page and 

Twitter account are being used on a 
widespread basis by the festival and event 
community. Keep expanding your knowl-
edge of these tools, especially as their 
features change over time, and add a wiki 
or two to your repertoire of tools. Once 
you use a wiki, you’ll wish you had one 
long ago for your planning process.

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

To get the most out of  
Twitter, I recommend the 
use of a Twitter tool, such  
as Tweetdeck.

click on the person’s profile. If no one 
is following that person, or they have a 
provocative profile picture, it’s probably 
a scammer that you don’t need to bother 
to follow. 

Tweetdeck. To get the most out of 
Twitter, I recommend the use of a Twitter 
tool, such as Tweetdeck (www.tweetdeck.
com). This software package allows you 
to easily post photos, videos and links. 
There is a Tweetdeck app available for 
iPhones and BlackBerrys so you can post 
on the run.

Tweetdeck will also allow you to 
continually monitor a search term such 
as “festival” or “marathon” or whatever is 
most related to your event. Anytime any-
one in the world posts on Twitter using 
that search term, you will see the post. 
You can then look at that person’s profile 
and interact with him or her if there is an 
area of common interest. 

For example, I reposted an item about 
the new orangutan exhibit at our Camer-
on Park Zoo. I was immediately followed 
by the Australia Orangutan Project,  
which likely had a saved search on the 
term “orangutan.” 

Twitter profile. Be sure you have a link 
to your main website on your profile. Use 
the full URL, including http://. (In fact, 
get in the habit of always writing your 
URLs this way; it’s a good habit.) Also, 
use keywords in your profile that will 
help people find your festival or event. 
To check whether you have the right 
keywords in your profile, do a search 
on Twitter using the terms you believe 
a searcher might use to find you if that 
person did not know the name of your 
festival or event. Does your festival come 

dispersed, and it costs time and money 
to bring them all together. Schedules vary 
and emergencies come up, and suddenly 
plans don’t progress as they should.

There is a free, easy-to-use tool available 
that can assist in the planning process for 
festivals and events. It’s called a wiki. 

First, what is a wiki? A wiki is a free 
webpage that you can set up without pro-
gramming skills. The term ‘wiki’ comes 
from the Hawaiian term for ‘fast’ – “wiki 
wiki”. You’ve no doubt used Wikipedia 
to look something up, but did you ever 
notice there is an “edit” button on every 
page? You can click that button and add 
or edit information on that page. 

Setting up the wiki. Setting up a wiki 
is relatively straightforward. There are 

There is a free, easy-to-use tool avail-
able that can assist in the planning 
process for festivals and events. It’s 
called a wiki.

many free wiki tools out there, but one I 
currently use is at www.wikispaces.com. 
You create an account, choose a name 
and a theme, and then begin creating 
pages in the wiki based on the festival’s or 
committee’s needs. Once it’s ready, you’ll 
invite the members of your committee to 
become “members” of the wiki so that 
they can edit it as well. 

There are an unlimited number of ways 
you could set up this wiki. For multi-day 
festivals, you might have a page for each 
day’s plans. Or perhaps you set up a page 

http://umaf.wikispaces.com
http://www.tweetdeck.com
http://www.tweetdeck.com
http://www.wikispaces.com
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I need help! Directions? 
Maps? Programs? 

While the event staff is working hard 
behind the scenes, your festival guests 
will receive “help” from the mouths and 
hands of front line volunteers. Ironically, 
the public face of your event is the very 
group of people who spend the shortest 
amount of time each year with  
your operation.

How do you ensure that your volun-
teer program is properly positioned to 
support your event while simultaneously 
developing volunteers who can meet 
super human expectations? 

The following article and questionnaire 
provides the opportunity for an internal 
assessment of your event volunteer man-
agement system. Event managers typi-
cally have solid measurements for success 
in publicity, sponsorship and ticket sales; 
however, assessing volunteer manage-
ment programs may seem less tangible. 

The success of a good volunteer pro-
gram involves the same key elements of 
managing full time employees. We will 

explore the importance of training, defin-
ing job responsibilities, risk controls, 
scheduling, communications and evalua-
tions… all with consideration to tremen-
dous generational differences that add 
a complicated dimension to volunteer 
management in 2010. 

1. Proper Volunteer Training

Scenario: A new event volunteer is trying 
to assist event participants but gives incor-
rect directions.
Scenario: A volunteer is unclear on his 
duties. He would like to check with a team 
leader but has not been introduced to any-
one who appears to be in charge.
Scenario: A volunteer team leader is asked 
about the title event sponsor by a guest. 
The volunteer has no idea what service the 
title sponsor provides. 

These situations are strong indications 
of poor preparation by the volunteer 
manager and supporting team leaders. 

Good training sets the stage for volun-
teer confidence, competence and camara-

•

•

•

derie. This training should be comparable 
to an employee job orientation with a 
lot of enthusiasm. Volunteer training is 
time for newcomers to be instructed on 
job specifics and to be introduced to their 
team. Team leaders and veteran volun-
teers have the opportunity to share their 
experience and welcome newcomers. 

Generation X and Y volunteers (Mid 
40s to teens) will seek training that gives 
them “event insider” status and a sense 
of job ownership. The more mature 
volunteers of the Boomer and Veteran 
generations will look for well organized 
management and clear directions. 

The event staff has the opportunity  
to create a well orchestrated team  
atmosphere with a motivational  
training program. 

2. Realistic Job Descriptions 

Scenario: The majority of volunteers are 
only interested in attending the event con-
cert at no cost. They work as little as pos-
sible and leave as soon as they’ve “earned” 
their tickets.

•

By Florence May

Volunteer Management 
Best Practices 

Assessing 
Five Key 

Elements of 
Your Event 
Volunteer 
Program
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Scenario: A shy, reserved volunteer is 
assigned to work in a busy parking lot 
directing traffic. 
Scenario: A fair skinned young volunteer 
is left alone at a remote entrance gate with 
no shade, sunscreen, break or water for 
four hours in the boiling sun. 

The top responsibility of the volunteer 
manger is to get volunteers who are truly 
helpful and productive. Unfortunately 
many volunteer programs operate under 
the short term aim of recruiting the most 
volunteers possible simply to fill slots. 
The pursuit of sheer numbers without 
an emphasis on job specifics (e.g. skills, 
restrictions, schedules) tends to be poor 
use of organizational resources.

The best approach is to recruit vol-
unteers who match your organizational 
needs in order to form a long mutually 
beneficial relationship. It is critical to 
clearly define and communicate job re-
quirements (e.g. technical skills, beverage 
server’s license) and expectations  
(e.g. friendly, mobile, flexible, works  
well in high stress situations) if you ex-
pect to recruit the right people to advance 
your mission. 

Some volunteers will be patient with 
“seat warmer” positions but younger 
volunteers will be more interested in jobs 
that make an impact and helping people 
directly. Younger volunteers also are most 
likely to expect good use of their time 
and talents.

Talented volunteer mangers will marry 
a volunteer’s skills, interests, capabilities 
and availability with specific event needs 
for the most effective utilization of orga-
nizational resources. 

3. Adequate Risk Controls

Scenario: A volunteer shows up for duty 
with an infant and a small pet dog. The 
dog bites a child at the event.
Scenario: A volunteer who is wearing san-
dals while moving chairs for a volunteer 
training, stubs her toe ripping off the toe-
nail and part of the toe bed. She requires 
immediate surgery. 
Scenario: Pregnant volunteer is handing 
out brochures. She trips over a misplaced 
box of brochures, falls down a short flight 
of stairs and goes into labor. 
Scenario: Festival childcare provider is dis-
covered to be a registered pedophile. Front 
page news that the festival did not screen 
its childcare providers. 
Scenario: Well meaning volunteer invites 
event guests who can’t find a hotel to stay 
at his house. Event guests steal money and 
small electronics.
Scenario: Volunteer gets badly injured dur-
ing an event. The event organization has 
insurance but it does not cover volunteers 

•

•

•

•

•

•

•

•

only staff. Volunteer sues the title sponsor 
of the event.
Scenario: Volunteer driver is hit while driv-
ing an event car. The driver of the second 
car is uninsured and to make matters worse 
the volunteer’s driver license is expired.

The scenarios, described above, are all 
based on real events. In every instance 
proper preventive measures were not 
taken. The volunteer was not given a 
dress code specifying closed toe shoes. 
Volunteers were not screened in advance 
for sensitive positions. Volunteers were 
told to assist guests in finding accommo-
dations. Driver licenses were not checked 
during training.

Risk control is like an umbrella in the 
rain. The umbrella prevents you from 
getting wet, cold and potentially sick. 
Proper risk control can protect your 
organization, sponsors and affiliates from 
unnecessary liability. 

Job perils, site concerns and basic 
security precautions are important risk el-
ements to address starting in the registra-
tion process and on the volunteer waiver. 
Risk concerns should be reinforced in the 
volunteer handbook and training. 

Event managers still need to have 
insurance for the worst case scenario. 
All event volunteers are not covered by 
personal homeowners and motor vehicle 
insurance. 

4.Volunteer Management 
Technology 

Scenario: The volunteer provides contact 
information online but is not able to select 
her own jobs or shifts. She voices frustra-
tion to friends about the wasted time mak-
ing multiple calls to coordinate with the 
volunteer manager.
Scenario: The volunteer manager spends 
weeks trying to manually match volunteers 
to jobs and shift times. Later the volunteer 
manager can’t get reports to sort correctly 
and stays up all night for a week trying to 
resolve the challenge. 
Scenario: The volunteer manager does  
not require e-mail contact information  
for all volunteers. Gas line blows up  
under volunteer parking garage. She is 
unable to communicate timely schedule 
changes or emergency information with 
event volunteers. 

Most events require X and Y genera-
tion volunteers who are relatively young, 
energetic, mobile and technically savvy. 
In our busy lives, online registration is an 
expectation for the X and Y generations. 
Online registration allows 24/7 access for 
the volunteer wants to manage his/her 
own volunteer account by registering for 
preferred jobs and shifts.

•

•

•

•

Online volunteer registration also 
answers the challenge of fewer staff and 
tight budgets. These registration tools 
decreases administrative work by 50-75% 
percent allowing volunteer managers to 
substantially increase their productivity 
while also substantially reducing mail 
and phone costs. 

5. Evaluation

Scenario: High no show rate. Trouble 
recruiting new volunteers.
Scenario: High no return rate. Volunteers 
come once and don’t return the next year.

The evaluation of your volunteer 
program should include feedback from 
leaders and frontline volunteers. 

Wrap up sessions should take place 
while the event recollections are still 
fresh in everyone’s minds. This objective 
discussion should include key staff and 
volunteer leaders. The volunteer opera-
tions and logistics wrap up is a review of 
what went right, what can be improved 
and recommendations.

Your front line volunteers may partici-
pate in simple onsite surveys for immedi-
ate input. Anonymous electronic surveys 
can provide valuable feedback from your 
team leaders and your front line volun-
teers. Electronic surveys can be automati-
cally set up to tabulate results.

Conclusion
You have considered the fundamentals 

of your volunteer management program. 
Consider the number of 3s, ?s, Xs, and !!s 
on your checklist.

Have you defined key volunteer manage-
ment policies and procedures? 

Do you have opportunities to reduce 
and eliminate problem or potential risk 
areas?

Did you identify tools for achieving 
continuous improvement?

Are there items for corrective action?
Can you highlight areas of good  

practice?
Volunteers can be your greatest event 

assets. Prepare to get the best return on 
your volunteer investment!

•

•

Florence May is President of TRS 
– The Registration System. TRS 
provides expert consultation and 
technological support for volunteer 
managers. TRS clients include the 
2011 North Texas Super Bowl LOC, 
Kentucky Derby Festival, Indy 500 Fes-
tival, Ottawa Bluesfest, 2010 NCAA 
Men’s Final Four, SeaFair, 2010 World 
Equestrian Games, Calgary Habitat for 
Humanity and Shambhala.



Volunteer Training

______Does your organization supply a volunteer handbook with standard operating procedures, event policies, dress code, site map 
and emergency protocols? 

______Does your volunteer training program set the stage for a positive and engaging volunteer experience?

______Do your event managers, team leaders or committee chairs review job responsibilities with volunteers prior to the event? 

______Does your organization have a vetting process to ensure each volunteer is capable of executing their job requirements? 

______Prior to the event, do your volunteers receive a site walk through to become familiar with their work environment? 
 
______Do your volunteers receive a complete event overview? All activities? Sponsor awareness? Venue familiarity?

______During training does your event leadership, preferably the Board President or Executive Director, communicate how important 
volunteers are to the success of the event? 

Job Descriptions

______Do you have well defined volunteer job descriptions based on actual event needs?

______Do you provide job descriptions to volunteers in advance of registration? 

______Do your job descriptions include shift times and specific locations?

______Do you specify any financial cost to the volunteer? Parking? Food? 

______Do you provide realistic expectations? High traffic zone? Nonstop busy? Slow periods? Solitary? Lift 15 lbs? Sitting the entire 
time? Exposed to sun, rain, snow? Stressful environment? 

______Does the job require a skill? A security or background check? A valid driver’s license? A beverage server’s certification?  
Computer experience? 

______Does the volunteer opportunity have restrictions? A minimum age? Experience? Must be selected? Approved by a  
team leader?

______If you allow youth volunteers, do you clearly establish adult oversight requirements?

Volunteer Management Assessment 
Please take a few minutes to consider the foundational elements of your  

volunteer program using the following informal ratings.

 Check the items that are running smoothly. These should be no-to-low risk items.

? Put a question mark beside the items that need some improvement and may have moderate risk.

X Put X next to the items that need immediate attention due to cost or risk. 

!! Two exclamation marks by the items that have extremely high risk.



Risk Controls 

______Do your volunteer’s job descriptions clearly identify requirements and risk? During volunteer training do you identify facility 
related risks? 

______ Do your volunteer waivers specify the volunteer’s responsibilities? Has your attorney reviewed your waiver within the past two years?

______Does your event insurance provide financial protection for the event management organization if a worst case volunteer liability 
scenario occurs despite precautionary measures?

______Do your volunteer waivers encourage volunteers to take responsibility for their actions? Does the waiver discourage volunteers 
from taking risks that put the volunteer, or the organization, in a dangerous or irresponsible position? Does the waiver protect 
the event rights owner, the event management team, sponsors and any affiliated organizations? 

______Is the physical signing of a waiver mandatory before volunteers work a single event activity? What is the process for physical 
retention of these documents? How are they accessed by management if there is an incident?

______ If you use an online waiver as part of your volunteer registration process, will the online waiver acceptance hold up in your state court? 

______If volunteers drive event or personal vehicles as part of their event duties, do you verify driver’s licenses and personal auto insur-
ance? Does your event insurance cover volunteer drivers? 

______Has your insurance company reviewed your volunteer policies, handbook and waiver to ensure that requirements are met?

______Do you require security and background screening for volunteers who are supervising children, have access to VIPs, contact 
with personal data or work in sensitive locations?

Communications & Technology

______Does your organization have updated volunteer databases and automated communications tools that allow for alternate staff to 
step in if your volunteer manager would become unavailable or incapacitated?

______Does your registration process allow volunteers to select their own jobs and specific shift times?

______Does your volunteer manager have the capability to instantly e-mail all event volunteers with routine changes or crisis messages? 

______Does your volunteer manager have the capability to build reports that inform decisions (e.g. specific shift or job shortages) and 
support logistical needs (e.g. shirt orders, food needs)?

______Does your volunteer manager have the capability to electronically track attendance? Do you know who attended training? Who 
completed all of their volunteer shifts? Who collected a t-shirt and event ticket but did not work their shifts?

______Do you electronically blacklist volunteers who are disruptive, dangerous or do not complete their commitments?

Evaluation

______Do you allow for anonymous feedback with specific questions and open comments? Do you ask volunteers for recommenda-
tions to improve your operations?

______Do you conduct a wrap up session with your volunteer team leaders or committee chairs within a short time following the event 
to evaluate what went well and what did not go well?

______Do you evaluate the actual number of volunteers that are required for each job and shift? Do you challenge team leaders to look 
for efficiencies that make best use of volunteer time and energies? Do you have too many or too few volunteers? 

______Do you evaluate the most common volunteer management problem areas? Communications? Registration process? Onsite 
coordination? Training? Job descriptions?
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While things have certainly improved over the past ten 
months, a year ago at this time, the bottom had fallen out 
of my world professionally. The worldwide recession had 
clearly moved from Wall Street to Main Street. I felt like I 
was in some warped version of the Discovery Channel’s 
“Life After Man.” Not only did the phone stop ringing, but 
incoming email traffic was so slow, I was actually looking 
forward to the weekly messages from the Nigerian Prince 
who needed my assistance transferring large sums of cash to 
the U.S.

The marketing and sponsorship decision-makers that 
we communicate with daily simply fell off the edge of the 
world. No returned calls. No emails back. Nothing! I didn’t 
blame them. I knew that the business world had become 
completely paralyzed by the continuing onslaught of bad 
economic news. They weren’t sure how it was going to im-
pact how they did business so they responded by freezing. 
I mean literally freezing like when kids play the game “Red 
Light, Green Light,” when you run as fast as you can until 
someone yells “red light” and you stop wherever you are 
like a stone statue.

Having been in event marketing for more than 30 years 
and owning my own sponsorship agency for the past 15 
years, these circumstances were totally foreign to me. Clear-
ly it was no longer business as usual. 

I had a couple options. Either I could keep my head low 
and wait for the storm to pass with the hope that I’d still be 
alive on the other end, or I could use my experience, intel-
lect, creativity and network of contacts to find a “new nor-
mal,” whatever that was going to look like.

By Bruce L. Erley, APR, CFEE

Event Marketing 
During a Recession

2010 INTERNATIONAL EVENTS 25
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The Case For Event Marketing 
During a Recession

I knew that this couldn’t be the first 
time marketing had been negatively im-
pacted by a recession, so I did some home-
work to see what others had done before. 
What I discovered was that a case could 
be made that companies that continue 
to market and sell during a recession are 
poised to benefit from their competitors 
lack of activity. That’s a message I began to 
make to our longtime sponsors. Here are a 
few of the key points I made.

Maintaining marketing and advertising 
during a recession benefits the brand. 
According to the World Advertising 
Research Center, brands that maintain 
ad spending during a recession come 
out stronger and with bigger gains than 
those who cut spending. Consumers 
are re-evaluating how they consult/
brand loyalties are being challenged. 
(ref. Research International)
During a recessionary period, empathy 
and authenticity become increasingly 
important sources of brand differentia-
tion. (ref. David Murphy, WikiBranding) 
Consumers put their trust in brands 
they truly believe understand them. 
Recessions provide a unique opportu-
nity for a brand to take advantage of 
their competitor’s contracted marketing 
efforts. Marketers who cut their spend-
ing lost an average of 0.1% of total 
market, while those who increased 
marketing saw their market share rise 
by an average of 0.5%. (ref. Research 
International)
When a company continues with a 
sponsorship (especially a high profile 
one) it speaks volumes to their custom-
ers about their strength and fortitude 
as well as their commitment to the 
community.
Further, in a down economy, event 
marketing offers a unique, innovative, 
creative and flexible vehicle to reach, 
impact and influence customers. There 
is arguably an increased public appeal 
for festivals and special events during 
economic downturns as more people 
are sticking closer to home (e.g. “Stay-
cations”). Many events are no-or-low 
cost and offer an inexpensive form  
of escapism.
Those are good points to make to your 

sponsors as they evaluate how to return 
to event marketing and sponsorship in 
2010 and beyond, but there are a number 
of sales tactics that we have employed at 
CSG that seem to be helping so far.

•

•

•

•

•

Preserving Your Current 
Sponsors…As Best You Can

As anyone who sells sponsorship 
knows, it is all about keeping existing 
sponsors engaged, happy with their ROI 
and renewing from year to year. But 
despite our ongoing focus on that, we 
still lost a number of long-term spon-
sors in 2009 that were happy with their 
prior experiences and had become strong 
proponents of our events. We decided 
that we needed to handle our renewals 
somewhat differently than in the past. 
Here’s what we have done…

Relax renewal deadlines: Don’t pressure 
for a final decision. (I’d rather wait for 
a possible “yes” than push for an im-
mediate “no.”)
Everything is negotiable: It is better to 
keep a sponsor at a lower level than 
lose altogether.
Unbundle your benefits packages and 
assets so that a sponsor can get to the 
specific “fruit” they desire. 
Sell them more refined product catego-
ries and go sell the “released” subcat-
egories to others.
Encourage your sponsors to reduce 
their leveraging dollars and thus the 
overall cost of sponsorship through 
creative low-or-no cost activations that 
better utilize their rights and benefits. 
When it appeared to us that despite 

our best efforts, we were going to lose the 
sponsorship altogether, we tried a few 
other tactics including proposing smaller 
deals with better leveraging, renegotiating 
the fee down (as much as 25% reduction) 
to reflect our understanding of the pres-
sures our sponsors are experiencing and 
offering multi-year deals with a big fee 
discount for the current year.

Sometimes those worked and some-
times they didn’t. So if it became clear 
that a sponsor was leaving our event 
altogether, we would ask for a reference 
from them stating the effectiveness of the 
sponsorship with their recommendation. 
Some even provided us with referrals 
providing us with names of people they 
knew that they felt might benefit from an 
association with our event.

The key thing to remember is that 
you are in this for the long haul and 
that as my mom used to tell me when I 
was struggling, “this too shall pass.” We 
strived not to let our anger or emotions 
flash when getting the bad news. It is im-
portant to resist abandoning relationships 
just because the answer is no. Continue 
to maintain a positive relationship for 

•

•

•

•

•

when the economy turns around. We 
even sent non-renewing sponsors tickets 
to the event though they were no longer 
involved. A little grace can go a long way!

Selling Tactics for the “New 
Normal”

One of the positive effects of this reces-
sion we are still in, (or now recovering 
from depending on where you live), is 
that it has required me to really go back 
to basics. When times are good, as they 
were for much of the past decade, it is 
easy to get distracted, complacent, sloppy 
and even a bit “fat & happy.” When we do 
that, our eye is off the ball. 

As Sponsorship guru Dean Bonham 
observed, if we are to be honest we have 
to admit that when times are good, spon-
sors can overlook some of the inefficien-
cies of their sponsorships. Their “good 
feelings” can compensate for complacent 
performance. But when times are tough 
they are taking a much harder look at 
deliverables and the related ROI.

So at CSG we conducted a bit of an 
inventory of who we were, how we oper-
ated and what was critical in the times we 
now live in. Here were some of the tactics 
we employed. 

