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

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

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

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

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

Maximize Your Sponsorship Revenue — 
IEG Can Help

 IEG SPONSORSHIP CONSULTING

®

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

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

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

MEMBER

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

Keep the Energy Flowing
ing affordable, credible information 
in today’s marketplace) and the 
CFEE FastTrack™ program (provid-
ing Professional Certification in a 
condensed timeframe at a substan-
tial savings of time and money); new 
opportunities, like the IFEA Founda-
tion Legacy Scholarships (providing 
IFEA convention and CFEE financial 
support to those in need); new com-
munications channels and resources 
(website resources and information, 
FaceBook, LinkedIn, the IFEA Event 
Resource Marketplace, and a power-
ful new Job Search feature to be an-
nounced soon); and much more, we 
are working to keep you successful.

We followed the same formula 
with our 55th Annual IFEA Con-
vention and Expo, scheduled for 
September 15-17, 2010 in Saint 
Louis, Missouri, USA. This “Gate-
way to New Ideas” has been given a 
few new twists of its own, with an 
all-new footprint, new peripheral 
educational opportunities, all-inclu-
sive registrations and social events, 
and our annual line-up of the top 
professionals and industry topics in 
our field. You’ll find more informa-
tion in the convention brochure that 
is available in this edition of the ie 
magazine, on-line, and coming soon 
in the mail.

I look forward to seeing each of 
you in Saint Louis and/or to talking, 
meeting and communicating with 
you in the coming months. I also 
look forward to seeing your many  
creative and forward-looking entries 
in our IFEA Pinnacle Awards and IFEA 
World Festival & Event City Awards.  
If there is anything that we can pro-
vide or create that would ultimately 
benefit you and your peer events and 
organizations, please don’t hesitate to 
tell us so that we can help you to find 
more of “what’s right.” 

In the meantime, keep the energy 
flowing and enjoy!

In the weeks and days leading 
up to a festival or event there is a 
palpable anticipation that builds 
throughout a community; a  
non-defined, but very real energy 
that passes through the volunteers, 
sponsors, businesses, venues, media 
and residents; an energy that ac-
knowledges that something special 
is about to occur and that they are a 
part of it. It is a unique emotional 
combination of excitement, pride, 
fulfillment, joy, satisfaction, accom-
plishment, and much more. Defining 
it is harder than describing the spices 
in a special sauce without knowing 
the recipe. There is nothing else quite 
like it, save perhaps for the anticipa-
tion of a major holiday that is  
inclusive of large majorities of a given 
population, such as Christmas, and 
it leaves a lasting impact on a com-
munity that is far more valuable than 
any economic impact could ever be. 

As the summer months are upon 
us here in North America (while 
our friends in Australia and New 
Zealand are enjoying winter) that 
special energy is spreading through-
out communities large and small, as 
they reconnect with families, friends 
and friends they have yet to meet, 
to celebrate those things that make 
their cities and communities special. 
Despite a trying few years that have 

impacted jobs, businesses, cities,  
attitudes, stress levels, long-term 
visions, and more, festivals and 
events have the unique ability to 
rebond people and communities on 
a level that no technology will ever 
replicate; and it is our industry that 
is fortunate enough to provide the 
platform for those opportunities.

Maybe it is, at least partially, the 
season and our accomplishments 
close to home rubbing off on every-
one, but I have felt a similar energy 
in the last few weeks and months 
within our own industry – in conver-
sations, meetings and other com-
munications. A feeling that we are all 
starting to move forward again; that 
better times are on the horizon and 
we are all a part of it. Not that all of 
our challenges have gone away or are 
behind us, but that we have changed 
how we are looking at them.

In her book Think or Sink, author 
Gina Mollicone-Long underlines 
that whatever the challenge or crisis, 
the most important thing is how we 
choose to respond to it. If we continu-
ally look for what is wrong, we are 
hardwired to find it, which leads us 
into a vicious cycle of looking and 
finding more of what’s wrong. If we 
choose to look for what’s right, we 
will also find that, which leads us 
into a cycle of creativity, new ideas 
and finding more of what’s right. Sir 
John Lubbock is quoted in her book 
by noting that “What we see depends 
mainly on what we look for.” 

At the IFEA we are choosing to 
look for what’s right and providing 
new programs and resources that 
will keep our industry headed in 
that direction. With new programs 
like our IFEA World Festival & Event 
City Award (recognizing cities that 
are providing and building the most 
positive environment possible for 
festivals and events to thrive), IFEA 
Economic Impact Studies (provid-
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In addition to this loss of wildlife, the 
oil spill is also causing another type of 
deadly effect as numerous Gulf Coast 
festivals are cancelling their 2010 events. 
From the 40th annual International Bill-
fish Tournament to 63rd annual Golden 
Meadow-Fourchon International Tarpon 
Rodeo, a wide variety of these festivals 
are discovering that they cannot hold 
their events this year with large swaths of 
the Gulf now closed to fishing and other 
marine activities.

While many festivals have contingency 
plans for weather problems such as 
storms, snow, or other natural disasters, 
by their very nature, those types of events 
generally come and go. This often allows 
for a fairly quick rescheduling. The chal-
lenge with the oil spill is that, even when 
BP eventually stops the leak, the oil slick 
remnants of the disaster could linger for 
months, if not years.

As a result, simply postponing your  
festival to an alternate date might not 
work in this situation. Instead, a festival 
centered on the vibrant water culture 
of the Gulf Coast could face continued 
threats to its viability well into the future. 

Which means that other options may 
be needed in order to recover the lost 
revenue that your event may be facing. 

Fortunately, several exist, though they 
vary in terms of how quickly they can be 
realized. For this month’s Current Events 
column, we’ve highlighted three options 
to consider. Remember, these are not the 
only ones and, with a challenge as grave 
as the oil spill disaster, any affected event 
planner should muster all their creative 
juices to address the problem from every 
possible angle. 