Over deliver: Assure 100% event perfor-
mance and benefit fulfillment. 
Prune: Get rid of “deadwood” or 
underperforming benefits or assets in 
your sponsor packages that distract 
from the real value of sponsorship or 
create an unnecessary expense for you 
or your sponsor.
Focus on sponsor ROI: Make sure you 
are adding value to your sponsorships 
and that your event is working hard 
and effectively for your sponsors.  
Provide sponsors with leveraging  
ideas that are creative, effective and 
improve success.
Sell deep, sell wide: Get as many irons 
in the fire as possible. Don’t hold off 
on selling into a category just because 
a renewal is pending or you have a lead 
or two. Keep leads coming into the fun-
nel through your marketing efforts.
Subdivide categories: We are selling 
smaller deals right now and therefore 
need to restrict the categories sponsors 
receive exclusivity within. The ones that 
seem to be the most likely for pars-
ing categories are banking, insurance, 
soft drinks, and telecom. We are also 
offering co-presentation rights of larger 
assets in noncompetitive categories. 
But, be wary of sponsor clutter.

•

•

•

•

•
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Consider alternative funding models: 
Propose co-funding between different 
departments within your sponsor’s 
company or co-op payments with sister 
brands or vendors. You could also 
accept budget-relieving trade in lieu 
of cash or propose payment plans or 
spreading payments over fiscal years.

Hunting new sponsors
For any person selling sponsorship, 

one of the most daunting tasks is coming 
up with new ideas for potential sponsors. 
You’ve stared at the leads list so many 
times and coming up with a new target 
list can be overwhelming. Sometimes it is 
as important to know where not to spend 
your time as it is where to prospect. You 
might want to try a few of  
these approaches:

Up sell/cross sell existing partners. 
They already know the value of your 
event. Make an incremental pricing of-
fer to get them to step-up a level.
Go back to old “no’s.” The world  
has changed. An old rejection, even 
from a few years back, might well be  
a new opportunity.
Don’t expect much, (or spend valuable 
sales time), on business categories that 
are in complete distress, especially for 
new deals. Some of the ones we have 
found to be in too much turmoil in-
clude airlines, some automotive brands 
(GM, Chrysler especially), financial 
services (especially those under TARP 
restrictions) and real estate.
Pursue categories that seem to flour-
ish in a recession: Discount retailers 
of consumer staples (e.g. Wal-Mart, 
Target, Sam’s, Costco) have been doing 
well; Gaming including state lotteries 
and casinos are spending; Healthcare/
medical such as hospitals and dental 
companies; Low cost fast food restau-
rants; Telecommunications; Utilities, 
especially those active in renewable 
energy sources.
Pursue categories that need to sample. 
We are seeing real improvement in 
2010 in mobile marketer interest for 
our events. Make sure they know you 
are out there.

Make a “Attitude Adjustment”
As I mentioned at the start of this 

article, in my 30 years in this profession, 
I have never experienced circumstances 
as difficult and demanding as now. The 

•

•

•

•

•

•

good news is that it seems that we are 
all learning to live in this “new normal,” 
both sponsorship sellers and buyers alike.

Thing are already improving. IEG 
reports that after a first time drop in 
sponsorship spending in 2009 (.6%), 
we can expect a modest 3.3% recovery in 
2010. We are seeing a thawing at CSG as 
well. During a recent IFEA webinar I gave 
on this topic, I surveyed the online at-
tendees to get a feel for where they think 
things are going. After a rather dismal 
2009, 42% said they see sponsorship 
improving with 42% seeing it about the 
same as 2009 and 17% anticipating it will 
continue to slide this year. 

So what can we do to continue to 
support our events in 2010? As I said, it 
is essential that you accept that things 
are not going to be like 2008 for quite 
some time. We must not just accept, but 
embrace our “new normal.” For me that 
means going back to basics and practicing 
the fundamentals.

Stay resilient! You must continue to be-
lieve in yourself and your event. Don’t 
take rejection personally. Remember 
that this is not a situation of your mak-
ing. Keep your confidence up!
The energy and attitude you project 
will be the energy and attitude you 
get back. Don’t let your stress show 
or become channeled as anger toward 
the sponsor. It’s not their fault either. 
Empathize with their current circum-
stances. They don’t like this situation 
any more than you do!
Stay laser focused on your sponsors’ 
objectives and how you can most 
effectively and efficiently assure their 
fulfillment.
Remember to think long-term. You 
want to be in the best possible position 
as the economy improves and sponsors 
come out from cover.
Keep your sense of humor. After raising 
three boys, my wife and I have discov-
ered that it is essential to survival.
One final thought. When I was really 

struggling in early 2009, Linda, my wife 
of 27 years found a wonderful quote that 
she printed and put on the wall over my 
desk. I’m not sure of the author, but it is a 
great attitude to keep right now.

“When the winds of change 
begin to blow…build a wind-
mill, not a shelter.”

•

•

•

•

•

Bruce L. Erley is President and 
CEO of the Creative Strategies 
Group, a full-service sponsorship 
and event marketing agency based in 
Denver, Colorado which he founded 
in September, 1995. Creative Strate-
gies Group (CSG) specializes in 
sponsorship and event marketing 
consultation as well as forging part-
nerships between corporations and 
events, festivals, nonprofit organiza-
tions and other properties.

Among CSG’s clients are the 
Pasadena Tournament of Roses, 
Philadelphia Flower Show, Cherry 
Creek Arts Festival, and the  
Colorado Garden & Home Show.  
CSG’s current and most recent  
corporate clients include Janus  
Capital Group, Pontiac, Centura 
Health, the Colorado Lottery, U.S. 
Bank and Kaiser Permanente. 

Prior to founding CSG, Erley  
was the Vice President for Marketing 
and Sales for Up with People,  
an international, educational and 
cultural organization. Erley is a 
member of the Board of Directors of 
the International Festivals and Events 
Association, as well as past Presi-
dent of the IFEA Foundation. Erley is 
widely acclaimed as a top presenter 
on sponsorship topics for the events 
and festivals industry having traveled 
most recently to Vienna, Ottawa, 
Singapore and Beijing to present at 
major conferences. 

Erley is Accredited in Public  
Relations (APR) by the Public 
Relations Society of America and a 
Certified Festivals & Events Executive 
(CFEE) by the International Festivals 
& Events Association.

    
Bruce L. Erley, APR, CFEE
President & CEO
Creative Strategies Group
11880 Upham St., Suite F
Broomfield, CO 80020
303-469-7500 ext 108
berley@csg-sponsorship.com
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Does anyone out there not want media coverage of their event? If so, then STOP 
now and move onto the next article in this wonderful publication filled with valuable 
information. This article will not advise you how to advertise your event or publicize 
your event or market your event or budget your event…this article will help you learn 
to be comfortable talking about your event:

In front of a camera
At a live radio interview
In front of a crowd
To a reporter

I might have a slight advantage over most folks reading this article. You see, before 
I entered the festival and event business, I was an actor for many years…Crowds 
don’t bother me, microphones don’t bother me and cameras don’t bother me. I LOVE 
THE ATTENTION!!! But the good thing about my background is that I can share 
some of my secrets with you. 

Are you ready? Good…then ACTION… (this means start in TV terms).
There is some pre-work to be done prior to talking about your event…and you 

probably already have it in your head…You must have complete knowledge of your 
event (brain power). You must be prepared (I was a former boy scout, as well). You 
must dress for success (thank you John Molloy). You must be able to communicate 
a compelling vision (I read a lot of self-help books). And, you must be able to…drum 
roll…SMILE!!!

STOP HERE…think of a joke…tell someone and laugh…how do you feel? Are you 
smiling? Here’s one…why did the chicken cross the playground...to get to the other 
SLIDE…HAHAHAHAHAHAH. I think of a joke every time before I am ON…this re-
laxes me and makes my face feel better.

•
•
•
•
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Know Your Stuff 
Can you talk intelligently about the 

history of your event? How about the 
attendance numbers? Do you know your 
financials inside and out? This is always 
asked of me from a reporter, because my 
events are run by a City and disclosure 
is public knowledge. Don’t forget your 
entertainment and other activities. Your 
guests want to know. What is new at your 
event this year? And always remember 
your Sponsors…you know they like to be 
mentioned as many times as you can.

Be Ready To Shift Gears
You never know what the reporter; 

DJ or crowd might ask you. It is usually 
all over the place. The questions might 
go from sponsors, to budget, to current 
events, to weather, to vendors, to the pa-
rade, to safety, to??? You have to be quick 
on your feet to be able to shift gears. 

Know Current Events That 
Might Affect Your Event

Has there been an accident or story 
from another event nearby that might be 
asked of you? If you remember the older 

gentleman at the Santa Monica market 
a few years back that hit the accelerator 
instead of the brake and ran over some 
vendors and guests at the event, well re-
porters want to know how we can prevent 
that from happening. In 2008, you might 
remember the shooting on the Friday 
after Thanksgiving at the Toys “R Us in 
Palm Springs, CA? Palm Springs is just  
20 minutes from Indio. That happened 
one week prior to my Tamale Festi-
val…and as I was being interviewed live 
on camera a couple of days later, the re-
porter, out of nowhere, asked me if I was 
worried that something like that could 
happen at the Tamale Festival. I had to 
improvise… “Our Police Department has 
learned from that situation and is taking 
precautions to prevent that from happen-
ing…I assure you that the safety and well 
being of our guests is our top priority.” I 
have no idea where that came from in my 
head, but it came across like I knew what 
I was talking about.

Know Your Crowd
I always start with a “clean” joke to 

warm up the audience. Laughter makes 

everyone feel more comfortable (unless 
the joke isn’t funny, then it’s very un-
comfortable). I am sure all of you know 
at least one very funny joke. Imagine 
everyone in their underwear? Would that 
calm you down? Maybe…how about 
all of them in their birthday suits? (Be 
careful, that might weird you out). Try 
to be relaxed in this situation, make sure 
you breathe and focus on everyone in the 
room. You might get some smiles from 
people and that will make you feel better. 
Do you know someone in the room? Ask 
them before you speak to smile when you 
look at them…this will help.

Know The Reporter
You can find bios on reporters on most 

of your station’s websites. Where are they 
from? How long have they been doing 
the job? Have they been to your event? 
Find out what school they went to or 
where they were before this current job. 
You will have some time with them be-
fore you are live. You will have some time 
in between segments…small talk off the 
air will make you feel more comfortable 
with them when you are on-the-air. You 
might even find something in common 
with them. One reporter that I had an 
interview with lived in the next town over 
from my hometown when we lived in 
Pittsburgh…What a coincidence and we 
are now good friends. You never know!! 
You can possibly use this information 
during the interview. I was talking off the 
air to a reporter about my tamale festival 
and she mentioned that she had never 
tasted a tamale and that she was on a 
diet and didn’t want to taste the tamales 
that we made on air. Our segment was on 
“how to make a tamale,” and I had one of 
my vendors there making tamales. Unfor-
tunately, for her, I mentioned this on our 
last segment and she couldn’t say no on-
air…She ended up tasting a bit of tamale 
and choking a little, we all laughed and 
the segment was great. Try to obtain the 
reporter’s cell phone number. This will 
help you in case an emergency arises.

STOP…how about another joke...
What do you get from a pampered cow...
spoiled milk. HAHAHAHAHAHA!

Know The Camera Person
Use their set-up time to strike up a 

casual conversation (don’t bother them 
too much, though). Where are they from? 
Have they been to your event? The cam-
era person will make you look good…or 
not good. Don’t be afraid to make sug-
gestions to them…tell them what angle 
might be best or what to have in the 
background (a sponsor banner in the 
background is always good). He might 
have another idea and that’s OK, but you 
know what will make your event look 

The camera person will 

make you look good…

or not good. Don’t be 

afraid to make sug-

gestions to them…

tell them what angle 

might be best or 

what to have in the 

background.
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Jim Curtis has been an actor since 
he was 10 years old. He is originally 
from Pennsylvania, and moved to 
Boston in his early twenties. In Bos-
ton, he earned his SAG and AFTRA 
union cards after being cast in a 
national Budweiser commercial and 
having recurring roles in the TV show 
“Spenser: For Hire.” He moved to 
California and continued acting. He 
has been on numerous shows and 
commercials. He has been involved 
in many special events including 
concerts, major golf tournaments and 
festivals. He currently runs the Indio 
International Tamale Festival for the 
City of Indio, CA. The City of Indio’s 
tag line is the “City of Festivals.”

great!! What is your best side? (You might 
fight over the reporter with this one…so 
let the reporter win). Help the camera 
person, help you!! Be sure you ask how 
the shot will happen. Will they start on 
you and then move the camera towards 
your event area? Will they zoom in from 
the event area to a close-up on you? Are 
you in the shot with the reporter or off to 
the side?

Respect the Time of the 
Reporter

Confirm and double check the inter-
view time. Be at least 15-30 minutes early 
for the interview. Don’t make them worry 
if you will be there or not. Be prepared. 
Make notes on a couple of index cards 
and have them with you. The reporter 
will most likely tell you the questions 
they are going to ask prior to going 
on-air. Have your answers in your head. 
Reporters must do camera checks and 
sound checks prior to going on-air. Be 
respectful of this and don’t chit-chat too 
much. They are on a time schedule (usu-
ally down to the second).

Don’t Use Yes or No Answers
Dead air time is uncomfortable and 

bad for everyone. Reporters use your 
answering time to think of the next ques-
tion. Don’t drag on with your answers, 
though. Make them short and sweet. 
End your answers with a positive word 
or statement…i.e. “We have a carnival 
and a kiddieland, so there is something 
for any age child and it’s going to be a 
great event.” “Our 4 stages of entertain-
ment, including our new ABC Company 
mariachi stage, will be rocking all day and 
it will be awesome!!” Know your facts 
that you want to get on the air such as, 
Sponsor mentions, dates, times, is there 
anything free???

Do You Care About What 
People Think of You? 
Why???????????????

 Of course you want to look good, but 
it’s OK to be goofy sometimes…

Let loose and don’t worry about it. It 
will be alright. Your event will be remem-
bered, if the audience remembers you.

Learn and Practice
Take a local class on acting or improv. I 

love to watch “Whose Line Is It Anyway.” 
This show has some serious improvis-
ing. These actors have mastered the art 
of improvising. Practice in front of a 
mirror. Better yet, set up a video camera, 
playback and look for the little things you 
do without knowing. Are you a blinker? 
This is common among nervous present-
ers. Do you rock back and forth or side 
to side when speaking? This is very tough 

on a camera person trying to keep you 
within frame. Do you fidget? Do you have 
a nervous laugh? Do you say “uh” a lot? 
I am very tough on my local newscast-
ers. I see their quirks and my DVR allows 
me to rewind and show my wife. She 
laughs because she doesn’t notice these 
things at first. When you have a chance, 
present to a group. Most conference or 
convention seminars you attend will have 
a break out group to identify a problem 
and come up with a solution. I guarantee 
that there will be someone in the group 
who says… “I’ll take notes, so I don’t 
have to present.” WRONG…step up and 
present…this gives you another chance to 
overcome your fear and learn.

Learn to Ad Lib
Can you carry on a conversation with 

someone? Then you can ad lib. Can you 
answer their questions without stum-
bling? Then you can ad lib. You have no 
idea what that person might ask you, 
but you answer fine, correct? This is the 
same on camera or on the radio or in 
front of a group. Here are a couple of 
beginning words that you can use if you 
are stumped by a question and trying to 
think of an answer: “Yes…and”; “That’s 
true…but”; “You’re right…and.” 

STOP…Ok, one last joke…why did 
the tomato turn red…because he saw the 
salad dressing…HAHAHAHAHAHAHA

Baby Steps…Larger Steps…
Giant Steps

Try leading a small meeting at first 
and being the speaker of the presenta-
tion. Maybe do a presentation to a larger 
group like a Rotary Club meeting or a 
City Council meeting. Ask a newspaper 
reporter to interview you about your festi-
val. Talk about your event with a radio DJ 

on-air. Talk to a TV reporter with a cam-
era rolling…most of these are not done 
live, but edited and used later during the 
reporter’s story. Then you will be ready to 
talk about your event with a TV reporter 
LIVE ON-AIR. Don’t forget to SMILE!!!

OK…CUT… (this means stop in  
TV terms). 

As a public employee, I must watch 
what I say. It can come back and bite 
me in the backside. I have fun when I 
speak and I always DVR my interviews. I 
am very critical of myself; this helps me 
for my next interview. Don’t just jump 
into public speaking; it can knock you 
down quickly. It is scary, but a challenge 
you can overcome. Remember…practice 
makes perfect. And SMILE!!!

Be at least 15-30 minutes 

early for the interview. Don’t 

make them worry if you will 

be there or not. Be prepared.
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While the economic conditions have 
been gradually improving– and let’s 
choose to remain optimistic – and word 
on the street is that sponsorship spend-
ing will likely increase in 2010, at least 
modestly, several other conditions in the 
marketplace that you may have missed 
point to opportunity.

If you represent an important cause 
or community celebration with a strong 
corporate sponsorship program, now is 
an excellent time to partner with the cor-
porate sector. Yes, you read me correctly; I 
said ‘an excellent time.’

Thanks to the recession, the bail-
outs, the bloodletting, and a barrage of 
other bad news, consumers have grown 
weary of the corporate sector. Trust has 
decreased, and reprioritizing has, well, 
become the priority. Consequently, 
corporations, especially in the financial 
sector, have their work cut out for them 
to rebuild trust and brand loyalty.

Consumer research shows that spon-
sorship of a nonprofit organization or 
cause vs. sports or even the arts and cul-
ture, would contribute positively to con-
sumers’ increased approval of corpora-
tions. (Sponsorship of an arts or cultural 
event, the data suggest, would yield no 
change in approval, while sponsorship of 
a sports event would cause a decline.)

Businesses are getting the message. Did 
you know that Pepsi pulled its Superbowl 
ad dollars this year and instead launched 
a cause and social marketing campaign? 
Disney’s in on the action. So is Seventh 
Generation with another compelling 
campaign. A blogger with Fast Company 
wondered “whether philanthropy is the 
new marketing.”

So, are you taking advantage of this 
and other opportunities?

Considering numerous economic and 
cultural conditions, I’ve spotted a few 
other corporate sponsorship trends, and 
here’s what they mean for you:

5 TRENDS IN 
CORPORATE 
SPONSORSHIP 
AND WHAT THEY 
MEAN FOR YOU
By Gail S. Bower
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1 31. Generic is out. 
So is superficial. If you’re peddling 

a typical Gold/Silver/Bronze or other 
generic proposal as a form of market-
ing-driven corporate sponsorship, you’re 
off the mark. Your sales pitch will sound 
increasingly irrelevant. 

You’re doing a disservice to your or-
ganization by offering low value to your 
corporate partner and failing to build 
leverage for your cause or event. You’re 
also losing out on significant dollars.

Social media has changed the way 
we interact and engage with audiences. 
The proliferation of media over the last 
35 years has had a broad effect, includ-
ing contributing to increasingly niche 
audiences. We are not a monolithic mass 
audience. We don’t market that way to 
consumers, and it doesn’t work that way 
in a B2B setting either.

corporations have been asking for “ben-
efits” in exchange for their “gifts,” which 
changes the whole dynamic of the cor-
porate giving model. You may have tried 
to respond to these sorts of requests but 
felt confused nonetheless. Philanthropy 
offices don’t reduce that confusion.

Here’s some clarity. Marketing-driven 
corporate sponsorship is a different 
model than the corporate giving model. 
It’s a marketing medium designed to 
address business or marketing goals of 
the corporation. If you are in a discus-
sion about corporate sponsorship dollars, 
you need to be asking questions about 
the company’s business goals, marketing 
goals, and the ROI the company seeks.

The recession caused everyone – busi-
nesses, nonprofits, state and local govern-
ments, individuals – to question expendi-
tures. (Everyone, it seems, but the federal 

3. Corporate philanthropy  
offices will face increased 
pressure to show a measur-
able return and support of  
corporate strategic goals.

 As mentioned above, budgets have 
been placed under microscopes, and ROI, 
return on investment, is of utmost impor-
tance. Corporate leaders want to know 
that their dollars are invested wisely. 
Philanthropic monies may contribute 
to corporations’ reputation manage-
ment, community quality of life issues, 
workforce development goals, as well as 
to other corporate social responsibility 
initiatives, both short- and long-term.

They’ll want to know how investing in 
your organization will change the world, 
enhance their repute, and address their 
specific philanthropic interests.

ACTION: Make a business case about 
how the investment in your organization, 
perhaps coupled with dollars from other 
departments or initiatives, such as hu-
man resources, PR, marketing, corporate 
social responsibility, etc., can help fulfill 
broader strategic goals. The more depart-
ments you can integrate, the better. Why? 
Because your partner will be more en-
gaged; you’ll generate more dollars; and, 
together, your plans will yield a greater 
impact in the world.

4.Trust and image building. 
Corporations will continue to rely on 

corporate sponsorship as an excellent way 
to restore trust and re-engage customers 
and clients, which is badly needed for 
some sectors, as noted above. Though it’s 
a source of income for you, remember 
that corporate sponsorship is an ex-
tremely effective marketing promotional 
medium for your partner. If executed 
with imagination, integrating multiple 
business functions and tactics, corpo-
rate sponsorship allows your partner to 
galvanize several initiatives into a larger 
effort in support of the overall marketing 
strategy. 

Your organization must help the busi-
nesses you work with deploy the right tac-
tics for them. That means that you need 
to understand how your business partners 
build their businesses and where that 
brand enhancement is needed. What are 
the triggers for sales to be made? How do 
these businesses generate sales: through a 
retail transaction? A web transaction? Or 
through a lengthy business development 
effort? 

What point in the sales process is the 
sponsor trying to influence: work with 
retailers? To stimulate retail sales? To 
build relationships with existing clients? 
New clients? You have to know what the 
business outcomes are so you know how 
to focus your program. 

Make a business case about how the 
investment in your organization, per-
haps coupled with dollars from other 
departments or initiatives, such as hu-
man resources, PR, marketing, corpo-
rate social responsibility, etc., can help 
fulfill broader strategic goals. 

 Sending out generic proposals to 
people and businesses you don’t know 
sends a signal that you and your organi-
zation are inexperienced and unsophisti-
cated. It portends low value. And, it’s the 
quickest way for your materials to wind 
up in the trash.

 Industries are all different, and busi-
nesses within those industries have 
unique needs. Your job is to learn more 
about them and develop your offerings 
specifically for that prospective partner.

ACTION: Do your research. Learn more 
about your partners’ and prospective 
partners’ businesses and industries so you 
have something meaningful to them to 
talk about. Develop programs for your 
partners that provide value in support of 
their specific business goals.

2. Be clear: marketing or phil-
anthropic support? 

Are you interested in partnering in sup-
port of business goals or are you asking 
for a donation?

In the last 5 to 10 years, you’ve no 
doubt noticed shifts and changes in your 
work with the for-profit sector. More 

government!) With uncertainty, we all 
want to know that how we spend our 
money will have a return and be mean-
ingful in our businesses and lives. This 
trend is unlikely to stop in 2010. Your 
partners will want to know that an invest-
ment in your organization will move the 
needle for them.

If you’re really seeking a donation, con-
sider whether you really need to offer the 
kind of marketing value your marketing 
partners want, but that corporate founda-
tions may not need or be interested in. 
Find out what’s important.

Conversely, perhaps some combination 
of marketing and philanthropic dollars 
could be leveraged to meet multiple stra-
tegic interests. Think big. How can you 
really engage the corporation from both 
angles? How will that engagement propel 
your own strategic interests?

ACTION: Develop a clear strategy with 
each prospective corporation with which 
you’re working. How do you envision 
your partnership? How are you trying to 
engage with them? What is the business 
case you need to make? What’s in it for 
both of you?
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Gail Bower is the author of the 
recent guidebook, How to Jump-start 
Your Sponsorship Strategy in Tough 
Times, called “the Bible for anyone 
securing sponsorships” by a reader 
who signed a five-figure title sponsor-
ship for a new event by applying what 
she learned in the book. Gail is presi-
dent of Bower & Co. Consulting LLC, 
which assists nonprofit organizations 
and events/festivals in dramatically 
raising their visibility, revenue, and 
impact. For more information, visit 
GailBower.com or Gail’s blog, Spon-
sorshipStrategist.com.

ACTION: Learn more about the indus-
try sectors your sponsors are in and about 
those of new prospects. What changes 
have occurred during the past year? How 
has the industry and your prospects 
responded strategically? What are these 
businesses likely to need help improving? 
How can you help? Having these ideas at 
the ready will predispose you to a favor-
able discussion.

5. Deeper engagement with 
your audiences. 

The marketing focus for most busi-
nesses right now is beyond image-build-
ing. Businesses are looking for ways to 
build customer loyalty and really engage 
with your audiences. The ultimate result? 
To increase sales. Your job is to provide 
meaningful ways for them to engage with 
your audiences.

It bears repeating that corporate  
sponsorship is not about just sticking  
a logo somewhere or hanging a banner  
at your event or festival. Rather, you  
need to allow your partners to connect 
with your audiences face-to-face or to  
offer something of value to your audi-
ences, something that is meaningful to 
your customer.

Allow sponsors to connect with your 
constituents and your organization. How 
can you provide an environment where 
the corporate partner, your constituency 
and donors, and your team have a sense 
of collaborating for a greater purpose?

Finally, don’t sanitize this audience 
connection or engagement with the 
corporation in fear. Establish guidelines 
about what is appropriate or not, what 
will work best for the partner’s needs, but 
don’t erect a barrier between your audi-
ences and the sponsor.

For example, if your sponsor would 
like to use your mailing list, but you are 
uncomfortable giving them that level of 
access, how can you turn that into an op-
portunity? Could you jointly send a mail-
ing, allowing you to maintain control over 
the list and the sponsor picks up the tab? 
Could the mailing, then, become some-
thing significant that benefits all parties? 

ACTION: Ferret out your own fears 
or what your organization’s misgivings 
are about sponsorship before you begin. 
Address them in your staff, board, or 
committee meetings. Having parameters 
and policy guidelines is advisable and 
allows you to then develop sponsorship 
opportunities with an open heart, with 

Gail Bower’s Checklist:

9 IMPROVEMENTS TO MAKE 
FOR YOUR SPONSORSHIP 

OPERATION IN 2010

 Be able to articulate your event’s or organization’s value 
to the corporate sector.

 Develop an operation; sponsorship is not an ad hoc 
activity.

 
 Develop a strategy. Wishing for sponsors does not a 

strategy make.

 Another plug for strategy: your operation is lean, and 
you have no time to waste.

 Clearly articulate your brand. 

 Think in terms of the corporation and its self-interest.

  Innovate your way to meeting your mission through 
sponsorship. 

 Make activation easy for your partners.

 Be proactive. Make fulfillment easy, too.

generosity, and in the interest of increas-
ing value.

Most events and nonprofit organiza-
tions have a great deal to offer the right 
marketers. If you’re not taking advantage 
of these trends, of heightened conscious-
ness to support social causes, you’re miss-
ing important opportunities to galvanize 
support for your mission, your cause, 
your passion, and your constituency. 
You’re also leaving money on the table.

Learn more about the industry sectors 
your sponsors are in and about those of 
new prospects.

www.sponsorshipstrategist.com


Keeping Up 
With Growth 
While Maintaining a Small Town Feel

By Jennifer L. Kehl
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“Using Your Local Assets Makes Success”

Fishers, Indiana is conveniently located in the heart of 
the Midwest and has a strong history of family values 
and successful businesses. As a fast growing commu-
nity about 17 miles from downtown Indianapolis, Fishers’ 
close proximity to major highways, airports and local at-
tractions make it a very desirable place to live and con-
duct business within Hamilton County. 

Over the past twenty years, Fishers has experienced a 
population explosion with approximately 7,000 residents 
in 1989 to an estimated 70,000 residents in 2009. Of 
the total number of households, 73.3 percent are fami-
lies with children under 18 years of age making it an 
ideal location for a family-themed community event. It is 
not surprising Fishers is labeled as the fastest growing 
community in the Midwest. 

2010 INTERNATIONAL EVENTS 37
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There has been an overwhelming 
amount of national recognition the past 
few years, such as BusinessWeek nam-
ing Fishers the “Best Place in Indiana to 
Raise Kids”(2009) and “Best Affordable 
Suburb” (2007), and Forbes Magazine as 
“11th Best Place in America to Move” 
(2009) and Hamilton County as “Best 
Place in the Country to Raise a Family” 
(2008). As one of eight communities 
in the nation selected three consecutive 
times on the “Best Places to Live” lists by 
Money Magazine for communities with 
populations over 40,000, Fishers was 
ranked as 24th in 2005, 33rd in 2006, 
and 10th in 2008. (In 2007, Fishers was 
exempt from consideration because the 
magazine only considered communities 
with populations under 40,000 people.) 
With all these statistics and national hon-
ors, it is quite clear the dilemma we have 
in securing a large group of volunteers 

I began volunteering for the Fishers 
Freedom Festival by drawing posters in 
1991 and was given the responsibility 
for all fundraising in 1992. In 1994, I 
was elected to the Executive Director’s 
position with absolutely no experience in 
event planning, but did have bookkeep-
ing experience and very good organiza-
tional skills. With the town’s population 
growing and the community’s positive 
response towards the Festival year after 
year, the increasing festival duties and 
preparation now required a full-time em-
ployee. The volunteer Executive Director 
position started in 1989 evolved into a 
paid position by May of 1998. 

At this time, I reflected on past years 
focusing on the tremendous amount of 
change that had occurred. I felt there 
needed to be greater changes made in the 
Festival office to accompany and keep 
up with the trends for the Festival event. 

ment and also conducted blood and food 
drives. Later, we created our backpack for 
kids program providing school supplies 
to children-in-need. 

It was important to keep the Festival 
free of charge so that individuals of all 
income levels could participate. It was 
also important to have the focus remain 
on the community and not become too 
commercialized so residents would take 
pride in our community.

The key to my success is listening, ob-
serving others, surrounding myself with 
people I respect and that have knowledge 
where I may lack and keeping an open 
mind and communication. Listen to 
what your community wants and needs. 
Listen to your volunteer staff, keep them 
involved in the decision making process 
and make your volunteers feel that they 
have ownership in the organization. 
Most importantly, utilize your volunteers 
and show them that you appreciate their 
service increasing the likelihood of their 
return and dedication. This is what has 
helped me to succeed in a career in which 
I had no prior experience. 

Today, I still have three “key” volun-
teers that have been involved since day 
one in 1989 and about the other 50% 
of “key” volunteers have participated for 
well over 10 years. The easier you make 
their job and the more organized you are 
the happier your volunteers are. Having 
long term volunteers can be a great thing, 
but it also can be a hindrance if they are 
not open to new ideas and resist change. 
It is also important to bring in young vol-
unteers so that you can keep your event 
“fresh” and to rejuvenate the organiza-
tion. We all know as you get older, it also 
gets harder to keep up with the heavy 
lifting…so to speak. It is also important 
to cross train your volunteers. You defi-
nitely do not want to put all of your eggs 
in one basket in the event that there is an 
emergency and your star volunteer can 
not show up.

I also feel that targeting youth is always 
beneficial. If you teach them a sense of 
community through civic partnerships 
and citizen involvement early, it will pro-
vide them with a sense of pride and self-
esteem. Each year I work with the schools 
in our district to obtain the names and 
addresses of the D.A.R.E. students. Our 
D.A.R.E. program targets 3rd graders, 7th 
graders and 8th graders. I send a letter, 
along with the schedule of activities and 
shifts, to each student’s parents invit-

Listen to what your community wants 
and needs. Listen to your volunteer 
staff, keep them involved in the deci-
sion making process and make your 
volunteers feel that they have owner-
ship in the organization.

and sufficient funding for the Festival as it 
grows with the population. 

The Fishers Freedom Festival was 
founded in 1989 by a few resident volun-
teers as a one-day community picnic, pa-
rade and a few games for the children to 
celebrate Independence Day. Attendance 
was a few hundred people and the budget 
was $3,000. To accommodate the town’s 
growth and popularity of the event by 
1990, the Festival became a two-day cel-
ebration. Throughout the years, the Festi-
val fever spread rapidly and we now offer 
a wide-range of activities, wholesome 
family events, food and fun for all ages. 
Activities include fine arts & crafts ven-
dors, food & business vendors, live music, 
5K run and walk, children’s craft activi-
ties, parades, a street dance, fireworks and 
much more. From a few hundred people 
attending the first Festival to over 50,000 
attendees in 2009, visitors came from all 
over the United States to participate and 
celebrate the Festival which grew to a 
budget of $297,000.

Coordinating meaningful activities and 
ensuring that we meet the community’s 
needs are a major task. Festivals today 
are a form of recreation for communities 
and a needed outlet that brings people 
together for a common goal: to have fun. 
Recreation and leisure activities are im-
portant to the well being of individuals 
and their families bringing them together. 
Research shows a positive relationship 
among families who participle in joint 
activities. Wholesome recreational activi-
ties can refresh and renew them. 

After surrounding myself with market-
ing people and corporate community re-
lations experts, I realized that we needed 
to obtain our 501(c)3 status so we could 
increase our donations and sponsor-
ship dollars. To obtain our charitable 
tax deductible status, I felt we needed to 
establish and administer several phil-
anthropic projects in the community. 
With the help of the Festival Board, we 
established educational scholarships 
mainly focused on community involve-
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Jennifer L. Kehl is the Executive Di-
rector of the Fishers Freedom Festival 
in Fishers, Indiana. For 21 years, the 
Fishers Freedom Festival has been 
bringing family and friends together 
in Fishers for a weekend to celebrate 
our country’s independence and show 
community spirit.  This free event 
attracts nearly 50,000 people from 
all over the United States annually. 
Jennifer can be reached at: (317) 595-
3195 or freedomfestival@sbcglobal.
net 

ing their immediate family to volunteer 
at the Festival. The response has been 
phenomenal and at least one third to one 
half of those volunteers return each year. 
Many of the students encourage their 
friends to participate and they will work 
the same shift. 

Utilizing different kinds of community 
groups, such as not-for-profits, local busi-
nesses, the school system and local gov-
ernment, have also been key factors. Each 
not-for-profit was asked to participate 
as a food vendor, game vendor, and/or 
as event volunteers during the Festival 
weekend. Utilizing your Girl Scout and 
Boy Scout troops is a definite plus. These 
scouting units are required to complete 
community service hours to obtain 
different badges and awards. Partner-
ing with these groups and organizations 
built strong, long lasting relationships 
that have become very useful as we have 
grown. Not only do these not-for-profit 
organizations volunteer their time to help 
at the festival, but they also get to raise 
money for their cause. 

To give back to the community which 
helps reinforce our 501(c)3 status, we 
utilize our high school marching bands 
to do the trash pickup and parking de-
tails. This earns them money because we 
make a donation to their group and this 
ultimately saves us money because we 
don’t have to hire an expensive company 
to handle the trash detail.

You will not find any carnival rides at 
the Fishers Freedom Festival. Instead, 
we offer free booths to local businesses 
which provides a win, win relation-
ship for everyone. Initially, we asked the 
businesses to provide a free game for the 
children and in return, they would be 
able to display their company’s informa-
tion and provide hand-outs. Eventually, 
these game booths evolved into a second 
day of participation. On the Saturday of 
the Festival, we invited local businesses to 
participate in our Business Tent for a fee. 
Then on Sunday, these businesses return 
at no fee and operate their game booth. 
Our tent quickly grew from 10 businesses 
to over 100. With these partnerships, we 
were able to not only help fund our Festi-
val, but build a positive relationship with 
our local businesses. These partnerships 
led to positive word of mouth for other 
businesses to participate and it continu-
ously helps us increase our sponsorship 
dollars. Space is limited and the tent now 
sells out months in advance. 

In the 1990’s, the best decision I ever 
made was to spend time with the Com-
munity Relations Director of a major 
grocery chain in our community. The 
director was the decision maker on what 
they would sponsor and how much 
money they would contribute. She sat me 
down and asked what my organization 
had to offer a business or sponsor. At the 
time, we didn’t have a good answer. Our 
attendance figures were good for a new 
organization, but not enough to ensure 
high dollar sponsorships. She gave me 
ideas on where my starting point for 
sponsorships should be and how often I 
should review the sponsored events and 
dollars requested. Today, I have created a 
sponsorship package for the small busi-
nesses to the large corporations. In 1999, 
I created the Festival Guide to Family Fun 
and Activities. This media piece opened 
a lot of doors for sponsorship. Having 

…it is important to maintain good relation-
ships with your local groups and busi-
nesses because you never know when 
you may need them.
their logo and name in the guide that 
reached over 38,000 households made 
a huge impression. It is very important 
to keep your sponsor partners informed 
as to what they are sponsoring and that 
you follow through with all promises. It 
is also important for you to contact them 
after the event to make sure you met their 
needs and that they are happy. Always 
give your returning sponsor a first right of 
refusal for the items they had previously 
sponsored. Happy sponsors return year 
after year, which means less work for you 
in the long run. 

In summary, it is important to main-
tain good relationships with your local 
groups and businesses because you never 
know when you may need them. Be 
creative and think out of the box. Before 
you or your board makes a decision that 
may impact the Festival, bounce ideas 
off trusted sponsors, volunteers and the 
community if possible. Encourage your 
volunteers to be creative, seek their own 
volunteer helpers, make their job as easy 
as possible, and do not micromanage. If 
you can’t trust the volunteer to complete 
their duties in a safe and professional 
manner, then you probably didn’t need 
them in the first place. Support your 

volunteers and thank your sponsors. Keep 
your event fresh and entertain the idea 
of expanding upon your event within the 
events. The more you can offer gives you 
the ability to increase your sponsorship 
dollars. That is the key to my success.

On a side note, I have attended two 
conferences of the International Festival 
and Events Association. Originally being 
from what I consider a small town with 
a small event, I felt the conferences were 
overwhelming, but extremely informa-
tive and quite helpful. I would encourage 
all of you to participate. Attending these 
conferences has taken us to the next level. 
After twenty-two years of providing the 
Town of Fishers with this magnificent 
event, I have learned essential tasks such 
as how to keep our event “fresh,” manage 
my volunteer staff, and what I can do to 
keep our event free of accidents and par-
ticipants safe which keep our insurance 

rates down. The networking ability is 
fabulous. From the knowledge I obtained 
while attending these conferences, our 
organization began working on a stra-
tegic plan, created written policies and 
procedures, learned about branding and 
how to protect our brand. We have just 
updated our by-laws which were writ-
ten in 1989 and we are in the process of 
trade marking our logo. The organization 
has been run like a business for years, 
but now we have the tools to make our 
organization stronger, more attractive 
to vendors, sponsors and volunteers. It 
doesn’t get much better than that!

mailto:freedomfestival@sbcglobal.net
mailto:freedomfestival@sbcglobal.net
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An Insured Promotion enables event 
organizers a way to offer a large prize for a 
fraction of the prize value. The event orga-
nizer is actually purchasing an insurance 
policy that basically says if an event par-
ticipant fulfills all the rules of the contest 
and wins a prize, the insurance policy will 
cover the cost of the payout. This type of 
promotion allows organizers to accurately 
budget for the cost of the promotion and 
offer large, attractive prizes while protect-
ing the company’s balance sheet. 

An insured promotion maximizes the 
impact of every dollar in your promotion 
budget. They allow organizers to create 
a “buzz” by offering exciting prizes; they 
help drive brand awareness and reinforce 
brand image. Because of the nature of 
insured promotions they also provide or-
ganizers with the opportunity to build a 
customer database. Consumers are more 
likely to enter a contest and give more 
accurate data when offered the chance at 
a large prize (Digitrends, 2000). 

Promotions are usually designed to 
give the public a compelling reason to 
take a desired action at a particular time. 
If you hold an insured promotion within 
a festival or event, it creates an additional 
incentive to attend the event and stay. It 
also protects a prize budget in the event 
too many consumers respond to an offer. 

The basic concept is that randomly select-
ed consumers “win” a chance to win a large 
prize. Often times the consumer is guaran-
teed to receive a small prize for participat-
ing. These types of promotions are a great 
opportunity to develop a partnership with 
a local radio station that can help publicize 
the contest and secure participants. Some 
examples of insured promotions follow:

 

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.

Insured Promotions
By Susan Greitz

“Unlock Your Dream Car 
Promotion”

Event attendees register for a chance to 
win when they enter the fair/festival.
During the fair/festival, a small pre-
specified number of entrants will be 
randomly selected to pick 1 out of 100 
keys (only one key will open the car)
If the key unlocks the door, the con-
sumer wins the car.

“One For Show Putt For 
Dough” Promotion

Variations on this are often used at 
golf outings, but also could be used at 
other festivals or events by setting up a 
putting green
Have a radio station conduct an on-air 
contest where three listeners will win a 
small prize as well as the chance to win 
$1,000,000 at your event
The three listeners plus two randomly 
selected consumers at the fair/festival 
will have the chance to win $1,000,000 
if they can sink a putt from 50 feet.

“Bring On The Rain Promotion”
This promotion would be dependant 
on the location of your event- parts of 
the country that receive snow may want 
to adjust the name 
The general concept is that if it rains/
snows more than X amount on one 
pre-selected day during specified hours, 
the $100,000 prize is awarded
The method for selecting a name can vary 
– for example, everyone who buys a ticket 
in pre-sale is entered into a drawing that 
will take place during the fair/festival
Other self-insured secondary prizes can 
be given to the winner if it doesn’t end 
up snowing/raining enough such as gift 
certificates, discounts, sponsor prizes, etc.

•

•

•

•

•

•

•

•

•

•

“Scratch & Win Promotions”
A representative hands out scratch-off 
cards as attendees enter the fair  
or festival
The game pieces will have 9 squares; at-
tendees are only allowed to scratch off 
three of the squares for a chance to win 
a new car or a large cash prize
Only one of the game pieces handed 
out will have at least three boxes that 
reveal the word “CAR” or “CASH”
If the three boxes that the attendee 
scratched match, they win that prize.
There are other types of promotions, 

plus a number of variations on the above 
examples. All provide excellent opportuni-
ties to connect with consumers in a posi-
tive, cost effective manner while keeping 
your liability low. If you are interested in a 
quote for a promotion, or have an idea for 
a promotion and are interested insuring it, 
please call Carol Porter with Haas &Wilk-
erson at 913-676-9258.

•

•

•

•

INSURANCE INSIGHTS

www.hwins.com
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How did you first hear about 
IFEA, and what caused you to 
get involved?

When I was setting up Rotterdam Festi-
vals in the early ‘90s, we were looking for 
best practices and partnerships in other 
countries. Hans Horsting, a respected 
colleague who worked for the Chamber 
of Commerce in Rotterdam, and now 
an IFEA Hall of Fame member, told me 
about IFEA. The first IFEA convention I 
went to was in Pittsburgh, Pennsylvania 
(USA) in 1991. It was an overwhelming 
experience, where I felt “at home,” found 
new friends, and learned many new 
things. It ended with one of the best fire-
works shows I have ever seen, shot from 
barges on the Ohio River and donated by 
the Zambelli family. There are experi-

going
dutch

Meet IFEA’s New Chairman
Charlotte DeWitt interviews

 Johan Moerman

He’s tall, kindly, and always thinking. That’s the first thing 

that you notice about Johan Moerman, the 2010 Chairman of  

IFEA’s Board of Directors. While his native language is Dutch, 

he is also fluent in English and speaks some German and 

French, as well. He jokingly says he can say “good morning” 

and “thank you” in several other languages—useful for some-

one who has worked in almost forty countries as diverse as 

Azerbaijan, Poland, and Korea.
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For the leading association of 
festivals and events in seven parts of 
the world, it is a marriage made in 
heaven. In the 55-year history of IFEA, 
Johan Moerman is the first Chair-
man who comes from outside North 
America. 

It gets better. Johan also has a 
degree in business economics and 
administration, which gives him the 
sort of left brain/right brain equilib-
rium essential to someone who has 
spent most of his professional life 
orchestrating urban cultural change. 
If one had to give him a job title, it 
would more likely be that of “Cultural 
Conductor” than his present title as 
Managing Director of Rotterdam Festi-
vals, in The Netherlands.

These same skills—the ability to 
listen, to assimilate, to interpret, and 
to facilitate– coupled with his interna-
tional perspective and his higher pro-
fessional education at the University 
of Applied Sciences give IFEA a chair-
man uniquely qualified to lead the 
association towards a vision of a more 
globally optimized organization.

He is also uncommonly modest, 
which means that Johan’s style of 
leadership encourages process without 
politics, for the good of the whole. 
It is a style more common to Europe 
than the United States.

Bio in brief
Johan Moerman is Managing Direc-

tor of Rotterdam Festivals, the orga-
nization responsible for event and 
policy co-ordination in Rotterdam, 
The Netherlands. He started Rotter-
dam Festivals in 1994. Rotterdam has 
been recognized as the best event city 
in the country and praised for its con-

sistent and innovative festival policy.
Johan has more than twenty years 

of experience in the cultural indus-
tries. Before starting Rotterdam Festi-
vals, he worked for the Rotterdam Arts 
Council for twelve years, eventually as 
Deputy Director before leaving to start 
Rotterdam Festivals.

Johan is a specialist in concepts 
that optimize the co-operation 
between cities and event producers 
and maximize the results for both 
festival organizers and city authori-
ties. “Festivals help cities to strengthen 
their attractiveness and image,” he 
says. “They increase the number of 
tourists, increase community pride, 
and develop neighborhoods.” He is 
convinced that the key success factor 
is the way that all partners involved 
collaborate and stimulate each other 
to emphasize the unique character of 
the city and improve the quality of life 
of its citizens, and it is this philoso-
phy of inclusiveness that he brings to 
the Board of IFEA.

Johan served as treasurer of IFEA 
Europe’s Board of Directors from 
1994 – 2002. He was invited to join 
IFEA World’s Board in 2002, and was 
elected Chair-Elect in 2008. 