#1  Check Your Insurance  
      Policies

In the past, Current Events has  
commented on the importance of Event 
Cancellation or Postponement Insurance. 
If you have this type of insurance and 
your event has been delayed because of 
the oil spill, checking with your insurer 
should be one of your first steps—some-
times even before you cancel the event. 

In particular, ask your agent what specific 
steps you need to take in order to recover 
under the policy. Following these steps 
very carefully can minimize the chance that 
your insurer will deny your claim.

Be forewarned though: some policies 
contain clauses that craft exceptions for 
certain problems. While an oil spill may 
not seem like a Force Majeure or Act of 
God event that is sometimes limited or 
excluded from coverage, any time you are 
dealing with a natural disaster such as oil 
leaking from the seabed, you should be 
prepared for anything. In addition, the 
possibility that your policy places restric-
tions on disasters resulting from negli-
gent or criminal acts of others could exist. 

All of this means that, if you are consid-
ering making an insurance claim, before 
you make any major decisions, check with 
your policy on what, when, where and how 
certain events may or may not be covered. 
A little of this advance research could save 
you a lot of time in the long run.

#2  Seek Government Relief
For the last several weeks, Current Events 

has been calling various federal, state, and 
local departments about whether programs 
are in place to assist festivals that have been 
cancelled because of the oil spill. 

To date, we have not received confir-
mation of a specific program but have 
received a variety of assurances that,  
especially in Louisiana, Alabama, and 
Florida, the federal and state governments 
are formulating plans to assist a wide  
variety of affected industries, including 
the tourism and special events segments.

Unfortunately, as of press time, we can’t 
confirm a specific program. However, based 
on these conversations, a good bet is to start 
with your local chamber of commerce and 
your elected officials to inquire what state 
and federal funds might be available. Other 
government departments that could get 
involved include state tourism offices. 

While this might sound like a “shot  
in the dark” approach, there is good 
reason to believe that federal and state 
entities will begin to identify programs 
for monetary assistance whether it’s in 
the form of grants or low-cost loans. 

#3  Seek Relief from BP and 
      Other Corporations 
      Involved in the Oil Spill

Unlike a true natural disaster, the oil spill 
was the result of human failure as much as 
Mother Nature. While the various corpora-
tions such as BP and Transocean involved in 
the oil spill continue to argue over who is at 
fault, several festival planners aren’t waiting 
for the government or the courts to make 
that final determination. Instead, they are 
considering going straight to the companies 
and ask for monetary relief because of their 
event cancellation. 

Indeed, in a recent news report,  
Golden Meadow-Fourchon Tarpon Rodeo’s 
President John Maurer explained that his 
team was looking into approaching BP to 

By Chad Emerson

As of press time, millions of gallons of oil continue to leak into the Gulf of Mexico from the 
extraordinary BP rig explosion that occurred on April 20th of this year. What some officials 
(including Carol Browner, the head of the EPA) are terming one of America’s worst envi-
ronmental disasters ever continues to kill fish and other types of sea life as well as non-sea 
creatures as the oil creeps toward the U.S. mainland.

Dealing with the Impact of the Gulf Disaster
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INDUSTRY PERSPECTIVES

Brief history: The Spirit of Spring-
field, a non-profit organization, 
was created in December 1989 by 
a group of business leaders who 
believed there was a need for the 
return of events and programs that 
had been present by the City of 
Springfield. Together, they pooled 
resources and influences to create 
the organization which this year is 
celebrating its 20th season.

Since its humble beginnings in 
the law library of one of its founding 
members, the Spirit of Springfield 
has estimated to have entertained 
10.5 million people using ingenuity, 
creativity and $8.76 million in cor-
porate support and grants, plus $8 
million dollars in-kind services and 
donated materials. It has been esti-
mated by the International Festivals 
& Events Association that one of the 
events, Bright Nights at Forest Park, 
has had a $111 million economic 
impact on the community since it’s 
founding in 1995.

Spirit of Springfield events range 
in size and scope from the World’s 
Largest Pancake Breakfast to Spring-
field’s September 11th Remembrance 
Ceremony. The breakfast celebrates 
Springfield’s 1636 founding with 
a flapjack feast on a three-block 
section of city’s Main Street. All the 
products served at the event are 

donated by regional vendors. They 
are served by 200 volunteers with 
support from the Massachusetts 
Army National Guard. The Septem-
ber 11th Remembrance Ceremony is 
patriotic and solemn. Other events 
include Star Spangled Springfield 
on July 4th, City of Bright Nights 
Ball, and the Tower Square Parade 
of the Big Balloons. The parade held 
the day after Thanksgiving boasts of 
a 75-foot inflatable Cat in the Hat 
balloon only to be flown in Spring-
field created with the permission 
of Audrey Geisel, widow to the late 
Theodore Geisel, a. k. a. Dr. Seuss. 
The largest event is Bright Nights 
at Forest Park. It encompasses 35 
nights where cars, vans, trucks and 
buses tour three miles of holiday 
lighting displays, including Seuss 
Land, Winter Garden, Toy Land, 
Winter Woods, North Pole Village, 
Jurassic World and more.

The organization also plays 
a supportive role to the City of 
Springfield, several of its depart-
ments and assists with public events 
hosted by Congress Richard E. Neal. 
These include visits by dignitaries, 
inaugural festivities, dedications 
and citywide campaigns.