In addition to his work with IFEA, 
Johan is also a board member of 
Rotterdam Philharmonic’s Gergiev 
Festival and of Audiences Europe, a 
European network for people involved 
in audience development in the arts. 
He also works as a consultant for FEI, 
Festivals and Events International, a 
group of highly-qualified specialists 
in England, Ireland, The Netherlands, 
and Denmark. 

ences that stay with you the rest of your 
life. This was one of them. 

After Pittsburgh, my professional life 
changed forever. I became a part of a 
network of professionals that even today 
grows larger every year. We Rotterdam-
mers were so positive and enthusiastic 
back then that we offered to organize the 
next worldwide IFEA convention in The 
Netherlands. It became a reality in 1992. 

That convention (or conference, as we 
say in Europe), was also the birthplace of 
IFEA Europe and was an important step 
in establishing the direction of the inter-
national network our association is today. 
Those were the great pioneer days where, 
Charlotte DeWitt, CFEE, as the first Euro-
pean President, played an important role. 
I remember some great conferences, like 
the one at the Stockholm Water Festi-

that there were other places, with other 
people and other ideas around us. For 
some reason, that was not frightening, 
but inspiring– the beginning of a life in 
which I had dozens of pen pals all over 
the world when I was sixteen and wanted 
to travel the world by the time I was 
twenty-four. But I never thought that I 
would become the chair of a wonderful 
international festival network in a glob-
ally united festival industry. 

What role does international-
ism and/or multi-culturalism 
play in the programming of 
festivals in Rotterdam?

Because Rotterdam is a port city, we are 
international by nature. There are 168 dif-
ferent ethnic groups living in the city, and 
in a few years’ time, fifty percent of these 
600,000 people will have parents who 
haven’t grown up in The Netherlands. 
For this reason, international exchange 
is a natural thing to do in Rotterdam. 
Shanghai, St. Petersburg, and Baltimore, 
for example, are “twin” or “sister” cities. 
We have cultural exchanges with all cor-
ners of the earth. We celebrate a tropical 
Caribbean-style summer carnival, a big, 
world music and poetry festival, one of 
the most respected international film 
festivals for independent filmmakers in 
the world, an annual festival for contem-
porary Turkish art, and many, many more 
events throughout the year. 

What is your vision for IFEA?

Without doubt we’re all focussing on 
the way we can survive this financial crisis 
at the moment. I have a great belief in the 
role IFEA can play in this. I am looking 
forward to the convention in St. Louis, 
Missouri (USA), where we will meet 
each other between September 15 and 
17. We’re all in the same situation. What 
could possibly be more cost-effective 
than to visit the convention and be able 
to talk with experienced colleagues who 
have to deal with the same problems as 
yourself – and without consultancy costs! 

That does not take away the fact that 
we all need a vision that goes beyond the 
short-term problems, and this is where 
the international part of IFEA comes in. 

Why is internationalization 
important for our industry?

I don’t think the impact of globaliza-
tion can be underestimated. We can no 
longer hide behind our safe borders. The 
internet created a worldwide communica-
tions system that goes beyond borders 
and political systems. Internationaliza-
tion will be more and more visible in our 

val. I also remember discussions about 
“tone of voice” at these conferences. The 
Americans wanted to hear success stories 
but for some reason, Europeans were just 
as inspired by stories about failures and 
bloopers. But we bridged all the cultural 
differences and had a lot of fun at the end 
of the day. 

What is your personal rela-
tionship with the international 
theme?

I grew up in a port city and in a house 
with a view on the river between Rot-
terdam and the sea. I was eight years old 
when I saw the big ocean liners sailing 
to Shanghai, Singapore, Baltimore, and 
Seattle. It made me realize that the world 
was bigger than the place I grew up in, Continued on page 67

http://issuu.com/action/page?page=69
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New and Blue 
on the Côte d’Azur 

An American cartoonist and a French parade? 
Mon Dieu! Whatever are they thinking?!

By Charlotte J. DeWitt, CFEE

When Chad Crowe and his wife went 
on their three-month European rail odys-
sey in 2001, he never imagined a train 
strike in France and a simple postcard 
purchased in Nice would mark the begin-
ning of a major career change in his life.

Chad had graduated from Western 
Washington University (USA) with a 
major in political science. His true love, 
however, was political cartooning and 
illustration, which he had studied as an 
undergraduate. Some four years after the 
train adventure, looking through memo-
rabilia, he came across that post card 
of Nice Carnival, the great pre-Lenten 
celebration that annually brings over one 
million people to this colorful Mediter-
ranean city on the French Riviera. As a 
political illustrator whose work has ap-
peared in such publications as the Wash-
ington Post, the Wall Street Journal, Business 
Law Today, and the Boston Phoenix, what 
intrigued him about the postcard were 
the larger-than-life sculptural caricatures 

featured on the huge Nice float—irrever-
ent, mocking, satirical. 

Today, it is Chad Crowe’s designs that are 
on postcards in Nice. Since 2006, he has 
competed with some of the best political 
cartoonists in the world, and each year since 
then, has seen his designs transformed into 
some of the largest parade floats in the world 
for the Carnival of Nice. One of these was a 
design for the “King Carnival” float, the most 
prestigious float in the Carnival parade.

Chad is also the only American to ever 
have been selected since the competi-
tion started in 2002, no mean feat when 
one considers the odds: he does not 
know French, does not live in Europe, 
had never seen a European-style carnival 
celebration prior to 2006, and entered a 
design competition in a country famous 
for its reverence and protectionism of its 
own language and culture.

Here, in an exclusive interview, Chad 
Crowe (CC) shares some of his thoughts 
with Charlotte J. DeWitt (CJD).

The Creative Process

CJD: Chad, once you are given the theme 
for that year’s carnival, how does the 
creative process begin for you? 

CC: Excitement, panic, caffeine.  
Seriously. I try to brainstorm what the  
theme means, and all the possible con-
nections to the theme. It also helps to 
have attended the parades, so I have a 
rich treasure trove of visual stimuli from 
previous carnivals, and also a general  
idea of the interesting culture of Nice. 
Perhaps I think TOO much about it. I 
will search the internet, and look through 
books and just try to put as much infor-
mation in my head as possible the first 
week. Then, usually ideas start sifting 
through and rising to the top. After I feel 
there are four strong concepts (the maxi-
mum a cartoonist can submit), I  
will start sketching. 
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CJD: Your first entry in the competition 
was for Carnival 2006, when the theme 
was “King of Dupes.” Your winning  
design “Good King/Bad King” was  
chosen for the “King Carnival” float 
that year, quite an honor for a first-time 
contender. What was your interpretation 
of that theme?

CC: The float showed a Janus-like, two-
headed king, the publicly facing “good” 
king, who dupes the public with a few 
shiny coins, and the rear-facing “bad” 
king, who is a greedy glutton, keeping 
all the wealth for himself—coins, Euros, 
dollars, and cows. His head rotates 360 
degrees. The king’s greedy characterization 
is based on Pantagruel, the giant son of 
Gargantua, from a 16th century book by 
the French author François Rabelais. I used 
a slightly different interpretation this year 
in my float design “Green Gargantua.”

CJD: How do you know so much about 
the characters like Pantagruel/Carnavalon 
(referring to your design of 2006: “Good 
King/Bad King”), Ratapignata (the bat, 
featured in 2008) and Pulcinella, and their 
symbolism in the traditional carnival 
parade? You’re an American!

CC: As an art student, I became enthralled 
with the work of Honoré Daumier, the 
great 19th century French caricaturist 
who actually spent six months in jail 
because of his creativity. This naturally 
led to an interest in the time period, and 
the subjects he drew, such as his famous 
lithograph Gargantua, based on Rabelais’ 
story from 1532. Once I saw my first Nice 
Carnival in 2006, it seemed like a natural 
extension of this historical tradition of 
caricature and the burlesque in French 
culture, so the characters of Gargantua 
and his giant son Pantagruel were a  
natural fit. 

CJD: Were there any other influences?

CC: The work of Gustav Adolph Mossa, 
the famous French symbolist painter-
turned-carnivalier from Nice at the turn 
of the century, was also a great influence 
and point of reference. After several car-
nivals, and buying Annie Sidro’s book on 
the history of the Carnaval de Nice, there 
was enough reference to research esoteric 
topics like the Ratapignata. Of course, 
I only understand it from a foreigner’s 
perspective, and one who doesn’t speak 
a lick of French! (CJD: Annie Sidro is a 

1998 IFEA Hall of Fame recipient. See Le 
Carnaval de Nice et ses fous by Annie Sidro 
© 1979 by Editions SERRE.)

CJD: And how do you know so much 
about Europe and its current events and 
politicians to be able to come up with 
a design that is both carnivalesque and 
politically satirical? Do you do a lot of 
reading and research? 

CC: As a political science major at a liberal 
arts college, I was a student of idealistic 
professors who constantly compared 
the social democracies of Europe to our 
own U.S. political system. Political Theory 
and Comparative Politics were my favorite 
courses, as they analyzed the culture and 
ideas behind how certain political sys-
tems operate, and I always was intrigued 
by the Western European democracies. 

They seem to focus more on a “commu-
nitarian” idea, where the individual is im-
portant, but not at the expense of what is 
good for the community, and the govern-
ment has an active role in supporting this. 
In the U.S., we have a political culture that 
distrusts government and focuses more on 
individual accomplishments rather than 
what might be good for the whole.
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The Politics Of Humor

CJD: All humor is culturally interpreted. 
Your design for the 2007 Carnival was re-
ally quite a political statement—and quite 
funny—if one understood French politics 
at the time. The theme that year was “King 
of the Grand Free-for-all” (melée, a rugby 
term for “scrum”)”. Can you explain the 
float design for “King of Roosters”?

CC: In February 2007, the carnival theme 
was based on a double entendre of the 
rugby term grande melée, or scrum – in 
other words, a big free-for-all. It symbol-
ized two things: the French Presidential 
elections coming up in May 2007, and 
the Rugby World Cup, which France was 
to host in the fall.

I thought the Gallic rooster would be a 
fun symbol for France, and in the sketch, 
it’s frantically running away with the rug-
by ball from the Presidential contenders. 
They are, from right to left: Jean-Marie Le 
Pen, Nicholas Sarkozy, Ségolène Royal, 
François Hollande (then First Secretary of 
the French Socialist Party and the father 
of four children with his partner Ségolène 
Royal), and Lionel Jospin, former Prime 
Minister under Jacques Chirac and briefly 

“The magnificent King of Roosters tries desperately to protect his throne from other 
ambitious roosters. Running has become difficult, as he seems to have put on weight.”
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a 2007 Presidential candidate. On the 
far right, Dominique de Villepin, French 
Prime Minister from 2005-2007, is being 
crushed by the melée due to his ties to the 
Clearstream scandal.

CJD: And what about the walk-around 
characters accompanying the float?

CC: The grosses têtes (big heads) surround-
ing the float were satirical sculptures of 
Sarkozy eating a cheeseburger (one of his 
favorite foods, which President George 
W. Bush served him during Sarkozy’s 
state visit to the summer White House in 
Maine in August 2007), and Jacques Chi-
rac, President of France from 1995-2007.

CJD: I attended the Nice Carnival in 2007. 
I don’t remember seeing your float, but 
I do remember seeing a lot of inflat-
able 12-foot-tall (4M) roosters walking 
around. What happened? Did they censor 
your entry because of politics?

CC: (laughing): The rooster (coq in French) 
was made as a giant inflatable character 
tethered to the float, but unfortunately 
it was punctured and deflated during the 

parade. There were many jokes made by 
the cartoonists I was sitting next to (given 
the name of the float)!

CJD: Chad, you are far too modest. I know 
in 2009, two of your float designs “King of 
Mascarades” and “The King of Credit”– were 
winners—quite an accomplishment! Once 
your design is selected, do you have any 
further role, for example in PR interviews or 
in interacting with the float builder? 

CC: No, I don’t think they would want me 
to be anywhere near where the mechanical 
decisions were being made! The true crafts-
manship and artistry really belong to the 
float builders like the Povigna family, who 
are one of the oldest carnival companies in 
Nice. All I do is a simple drawing, but they 
turn it into an animated giant sculpture that 
amazes hundreds of thousands of people. 

CJD: What’s next? I know you have been 
working on illustrations for a book about 
a sulphur-crested cockatoo, and that you 
teach at the Pacific Northwest College of 
Art (PNCA) in Portland, Oregon (USA). 
Are there other collaborative design op-
portunities out there—perhaps to create C
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an educational project bringing together 
illustrations, students, and international 
collaborators in other parades?

CC: As far as I know, Nice Carnival is the 
only parade that makes use of this type of 
innovative competition amongst interna-
tionally recognized political cartoonists. 
The satirical floats of Nice may be a cul-
tural phenomenon particular to Europe, 
but American parades, for example, could 
certainly adapt the idea of an illustrators’ 
competition, using a different theme 
each year to keep the parade vibrant and 
alive. If an American designer like myself 

can be accepted in France, just imagine 
the cross-cultural dynamics of bringing a 
team of French carnavaliers to America!

CJD: So what is it about Nice Carnival that 
keeps you engaged year after year? Why 
do you love it so much?

CC: Certainly attending the carnival and 
seeing your drawing turned into a giant 
sculpture is an amazing experience, but the 
Nice Carnival is much more than that. The 
carnival is a chance to overcome the bar-
riers of class or nationality, and welcome 
people from around the world to unite 

and participate in art, laughter, and to 
publicly mock the authority they have to 
live under the rest of the year. Perhaps that 
sentence seems a little too contrived, but I 
believe it. We have met so many interesting 
and enjoyable people over the years—all 
because of a train strike and a postcard.

Contact:
Chad Crowe Illustration
+1 (503) 241-7382
info@chadcrowe.com
http://www.chadcrowe.com

C
re

di
t: 

Vi
lle

 d
e 

N
ic

e

C
re

di
t: 

Vi
lle

 d
e 

N
ic

e

2010 INTERNATIONAL EVENTS 49

mailto:info@chadcrowe.com
http://www.chadcrowe.com


50 INTERNATIONAL EVENTS 2010

Nice Carnival is recognized as one of the 
top three carnival celebrations in the world. 
During its 2½ week run, there are eight 
daytime and nighttime illuminated carnival 
parades, or corsi, and five world-class 
“Battle of Flowers” parades; plus children’s 
activities, a winter plunge in the Bay of 
Angels, feasting, and the traditional seaside 
incineration of the King Carnival float, fol-
lowed by fireworks choreographed to mu-
sic. The 2010 Carnival ran from February 
12-28; dates vary each year in accordance 
with the Christian observance of Lent. 

2010 Theme: King of the  
Blue Planet

When a festival has existed over 137 
years, it can be challenging to keep it 
fresh and new. Nice’s solution? Each year, 
Nice Carnival adopts a new theme, a 
combination of old traditions interpreted 
in a modern, contemporary way. 

“King of the Blue Planet” is a French 
expression whereby “blue” connotes 
the environment. Americans would say 
“green.” Does it really matter? Here’s 
what was new this year:

Eco-enlightenment: Four new initiatives:
Production equipment—big LED 
screens at Place Messina– huge il-
luminated frescoes encircling the 
entire square, with over 1,000 square 
meters of LED compositions; light 
shows; carefully selected music; 
“Battle of Flowers” floats totally rede-
signed to offer a 360° view;
Recycling: old postcards used in pa-
pier mâché; flour and water for glue; 
old mechanical devices and costumes 
recycled into new interpretations;
Eco-citizenship: containers for disposal 
of silly-string aerosol spray cans. Silly-
string “attacks” are a common Carnival 
trick played on unsuspecting revelers.
Carbon tax on float vehicles not 
environmentally up to standards.

On-line voting for the Queen of Car-
nival—the first time ever!
Social media: 

Facebook “Carnaval de Nice official;” 
“Les Amis du Carnaval” (Friends of 
Carnival)
“Le Carnival” (Carnival) on Twitter 

Venue changes: Return to Place Mes-

•
•

•

•

•

•

•
•

•
•

sina, former home of the corso/ parade 
temporarily abandoned due to construc-
tion of new tram line, now used again to 
help the parade move more smoothly.

Other news: Street Arts
The Povigna family, boasting four 

generations of carnavaliers, has expanded 
beyond floats into the realm of street arts. 
After their fabulous “Dragon of the Bay of 
Angels” in 2009, this year they presented 
Eléphantasia, a giant mechanical elephant 
10M (32 feet) long, 5.5M (18 feet) tall, 
entirely articulated. 

This year, four giant marionettes paid 
tribute to the four basic elements of 
Earth, Air, Fire, and Water. True to the 
eco-friendly theme of “Blue Planet,” these 
marionettes previously appeared in 2009 
with a different wardrobe as icons of 
Vivaldi’s Four Seasons. 

Floats
Nice Carnival is known worldwide for 

its extraordinary floats, some as tall as a 
three-story building and fully articulated 
or animated. With a tradition in the plas-

Nice Carnival at a Glance: 
Floats, Flowers, and Festivities
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Nice Carnival at a Glance: 
Floats, Flowers, and Festivities

tic arts like papier mâché sculpture span-
ning centuries, the carnavaliers of Nice 
produce work of unsurpassed creativity, 
humor, and allegorical sophistication.

Carnival 2010 featured twenty floats, 
each one 12 meters (39 feet) in length, 3 
meters (almost 10 feet) wide, and between 
8 to 17 meters (26-56 feet) high. The three 
leading floats are always the King, the 
Queen, and their son, called “Carnava-
lon,” followed by their “royal court” com-
posed of seventeen floats and the soufflerie, 
which magically blow out confetti. 

Float designs for the Carnival parade 
are selected in a competition of leading 
political cartoonists. The competition 
dates back to 2002, when Nice Carnival 
chose this innovative way to satirize the 
launch of the euro with the theme “Eu-
roland.” The competition has continued 
ever since. Chad Crowe is the only Ameri-
can to have won in the history of the 
competition, and he has won annually 
since his first entry in 2006.

Each float design must carry out the 
theme of that year and must include 
thematically supporting walk-around 
characters traditionally made of a mod-
ern type of papier mâché called plastazote, 
which is light-weight and waterproof. 
These grosses têtes, or “big heads,” are 
sculptural heads worn on the shoulders 
of individual performers following or sur-
rounding the float. They normally weigh 
from 10-12 kilograms (22-26 pounds) 
each if made of papier mâché, but half of 

that if made of plastazote. The latest varia-
tion of grosses têtes is an extensive line of 
cold air inflatables, some as tall as 4.2 M 
(14 feet), which weigh hardly anything. 
The performer is totally enclosed inside 
the inflated fabric shell.

Carnival history
The Carnival of Nice dates back to 

1294. By the Middle Ages, masked princes 
masqueraded as paupers, peasants as 
kings, and great feasts were prepared in 
anticipation of the forty days of Lenten 
fasting observed by the Catholic Church. 

Permeating these festivities was a great 
sense of irreverence, for although the 
citizenry were obligated to royalty, and 
later, to the government, for every aspect 
of their survival, during these few days of 
carnival, it was permitted to mock, satirize, 
and otherwise criticize the establishment. 
The same was true of the upper classes—
by donning masks, they could avoid detec-
tion and pretend to be one of the lower 
classes, whose mores were less restricted 
and less governed by convention.

These raucous festivities typically  
culminated on Mardi Gras, “Fat Tuesday,”  
the day before Ash Wednesday in the 
Catholic Church’s calendar leading up 
to Good Friday and eventually, the holy 
week of Easter. According to custom, 
people abstained from eating meat dur-
ing this time and the expression carne 
levare (loosely translated “away with 
meat”) evolved into Carnival.

From floats to flowers
In 1830 the first carnival parade occurred 

in Nice, featuring thirty horse-drawn car-
riages. By 1873, these processions had 
turned into elaborate parades with sculpted 
floats designed by the great Mossa family of 
artisans, Alexis and his son Gustav Adolf. 

A second parade, the “Battle of Flowers,” 
was added in 1876, when horse-drawn 
carriages filled with flowers filed down the 
Promenade des Anglais, the so-called “Eng-
lish Promenade” because Queen Victoria 
and her entourage escaped the harsh British 
winters by hibernating in sunny Nice.

Today’s interpretation of the “Battle 
of Flowers” is a far cry from the civilized 
exchange of bouquets that took place 
then. Carriages have given way to floral 
floats, each decorated with 4-5,000 fresh-
cut flowers. The 7M (23 foot)-long floats 
make several laps around the parade 
route, while beautiful models throw 20 
kilograms (44 pounds) of fresh mimosa 
and local flowers—some 80-100,00 
flowers in all– into the arms of the eager 
crowds, until nothing remains—quite dif-
ferent from the typical parade that travels 
a linear route once.

The Franco-American Connection
Long before there was a professional 

association of festivals and events, curious, 
innovative people brought the most interest-
ing ideas home from their international 
travels. In the late 1800s, two independent 
visits, one by a group from Pasadena, Cali-
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fornia, the other by a bank president from 
San Antonio, Texas, laid the groundwork for 
what eventually became the Pasadena Tour-
nament of Roses Parade in 1890 and the San 
Antonio Battle of Flowers Parade in 1891. 
Although they never went to Nice, organiz-
ers from Portland, Oregon, were inspired by 
Pasadena and added a Grand Floral Parade 
to the existing Rose Festival in 1908. Today 
it is the second largest all-floral parade in 
North America.

Like its French counterpart, the Pasa-
dena parade sees a live street audience of 
approximately one million people—the 
difference being that Tournament of Roses 
Parade is only one day; Nice offers thirteen 
parades over two weeks. Television broad-
casting increases the reach of the Tourna-
ment of Roses Parade to over 16.5 million 
households, with an estimated 40 million 
viewers in the U.S. alone. 

The San Antonio Battle of Flowers Parade 
is reputed to be the only parade in the Unit-
ed States to be planned and staged entirely 
by women, according to the San Antonio Ex-
press-News (April 7, 2009). Portland’s Rose 
Festival and its Grand Floral Parade have a 
live street audience of 500,000; its syndi-
cated broadcast reaches 10 million viewers 
across six states and Western Canada.

Just imagine if they had bought postcards.

Contact:
OFFICE du TOURISME et des CONGRÈS 
(Nice Convention & Tourism Bureau)
BP 4079
06302 NICE CEDEX 4, FRANCE
Info: +33 (0)892 707 407
www.nicecarnaval.com / www.nicetour-
isme.com
info@nicetourisme.com

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

Charlotte is the 2009 inductee to 
the IFEA Hall of Fame, the industry’s 
highest honor. As president of Inter-
national Events, Ltd., she has worked 
in some 29 countries since 1979, 
designing and producing waterfront 
festivals, European carnival-style 
parades, and international events. 
She consults worldwide on festival 
master plans and tourism develop-
ment, and is the global perspectives 
editor of i.e. magazine. Charlotte is 
Past Chairman of IFEA/World (IFEA) 
and founder/ past President/CEO of 
IFEA Europe. She lived in Sweden 
from 1994-2004.
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Journeys of 
Expression VIII: 

Celebrating Through 
Times of Crisis

prospects and potentials  
for tourism, festivals and  

cultural events

April 20-21, 2010 
Copenhagen, Denmark

 
Building on the established collabora-

tion between the Centre for Tourism and 
Cultural Change (CTCC) at the Leeds 
Metropolitan University (UK) and the 
International Festivals and Events Asso-
ciation (IFEA), the eighth annual Journeys 
of Expression conference runs April 20-21, 
2010 in Copenhagen, Denmark. The 
conference will bring together interna-
tional academic researchers in the field of 
tourism and festival studies with policy 
makers and practitioners in the festivals 
and cultural events sector. The CTCC and 
IFEA are working in partnership with the 
Centre for Tourism and Culture Manage-
ment, Copenhagen Business School, 
in the organization and hosting of this 
event. The conference coincides with IFEA 
Europe’s annual conference, which runs 
April 21-23, 2010.

Journeys of Expression VIII will discuss 
the complex implications of the global 
economic downturn for the relationships 
between tourism, festivals, and cul-
tural events. Presentations will consider 
questions of how the balance between 
social, artistic, and commercial aspects 
of festivals can be sustained during these 
challenging times; and how festivals and 
cultural events and their attractiveness 
to tourists may contribute to addressing 
economic, social, and environmental 
crises at local, regional, national, and 
international levels.

Save these 2010 Dates!

CONFERENCES AND SEMINARS

April 20-21 Journeys of Expression VIII, Copenhagen, DK. Leeds 
 Metropolitan University and IFEA Europe.

April 21-23 Festive Roads to Recovery, Copenhagen, DK. IFEA Europe. 
 (AGM on April 23.)

April 22-23 Kenya Events, Festivals, & Conferences Forum, Nairobi, 
 Kenya. Makini College and Kenyatta International 
 Conference Centre.

April 18-20 PALME Exhibition, Dubai, UAE. IIR Middle East.

August 9-10 Eventing the Future , Christchurch, South Island, 
 New Zealand. New Zealand Association of Event 
 Professionals. 
 www.nzaep.co.nz; www.eventingthefuture.co.nz. 

August 18-22 Behind the Scenes of The Edinburgh Festival, Edinburgh, 
 Scotland. International Events, Ltd. 
 www.internationaleventsltd.com 

Sept 15-17 IFEA’s 55th Annual Convention & Expo, St. Louis, 
 Missouri, USA.

AWARDS

April 19 PALME Middle East Awards 2010 for AV, audio technology 
 and lighting design, Dubai, UAE. (Entry deadline March 1.)

May 10 IFEA Hall of Fame Awards Deadline.

May 10 IFEA/Zambelli Fireworks Internationale Volunteer of the Year 
 Award Deadline.

May 26 Middle East Event Awards, Dubai, UAE. 
 (Entry deadline April 8.)

June 21 IFEA/Haas & Wilkerson Insurance Pinnacle Awards
 (Early bird deadline.)

July 19 IFEA/Haas & Wilkerson Insurance Pinnacle Awards
 (Final deadline.)

October 7 Australian Event Awards, Sydney, Australia. 
 (Entry deadline July 26.)

Contact: 
Dr. Philip Long 
p.e.long@leedsmet.ac.uk 
and Dr. Lise Lyck 
ll.tcm@cbs.dk

Register: 
http://ifeacopenhagen2010.eventbrite.com/

In the history of IFEA, 
there has never been  

a time where the vision 
of a globally united 

industry has been  
more visible than in  
the upcoming series  

of conferences,  
seminars, and awards 
ceremonies spanning 

the globe from Kenya to 
Korea, Copenhagen to 
Dubai, and New Zea-

land to Scotland.

Education 
and 

Accolades:
Conferences, 

Seminars, and 
Awards Abound

http://www.nzaep.co.nz
http://www.eventingthefuture.co.nz
http://www.internationaleventsltd.com
mailto:p.e.long@leedsmet.ac.uk�
mailto:ll.tcm@cbs.dk
http://ifeacopenhagen2010.eventbrite.com
http://ifeacopenhagen2010.eventbrite.com
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Kenya is the latest country entering 
the educational arena for festivals and 
events professionals. It will host its 
inaugural Kenya Events, Festivals, & 
Conferences (KEFC) Forum April 22-
23, 2010 at the Kenyatta International 
Conference Centre in Nairobi. 

Makini College and the Kenyatta In-
ternational Conference Centre (KICC) 
have partnered to hold this “first of its 
kind” forum that will help develop an 
international benchmark for events and 
enable standardization of competency 
in event management in the region. 

Top international events specialists 
will join Kenyan event organizers in 
discussing the way forward in the event 
industry. Presenters include William 
O’Toole, events development special-
ist for the city of Abu Dhabi, and for 
the governments of New Zealand and 
Scotland; Eva Schausberger, Director, 
Foreign Credential Recognition at Cana-
dian Tourism Human Resource Council; 
and Janet Landey, CSEP, of Party Design 
Group, South Africa, and head of IFEA 
South Africa. Also invited is Charlotte J. 
DeWitt, CFEE, President of International 
Events, Ltd., of the United States, and 
past-Chair of the International Festivals 
and Events Association and founder/
past-President/CEO of IFEA Europe.

The events industry has been around 
for a while, but has not had a stable 
foundation in Kenya. Most event 
managers in the country are not aware 
that international standards for hold-
ing events and conferences exist. Kenya 
has no specific body that recognizes 
event organizers and persons who de-
rive their wellbeing from the industry. 
Hence, this event will bring out the 

importance of developing competen-
cy-based standards, forming associa-
tions for professional organizers, and 
forming professional programmes that 
are relevant to event, conference, and 
festival managers.

Forum topics include:
how to bid for events
how to promote and develop events
risk management and analysis of an 
event
how to measure ROI (return on 
investment) of event sponsorship 
how to develop competency-based 
standards for event management
how to benchmark event safety 
standards
development of internationally rec-
ognized training programs in event 
management.

The event has attracted interest 
from corporate, government, non-gov-
ernmental organizations, hotels and 
tour operators, churches and religious 
forums, as well as independent event 
organizers and event service providers.

Contact:
Silvia Mochorwa 
smochorwa@kicc.co.ke 
Kenyatta International Conference 
Centre: +254 724 274 170
(T): +254 20 247277   
    
or Amelia Watindi
amelia@makinicollege.com 
(T): +254 20 2727552/3   
 
www.kenyaevents.org

•
•
•

•

•

•

•

IFEA Europe Annual Conference

Festive Roads 
to Recovery

how festivals and events  
stimulate economic  
development and 

change the way we  
perceive the world

April 21-23, 2010
Copenhagen, Denmark 

The 2010 IFEA Europe Annual Confer-
ence comes to Denmark’s beautiful capi-
tal city of Copenhagen this April 21-23. 
The IFEA Europe AGM (annual general 
meeting) will take place on April 23rd.

The end of “the noughties,” a term 
coined by BBC to describe the first decade 
of the new Millennium, derived from the 
British word “nought,” or “zero,” as in 
2000, saw unprecedented changes in the 
European economy and the socio-econom-
ic environment, while culture at large - 
albeit with some hesitancy - was promoted 
through the official agendas and working 
platforms of the EU and its member states. 

During the last 20 years, Copenhagen 
has evolved into a vibrant capital with a 
multitude of festivals, from small neigh-
borhood events to acclaimed annual 
events such as ”Copenhagen Jazz Festival” 
and ”Golden Days in Copenhagen.” Most 
recently, Copenhagen has also hosted one-
off events, not just in the political field, but 
also events such as the MTV Music Awards, 
Womex, and World Outgames. Now the 
city has launched a new initiative to ensure 
that event knowledge is preserved so that 
the Danish capital is prepared to initiate 
and host major events in the future. Learn 
about the city’s event strategy, its returns, 
and its challenges. http://www.ifeaeurope.
com/events/copenhagen2010

Speakers and panelists include:

Peter Hanke, (DK)
The ”European Cultural Parliament” 
think tank

Prof. John Holden, (UK)
Demos

William Culver-Dodds (UK)
Consultant

Johan Moerman (NL)
CEO, Rotterdam Festivals, and Chair-
man 2010 IFEA World

Witek Hebanowski (PL)
The Other Space Foundation

Inaugural Kenya Events, Festivals, & 
Conferences Forum April 22-23, 2010

mailto:smochorwa@kicc.co.ke
mailto:amelia@makinicollege.com
http://www.kenyaevents.org
http://www.ifeaeurope.com/events/copenhagen2010
http://www.ifeaeurope.com/events/copenhagen2010
http://www.kenyaevents.org
http://www.ifeaeurope.com/events/copenhagen2010
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More than two hundred leading 
names from thirty-five countries will 
showcase thousands of products at 
PALME Middle East 2010, the lead-
ing trade show and exposition in the 
burgeoning MENA (Middle East and 
North Africa) market. 

PALME Middle East 2010 is sched-
uled from April 18 – 20 at the Dubai 
International Convention and Exhibi-
tion Centre, and targets regional buyers 
in the AV, lighting and systems integra-
tion market.

New for 2010
“The educational aspect of the show 

will be one of our key highlights this 
year,” said exhibition director Alex Heu-
ff, who is also the head of IFEA’s Middle 
East & Pan-Arab Office. “The support 
from CEDIA and InfoComm Academy 
as our Official Education Providers adds 
tremendous value to the participants’ 
experience at the show, drawing not 
only the tradesmen to the exhibitors, 
but also the technicians and consultants 
who play a vital role in reaching buying 
decisions at any trade event. We are also 
proud of the support from our sponsors 
to this year’s edition: Platinum Spon-
sors Ateis Middle East AVI Electronics; 
Gold Sponsors Circuit Gulf and Christie 
Digital; and Silver Sponsor Production 
Technology,” he added. 

Now adding live events technology to 
its already established portfolio of confer-
ences, including AV and lighting, PALME 
Middle East is poised to congregate more 
than 300 delegates under one roof to 
listen the likes of Alexander Hennig, 
Creative Director, LOBO, Germany; Wim 
De Geest, General Manager, Middle East 
Media & Entertainment Division, Barco, 
UAE; and Dr. Omar Khattab, Associate 
Professor, Department of Architecture, 
Kuwait University, Kuwait. 

Converging systems integration and 
installation technology together with en-
tertainment and music, PALME this year 
will feature a fully automated working 
home on the show floor by Circuit and 
the region’s first ever display of the latest 

state-of-the-art AV Golf Simulator by Full 
Swing, in addition to the popular laser 
show by LOBO. 

PALME Awards to début  
April 19, 2010

Following the success of the Middle 
East Lighting Design Awards, known as 
“MELDA,” organizers IIR Middle East 
recently announced the launch of a 
more comprehensive awards night for 
the whole industry – the PALME Awards. 
The inaugural PALME Awards ceremony 
sponsored by Christie Digital, InAVate, 
Pro Audio Middle East & Mondo dr, 
will recognize and reward innovation 
and technical excellence covering twelve 
categories for AV, audio technology, and 
lighting design, as well as a special award 
chosen by popular vote for the most 
significant individual who has contrib-
uted to the AV Industry in the Middle 
East. Entry deadline is March 1, with the 
awards ceremony on April 19, 2010.

Now in its eighth year, PALME 
Middle East consists of three key show 
segments: PALME, for professional au-
dio and lighting; INSTALL, for systems 
integration; and MUSAC, for profes-
sional DJ and musical instruments and 
accessories. The show welcomed more 
than 6,000 visitors in 2009.

As we go to press, Heuff said exhibition 
space at the 2010 event is 95% sold out. 
“With leading names already committing 
to PALME, including Neumann Muel-
ler, Prolyte, Lobo Electronic, Yamaha, 
Eurotruss, Production Technology, Almoe 
AV, Robe, Meyer Sound in PALME as 
well as Extron, AMX, Galtech, Da-Lite, 
Mitsubishi, BARCO on the INSTALL side, 
the show has turned out to be a great 
achievement considering the current eco-
nomic climate and just demonstrates the 
importance the industry places on PALME 
as the leading platform for the Middle 
East and North Africa markets.”

Contact:
+971 4 3365161
palme@iirme.com 
www.palme-me.com

Middle East 
Event Awards 

The Event Oscars of the 
Emirates return to Dubai

May 26, 2010

The third edition of the Middle East 
Event Awards, presented by sourceme, the 
region’s only dedicated events directory, 
will take place on May 26, at a prestigious 
gala dinner in the Joharah Ballroom, prem-
ises of Venue Sponsor Madinat Jumeirah, 
in Dubai, United Arab Emirates.

The Middle East Event Awards encom-
passes twenty-one categories covering 
corporate and public events, venues, 
events services, and outstanding indi-
viduals in the industry. 

“To broaden the focus of the awards 
and involve a wider scope of businesses 
and individuals, we have introduced new 
categories such as Best Incentive Event, Best 
Innovative Entertainment, Best Event Sound 
Production, Best AV / Video Solution for 
an Event, and Young Achiever of the Year,” 
Awards Project Manager Dana Haubold said.

Building on the huge success of the 2009 
awards, this year’s event is set to be bigger 
and will attract a wider regional presence 
of key decision makers within the indus-
try. The audience at the 2010 awards gala 
dinner will include more than 450 key 
industry players involved in the largest and 
most important events, exhibitions, meet-
ings and live entertainment shows taking 
place throughout the Middle East. 

Last year’s winners included Abu Dhabi 
National Exhibitions Company (Best 
Trade Exhibition), Flash (Best Fair/Fes-
tival/Concert, and Best Sporting Event), 
mamemo productions (Best Creative Use 
of Event Lighting), HQ Creative (Best 
Event Theme/Décor, and Outstanding 
Production Achievement), Qatar MICE 
Development Institute (Green Award), 
ADNEC Chief Executive Officer Simon 
Horgan (Outstanding Contribution to 
the Middle East Events Industry), and 
Dubai Duty Free Managing Director Colm 
McLoughlin (Lifetime Achievement in the 
Middle East Events Industry). Read From 
Cartoons to Kudos:Al Mahabba Awards Fes-
tival named “Best Arts and Cultural Event” 
in the Middle East at www.internationa-
leventsltd.com/publications for complete 
coverage of the 2009 awards. 

Sponsors include Gold Sponsor Gemini 
Worldwide LLC, Silver Sponsor BYRNE 
Equipment Rental, Venue Sponsor Jumei-
rah, and Trophy Sponsor PRECISE Trading.

The Middle East Event Awards are orga-
nized by IIR Middle East. For more infor-
mation or to make a booking to attend 
the awards’ gala dinner and ceremonies, 
visit www.me-eventawards.com.

mailto:palme@iirme.com
http://www.palme-me.com
http://www.internationa�leventsltd.com/publications
http://www.internationa�leventsltd.com/publications
http://www.palme-me.com
http://www.internationa�leventsltd.com/publications
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Call for Entries: 
Australian Event 
Awards Program

Closing date: July 26, 2010

From Bondi to Broome and Bris-
bane to Birdsville, events profession-
als large and small can start prepar-
ing for the 2010 Australian Event 
Awards, as entries are now open for 
the pinnacle awards program in the 
Australian event industry. The awards 
ceremony is October 7; deadline for 
entries is July 26.

The Australian Event Awards is a 
national program to reward excellence 
and innovation across the entire Aus-
tralian events industry and is the only 
opportunity for Australian events, 
event managers, products and service 
providers to be nationally recognized 
for their achievements regardless of 
event type, size, geographic location, 
or association membership. 

“We’ve opened entries months ahead 
of the gala presentation on October 
7, allowing prospective entrants an 
opportunity to review the criteria and 
questions in plenty of time,” said 
Jeremy Miller, Executive Producer of the 
Australian Event Awards. 

The Australian Event Awards are 
judged by a panel of highly skilled 
industry experts co-chaired by Johnny 

Allen, Foundation Director of the Aus-
tralian Centre for Event Management, 
and Sandy Hollway, former CEO of 
the Sydney Organizing Committee for 
the 2000 Olympic Games. 

“In 2009 the judges were thrilled 
to see so many different types of 
events strongly represented, from the 
Australian Open and the Biennale of 
Sydney, to the Fun4Kids Festival in 
Warrnambool and Carols by Candle-
light SA. We hope this encourages 
regional and small-scale events to get 
involved and enter, and prove they 
can be just as innovative and effective 
as Australia’s high profile conferences 
and public events,” said Allen. 

Following significant industry feed-
back, the 2010 Australian Event Awards 
will also recognize four new categories, 
Best New Event, Best Private Event, Best 
Achievement in Entertainment, and 
Most Innovative Use of Technology. 

Entries are open until July 26, and 
are open to any event staged between 
July 1, 2009, and June 30, 2010. The 
Award program will culminate in the 
presentation of the “Australian Event 
of the Year” Award on October 7, cho-
sen from the winners of each “Event 
of the Year Award” category.

For more information about the 
Australian Event Awards, to enter, or 
to register for updates, visit http://
www.eventawards.com.au. The awards 
also have a Facebook page.

Korean Site Visit  
to Festivals  

“Down Under”:
Benchmarking Festivals in 
New Zealand and Australia

As a part of its ongoing educational 
program, IFEA KOREA visited the Hokitika 
Wildfoods Festival in New Zealand March 
11-18, 2010, a follow-up to its initial visit 
in 2004. The Wildfoods Festival offered a 
unique opportunity to sample such rare 
culinary offerings as cicada larva or maggot, 
sheep tail, swine brain, whitebait, deer leg, 
and possum, a large, squirrel-like animal na-
tive to New Zealand—all very special “wild” 
foods not typically eaten by most people. 
Recognized for its innovative concept, this 
festival won the grand prix in the New Zea-
land tourism competition two times. 

Mike Keenan of the Westland District 
Council in New Zealand and head of the 
Hokitika Wildfoods Festival, was invited 
to Korea in June, 2009, to sign a memo of 
understanding between IFEA KOREA and 
Hokitika Wildfoods Festival. As a result 
of this agreement of international festival 
exchange, IFEA Korea sent a delegation to 
visit the 2010 festival in New Zealand.

The Korean festival delegation con-
sisted of Professor Gang-Hoan Jeong, 
President of IFEA KOREA, representatives 
of officially designated Korean cultural 
tourism festivals, and graduate students 
in the Department of Tourism Event 
Management at Pai Chai University, 
Taejeon, who joined representatives of 
various other New Zealand and Austra-
lian festivals and events such as the Eller-
slie International Flower Show, Taste of 
Sydney, Melbourne Food & Wine Festival, 
L’Oreal Melbourne Fashion Festival, and 
Melbourne Queer Film Festival. 

The goals of the site visit were to offer 
competitive, on-the-job training, enhanced 
knowledge about internationally renowned 
festivals, and opportunities to benchmark 
global trends in the festival industry. 

Contact:
Professor Gang-Hoan Jeong, President, 
IFEA Korea
jghon@pcu.ac.kr

http://www.eventawards.com.au
http://www.eventawards.com.au
http://www.eventawards.com.au
http://www.eventawards.com.au
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Korea Tops 
Pinnacles in 
Indianapolis

P I N N   C L E
H A A S  &  W I L K E R S O N  I N S U R A N C E

International Festivals & Events Association

to understand. In Korea, governmental 
blessing can mean the difference be-
tween success and failure, and everyone 
takes it quite seriously.

The Ministry’s endorsement, based 
on a sophisticated rating system that 
encourages excellence within the world 
of Korean festivals and events, paid off. 
Boryeong Mud Festival won an IFEA gold 
Pinnacle Award on September 23, 2009. 

The Ministry’s selections for the “Best 
Festival” category in 2010 are Gimje Ho-
rizon Festival, Geumsan Ginseng Festival, 
and Jinju Namgang Lantern Festival. The 
Daegaya Experience Festival moved from 
the “preliminary” level to the “promising” 
level, a major accomplishment triggering 
media attention in Korea.

Korea’s success, however, is not just 
dependent on its government incuba-
tion system supporting cultural tourism 
festivals, but also on its strong festival 
education and research programs. Pai 
Chai University won two gold Pinna-
cles for its Masters and Ph.D. programs 
in festival and event management. It 
has increased the number of its two-
year, four-year, and graduate school 
programs in Korea, with an increase of 
15% in academic research on tourism 
and events in tourism journals—a dra-
matic increase over the past 15 years.

Twelve years ago when Korea’s Minis-
try of Culture, Sports, and Tourism began 
its program of rating the country’s cul-
tural tourism events, no one would have 
foreseen the results. Last year, Korean fes-
tivals won awards in seventeen categories 
of IFEA’s 2009 Pinnacle Awards, includ-
ing no less than ten gold awards. 

Looking ahead to 2010, Professor 
Gang-Hoan Jeong, President of IFEA 
Korea, predicts the competition will 
become even more intense due to the 
Ministry’s decision to narrow the field 
from fifty-seven officially recognized 
“cultural tourism festivals” in 2009 to 
forty-four. Of these forty-four, the top 
two categorized as typical Korean festi-
vals are the Boryeong Mud Festival and 
the Andong Maskdance Festival, with 
the remainder classified as eight “best” 
festivals, ten “superior” festivals, and 
twenty-four “promising” festivals. It is 
the third consecutive year that Boryeong 
has been selected by the Ministry for 
the “typical Korean festival” category, 
considered a high honor. 

For those in other countries accus-
tomed to running independent festivals 
with no need of government endorse-
ments, the significance of achieving such 
ranking by the government, rather than 
by popular acclaim, could be difficult 

800-352-5675 • rentnational.com

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

Temporary Fence • Pedestrian Barricades • Portable RestroomsTemporary Fence • Pedestrian Barricades • Portable Restrooms

www.rentnational.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156
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The American Bus Association’s Top 100 
Events in North America is an annual 
compendium of the best events for 
group travel in the United States and 
Canada and one that typically finds a 
good number of IFEA member events 
among those selected. Each spring, a 
committee of ABA-member motorcoach 
and tour operators select the Top 100 
Events for the subsequent year. Winners 
are chosen from hundreds of celebra-
tions, festivals, fairs, commemorative 
events, and more that have been nomi-
nated by ABA members. From among 
the winners, ABA names the Number 
One Event for both the United States 
and Canada in September of each year.

As part of a new industry partnership 
program, the ABA is encouraging IFEA 
members to nominate their festival or 
event to be considered for the Top 100 
Events award. All current ABA members 
(typically CVB’s, State Tourism Depart-
ments, Chambers and Motorcoach/Tour 
Operators) can nominate up to three 

events for this prestigious award. If you 
are not an ABA member, you can contact 
a member in your area (you probably 
work closely with some to promote your 
event already) and encourage them to 
nominate your festival or event. Or, for 
the first time, you may now nominate 
your own festival or event for a nominal 
fee of $100 (fee will be rebated if you 
choose to join the ABA in 2010). Simply 
click on the ABA link at the end of this 
article. The deadline for nominations is 
May 7, 2010.

Further helping us to recognize the 
quality of IFEA member events, for those 
fortunate enough to be chosen to the 
Top 100 listing, the ABA will provide 
special recognition by placing an IFEA 
logo next to your listing in the Top 100 
Events magazine.