Other interesting Details: Dur-
ing the past 20 years, the Spirit of 

Spirit of Springfield
Attendance:
400,000 Annually

Budget:
$1 Million

Annual duration:
45 Days

Number and type of events:
17

Number of volunteers:
Varies by event

Number of staff:
3

When established:
1989

Major revenue sources by percent:
Ticket Sales ...................................... 38%
Donated Materials & Services ...... 28%
Corporate Contributions ............... 26%
Grants ...................................................4%
Auction .................................................2%
Retail Sales .........................................2%

Major expenses by percent:
Salaries ...............................................17%
Event Services ................................. 13%
License Fee .........................................4%
Security ................................................4%
Advertising ...........................................3%
Catering................................................3%
Electrical...............................................3%
Fireworks ..............................................3%
Printing & Production ........................2%
Equipment Rental...............................2%
Insurance..............................................2%
Premiums .............................................2%
Other .................................................. 42%

Type of governance:
501(c)3

Board of Directors:
Number on Board - 9

CONTACT INFORMATION:
Amy J. Barron-Burke
Spirit of Springfield
101 State Street, Suite 220
Springfield, MA 01103
Phone: 413-733-3800
Fax: 413-739-0276
Email: abarron-burke@spiritofspringfield.org
Website: www.spiritofspringfield.org; 
www.brightnights.org Continued on page 111

mailto:abarron-burke@spiritofspringfield.org
http://www.spiritofspringfield.org
http://www.brightnights.org
http://issuu.com/action/page?page=113
http://www.spiritofspringfield.org


2010 INTERNATIONAL EVENTS 11

The View is Better 
from the Top!
 

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

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

™

http://www.quickedgenow.com/ifea
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Kimberly A. Stoilis

IN CONVERSATION

The Bayou City Art Festival is an award-winning one-of-a-kind 
outdoor art gallery that showcases local and top galleried artists 
from all over the country. Taking place twice per year, the Festivals 
showcase an incredible selection of juried fine art by 300 artists 
representing 19 media formats, multicultural music and dance 
on the Houston Arts Alliance stage, international food and wine, 
interactive art for children at the Creative Zone, and more for art 
enthusiasts, festival fiends, and families to enjoy. 

The Art Colony Association (ACA), producer of the Bayou 
City Art Festival Memorial Park and the Bayou City Art Festival 
Downtown, is a 501(c)4 non-profit organization that, to date, 
has donated $2.6 million to Houston charities from the pro-
ceeds of two festivals per year since 1972. 

How did you get into events?
After college I started writing about music for local publications. During 

this time, there was a city-wide annual music showcase that I helped plan 
for several years. 

Over time, I refined my skill sets in communication, project management 
and the arts and eventually landed a job as Artistic Director of the Orange 
Show Center for Visionary Art.  There I planned and produced all of the 
organization’s events including the annual Art Car Parade, a showcase of art 
cars from across the country that draws crowds in the hundreds of thousands. 

After 5 years at the Orange Show, I was offered the Executive Director 
position at the Art Colony Association and have been here for three years.  
I have always sought employment in a field in which I’m able to utilize as 
many of my skill sets as possible. I know that I’m in the right field because 
it’s never boring, I am challenged daily with new and unexpected obstacles, 
and it is a job where I feel I’m creating value.

What has been your biggest professional challenge?
My biggest professional challenge has been producing a #3 ranked national 

art festival just weeks after Hurricane Ike devastated the Gulf Coast.  My small 
staff of 3 didn’t have electricity at home or at work, but we had a festival to 
plan so we relocated to our printing company’s office for two weeks in order 
to continue functioning. 

The City of Houston cancelled all special event permits after the hurricane 
except for the Susan G. Komen Race for the Cure and our festival. The permit 
came with strings attached, however. We were only allowed to have the permit 
as long as we didn’t use any city resources, including traffic barricades, which 
are essential to our event.  In addition, every generator was being used by 
FEMA, every port-o-can was out of town, and the City of Houston police 
officers were told they could not work outside/special events. I agreed to all 
conditions without knowing how we would be able to do it but with a strong 
conviction deep inside that told me everything would work out. 

We couldn’t cancel the festival. Among many reasons, too many people 
with low spirits from the Hurricane were looking forward to it and too 
many traveling artists would be negatively affected financially. 

FACTS ON FILE
Years in the Business:  
9 Years

Degree:  
BFA in Communications  
(Major: Journalism, Minor: Art History), 
University of Houston

Family:  
3 Boys

Last book read:
Whole Earth Discipline 
by Stewart Brand

Last business book read:
Thinking in the Future Tense
by Jennifer James

Kimberly A. Stoilis
Executive Director
Bayou City Art Festival
1113 Vine St. #138
Houston, TX 77002
(713)521-0133
kim@bayoucityartfestival.com 
www.bayoucityartfestival.com

Continued on page 111

PEOPLE
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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
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THE HIDDEN SUCCESS FACTOR 
People Moving, 

For Events
By Jeffrey Shapiro

At every event, parking and shuttle  
systems are the first and last impression 
for the attendees. Most events forget this 
and, with a “if it ain’t broke, don’t fix it” 
mentality, gloss over this aspect of their 
event and settle for implementing what-
ever was done in the past. Meanwhile, 
a golden opportunity to create a lasting 
memory with your event attendees is lost.

A simple way to start creating a parking, 
traffic, and shuttle plan is to follow the 
chronological path of an attendee from 
the time they approach your event until 
they leave. The parts of the plan are: Major 
Arteries, Secondary Arteries, Parking Areas, 
Shuttle System, and finally an Exit Plan. 

Major Arteries
Signage should be posted a few days prior 

to the event along the roads most traveled. 
Also, on these major arteries, Variable  
Message Signs (VMS) help attract the atten-
tion of attendees while also having the abil-
ity to change the information given, such as 
road closures or the use of alternate lots, at  
a moment’s notice with just a phone call. 