For more information about this pro-
gram, please visit this site:

http://www.buses.org/top100 or con-
tact Courtney Davis, ABA’s Meetings and 
Events Coordinator, at 800-283-2877.

ABA Encourages IFEA Members to Nominate 
Their Event for the Top 100 Events Award 

http://www.buses.org/top100
http://www.buses.org/top100
http://www.buses.org/top100
www.fwworld.com
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What Did Jane Bring Back from the 
IFEA Annual Convention & Expo?

International Festivals & Events Association

The most focused source of creativity, professional education, industry 
recognition, global networking, and event resources in our field.  

Register your entire team today so they don’t ask: “What’d you bring me?”

www.ifea.com

IFEA’s 55th Annual 
Convention & Expo 
St. Louis, MO, USA 
Sept. 15-17, 2010 

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=189&Itemid=71
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There’s a lot at stake in Warsaw, Poland, these days, and no one knows this better 
than Agnieszka Wlazel. Part of it is reclaiming neglected riverfront land. But the 
larger picture is Warsaw’s bid to become a European Capital of Culture in 2016. 

Wlazel wears many hats in Warsaw—director of the three-year-old Re:visions Festival, and now, head of the Impact Foundation, 
the organization responsible this past year for launching Warsaw’s newest festival along the banks of the Vistula River. In terms of 
art, her hope is to rebrand Warsaw as a “dynamic, creative, and extremely intelligent artistic sphere.” In terms of waterfront revital-
ization, she is an agent of change, enabling Warsaw residents to express their visions for a restored riverfront and to enjoy activities 
along the water’s edge. “Warsaw culture needs change,” says Wlazel, “and the European Capital of Culture is an opportunity for the 
city in this direction.” For a city 85 per cent destroyed by Nazi Germany as punishment for its uprising in World War II, a city that 
subsequently fell into an economic black hole under Stalin, this would be the biggest validation of all.

Transformations Art Festival by the Vistula
During the past 40 years the waters of the Vistula River in Warsaw were associated 

with empty concrete banks and dangerous thickets. A contest sponsored by the War-
saw Culture Office last year changed all that. Artists and cultural animators from ten 
non-governmental organizations were selected to collaborate on a four-month-long 
celebration of the Vistula’s artistic potential. Local Warsaw foundations and associa-
tions joined in with their own riverfront activities. Beginning in June 2009, more than 
500 riverside events and cyclic artistic projects brought over 150,000 people to partici-
pate in concerts, exhibitions, workshops, performances, film screenings, city games, 
dance shows, canoeing rallies, and excursions. A new festival was born: Transformations 
Art Festival by the Vistula. 

Transformations Art Festival by the Vistula was an attempt to improve the image of 
the riverbank and make it more friendly for Warsaw residents. Daily coverage of the 
festival resulted in over 500 articles and interviews spanning all kinds of media, from 
newspapers to electronic sources. The project was described in trade and art maga-
zines, as well as newspapers and local media. Selected events were also filmed.

The Transformations atmosphere
For four months the space between the Swietokrzyski and the Srednicowy bridges 

was an area of artistic activity called transFORM, created by Stowarzyszenie Edukacji i 
Postepu STEP. The program constantly developed and expanded thanks to new artists 
joining the project. transFORM’s goal was to revitalize the river area and promote con-
temporary art, concentrating on environmental art focused on eco-friendly actions. A 
central part of the project was a barge, used as a floating stage for concerts and perfor-

mances, as well as a place for artistic, photographic, and dance workshops. This artistic lab significantly changed the riverbank pub-
lic space, integrating city inhabitants around new installations, such as a multi-color sandpit, a luminous horse running through the 
river, or a huge tent hiding an art gallery inside. 

Artistic nights organized each weekend by Ja Wisła Foundation in the Czerniakowski Port were extremely popular, as were the 
Friday Dechy events, when people of all ages danced on an open air dance floor. Saturday concerts on the Herbatnik barge hidden 
in the thicket of the Czerniakowski Port allowed people to feel like they were on a vacation somewhere in the most remote parts of 
Poland, while listening to music rarely heard on Warsaw stages. 

By Agnieszka Wlazeł with Charlotte DeWittFrom 
Re:visions to 
Transformations:
Warsaw goes for the GOLD
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The Vistula River, as a calm, green oasis 
in the heart of the city, was the main axis 
of the Wisłostrada Festival organized by 
Makata Art Association. Several stages 
located at Cypel Czerniakowski hosted a 
variety of music performances, as well as 
open-air theatre performances, work-
shops, and other artistic events. 

The Street Art Doping Festival resulted in 
the creation of several new murals which 
may well become the flagship of the city. 
Concerts on the boulevards near the 
Slasko-Dabrowski Bridge drew additional 
enthusiastic audiences.

Vanish by the Vistula, an installation 
organized by the Bec Zmiana Foundation, 
featured such famous contemporary Pol-
ish artists as Paweł Althamer and Joanna 
Rajkowska. A sculptor and performance 
artist, Althamer won the prestigious 
Vincent Van Gogh Biannual Award in 
2004 and has exhibited internationally. 
Rajkowska, an installation artist, is best 
known for her 15-meter-tall (50-foot) 
artificial palm tree installed on Warsaw’s 
Aleje Jerozolimskie, called “Greetings 
from Jerusalem Avenue.” The palm tree 
became a permanent fixture in Warsaw 
thanks to the protection of the President 
(Mayor) of Warsaw. A neon installation 
at Kepa Potocka designed by Warsaw 
artist Maurycy Gomulicki, perhaps best 
known for his “Pink Not Dead” exhibit, 
is a permanent result of the Vanish by the 
Vistula event. 

Family encounters with history called 
Royal Walks by the Vistula organized in 
the Kubicki Arcades by ART Foundation 
and water tram trips with Warsaw music 
bands – a project by the NOK Foundation 
– were among the most popular events. 

One river, two banks
There were also attempts at uniting 

the two sides of the river. The Vistula Art 
Kayak project featured canoeing rallies 
organized by Ave Foundation, which has 
been trying to encourage Warsaw inhabit-
ants to spend summer weekends by the 
river for years. The rallies united the 
two sides of the river from Wawer in the 
south to Tarchomin in the north. Warsaw 
inhabitants of both sides of the city had a 
chance to meet also on the Swietokrzyski 
bridge during the Granica-most (Bridge-
border) action organized by Monte Video 
Foto Foundation.

Various actions initiated via the inter-
net were also aimed at encouraging peo-
ple to visit the riverbank. An online game 
and a live game Wisła na linii (Vistula on-
line) was preceded by a quiz which was 
to provide people with an answer to the 
question: What type of Vistula personality 
are you? Both projects were implemented 
by the Praga district tourist information 
centre, InfoPraga.
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The British Council also contributed to 
actions aimed at reviving the riverbank 
in Warsaw. Together with the Impact 
Foundation, the festival coordinator, it 
organized the Future City Game dur-
ing which a few dozen active Warsaw 
inhabitants presented several innovative 
ideas concerning the revival of Warsaw’s 
riverbanks. 

Proscenium/Teatr Go Foundation pro-
vided video documentation during the 
Transformations Art Festival by the Vistula 
– From the Vistula’s perspective.

Photo-voting
Vistula Support Meter was an unusual 

photography project which involved col-
lecting “signatures” (votes) in the form of 
photographic portraits, or “headshots,” of 
Warsaw inhabitants.

During the festival’s four-month run, 
hundreds of Warsaw inhabitants shared 
their ideas for developing the Vistula 
riverbank and the river itself. In several 
different places in the districts of Praga, 
City Centre, and Mokotów, participants 
provided their signatures in the form of 
their portraits. A 300-meter photographic 
collage was created over a four-month 
period as a collective portrait of those in 
support of a common vision of a revital-
ized Vistula River that unites people. The 
collective dream included boulevards, 
better public access to the river, cleaner 
water, passive enjoyment areas with 
benches, lawn chairs, and trash recep-
tacles, and cultural events and entertain-
ment along the river’s edge. 

Post-script
Transformations Art Festival by the Vistula 

was a cycle of cultural events on the 
Vistula inspiring a general debate on 
the development of the Vistula embank-
ment in Warsaw, carried out as part of the 
preparations of Warsaw to gain the title 
of European Capital of Culture 2016.

The main task of the Impact Founda-
tion, as the festival coordinator, was to 
combine the actions of all non-govern-
mental organizations, stimulating social 
interest in the Transformations, and inviting 
various organizations to cooperate and 
engage in promotional actions related to 
the festival. The Impact Foundation is a 
member of the River//Cities network.

Ten organizations initially engaged 
in the works on the Transformations Art 
Festival by the Vistula, but by the end of the 
festival, over 100 organizations and insti-
tutions took part in the revival of the Vis-
tula River. The biggest success of Transfor-
mations was the gathering of a large group 
of people, organizations, and institutions 
to share their passions and combine their 
efforts in a joint action aimed at giving the 
riverbank back to Warsaw.

Contact: 
Agnieszka Wlazeł, Prezes
Fundacja Impact / Impact Foundation
Bruna 18/12
02-594 Warszawa/ Warsaw
Poland
agnieszka@art-impact.pl

Related Websites: 
www.przemianywisly.pl/en
www.river-cities.net
www.revisionswarsaw.pl
www.art-impact.pl

mailto:agnieszka@art-impact.pl
http://www.przemianywisly.pl/en
http://www.river-cities.net
http://www.revisionswarsaw.pl
http://www.revisionswarsaw.pl
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of Canada’s forest industry and three times the size of 
Canada’s insurance industry in economic returns. For 
this reason Canada’s Economic Action Plan, that is de-
signed to stimulate the economy through tourism, will 
invest $100 million in Festivals over two years. 

One thing IFEA can do for its members is share this 
information with you, so that you – wherever you live 
and no matter the size of your festival or event – are 
well informed and able to use these arguments when 
your city is thinking about decreasing its support or 
raising the price of its services. We will do that when 
and wherever we can, through ie magazine, the IFEA 
Event Insider, on-line webinars, and a host of other 
communication resources, especially at our annual 
conferences and conventions around the globe. This 
year’s largest gathering, the 55th Annual IFEA Con-
vention & Expo, will take place in St. Louis, Missouri, 
U.S.A. this September 15 – 17, 2010, in a new, exciting 
format with just as many sessions, but more time to 
meet, talk and socialize.

Over the last 20 years, IFEA global conferences and 
conventions have given me new skills, important free 
advice from professionals that I normally couldn’t af-
ford to pay for the same, and many long-lasting friend-
ships. Friends that I can call or e-mail with all year 
long to ‘pick their brains’ and ask for advice. For me, 
knowing you and sharing with you, is the main value 
of this wonderful network. 

I am honoured and proud that I, as your 2010 chair, 
will be able to give some of my experience back to you 
and the organization. I realise it will be an exciting, but 
not always easy year. A big and diverse membership 
organisation comes close to a wheelbarrow with frogs. 
We are a diverse group of people, with very different 
backgrounds; All very independent professionals with 
as many opinions as members. 

Diversity is complex, but inspiring. Just like your 
opinions should be relevant for your cities, they are 
relevant to us. I am looking forward to meeting you 
in person during my travels this year, learning and 
making new friends and, at the same time, exchanging 
opinions and visions about the future of our industry 
and our common IFEA network. 

JOHAN MOERMAN
2010 IFEA Board Chair 

Rotterdam Festivals - Rotterdam, The Netherlands
Tel: 31-10-433-25-11

Email: directie@rotterdamfestivals.nl

Without a doubt many of you are struggling with 
the impact of the economic crisis on your event. 
Sponsorships are down, while many cities have cut 
their budgets or even increased the costs of their 
services. I understand the circumstances, but I am 
not sure if these cities are making the right choice 
for their city. They might not be aware of the great 
positive impact our events have on the cities where 
they take place. 

Festivals and events are public celebrations in the 
first place. Celebrations in which we celebrate our 
identity together with other people. Our festivals 
increase community pride, bond people together, 
and turn individuals into a community. 

But there is more. In his famous book ‘’The Rise 
of the Creative Class,” Richard Florida looks at the 
forces reshaping our economy and how compa-
nies, communities and people can survive and 
prosper in uncertain times. He discovered a strong 
relation between economic growth and the pres-
ence of creative people in a city. Art and culture, 
including the creativity of our industry, have 
economic impact that goes beyond this weekend’s 
box office. It helps cities to position themselves as 
attractive places to live, to work and to invest in. 

The Canadian government showed us that 
they understand these new economic laws. They 
measured the size of the arts and culture industry 
and discovered that this industry is twice the size 

THE BOARD TABLE

The Impact of Celebration

mailto:directie@rotterdamfestivals.nl
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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.

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

Program Sponsors

Association Partner

   

www.zambellifireworks.com www.kaliff.com

www.kandkinsurance.com

www.hwins.com

www.dixieflag.com

http://www.zambellifireworks.com
http://www.kaliff.com
http://www.kandkinsurance.com
http://www.hwins.com
http://www.dixieflag.com
www.ifea.com
http://www.zambellifireworks.com
http://www.hwins.com
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AMUSEMENT RENTAL

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

BANNERS/FLAGS

dfest® - DIXIE FLAG EVENT SERVICES TEAM - Producers of all types of flags, ban-
ners, 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.

EQUIPMENT RENTAL

NATIONAL EVENT SERVICES – Provides temporary fence, portable restrooms, mobile 
storage & temporary power. Services from coast to coast. For a free quote call 800-352-
5675. Address: 15319 Chatsworth Street, Mission Hills, CA 91345; Phone: 800-352-5675; 
Fax: 818-221-6193; Email: Internetsales@rentnational.com;  
Website: www.rentnational.com.

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.

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.

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.

MARKETPLACE
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.

SPONSORSHIP

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

mailto:brooks@fwworld.com
http://www.fwworld.com
mailto:pete@dixieflag.com
http://www.dixieflag.com
http://www.firstflash.com
mailto:cmcbride@checkersindustrial.com
http://www.checkersindustrial.com
mailto:Internetsales@rentnational.com
http://www.rentnational.com
mailto:zambelli@zambellifireworks.com
http://www.zambellifireworks.com
mailto:porter@hwins.com
http://www.hwins.com
mailto:Dale_Johnson@kandkinsurance.com
http://www.kandkinsurance.com
mailto:info@edgeworks�group.com
mailto:info@edgeworks�group.com
http://www.edgeworksgroup.com
mailto:marvin@sched.org
http://www.sched.org
mailto:lukman@sponsorship.com
mailto:lukman@sponsorship.com
www.cableprotector.com
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Continued from page 43Johan Moerman 

towns, villages, and neighborhoods. 
The world will come to us, and 
world will be open for all of us.

In the coming years, IFEA, too, will 
steadily become more international. 
We will have members in every cor-
ner of the globe. Our international 
committee is already working on 
plans for international exchanges of 
talented staff-members and other 
ways to communicate on a global 
level. This opens an exciting new ho-
rizon– a worldwide network of event 
professionals from very different 
backgrounds who will inspire and 
help each other to realize our dreams 
and build our communities. In my 
opinion, this opens lots of new op-
portunities– for our lives, which will 
be enriched by many, many, new and 
wonderful experiences – and for our 
businesses.

Contact:
Johan Moerman
IFEA World Chairman, 2010 
Managing Director, Rotterdam 
Festivals
Postbus 21362
3001 AJ Rotterdam
Schiedamse Vest 160c
3011 BH Rotterdam
The Netherlands
(T) +31 10 433 25 11
johan@rotterdamfestivals.nl

26 May 2010

Joharah Ballroom

Madinat Jumeirah

Dubai, UAE

www.me-eventawards.com

http://issuu.com/action/page?page=45
http://issuu.com/action/page?page=69
mailto:johan@rotterdamfestivals.nl
www.me-eventawards.com
www.kandkinsurance.com


IFEA is pleased to present our 2010 Webinar  
Series! Offering online educational sessions host-
ed by industry leaders and special guests, the IFEA 
Webinar series covers a wide variety of topics im-
portant to your organization’s success. 

Webinars are easy to attend . . . just view and listen to the presentation 
online from the comfort of your own computer - without even leaving 
your desk! No Travel Expense Required. Can’t make the live presenta-
tion of the Webinar? Not a problem! Live Webinars are recorded and 
are available to be viewed as “Webinars On Demand” to watch at your 
leisure after the life presentation. What better way to receive great 
educational information by great presenters while saving both time and 
travel expenses!

2010 
 IFEA Webinar   
       Series

Registering for a Webinar: 
Both live and recorded Webinars 
are available for purchase via any 
of the following methods: 

Online at the IFEA Bookstore  
& Resource Center 
Faxing or mailing in the  
Webinar Registration Form 
Calling the IFEA at  
+1-208-433-0950 ext: 3

Individual Webinar Cost: 
$59 - IFEA Members 
$59 - Association Alliance Members 
$99 - Non-IFEA Members  

Registration cost is per computer 
site for as many people as you 
can sit around your computer. 
Gather additional staff, volunteers, 
or board members around your 
computer so they too can join you 
for this learning experience at no 
additional charge!

•

•

•

•
•
•

 Webinars in Bulk:  
(not available for online purchasing)

BUY 3 Webinars and Receive  
1 FREE (Up to $99 in savings) 
BUY 5 Webinars and Receive  
2 FREE (Up to $198 in savings!) 
BUY 10 Webinars and Receive  
5 FREE (Up to $495 in savings!) 

Webinar Start Time in  
Your Time Zone: 
7:00 a.m. Hawaii 
9:00 a.m. Alaska
10:00 a.m. Pacific 
11:00 a.m. Mountain 
12:00 p.m. Central 
1:00 p.m. Eastern 
6:00 p.m. GMT

Webinar Length:
60 Minutes 

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

•

•

•

2010 IFEA WEBINAR 
SCHEDULE AT A GLANCE
THURSDAY, JANUARY 14, 2010 
“Using the Internet to Build Your Audience in 2010 – Part 
1” - Presented by Bruce Lupin, CEO & Doug Rasch,  
Director of Search Marketing, Edgeworks Group

THURSDAY, JANUARY 28, 2010 
“Strategies, Tactics and Attitudes to Keep Selling Sponsor-
ship During The Recession” - Presented by Bruce Erley, 
CFEE, President & CEO, Creative Strategies Group

THURSDAY, FEBRUARY 11, 2010 
“Re-Configuring the Norm” - Presented by Jeff Curtis, 
Executive Director, Portland Rose Festival

THURSDAY, FEBRUARY 25, 2010
“Cheers! ‘Tapping’ In To Your Full Revenue potential With 
Alcohol Sales” - Presented by Paul Jamieson, CFEE, Execu-
tive Director, SunFest

THURSDAY, MARCH 25, 2010 
“Intro to Social Media for Festivals and Events” - Presented 
by Carla Pendergraft, Carla Pendergraft Associates 

THURSDAY, APRIL 8, 2010 
“Accessible Festivals – Including People with Disabilities” - Pre-
sented by Laura Grunfeld, Founder and Owner, Everyone’s Invited

THURSDAY, April 22, 2010 
“The Art of Being Green” - Presented by Tia Christiansen, 
Operations Manager, Sausalito Art Festival

THURSDAY, MAY 6, 2010 
“The WOW Factor!  It’s Not Just An Event - It’s An Experi-
ence” - Presented by Ken Ashby, President and Maris Segal, 
CEO, Prosody Creative Services, Inc., New York City, NY

THURSDAY, JUNE 10, 2010 
“How to Apply Successful Case Histories to YOUR Sponsorship!” 
- Presented by Sylvia Allen, CFEE, President, Allen Consulting

THURSDAY, JUNE 24, 2010 
“How Do You Use the Internet to Build your Audience in 
2010 – Part 2” - Presented by Bruce Lupin, CEO & Doug 
Rasch, Director of Search Marketing, Edgeworks Group

THURSDAY, OCTOBER 21, 2010 
“Cultivating Powerful Partnerships with Corporations” - Pre-
sented by Gail Bower, President, Bower & Co. Consulting LLC

THURSDAY, NOVEMBER 4, 2010 
“How to Use Your Site to Build Event Attendance -- Moving 
Visitors into Action – A Website Clinic” - Presented by 
Bruce Lupin, CEO & Doug Rasch, Director of Search 
Marketing, Edgeworks Group

THURSDAY, NOVEMBER 18, 2010 
“Sponsorship Reality Check” - Presented by: Chuck 
O’Connor, CFEE, Director of Marketing & Corporate 
Partnerships, National Cherry Festival

THURSDAY, DECEMBER 9, 2010 
“Eat a Frog for Breakfast:Remarkable Time  
Management” - Presented by Gail Alofsin, Director of 
Corporate Partnerships, Newport Harbor Corporation

68 INTERNATIONAL EVENTS 2010
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Thursday, April 8, 2010 

“Accessible Fes-
tivals – Including 
People with Dis-
abilities”
Presented by  
Laura Grunfeld, Founder 
and Owner 
Everyone’s Invited,  
Sheffield, MA
CFEE Elective Credit: Leadership/Management Skills

Is your festival accessible to patrons with 
disabilities? How well does your event comply 
with the Americans with Disabilities Act? This 
seminar contains essential information for every 
event producer.

Learn ways to improve your accessibility, 
avoid litigation, open up to a new market, and 
have a more inclusive event. Discover many 
inexpensive things you can do that make a big 
difference.

Americans with Disabilities Act – friend 
or foe?
Essentials of a well-run Access Program
Accommodating people with all types of 
disabilities – the basics
Behind the scenes – training, signage, 
emergency planning etc
Laura Grunfeld, MA, is the founder 

and owner of Everyone’s Invited, a con-
sulting, production, and training company 
specializing in helping producers make 
their events more accessible to people 
with disabilities. Laura has consulted with 
music festivals and craft fairs large and 
small, and has designed and produced 
comprehensive Access Programs for the 
New Orleans Jazz & Heritage Festival, the 
Bonnaroo Music & Arts Festival, and the 
Rothbury Music Festival. See www.Every-
onesInvited.com for more information.

Thursday, April 22, 2010 

“The Art of Being 
Green”
Presented by Tia Chris-
tiansen, Owner, Moving 
Parts Productions/Art 
Coordinator, Rothbury 
Festival
CFEE Elective Credit: Current 

Industry Issues & Trends 

Have you heard, or even thought to your 
self, that greening and sustainability efforts 
are too expensive and time consuming? Have 
you thought that your event is so small that 

•

•
•

•

a greening program is not that necessary? 
Besides, what difference can just one event or 
person make?

Tia Christiansen has worked with such 
northwest perennials as the Sausalito Art 
Festival, Eugene Celebration, Portland 
Rose Festival, the Oregon Country Fair, 
and the Oregon State Fair. Additional 
clientele have included included Madison 
House Presents, AEG Live, the Harmony 
Festival, Live Nation, Another Planet En-
tertainment, and 360 Productions.  Since 
1999, Tia’s varied experience with festival 
and event operations has allowed her to 
participate in cutting edge sustainability 
programs which include implementing 
the use of compostable cups as early as 
2002, raising awareness of an event’s 
carbon footprint as early as 2007, and she 
continues to work on ways in which the 
Sausalito Art Festival may reduce its waste 
footprint.