Secondary Roads
Secondary roads lead the attendees into 

the parking area. Again, VMS are helpful 
here to change traffic flow when lots are 
filled. This is also where supporting signs 
should be clearly posted and visible to all 
attendees. A few examples are signs that 
include information regarding parking 
fees, event hours, and prohibited items. 
A police presence should begin here. A 
detailed plan will designate where the 
police posts will be located, as well as a 
set of objectives for each post.

Parking Area
Many events do not have the luxury of 

paved lots with painted spaces. Very often, 
organized lots must be created from empty 
fields. To maximize the area that is avail-
able, well marked parking areas need to 
be created. This can be accomplished by 
using several different techniques, includ-

ing rope and stake, field paint, hay bales, or 
traffic cones. By marking off every 60 feet, 
cars can be directed to form double rows, 
leaving aisles of about 25 feet in width. The 
general rule is that approximately 140 cars 
will fit on an acre. Whatever techniques  
you choose, be sure to train the parking 
staff on the plan and how to use the  
parking markers you have put in place. 

When the vehicles enter into the parking 
area, make sure that it is well marked with 
signs or traffic personnel to direct them 
where to go. This is usually the choke 
point at most events. If you decide to  
have either ticket or money collection at 
the parking area entrance, it is imperative 
that there are enough personnel to fill all 
of the collection lanes. In order to main-
tain a constant flow, you will also need 
personnel to assist vehicles with merging 
lanes as they exit the collections area. 

Parking lot location signs, throughout 
the parking area, are very important. This 
allows the attendee to locate their vehicle 
at the end of the event. This will also allow 
attendees with reserved or handicap passes 
to know where they are supposed to park.

Shuttle System
When using shuttles, you must identify 

what type of shuttle service you are offering: 
1. Convenience
2. Full Service
3. ADA
Convenience shuttle systems are used 

to handle the elderly and families with 
small children. A few shuttles are put 
into a loop to get this demographic to 
the front of the lot or to the event. This 
assumes that all others will walk. 

Full service shuttle systems use a fleet 
of shuttles to transport the attendees to the 
event. This system can get very costly and 
provides crowd control in large events.

ADA shuttle systems allow spectators 
with special needs to get to and from the 
event. Ensure the lift gate is working on the 
shuttle and the driver is trained in operating 
and meeting the needs of the spectators.

Exit
Unfortunately, most events ignore the 

exit of the event and have all the parking 
staff leave somewhere in the middle of the 
event. To ensure a safe and orderly exit, a 
plan needs to be in place. Using multiple 
exits (think of a fan) when available and 
directing an even amount of vehicles out 
each exit works well. Having clearly visible 
exit signs directing attendees to major  
arteries is your best chance to make sure 
their last experience at the event is positive.

Summary
With an involved and trained team,  

your parking, traffic, and shuttle plan can 
be developed and implemented effectively. 
It will allow you to focus your attention  
on other aspects of the event. Most impor-
tantly, a proper parking and shuttle plan 
can leave such a positive impression, that 
attendees will look forward to coming 
back next year and promote your event  
to their friends and family!

Jeffrey Shapiro is the President  
of Solutions Event Services. Solutions 
Event Services is a traffic, parking and 
transportation company that works 
closely and proactively with festivals 
and events to ensure that their clients, 
guests and spectators arrive and  
depart from events and venues as 
easily, rapidly and safely as possible. 
Founded in 1999, Solutions Event 
Services has grown from a handful of 
staff, servicing New York area events, 
to a leading special events parking and 
transportation consulting company with 
the ability of servicing the entire country.

For more information on Solutions 
Event Services, they can be reached 
at: 866-444-PARK or www.solution-
seventservices.com. Jeffrey Shapiro 
can be reached at: Jeffrey@solution-
seventserivces.com

http://www.solution�seventservices.com
jeffrey@solutionseventserivces.com
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St rategies for 
    Jo in ing Forces

By Gai l  S.  Bower

if indeed it is such a valuable approach, 
then it pays to learn how to do it better, 
what strategies are best, how to overcome 
challenges, and what your choices are in 
case a good collaboration goes bad.

Why Collaborate?
Partnering with others, nonprofit or 

for-profit, can yield many advantages, 
including:

Allowing your organization to have a 
greater impact, as noted previously;
The fulfillment of your mission;
The broadening and/or diversifying of 
your services into communities that 
benefit from your services;
Making limited resources (financial, 
human, and other) go farther; and
Being able to undertake new projects, 
programs, or services that you would 
not be able to offer otherwise.

4 Strategies for Success
Collaborations come together in many 

different ways: you or your partner may 
see a need or issue that you can address 
together, or a funder may suggest the 
partnership. Success stories about col-
laborations that work usually involve one 
or more of the following strategic criteria: 

Core Competencies. Organizations 
come together because of different 
but complimentary competencies that 
when focused on a particular issue 
yields exponential results. There is no 
need to duplicate or reinvent the wheel. 
For example, the American Academy 
of Facial Plastic and Reconstructive 

•

•
•

•

•

•

What do golf and a festival have in 
common? In San Antonio this spring, it’s 
customers and collaboration. San Antonio’s 
New World Wine & Food Festival changed 
its dates and joined forces with the Valero 
Texas Open, a PGA event, to create what 
the San Antonio Business Journal calls “a 
destination traveler’s dream come true.” 

While a golf event may seem like a  
competitor and therefore an unlikely  
collaborator with a wine and food festival, 
the two events see a synergy to broaden 
their audiences, enhance their event expe-
riences, and is a pathway towards growth.

Does your organization or festival 
partner or collaborate with other orga-
nizations? If so, have you found these 
alliances to be exhilarating or exasperat-
ing? If not, are you curious about whether 
collaborating might be a wise approach?