Thursday, May 6, 2010 

“The WOW Fac-
tor! It’s Not Just 
An Event - It’s An 
Experience”
Presented by Ken Ashby, 
President and Maris 
Segal, CEO, Prosody 
Creative Services, Inc., 
New York City, NY 
CFEE Elective Credit: Current Industry Issues & Trends

The event experience begins long before the 
gates open! When the entertainment dollar 
continues to be challenged, keeping spon-
sors, consumers and the media engaged in 
the event experience may be more significant 
today than ever before. This WOWbinar 
will explore the importance of keeping event 
ideation fresh for stakeholders, press, and 
audiences in an effort to rise above the noise.

Prosody Creative Services, Inc. is an 
award winning marketing and event 
management agency based in New York. 
Principles, Ken Ashby and Maris Se-
gal, offer over six decades of combined 
experience with large and small scale 
clients and socially grounded projects 
that have taken them all over the world 
including: Pope Benedict XVI’s NY visit, 
Super Bowl half times, Up With People 
International Youth Leadership program, 
World Cup Soccer, William Jefferson 
Clinton’s Presidential Inaugural and 
relationship marketing brand support for 
Fortune 500 companies such as American 

Express, Kraft Food Service, M&M Mars, 
Glaxo Smithkline and IBM. Recently, 
Prosody served as the Executive Producer 
for America’s 400th Anniversary which 
commemorated the founding of the first 
permanent English settlement at James-
town in VA.

Thursday, June 10, 2010 

“How to Apply 
Successful Case 
Histories to YOUR 
Sponsorship!”
Presented by Sylvia Allen, 
CFEE, President 
Allen Consulting,  
Holmdel, NJ
CFEE Elective Credit: Economic Impact

Find out what the “big boys” are doing in 
sponsorship ... what is successful and what 
is not ... then, apply those successful ideas to 
your festival or event! These can be i-phone 
apps, unique sampling opportunities, Ford 
“house parties” .... learn from the experts and 
capitalize on their success.

Sylvia Allen, President of Allen Consult-
ing, has 30 years of sales and sponsorship 
experience. Her marketing and public 
relations firm has produced more than 
100 events per year and raises more than 
$1 million worth of sponsorships for her 
clients each year. She was on the faculty at 
New York University for 20 years and has 
taught seminars on sponsorship around the 
world. Considered one of the world’s spon-
sorship experts, she is the author of “How 
to be Successful at Sponsorship Sales” and 
“A Woman’s Guide to Sales Success.” Prior 
to starting her own company she was with 
such Fortune 500 companies such as AT&T 
and McGraw Hill.

Thursday, June 24, 2010
 
“How Do You Use 
the Internet to Build 
your Audience in 
2010 – Part 2”
Presented by Bruce Lupin, 
CEO & Doug Rasch, Direc-
tor of Search Marketing
Edgeworks Group,  
Aliso Viejo, CA 
CFEE Elective Credit: Current Industry Issues & Trends 

This webinar will teach the more advanced 
techniques of “integrated online event mar-
keting and development.” Building on what 

www.everyonesinvited.com
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She’s a professional consultant, writer, 
and speaker, with nearly 25 years’ experi-
ence managing some of the country’s most 
important events, festivals and sponsor-
ships, like the New Orleans Jazz & Heritage 
Festival, the Newport Jazz Festival, and 
even both of former President Clinton’s 
Inaugurations. Launched in 1987, today 
Bower & Co. improves the effectiveness 
and results of clients’ marketing strategies, 
events/festivals, and corporate sponsorship 
programs. She’s the author of a guidebook 
for sponsorship sellers, entitled How to 
Jump-start Your Sponsorship Strategy in 
Tough Times, and blogs about sponsorship 
at SponsorshipStrategist.com.

Thursday, November 4, 2010
 
“How to Use 
Your Site to Build 
Event Attendance 
-- Moving Visitors 
into Action – A 
Website Clinic”
Presented by Bruce Lu-
pin, CEO & Doug Rasch, 
Director of Search Marketing
Edgeworks Group, Aliso Viejo, CA 
CFEE Elective Credit: Current Industry Issues & Trends

Learn the tricks of the trade from a panel 
of experts that will do live reviews of IFEA 
Member websites from a design, marketing, 
and technical perspective. Some of the things 
we’ll be looking at include site look and feel, 
usability, engaging visitors and moving them 
into action, content quality, basic technical 
issues, search engine-friendliness, and more. 
A limited number of websites will be reviewed 
on a first come basis. 

If you’d like your website reviewed during 
this webinar, submit your website address to 
nia@ifea.com with the email subject line: 
“Website Review for Nov 4 Webinar.” Please 
submit your website address AT LEAST 7 
DAYS PRIOR to the webinar. Only registered 
attendees will have their website reviewed.

Bruce Lupin brings more than 20 years 
of experience in the interactive industry. In 
1992, he founded Interactive Development 
Corporation (IDEV), a Silver Spring, Mary-
land-based online services consulting and 
development firm. Here he worked with 
several online services including America 
Online, IBM WorldAvenue, Prodigy, Com-
puserve, and Microsoft Network and grew 
the company to $5M in revenue and a team 
of 75 people. Bruce’s role included leading 
the most strategic website projects includ-

ing Al Gore’s Presidential campaign, The 
Smithsonian Institute (Duke Ellington jazz 
site), an ecommerce site for fashion design-
er Stuart Weitzman, and museum sites for 
the Pope John Paul II Cultural Center and 
The City Museum (Washington DC). In 
March of 2003, Bruce took his passion for 
online marketing and formed Edgeworks 
Group, an internet marketing and develop-
ment company. Clients range in size, scope 
and industry including: non-profits, ecom-
merce, publishing, and regional businesses.

Thursday, November 18, 2010
 
“Sponsorship  
Reality Check”
Presented by: Chuck 
O’Connor, CFEE Director 
of Marketing & Corporate  
Partnerships
National Cherry Festival, Traverse City, MI
CFEE Elective Credit: Economic Impact

We’ve all heard the prognosticators lament 
the current state of sponsorship sales. It’s time 
to re-assess our methods and funnel solu-
tions down to the street level. We’ll explore 
some useful tips for sponsorship renewal and 
examine some new sponsorable assets. Learn 
through practical examples how to create ef-
fective, high net-profit sponsorship deals that 
will improve your organization’s bottom line 
and help you survive the tough times. 

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

we learned in Part One of this series, we will 
go deeper into the online tools and tech-
niques for reaching attendance goals.  We’ll 
teach you how to define target audiences and 
increase site traffic, create compelling calls-
to-action, how to engage visitors, understand 
how technical choices can limit success, and 
track the ROI (Return on Investment). 

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

Thursday, October 21, 2010 

“Cultivating Pow-
erful Partnerships 
with Corpora-
tions”
Presented by Gail Bower, 
President 
Bower & Co. Consulting 
LLC, Philadelphia, PA
CFEE Elective Credit: Economic Impact

Walking through the doorway into a 
prospective partner’s office can be a thrilling 
or anxiety-provoking moment. During this 
1-hour webinar with marketing and sponsor-
ship specialist Gail Bower, you’ll learn to 
lose the angst and embrace enthusiasm to 
cultivate powerful corporate relationships. Gail 
will share best practices in working with the 
corporate sector, including what to do before 
your meeting; what to say during the meeting; 
where you go next; and how that translates to 
building profitable relationships with longevity.

Gail Bower helps event/festival produc-
ers and nonprofit organizations dramatical-
ly raise their visibility, revenue, and impact. 

mailto:nia@ifea.com
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Thursday, December 9, 2010
 
“How to Eat a 
Frog for Breakfast: 
Remarkable Time 
management”
Presented by Gail Alofsin, 
Director of Corporate 
Partnerships
Newport Harbor Corporation, Newport, RI
CFEE Elective Credit: Time Management

Yes you can do it all - and then some! Roll 
up your sleeves and get your roller-skates on 
while enjoying this session that will assist you 
in living in the present and relishing “the 
moments” that truly matter! The older we 
get, the more we realize how much we do not 
know! The key to adding hours to the day is 
analyzing our personal blueprint for success 
and developing the map to explore these 
passions. This seminar will unveil the details 
and events that inspire you and re-think/re-
view the draining “naysayers” who absorb 
your most precious commodity - TIME! Yes 
- it is “ALL ABOUT YOU!” so let’s “clear the 
clutter and embrace simplicity and signifi-
cance in defining our own success.”

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

Webinars On Demand
Looking for a different webinar topic – don’t forget to check out our Webinars 
On Demand – previously recorded webinars that are now available for down-
load. For a complete list of available Webinars On Demand, just go to the IFEA 
Bookstore & Resource Center.

How Webinars Work
IFEA Webinars are Website-enabled seminars that function much like a teleconfer-
ence. They use your computer’s Website browser to display presentation materials 
and other applications important to the Webinar topic, with the audio portion of 
the presentation provided either through your computer speakers or over the phone.
Once your registration has been submitted, you will receive an email from the 
IFEA confirming that you have been registered for the Webinar. The day before 
the scheduled Webinar, you will receive an email with specific instructions on 
how to log in for the Webinar. You will receive this email again, the day of the 
Webinar.

Once this information has been received, joining a Webinar is as easy as 1, 2, 3! 

Log In To The Webinar: To start the Webinar, log in to the specific website 
address that you received for the Webinar and connect to the presentation. 
Webinars can be viewed on virtually any computer with a high-speed internet 
connection. 

Listening To The Webinar: After you’ve logged in and gained access to the 
Website, you have two options to listen to the audio portion. You can either 
dial the telephone number provided to hear the webinar via a conference call, 
or if you have computer speakers, you may listen via your computer speakers. 
(The phone number provided will not be an 800 number, so all costs for the 
call will be incurred by the registrant.) 

Sit Back and Learn: Once you are logged in, all you need to do is sit back 
and learn! It’s just like any other seminar, except you’re sitting comfortably at 
your own desk! Throughout the webinar, you are able to ask questions to the 
presenter using the online Question/Answer messaging system that is part of the 
Webinar screen. The Webinar Organizer will view your question and present it to 
the speaker at the end of the presentation. 

Along with the Webinar itself, all registered attendees will receive a copy of 
the presentation used for the webinar prior to the webinar start time in addition 
to the recorded copy of the webinar after the webinar presentation.

System Requirements
PC-based attendees 
Required: Windows® 2000, XP Home, XP Pro, 2003 Server, Vista 

Macintosh®-based attendees 
Required: Mac OS® X 10.3.9 (Panther®) or newer

1.

2.

3.



IFEAWebinar Series

2010 UPCOMING LIVE WEBINARS: To register for a webinar or webinars, please make your selection by 
checking (√) from the below:

  Thursday, April 8, 2010 
	 “Accessible	Festivals	–	Including	

People	with	Disabilities”	
 Laura Grunfeld, Everyone’s Invited

  Thursday, April 22, 2010 
	 “The	Art	of	Being	Green”	
 Tia Christiansen, Owner, Moving Parts Productions/

Art Coordinator, Rothbury Festival

  Thursday, May 6, 2010 
	 “The	WOW	Factor!		It’s	Not	Just	An	

Event	-	It’s	An	Experience”	
 Presented by Ken Ashby, President and Maris Segal, 

CEO, Prosody Creative Services, Inc., New York City, NY

  Thursday, June 10, 2010 
	 “How	to	Apply	Successful	Case	

Histories	to	YOUR	Sponsorship!”
 Sylvia Allen, CFEE, Allen Consulting

  Thursday, June 24, 2010 
	 “How	Do	You	Use	the	Internet	to	Build	

your	Audience	in	2010	–	Part	2”	
 Bruce Lupin & Doug Rasch, Edgeworks Group

  Thursday, October 21, 2010 
	 “Cultivating	Powerful	Partnerships	

with	Corporations”	
 Gail S. Bower, Bower & Co. Consulting LLC

  Thursday, November 4, 2010
	 “How	to	Use	Your	Site	to	Build	Event	

Attendance	--	Moving	Visitors	into	
Action	–	A	Website	Clinic”	

 Bruce Lupin & Doug Rasch, Edgeworks Group

  Thursday, November 18, 2010 
	 “Sponsorship	Reality	Check”	
 Chuck O’Connor, CFEE, Director of Marketing & 

Corporate Partnerships, National Cherry Festival

  Thursday, December 9, 2010 
	 “How	to	Eat	a	Frog	for	Breakfast:	

Remarkable	Time	Management”	
 Gail Alofsin, Director of Corporate Partnerships, 

Newport Harbour Corporation

Bringing the information right to your doorstep, we’re pleased to present 
our 2010 IFEA Online Webinar Education Series. Whether you’re logging 
into one of our upcoming Live Presentations in 2010 or checking out 
some of the previously-recorded Webinars On Demand, the IFEA Webi-
nar series covers a wide variety of topics important to your organization’s 
success, hosted by industry leaders and special guests.

Registration is available for all webinars (both live and pre-recorded) via 
the online IFEA Bookstore & Resource Center, via Phone by calling 
+1-208-433-0950 ext: 3, or by using the below 2010 IFEA Webinar 
Registration Form. For descriptions and eligible CFEE Elective Credits, 
go to the IFEA Bookstore & Resource Center online at www.ifea.com. 
Please select from the following Live and Pre-Recorded Webinar presen-
tations, then list the total number of webinars purchased in the payment 
section. Return both pages to the IFEA when placing your order.

REGISTRATION CONTACT INFORMATION

Webinar Participant:  ___________________________________________________________________________________________________________  

Webinar Participant Email: _______________________________________________________________________________________________________

Organization: ________________________________________________________________________________________________________________  

Address: __________________________________________________________________________________________________________________  

City, State/Province, Zip Code: ______________________________________ Phone: _________________________________________________________

PURCHASE INFORMATION
 IFEA Member  Non-IFEA Member Total
 Association Alliance

Individual Webinars:________Quantity X  $59 (USD)  $99 (USD)  ___________ 

Purchasing Webinars in Bulk:
BUY 3 Webinars and Receive 1 FREE  $177 (USD)  $297 (USD)  ___________
(Up to $99 in savings)

BUY 5 Webinars and Receive 2 FREE  $295 (USD)  $495 (USD)  ___________
(Up to $198 in savings)

BUY 10 Webinars and Receive 5 FREE  $590 (USD)  $990 (USD)  ___________
(Up to $495 in savings)

PAYMENT INFORMATION

Select method of payment:      Check (make check payable to IFEA in U.S. funds)      Visa      MasterCard      American Express

Print Cardholder Name:  _________________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________

Credit Card Number: ___________________________________________________________________________________________________________  

Expiration Date: _______________________________________________ CVN Code: _______________________(MC/Visa-3 digit code back) (AMX-4 digit code front)

Registration Form

http://www.ifea.com
http://www.ifea.com


Webinar Series

  “Reaching and Including the Teens, 
Tweens and Twenty’s Market” 

 Ted Baroody, Director of Develop-
ment, Norfolk Festevents, Norfolk, VI

  “The Internet: Nothing to Fear” 
 Neville Bhada, Vice President of Com-

munications & Public Relations South-
east Tourism Society in Atlanta, GA

  “Fully Connected: Maximizing 
Your Use of the Latest Online 
Social Media Technology” 

 Carla Pendergraft, Carla Pendergraft 
Associates, Waco, TX

 “Using the Internet to Build Your 
Audience in 2010 – Part 1”  

 Bruce Lupin & Doug Rasch,  
Edgeworks Group 

  “Leveraging the Internet to Mar-
ket Your Event: An Event-centric 
Focus on Search Engines” 

 Bruce Lupin, CEO, Edgeworks 
Group, Aliso Viejo, CA

 “Intro to Social Media for Festi-
vals and Events” 

 Carla Pendergraft, Carla  
Pendergraft Associates

  “Keeping Your Event Fresh – The 
Creative Process” 

 Ira Rosen, President, Entertainment 
On Location, Point Pleasant, NJ

  “Building a Strong Educational 
Component into Your Event” 

 Randy Blevins, Vice President of 
Programming, Memphis in May Inter-
national Festival, Memphis, TN

  “You’ve Got to be Seen Green” 
 Mike Berry, CFEE, President/CEO, 

Kentucky Derby Festival, Louisville, KY

  “Volunteers: The Greatest  
Generation, Baby-Boomers and 
the Gen-X Crowd” 

 Penny Reeh, Owner, Indigo Resource 
Group, Fredericksburg, TX

  “Re-configuring the Norm”  
 Jeff Curtis, Portland Rose Festival 
 Jeff Curtis, Portland Rose Festival

  “How to Eat a Frog for Breakfast: 
Remarkable Time Management” 

 Gail Alofsin, Director of Corporate 
Partnerships, Newport Harbor  
Corporation

  “Cheers! “Tapping” In To Your  
Full Revenue Potential With  
Alcohol Sales” 

 Paul Jamieson, CFEE, SunFest

  “People - Your Greatest Asset!” 
 Ted Baroody, Director of Develop-

ment, Norfolk Festevents, Norfolk, VI

  “Pushing the Boulder” 
 Tom Bisignano, CFEE, Meeting Biz, 

Orlando, FL

Registration cost is per computer site for as many people as you can sit around your computer.
Once your registration has been submitted, you will receive an email from the IFEA confirming that you have been registered for the Webinar. The day before the  
scheduled Webinar, you will receive an email with specific instructions on how to log in for the Webinar. You will receive this email again, the day of the Webinar.

Webinars in Bulk offer is applicable to both Upcoming Live Webinar Presentations and Pre-Recorded Webinars On Demand.
Payment must be received in full at time of registration to participate in Webinars. No refunds on webinar registration unless notified 24 hours prior to start of webinar.

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 - U.S.A.
Questions: Contact Nia Hovde, Director of Marketing & Communication at nia@ifea.com or Phone: +1-208-433-0950 ext: 3, Fax: +1-208-433-9812 • www.ifea.com

  “Cutting-Edge Activation Pro-
grams for Festivals and Events” 

 William Chipps, Senior Editor of IEG’s 
Sponsorship Report, Chicago, IL

  “Strategies, Tactics and Attitudes 
to Keep Selling Sponsorship  
During Tough Times” 

 Bruce Erley, CFEE, President & CEO 
of Creative Strategies Group,  
Broomfield, CO

  “Conducting an Internal Audit of 
Your Event” 

 Tom Kern, Sr. Vice President and 
COO at the Fairfax County Chamber 
of Commerce, Fairfax, VA

  “Identifying the Signs of a Reces-
sion on Sponsorship-What Does 
It Mean to Me? - Step 1 of 7” 

 Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  “Two-Way Conversations: Event-
Sponsor Partnerships to Maxi-
mize Sponsorship Returns –  
Step 2 of 7” 

 Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  “Creative Sponsorship for Chal-
lenging Times – Step 3 of 7” 

 Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  “Adapting Sales Strategies for  
a Recession – Step 4 of 7”

  Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  “Adapting Sponsor Marketing 
Strategies for a Recession –  
Step 5 of 7”

  Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  “Activating Sponsorship to  
Maximize Value and Return 
– Step 6 of 7” 

 Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  “Pulling It All Together -  
A Review of Sessions 1-6 -  
Understanding How They All 
Work Together Towards Sponsor-
ship Success – Step 7 of 7” 

 Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ

  * “Seven Sponsorship Steps for 
Weathering the Economic Storm” 

 Sylvia Allen, CFEE, President, Allen 
Consulting, Holmdel, NJ 

 * Buy all 7 of the above steps for 1 
low price of $295 IFEA Members; 
$375 Non-IFEA Members

WEBINARS ON DEMAND
Can’t make one of our Live Webinar Presentations? Or looking for a topic not presented in a live presentation this year? Then check out 
our Webinars On Demand. Previously recorded webinar presentations that are now available for download to watch at your leisure.
To place an order for a Webinar On Demand, please make your selection by checking (√) from the below available Webinars On Demand.

mailto:nia@ifea.com
http://www.ifea.com
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Each year, the International Festivals & Events Asso-
ciation recognizes outstanding examples of quali-
ty and creativity in the promotional programs and 
materials produced by its 2,000 member festivals 

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

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

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

So gather your items, fill out the entry form, and send 
them off to be judged against the best in the festivals and 
events industry. Then get ready to hear your organization’s 
name announced at the 55th Annual IFEA Convention & 
Expo this September 15-17, 2010 at the St. Louis Union  
Station Marriott in St. Louis, Missouri, U.S.A.

Gain the Recognition 
Your Event Deserves…

2010 IFEA/Haas & Wilkerson  

Pinnacle Awards 
Competition 

Call for Entries

74	 INTERNATIONAL EVENTS	 2010
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2010 IFEA/Haas & Wilkerson  

Pinnacle Awards 
Competition 

Call for Entries

DEADLINES
• EARLY BIRD ENTRY DEADLINE:  

5:00 p.m. (MST), MONDAY, JUNE 21, 2010 
	 (Entries	received	on	or	prior	to	June	21,	2010	

will	receive	the	early	bird	rate	of	$30	per	entry	
or	$50	per	Grand	Pinnacle	Entry.		See	entry	
rates	on	entry	form	for	all	rates.)

• LATE ENTRY DEADLINE: 5:00 p.m. (MST), 
MONDAY, JULY 19, 2010

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

nacle	Awards	will	be	notified	by	email	the	3rd	
week	of	August,	2010.	Notification	will	go	to	the	
primary	IFEA	Member	in	addition	to	the	contact	
listed	on	the	Awards	entry	form.	

•	 The	2010	IFEA/Haas	&	Wilkerson	Pinnacle	
Award	winners	will	be	announced	at	the	55th	
Annual	IFEA	Convention	&	Expo	September		
15-17,	2010	in	St.	Louis,	Missouri,	U.S.A.

•	 If	you	are	not	present	at	the	Awards	Presentation	to	
accept	your	award(s),	they	will	be	mailed	to	you	after	
the	Annual	Convention.		Shipping	Charges	will	be	at	
the	responsibility	of	the	winning	organization/festival.

•	 Members	submitting	entries	for	the	Grand	Pin-
nacle	category	must	register	at	least	one	person	
for	the	55th	Annual	IFEA	Convention	&	Expo	this		
September	15-17,	2010	in	St.	Louis,	Missouri,	
U.S.A.	or	arrange	for	a	representative	to	accept	
any	award	won	on	your	behalf.

•	 Gold,	Silver	and	Bronze	winning	entries	will	be	on	dis-
play	during	the	55th	Annual	IFEA	Convention	&	Expo.

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

SCORING SYSTEM
•	 The	Pinnacle	Awards	have	implemented	a	point	

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

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

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

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

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

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

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

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

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

•	 Entries	must	be	submitted	in	their	original	format	
unless	previously	approved.	For	Questions	Con-
tact:	Nia	Hovde,	nia@ifea.com.	

•	 Entries	must	have	been	produced	and/or	used	
for	the	first	time	between	July	6,	2009	and	July	
19,	2010.