You’re in good company. The Nonprofit 
Finance Fund recently released survey 
results showing that in 2009, 52 percent 
of nonprofit respondents partnered with 
another nonprofit organization as a way 
of coping with the increase in demand for 
services in the middle of the economic  
tumult. This type of adaptive action, 
among others, respondents indicated, 
would likely carry over into 2010.

Common sense tells us that partner-
ing can be an effective and cost-efficient 
strategy. Leslie R. Crutchfield and Heather 
McLeod Grant concluded in their well-
researched book, Forces for Good, that 
partnering provides the leverage you need 
to build organizational impact. So, if more 
organizations are open to partnering and 

Great organizations work with and through others [sic] to 
create more impact than they could ever achieve alone.

by Leslie R. Crutchfield & 
Heather McLeod Grant, Forces for Good

http://sanantonio.bizjournals.com/sanantonio/stories/2010/05/03/newscolumn3.html?b=1272859200%5E3269621&ana=e_vert
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Surgery partners with the National 
Coalition Against Domestic Violence 
on a project, called Face to Face. Three 
hundred surgeons across the country 
perform free reconstructive surgery on 
victims of domestic abuse a year after 
the Coalition liberates women from 
abusive relationships. Neither organi-
zation would be serving its mission by 
developing services already offered by 
the other, but clearly working together 
Face to Face has life-changing results.
Benefits-driven. Two organizations 
come together because they each  
bring value that benefits the other. A 
national educational organization that 
champions a successful learning model 
partners with another larger organiza-
tion that supports educators of a dif-
ferent model. The larger organization 
benefits because it is able to provide 
access to information of increasing 
interest to its members, and the smaller 
organization has access to a much 
wider universe of potential registrants 
for its conference, readers of its publi-
cations, and members.
Resource-driven. In this strategy, 
organizations pool resources (which 
may include competencies) to develop 
a program, service, or initiative bigger 
or better than what one could offer 
alone. The joint effort saves dollars in 
the long run. 

Last year, for example, I spoke at three 
conferences that were co-productions  
of two different organizations. The 
Washington, DC, chapters of the Asso-
ciation of Fundraising Professionals and 
the Direct Marketing Association jointly 
produce The Bridge Conference (where 
I’ll be speaking again this year). Two 
nutrition organizations, one serving the 

•

•

elderly and the other serving people 
home-bound by disease or illness,  
convened in Atlanta. And when I 
“played” Atlantic City – at the Sparta-
cus room at Caesar’s Palace, no less – I 
presented to members of the New Jersey 
and the Delaware Valley’s Societies of  
Association Executives who convene there 
each year. (In fact at the 2009 event, the 
organizations announced their merger.)

Another example is Pro Bono Net, 
a national organization that delivers 
its mission almost exclusively through 
two extensive web platforms and has 
woven collaboration into its mission 
and strategy. In fact last year, one such 
collaboration earned the organization 
recognition from the Lodestar Founda-
tion, which selected them as a finalist 
for The Collaboration Prize.

Pro Bono Net collaborates with 
organizations to provide specialty 
information for particular population 
sectors – people wrongly committed, 
immigration advocates, those along 
the Gulf Coast who suffered because of 
Katrina, and many others. The organi-
zation’s resources include technology 
and its membership and its partners 
bring content and constituent bases, 
among other assets on both sides. The 
collaborative projects allow the impact 
of these groups to penetrate more 
deeply into the communities who need 
specific assistance and knowledge.
Revenue or Value. In this model, 
organizations exchange value for a cash 
or in-kind fee. Corporate sponsorship 
is one such example. If structured well 
around the two organizations’ busi-
ness goals, the partnership can yield 
tremendous results in support of both 
organizations’ strategies.

•

In each of these approaches, being clear 
about what your organization seeks to 
accomplish, what you bring to the table, 
and what you need from the collabora-
tion is essential. Investing time here first, 
rather than just jumping in enthusiasti-
cally though perhaps blindly, will save 
time and aggravation later, once you’re 
fully engaged. If, after explorations with 
your prospective partner, you conclude 
that the collaboration is not a fit or that 
the other organization brings nothing 
substantive to the discussion, proceeding 
may not be the best choice.

Ingredients for Success
When you do decide to move forward, 

however, you’ll want to cultivate and 
adopt a set of best practices. Those that 
follow are culled from my own experienc-
es and from discussions with clients and 
others who’ve found success (and learned 
from frustration) collaborating:

Trust is essential. You must both 
engender a trusting environment  
and be a trusted partner.
Start at the top. The vision and  
commitment comes from you, the 
chief executive of the organization. 
You set the example and blaze the 
trail for your staff. Conversely, if 
you’re not invested, your staff is not 
going to champion the cause.
Start at the beginning. When you 
launch the collaboration, begin with 
a meeting of all the stakeholders – an 
opening ceremony, if you will – so 
everyone is in alignment.
“Face-to-face is better than fax-to-
fax.” One of my clients has a poster 
on her wall with this line. While the 
technology has certainly evolved from 
the fax machine, you get the point. 
Meet in person when necessary. It  
realigns and reconnects everybody with 
the project goals and with each other.
Clarity about your needs. Share  
your needs with your partner and 
encourage your partner to do the 
same. Work together to accomplish 
your interests. In a recent blog post on 
the Trusted Advisor blog, Sandy Styer 
describes the Thomas-Kilman  
assessment. Collaboration, she notes, 
is where Assertiveness and Coop-
eration meet: “Collaboration gets its 
power because it uses the energy of 
Assertiveness–ideas and real points 
of view, championed by people who 
care–and the energy of Cooperation–a 
willingness to make things work for all 
involved. From collaboration comes 
the best result, the idea or solution 
which is fashioned from everyone’s 
input and is better than what any one 
person could have come up with on 
her or his own.” No one is served by 

1.