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

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

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

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

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

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

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

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

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

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

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

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

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

THE CONTEST
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1.)		 GRAND	PINNACLE	

Entry Information for Grand Pinnacle, Category 1: 
•	 SUBMIT	ENTIRE	GRAND	PINNACLE	ENTRY	

WITHIN	ONE	(1)	NOTEBOOK.	NO	EXCEPTIONS.	
•	 NEW – In addition to submitting your entry 

within one (1) notebook, please ALSO submit 
your entry on disk. Place at front of entry.

•	 Please	submit	your	entry	in	the	order	of	the	questions	
listed	below.	

•	 Points	will	be	awarded	to	the	individual	sections	of	your	
entry,	in	addition	to	the	overall	Judges	Criteria	points.	

•	 Points	awarded	are	listed	below.

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

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

view of your event, stating your event’s: 

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

Umbrella
•	 Founding/Incorporation	Date	and	Management	Sys-

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

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

listed	below,	using	no	more	than	1	page	per	element.	(a-h)
•	 Make	each	element	a	separate	tab	in	your	notebook	in	

order	for	the	judges	to	clearly	identify	them.	
•	 If	your	event	does	not	include	one	or	more	of	the	elements	

listed	below,	please	provide	an	overview	as	to	why	your	
event	does	not	include	that	element	so	as	not	to	lose	points.

•	 Provide	any	supporting	materials	for	any	of	the	ele-
ments	listed	below	in	Section	4.)	of	your	entry.	Please	
limit	your	supporting	materials	to	a	maximum	of	6	
examples	for	each	element	(a-h).

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

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

a.	 What	did	you	do	to	update/change	the	event	from	the	
year	before?	Were	your	updates/changes	success-
ful?	Please	provide	measurable	results/examples.	

•	 If	the	event	is	a	new	event,	please	answer	the	fol-
lowing	question	instead.	

•	 What	challenges/obstacles	did	you	foresee/encoun-
ter	in	creating	the	event,	and	how	did	you	handle	
them?	Please	provide	measurable	results/examples.
b.	 What	makes	the	event	stand	out	as	an	interna-

tionally	recognized	event?
c.	 Why	should	the	event	win	the	IFEA/Haas	&	Wilk-

erson	Grand	Pinnacle	Award?

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

tion	of	your	entry.	Please	limit	your	supporting	materials	to	a	
maximum	of	6	examples	for	each	element	(a-h).

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

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

•	 Display	boards	are	no	longer	required	with	the	Grand	
Pinnacle	entry.	Your	entry	will	solely	be	judged	on	the	
contents	of	the	notebook	submission.	

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

•	 Members	submitting	entries	for	the	Grand	Pinnacle	
category	must	register	at	least	one	person	for	the	
55th	Annual	IFEA	Convention	&	Expo	or	arrange	for	a	
representative	to	accept	any	award	September	15-17,	
2010	in	St.	Louis,	Missouri,	U.S.A.	your	behalf.

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

Television 

See	Entry	Information	for	Categories	2-6	Listed	Below.	

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

3.) Best TV Promotion (Ad	Spot	or	PSA)

4.) Best Full Length TV Program (Local	Promotion)	

5.) Best Full Length TV Program (National	Promotion/Syn-
dication)

6.) Best Event Video	(For	Sale)

Entry Information for Categories 2-6: 
•	 Submit	television	entries	in	basic	DVD	format.	No	

Blue	Ray.
•	 Label	DVD	and	attach	entry	form	to	case.	Only	one	

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

tion	is	required.

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

Radio

7.) Best Radio Promotion	(Ad	Spot	or	PSA)

Entry Information for Category 7: 
•	 Submit	radio	entry	on	Compact	Disk.	Submit	an	au-

dio	file	burned	to	a	regular	audio	CD	(Not	on	a	DVD,	
or	as	MP3	files)	i.e.:	a	.wav	file.

•	 Label	CD	and	attach	entry	form	to	case.	Only	one	
spot	per	CD.

•	 This	is	a	stand	alone	item	and	no	written	information	
is	required.

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

Multimedia

See	Entry	Information	for	Categories	8-12	Listed	Below.

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

9.) Best Organizational Website (Submit	web	address	only	
–	list	on	entry	form)

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

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

12.) Best Social Media Site	(Submit	Social	Media	Site	Ad-
dress)

Entry Information for Categories 8-12: 
•	 For	categories	8	&	9,	submit	address	of	working	

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

is	required.

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

PRINT CATEGORIES

Bound/Multiple Page Entries

See	Entry	Information	for	Categories	13-19	Listed	Below.

13.) Best Event Program	(Interior	3	or	less	colors)	

14.) Best Event Program	(Interior	4	or	more	colors) 

15.) Best Newspaper Insert/ Supplement	(Must	be	on	
newsprint)

16.) Best Promotional Brochure	(3	or	less	colors)	

17.) Best Promotional Brochure	(4	or	more	colors)	

18.) Best Event/Organization Newsletter	(Submit	three	
consecutive	issues)	

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

Entry Information for Categories 13-19: 
•	 Submit	categories	13-19	with	the	entry	form	se-

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

tion	is	required.
•	 Do	not	mount	on	display	board.
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CATEGORIES
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Judging Criteria:
Clarity	of	message;	design	and	layout;	creativity	or	
uniqueness;	organization;	usability	and	overall	appeal.

Single Page Entries

See	Entry	Information	for	Categories	20-30	Listed	
Below.

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

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

22.) Best Cover Design	(Submit	cover	only)

23.) Best Single Newspaper Display Ad (Must	be	on	news-
print)

24.) Best Single Magazine Display Ad 

25.) Best Ad Series	(Submit	a	maximum	of	5)	(May	be	
mounted	on	poster	board	together	or	individually)

26.) Best Event Photograph (8”x10”	size)

27.) Best Miscellaneous Printed Materials (Includes	fliers,	
maps,	etc.)	(One	item	per	entry.)

28.) Best Outdoor Billboard

29.) Best Event Invitation

30.) Best Street Banner (Submit	photo	of	banner	if	available)

Entry Information for Categories 20-30: 
•	 Submit	categories	20-21rolled	up	in	a	poster	mailing	

tube.	Do	not	mount	on	poster	board.	
•	 Submit	categories	22-30	mounted	on	a	single,	black	

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

•	 Category	30	–	if	sending	photo	of	banner,	mount	
on	black	display	board.	If	sending	banner,	do	not	
mount.

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

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

SPONSORSHIP CATEGORIES

Sponsorship/Fundraising 

See	Entry	Information	for	Categories	31-32	Listed	
Below.

31.) Best Sponsor Solicitation Package 

32.) Best Sponsor Follow-up Report	(Print	or	Electronic	
Format	accepted)

Entry Information for Categories 31-32: 
•	 Submit	categories	31	-	32	within	one	(1)	notebook	each.	
•	 NEW – In addition to submitting each entry within 

one (1) notebook, please ALSO submit each entry 
on disk. Place each disk at the front of each entry.

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

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

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

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

Supporting Materials: (40 points) 
Provide	any	supporting	materials/examples	in	this	section	
of	your	entry.	Please	limit	your	supporting	materials	to	no	more	
than	10	examples.

See	Entry	Information	for	Categories	33-36	Listed	
Below.

33.) Best New Fundraising Program	(Benefiting	the	Festi-
val/Event)

34.) Best Single New Sponsorship Program	(New	activ-
ity/program	within	Event	created	to	recruit	a	sponsor)

35.) Best Overall Sponsorship Program	(for	entire	event)

36.) Best Sponsorship Program for Individual Sponsor

Entry Information for Categories 33-36:
•	 Submit	categories	33-36	within	one	(1)	notebook	each.	
•	 NEW – In addition to submitting each entry within 

one (1) notebook, please ALSO submit each entry 
on disk. Place each disk at the front of each entry.
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•	 Please	submit	your	entry	in	the	order	listed	below.	
•	 Points	will	be	awarded	to	the	individual	sections	of	

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

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

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

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

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

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

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

Supporting Materials: (20 points)
Please	also	include	any	necessary	supporting	materials	
for	the	program.	Please	limit	your	supporting	materials	to	no	
more	than	6	examples	in	the	following	areas:	

•	 Printed	Materials	
•	 Supporting	Photographs
•	 Measurable	Results

37.) Best Sponsor

Entry Information for Category 37: 
•	 Submit	category	37	within	one	(1)	notebook.	
• NEW – In addition to submitting entry within 

one (1) notebook, please ALSO submit entry 
on disk. Place disk at the front of entry.

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

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

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

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

•	 About	the	Sponsor
•	 How	the	Sponsor	stands	out	over	all	other	Sponsors	
•	 Quantity	and	quality	of	service	to	event	by	Sponsor
•	 Length	of	sponsorship

•	 Measurable	results	that	relationship	is	beneficial	for	
the	sponsor

PROMOTIONAL CATEGORIES

Community/Relations

See	Entry	Information	for	Categories	38-47	Listed	Below.

38.) Best Environmental Program 

39.) Best Volunteer Program 

40.) Best Educational Program 

41.) Best Event/Program within an Event to Benefit a 
Charity 

42.) Best Community Outreach Program

43.) Best New Promotion 

44.) Best Event	(Within	an	Existing	Festival)

45.) Best New Event

46.) Best Children’s Programming

47.) Best Public Safety/Security Plan for an Event

Entry Information for Categories 38-47: 
•	 Submit	categories	38	-	47	within	one	(1)	notebook	each.	
•	 NEW – In addition to submitting each entry within 

one (1) notebook, please ALSO submit each entry 
on disk. Place each disk at the front of each entry.

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

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

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

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

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

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

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

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

Supporting Materials: (40 points)
Please	also	include	any	necessary	supporting	materials	for	
the	program.	Please	limit	your	supporting	materials	to	no	more	
than	6	examples	in	the	following	areas:	

•	 Printed	Materials	(Brochures,	Handbooks,	Recruiting	
Materials,	Evaluation	Forms,	Signage,	etc.)

•	 Promotional	and	Merchandise	Materials	(Photographs	
Accepted)

•	 Information	Provided	to	Participants
•	 Supporting	Photographs
•	 Measurable	Results

Media Relations

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

See	Entry	Information	for	Categories	48-50	Listed	Below.	

48.) Best Press/Media Kit (Provide	actual	media	kit	in	addi-
tion	to	below	requirements)

49.) Most Creative/Effective News Stunt

50.) Best Media Relations Campaign

Entry Information for Categories 48-50: 
•	 Submit	categories	48	-	50	in	a	notebook	each.	
• NEW – In addition to submitting each entry within 

one (1) notebook, please ALSO submit each entry 
on disk. Place each disk at the front of each entry.

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

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

Judging Criteria: (10 points)
Well	organized;	clarity	of	message;	creativity	or	unique-
ness;	supporting	materials;	measurable	results	(clippings,	
etc.)	and	overall	appeal.	Have	all	requirements	been	met?
Entry Requirements: (40 points)
Please	provide	a	2-3	page	detailed	overview	explaining:

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

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

that	covered	news)

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

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

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

Supporting Materials: (40 points)
Please	include	any	necessary	supporting	materials	for	the	
program.	Please	limit	your	supporting	materials	to	no	more	than	
6	examples	in	the	following	areas:	

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

ples	–	provide	written	explanation	of	further	examples)
•	 Supporting	Photographs

Merchandise

See	Entry	Information	for	Categories	51-56	Listed	Below.	

51.) Best T-shirt Design (No	collared	or	long	sleeve	shirts.)

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

53.) Best Hat 

54.) Best Other Merchandise 

55.) Best Miscellaneous Clothing

56.) Best New Merchandise

Entry Information for Categories 51-56: 
•	 Submit	actual	merchandise	items	for	categories	51-

56	as	is.	They	are	stand	alone	items	and	no	written	
information	is	required.

•	 Do	not	mount	merchandise	items	on	poster	board	
–	except	Best	Pin	or	Button.	

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

57.) Best Overall Merchandising Program 

Entry Information for Category 57: 
•	 Submit	category	57	with	one	(1)	notebook.	
•	 NEW – In addition to submitting entry within 

one (1) notebook, please ALSO submit entry on 
disk. Place disk at the front of entry.

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

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

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

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

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

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

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

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

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

NON-EVENT CATEGORIES

For Suppliers or Associations

See	Entry	Information	for	Categories	58-60	Listed	Below.	

58.) Best Single Display Ad

59.) Best Company Image Pieces (Letterhead,	envelopes,	
logo,	etc.)	(One	item	per	entry)

60.) Best Direct Mail Piece or Brochure

Entry Information for Categories 58-60: 
•	 Submit	categories	58	-	60	on	a	single,	black	display	

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

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

Criteria.	Points	awarded	are	listed	below.

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

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

Entry Information for Category 61:
•	 Submit	category	61	within	one	(1)	notebook.	
•	 NEW – In addition to submitting entry within 

one (1) notebook, please ALSO submit entry on 
disk. Place disk at the front of entry.

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

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

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

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

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

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

the	vendor

62.) Best New Product or Service (By	a	vendor	or	supplier)	

Entry Information for Category 62: 
•	 Submit	category	62	within	one	(1)	notebook.	
• NEW – In addition to submitting entry within 

one (1) notebook, please ALSO submit entry on 
disk. Place disk at the front of entry.

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

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

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

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

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

Supporting Materials: (20 points)
Please	also	include	samples	or	photos	of	new	product	or	
service.	Please	limit	your	supporting	materials	to	no	more	than	6	
examples.
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Educational Institutions Offering 
Event Management Programs

See	Entry	Information	for	Categories	63-68	Listed	Below.

63.) Best 2 Year Event Management Degree

64.) Best 4 Year Event Management Degree

65.) Best Event Management Certification Program

66.) Best Online Event Management Training Program

67.) Best Festival & Event Management Masters Program
 
68.) Best Festival & Event Management PhD Program

Entry Information for Categories 63-68:
•	 Submit	categories	63-68	within	one	(1)	notebook	

each.	
•	 NEW – In addition to submitting each entry 

within one (1) notebook, please ALSO submit 
each entry on disk. Place each disk at the front 
of each entry.

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

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

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

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

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

Supporting Materials: (40 points)
Please	also	include:

•	 Student	Recruiting	and	Marketing	Materials	for	Pro-
gram

•	 Complete	Outline	and	Syllabus	of	Course(s)

Just For Fun Category

69.) Best Promotion Publicizing an IFEA/Haas & Wilk-
erson Pinnacle Award Win (No	Charge	to	enter	this	
Category)

Entry Information for Category 69: 
•	 Submit	category	69	within	one	(1)	notebook.	
•	 NEW – In addition to submitting entry within 

one (1) notebook, please ALSO submit entry 
on disk. Place disk at the front of entry.

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

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

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

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

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

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

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

Year

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

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

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

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

for	event?

Supporting Materials: (30 points)
Please	also	include:

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

ner	Logo	Placement
Please	limit	your	supporting	materials	to	no	more	than	6	ex-
amples	of	each	of	the	above	areas.



ENTRY FORM REQUIREMENTS

•	 Please	submit	one	overall	entry	form	with	total	payment	-	list	all	
entries	submitted	on	this	form.	(Be	sure	to	complete	sections	1	&	4.)

•	 Please	also	submit	TWO	copies	of	each	individual	entry	form	
–	one	to	be	attached	to	each	individual	entry	–	and	one	to	be	
submitted	with	payment	and	overall	entry	form.	(Complete	sec-
tions	1,	2,	3	on	each	entry	form.)	

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

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

RELEASE AND USAGE

By	submitting	your	entry	to	the	IFEA/Haas	&	Wilkerson	Pinnacle	Awards,	you	automatically	grant	the	IFEA	the	right	to	use	any	materials	from	your	entries	for	
editorial,	analytical,	promotional	or	any	other	purpose	without	additional	compensation.	In	addition,	you	acknowledge	your	entry/ies	are	not	returnable.	Your	
entry	into	the	competition	is	acknowledgement	of	these	terms.	

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

1. ENTRANT INFORMATION	(Required	for	each	entry)	(Tip:	Complete	Section	1.	Then	make	copies	to	complete	form	for	each	entry.)	
Organization:	________________________________________________________________________ 	 Membership	#:	____________________________

Contact	Person:	_________________________________________________________________________________________________________________ 	

Name	of	Event	(if	different	from	organization):		________________________________________________________________________________________	

Address:	_______________________________________________________________________________________________________________________

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

Phone:______________________________________________ 	Fax:	______________________________________________________________________ 	

E-mail:	______________________________________________ 	Website:	__________________________________________________________________ 	

2. BUDGET INFORMATION (Required	for	each	entry)

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

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

3. ENTRY INFORMATION (Required	for	each	entry)	
Category	Name	(required):	_____________________________________________________________ 	 Category	Number	(required):	 ________________	
To	help	identify	your	entry	–	please	provide	a	brief	description	of	entry:	
(i.e.:	black	T-shirt	with	fish;	or	Photo	entitled	“Fireworks	over	Capital”)	____________________________________________________________________	

4. PAYMENT INFORMATION	                         Complete section 4 ONCE. Attach payment for all entries combined. 
Entries	received	with	payment	by	5:00	p.m.	June	21,	2010	(MST)	will	receive	the	early	bird	rate	of	$30	per	entry	or	$50	per	Grand	Pinnacle	entry.	See	
rates	below.	If	you	are	unable	to	meet	this	deadline,	late	entries	will	be	accepted	between	June	22,	2010	and	July	19,	2010	at	the	regular	rate	of	$35	(or	
$55	for	Grand	Pinnacle).	Questions?	Contact	Nia	Hovde	at	nia@ifea.com	or	208-433-0950	ext:	814.	
	 Early	Bird	Rates	 Final	Entry	Rates
	 Entries	Submitted	by	June	21,	2010.		 Entries	Submitted	Between	June	22	and	
	 Please	Use	Entry	Fees	Below.	 July	19,	2010.	Please	Use	Entry	Fees	Below.		

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

	Pinnacle	Entries	(categories	2-68):	............................. 1	entry	x	$30	=		$____________________	 	..................... 1	entry	x	$35		$	_________________

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

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

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

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

Print	Cardholder	Name:	 __________________________________________________________________________________________________________	

Signature:	______________________________________________________________________________________________________________________	

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

DID YOU REMEMBER TO 
	Include	your	payment	for	total	entries	along	with	1	overall	entry	form	listing	each	category	number	entered				 	Include	2	individual	entry	forms	for	

each	item	–	one	with	item,	one	with	payment				 	Review	all	rules	for	entry	submission	–	go	to:	Pinnacle	Awards	section	at	www.ifea.com	for	more	info

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 • phone: 208.433.0950 • fax: 208.433.9812 • web: www.ifea.com

AWARDSMEMBER ENTRY FORM

2010
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http://www.ifea.com
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Whether the individual acts as a volunteer adminis-
trator of an event or contributes his or her time and re-
sources in support of a larger, multi-event organization 
with a paid staff, the efforts that are put forth deserve 
our heartiest congratulations and recognition. It is for 
that reason that the IFEA/Zambelli Fireworks Interna-
tionale Volunteer of the Year Award was created.

Nominations are currently being accepted for the 
2010 IFEA/Zambelli Fireworks Internationale Volunteer 
of the Year Award. The award recognizes those out-
standing event volunteers whose unselfish and dedi-
cated service to a member festival or event has made a 
significant difference in their community and mirrors the 
commitment to success in our professional ranks.

A panel of impartial judges from within the IFEA or-
ganization will select the Volunteer of the Year winner 
from all of the candidates submitted. That individual 
will be honored at the 55th Annual IFEA Conven-
tion & Expo in St. Louis, Missouri, September 15-17, 
2010. As the guest of the IFEA and sponsor Zambelli 
Fireworks Internationale, the winner will receive an 
all expense* paid trip to the convention to accept 
their award. All participants in the program will be 
promoted through local and national media releases. 
Available on request. The finalist will be featured in a 
future issue of “ie” magazine, and each semi-finalist 
will receive a certificate of recognition and be ac-
knowledged in “ie” magazine.

Volunteer nominations submitted for the 2009 Award 
may be carried over into the 2010 competition with the 
permission of the nominator. The nominator will have 
the option to re-write the nomination if desired.

Please direct all nomination materials and questions 
to Nia Hovde, Director of Marketing & Communica-
tions at nia@ifea.com or (208) 433-0950 ext. 3.

The importance of 
volunteers to our 
industry cannot 

be overestimated.

* Includes hotel, airfare and meals only.

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

mailto:nia@ifea.com
mailto:nia@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
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2010 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

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

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

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

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

assistance and specific expertise. (10 points)

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

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

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

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

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

1. A photograph of the volunteer you are nominating. 

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

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

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

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

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

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

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

NOMINATION 
CRITERIA

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

• Be a current volunteer of an 
IFEA member organization

• Have provided significant 
enthusiasm, organizational 
assistance and specific  
expertise

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

• Have shown initiative and 
leadership in his or her  
efforts

• Have a positive attitude

• Have exemplified his or her 
dependability

• Have a significant depth of 
involvement

• Have made a difference to 
the festival or event

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

Nominations should be submitted no later 
than Monday 5:00 PM (MST) May 10th, 2010

* Pixels Per Inch   ** Pixels Per Centimeter

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


Please submit the following information for 
your nomination:

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

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

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

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

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

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

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

Known as the 
associations most 

prestigious honor, the 
IFEA Hall of Fame recogniz-

es those outstanding individu-
als who, through their exceptional 

work and achievements, have made a 
significant contribution to the Festivals 

and Events Industry. The International Fes-
tivals & Events Association is now accepting 
nominations from its members for those 
individuals who meet this standard for the 
2010 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individu-
als to be honored in to the IFEA Hall of Fame. 
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 55th 
Annual IFEA Convention & Expo in St. Louis, 
Missouri, September 15-17, 2010, where they 
will be inducted at a reception in their honor.

NOMINATION CRITERIA
Nominations must represent a current or past 
IFEA member who has made substantial 

achievements and/or contributions to 
the festivals and events industry. 
Nominees can be retired and 
represent any facet of our 
industry (i.e. vendor, sup-
porter, senior professional, 
etc.). (Current IFEA Board 
of Directors and Staff 
Members are not eligible to 
be nominated). 

*Includes hotel, airfare and meals only.

Nominations should be  
submitted no later than 5:00 PM 
(MST) Monday, May 10th, 2010

2010 call for Inductees

86 INTERNATIONAL EVENTS 2010

mailto:nia@ifea.com
mailto:nia@ifea.com
http://www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157


2010 call for Inductees

In Troubled Financial Times 
Invest in What Binds our  
Communities Together

Join us for the IFEA 55th Annual Convention & Expo • Sept. 15, 16, 17, 2010 • St. Louis, MO U.S.A.

Community Events… Sponsorship that Counts

The world’s leading professional network of festivals and events.

Phone: +1.208.433.0950  •  Website: www.ifea.com

Association Partners

http://www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=189&Itemid=71
www.hwins.com
www.zambellifireworks.com
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