2.

3.

4.

5.

…being clear about what 
your organization seeks 
to accomplish, what you 
bring to the table, and what 
you need from the collabo-
ration is essential. 

…being clear about what 
your organization seeks 
to accomplish, what you 
bring to the table, and what 
you need from the collabo-
ration is essential. 

http://thecollaborationprize.org/Finalists/New-York-LawHelp-Consortium.aspx
http://trustedadvisor.com/trustmatters/780/At-the-Corner-of-Assertiveness-and-Cooperation-Collaboration
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remaining quiet about what you and 
your organization need.
Put it in writing. Documenting the 
terms and parameters of your work 
together is just plain smart business. 
It may be a helpful tool later in the 
life of the partnership, especially if a 
leadership or staff change shifts the 
nature of the partnership.
Accountability. Besides an agreement, 
using a project management tool, 
even a simple spreadsheet, outlining 
tasks and deadlines and identifying 
staffs’ responsibilities, will support 
workflow and provide a mechanism 
for accountability.
Staff needs. Be sure that your staff 
members involved in the collabora-
tion have ample time to complete the 
thinking and subsequent tasks neces-
sary to execute the project, in addition 
to their ongoing responsibilities.
Balance. When we think of collabo-
rating, it’s natural to have flashbacks 
to the failed group projects in 4th 
grade, where we got stuck doing all 
the work. A better way to look at  
collaborating, however, may be 
to consider the idea of balancing 
responsibilities over time, not on 
a day-to-day basis. Be mindful that 
your partner has ongoing activities, 
other priorities and deadlines. One 
client has found success by choosing 
to jump in and offer help, rather than 
allowing resentment to build. 
Realistic expectations. It’s easy to  
fantasize tremendous results, but 
don’t allow yourself to become 
unglued and swept away. Be realistic 
and focus on long-term results and 
impact, not a quick fix.

Resolving Challenges
Despite the best planning and inten-

tions, challenges occur. Conflicts are 
inevitable among human beings. These 
suggestions will help you resolve the 
most common difficulties:

Culture clashes. Remember that you 
are two organizations – perhaps even 
two formerly competitive organizations 
– now working together towards a 
common goal. You and your partnering 
executive director must work to mesh 
the two cultures, fostering an evolution 
throughout the duration of the project 
or partnership.
Fear and resistance. These two go 
hand-in-hand and are quite natural. 
However, they also offer nothing useful 
towards the outcome. The solution? 
Build trust.
Turf issues and politics. Long-time 
collaborators note that sometimes 
starting off on small, non-threatening 

6.

7.

8.

9.

10.
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Gail Bower is the author of How to 
Jump-start Your Sponsorship Strategy 
in Tough Times.

Her consulting firm specializes 
in dramatically raising the visibility, 
revenue, and impact of non-profit 
organizations and events/festivals. 
She’s a professional consultant, 
writer, and speaker, with nearly 25 
years of experience managing some 
of the country’s most important 
events, festivals, and sponsorships. 
Launched in 1987, today Bower & 
Co. improves the results of clients’ 
marketing and event strategies and 
corporate sponsorship programs. She 
blogs at SponsorshipStrategist.com, 
and her web site is GailBower.com.

projects can help the two staffs make 
incremental progress together. Be sure 
that roles and expectations are clearly 
defined and understood by those 
involved.
Inertia and mixed signals. When 
confusion and even lack of progress 
occurs, check CEO commitment levels. 
Are you fully embracing the project? Is 
your partnering organization’s CEO? 
Are you each supporting the project 
internally and setting an example for 
your staffs? Is there an open atmo-
sphere, allowing staff members to 
discuss concerns and challenges and 
to find solutions?
Miscommunication. Oddly, we  
humans, distinct from other mam-
mals by our thinking and language 
skills, sometimes don’t do such a 
great job communicating. When you 
suspect miscommunication, use that 
as a signal to come together, face-to-
face to talk over what’s going on. And, 
of course, don’t take things personally.

When Good Partnerships Go Bad
Not every partnership works out,  

despite high hopes and carefully plan-
ning. You have three options:

Walk away from the partner;
Walk away from the project;
Change your role and involvement.

Don’t feel stuck, trapped, or in need 
of investing further resources in a losing 
proposition. Staff morale, energy, and 
enthusiasm is too precious; life is too 
short. Move on.

How You Benefit
Working with collaborators allows your 

organization to expand its service with a 

•

•

1.
2.
3.

relief of funding or without adding  
significantly to the operation. The benefits  
to your staff and organization, in terms  
of capacity building and professional  
staff development and growth, also add 
up. You may notice that staff members’ 
communication and listening skills im-
prove, which will be of benefit internally 
as well as externally on other endeavors.

Successful collaborations extend your 
reach into communities and among 
constituents in ways that are endlessly 
beneficial to your mission. Reaching 
more people with your expertise, services, 
messages, and stories expands your com-
munity, your base of supporters, and  
your impact. 

Now it’s your decision: are the social 
value coupled with the value to your 
operation and growth of individual staff 
members compelling reasons to improve 
existing or explore new collaborations in 
your market?

Oddly, we humans, distinct 
from other mammals by 
our thinking and language 
skills, sometimes don’t do 
such a great job commu-
nicating. 

Oddly, we humans, distinct 
from other mammals by 
our thinking and language 
skills, sometimes don’t do 
such a great job commu-
nicating. 
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If you’re hearing a loud buzzing, it’s 
probably all the chatter about the big 
social media websites; Facebook (#2), 
YouTube (#3, also owned by Google), 
Twitter (#12), MySpace (#17) and others. 
Considering only Facebook alone, with 
more than 400 million active users, if it 
were a country, it would be the third larg-
est in the world, after China and India. 
So you can see that there is good reason 
for the chatter. These rankings are from a 
list of the 500 top websites in the world, 
provided by Alexa, the web information 
company. To view the list, go to:  
www.alexa.com/topsites.

These social media websites can be 
used to drive traffic to your website and to 
get people excited about attending your 
festival. In this edition of Internet 101, I’ll 
share my thoughts on how you can get 
the most value out of these websites and 

why your busy season is a critical time for 
your social media program.

As we work to continuously improve 
our websites, we also need to continuously 
increase the number of visitors. Increasing 
the number of visitors is critical because 
the more traffic you have on your website, 
the more likely you are to increase event 
attendance and rental of your facilities 
throughout the year. While there are  
many ways to increase traffic, developing 
an active presence on social media  
websites is rapidly becoming the most  
cost effective choice.

Social media websites are exploding in 
growth because they give people fun and 
easy ways to share their experiences and 
to interact with each other. Facebook also 
claims to have over 1.5 million businesses 
with active pages (www.facebook.com/
press/info.php?statistics), which is no  

surprise, since the people are on Face-
book, businesses will follow. And these 
social media websites are growing rapidly; 
in March, 2010, it was reported that for 
the first time more people visited Face-
book than Google.

Since these websites are where people 
are spending their time, you can benefit 
substantially by creating a presence for 
your business on one or more of these 
sites. Think of it as opening a store in a 
mall that is full of people who might  
attend your festival or event.

After you create your presence on  
these sites and begin to build your  
network of fans, followers, friends and/or 
subscribers, you’ll be able to use the tools 
on the websites to promote your festival 
and other events or opportunities. All 
of these websites include great resources 
for communicating to your social media 

INTERNET 101                               By Michael R. Geisen

Summer is the Season 
for Social Media – Don’t Miss It

http://www.alexa.com/topsites
http://www.facebook.com/press/info.php?statistics
http://www.facebook.com/press/info.php?statistics
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community. And you don’t have to just 
promote; be creative with trivia contests, 
prize drawings, exclusive discounts, insider 
information and more.

Your busy season is prime time for 
growing your network of friends in your 
social media program. As your network 
of friends grows, you will have more and 
more people to tell about what’s going  
on at your events. So, it is essential that 
you plan an active effort to add more  
fans and friends during festival season, 
when you’ve got everyone’s attention. 
Again, be creative by offering incen-
tives to your social media community to 
invite their family and friends to join. 
Plan ahead and do this during your busy 
season, when you have the highest level 
of participation.

To give you an idea of what can be 
done, here are a few examples of how 

many fans some events have accumulated 
on Facebook:

Event Name Number of Facebook Fans
Daytona International Speedway 20,028
Bristol Renaissance Faire 9,303
Minnesota State Fair 81,799
Florida Strawberry Festival 11,762
South by Southwest 67,842

While these numbers may seem  
impressive, these are just the start. These 
results are what can be done with an active 
program to get people to join your social 
media program. You can do this too by 
thinking of ways to reward people for  
joining your social media program such  
as special offers, drawings, contests,  
members-only discounts and benefits, etc.

Even without incentives, just by running 
a good, informative and interactive social 

media program and promoting it on your 
website and in email newsletters, you can 
see tremendous results. That’s how the 
Minnesota State Fair got 81,799 Fans for 
their Facebook page since they started it in 
2007. Brienna Schuette explained that they 
use their Facebook page for three primary 
reasons; 

gathering feedback and ideas (e.g., 
what benefits would be of value for 
Friends of the Fair), 
monitoring customer service, and 
promotions. She confirmed that fair 
time is critical, and estimated that they 
doubled the number of Facebook fans 
during the 2009 State Fair. 
While posting interesting information 

to your social media pages and interacting 
with the community that you create is  
essential, your social media program 
should not become a duplicate of your 

1.

2.
3.
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website, the purpose of your social media 
program should be to get people to your 
website where they can get all the infor-
mation and buy tickets.

How to Get Started with 
Facebook

When you’re ready to open a Facebook 
account for your festival or event, you  
can start here, www.facebook.com/ 
pages/create.php. Once you’ve created 
your account, the process of creating 
your Facebook page is simpler than with 
MySpace because MySpace offers so many 
more choices for customizing your page.

One thing that is common to both 
MySpace and Facebook is that you can 
control what will appear on your page. 
Both websites offer a fairly complex  
range of options for controlling who can 
post to your page and who can see what. 
It is worth taking the time to learn how  
to use these controls because while you 
do want some interaction, you will need 
to be able to control what appears on 
your page.

As with MySpace, try to make your 
Facebook page interesting and fun; use 
creative tactics such as drawings, special 
offers, contests, members-only discounts, 
etc., to grow your network of friends and 
then post frequent invitations to visit 
your website where they can get all the 
information and purchase tickets. These 
social media sites can be much more 
relaxed and informal environments than 
your corporate website, so you can write 
in a relaxed voice and be more personal.

For more ideas on how to put your 
Facebook page to work, try visiting this 
article, “32 Ways to Use Facebook for 
Business,” on the WebWorkerDaily  
website, at http://tinyurl.com/nndm8w.

How to Get Started with Twitter
Twitter is a website where you and ev-

eryone else can communicate with short 
messages of 140 characters each. Starting 
with that simple model, Twitter has and 
continues to evolve into an endless array 
of options for creating, sharing and acting 
on ideas, events and opportunities. 

Recently, Twitter published Twitter 101 
for business, located at http://business.
twitter.com/twitter101. Twitter is a fairly 
unusual website, so I recommend at least 
a quick visit to their tutorial. When you’re 
ready to get started, go to www.twitter.
com and click on the SIGN UP NOW  
button to begin creating your account.

For more ideas on how to put your 
Twitter page to work, try visiting this 
article, “62 Ways to Use Twitter for  

Business,” on the WebWorkerDaily  
website, at http://tinyurl.com/naohcn.

And here are some examples of Twitter 
accounts.

Calgary Stampede   
http://twitter.com/calgarystampede
Daytona International Speedway
http://twitter.com/DISupdates
Mesquite Rodeo   
http://twitter.com/MesquiteRodeo
Nebraska State Fair   
http://twitter.com/NEStateFair
State Fair of Texas   
http://twitter.com/StateFairOfTX

How to Get Started with 
YouTube

To get started with YouTube, go to 
www.YouTube.com and click the SIGN 
UP button to create your “Channel.” 
You’ll be able to create a profile, upload 
videos, customize the design of your 
Channel, and more.

Since YouTube is all about video, when 
you’re ready to start your YouTube Channel, 
the main objective will be to use a decent 
video camera to start recording relatively 
short (15 seconds to 3 minutes) videos  
that communicate the fun, excitement  
and history of your festival or event.

The more creative and interesting you 
are, the more popular your YouTube 
Channel will be. Interview people having 
fun, interview children, interview enter-
tainers, let people tell their stories about 
the booth they’ve had at the fair for 25 
years or about the pie they baked. Make 
it engaging. Make a lot of videos. And as 
you post videos you’ll quickly see which 
work and which don’t and that will help 
guide you to new, more successful videos.

Alternatively, if you read the last  
edition of Internet 101, you may want  

These social media sites can be much more 
relaxed and informal environments than 
your corporate website, so you can write 
in a relaxed voice and be more personal.

The more creative and interesting 
you are, the more popular your 
YouTube Channel will be. 

http://www.facebook.com/pages/create.php
http://tinyurl.com/nndm8w
http://business.twitter.com/twitter101
http://business.twitter.com/twitter101
http://www.twitter.com
http://www.twitter.com
http://tinyurl.com/naohcn
http://twitter.com/calgarystampede
http://twitter.com/DISupdates
http://twitter.com/MesquiteRodeo
http://twitter.com/NEStateFair
http://twitter.com/StateFairOfTX
http://www.YouTube.com
http://www.facebook.com/pages/create.php
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to save yourself a lot of time and give 
people an opportunity to get involved 
by inviting people to submit their own 
videos. If you put some thought into  
how you invite people to create and  
submit videos, you can really add some 
fun to the process. For example, you could 
suggest interesting topics, create a competi-
tion, or ask them to collaborate with each 
other. You could even put some incentive 
behind it with awards or prizes. You will 
likely be amazed at how much work some 
people will put into creating fun, interest-
ing and valuable videos for you.

For more ideas on how to put your 
YouTube Channel to work, try visiting 
this article, “34 Ways to Use YouTube  
for Business,” on the WebWorkerDaily 
website, at http://tinyurl.com/m7qh49.

Here are a few examples of YouTube 
Channels.

South by Southwest
www.youtube.com/user/sxsw?blend=2&ob=4
California State Fair
www.youtube.com/user/californiastatefair
Indianapolis Motor Speedway
www.youtube.com/user/nowfilmfestival
Houston Livestock Show and Rodeo
www.youtube.com/officialRODEOHOUSTON
Los Angeles Marathon
www.youtube.com/user/LosAngelesMarathon#p/u

How to Get Started with 
MySpace

To get started on MySpace, as with 
almost any other web project, you would 
do well to spend some time to see what 
others have already done – examples are 
provided below. When you’re ready to 
create your MySpace page, go to www.
myspace.com, click on SIGN UP, in the 
top, right corner and complete the account 
application form. As you complete the  
application, you’ll see that some fields, 
such as gender, are not applicable to a  
festival, event or other businesses. Go 
ahead and fill in the application with 
reasonable answers and you’ll be able to 
manipulate how this information is  
displayed (or not) on your profile later.

You’ll be prompted to upload a photo; 
you could use your logo or come back to 
this step later. Next you’re prompted to 
add friends. Building your social media 
community is one of the primary objec-
tives on all social media websites because 
as you grow your community you can use 
the social media communication tools to 
promote your event.

Now that your account is created 
you can customize the design of your 
page, add more friends, upload photos, 
videos and music, communicate with 
your friends, and more. Some of the best 
friends that you can add to your network 

are your entertainers because they  
probably already have MySpace pages 
and hundreds or thousands of friends 
in their own networks. So, when you 
connect with an entertainer who has 
thousands of friends, you gain visibility 
with their large network of friends.

Here are some examples of MySpace pages.

Coachella
www.myspace.com/coachella
Allen County Fair
www.myspace.com/allencountyfair
California State Fair
www.myspace.com/californiastatefair
Strummercamp Festival
www.myspace.com/strummercamp.festival
Sydney International Music Exhibition
www.myspace.com/sydneymusicexpo
Wisconsin State Fair
www.myspace.com/wisconsinstatefair

Other Social Media for Building 
Your Internet Program

There are many other social media  
options for building your internet 
program, some you may have heard of 
such as Flickr and Picasa, which are great 
websites for sharing large quantities of 
photos. Another interesting website is 
Wikipedia; if your event doesn’t have a 
listing in this online, collaborative  
encyclopedia, maybe it’s time to start one.

As you work on building your online 
community, don’t forget to promote your 
Facebook, MySpace or Twitter pages on 
your website. One very handy way to 
do that is with a free widget offered at 
www.sharethis.com (see example, below) 
which people can use to email the page 
to their friends, post to their blog or to 
their social media page.

While Facebook, MySpace, Twitter and 
other social media sites do not charge 
you to use their service, there is definitely 
a cost in time and effort, especially if you 
want to see results. Since your presence 
on these websites will represent your 

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@ntelligentsystems.com 
or 714 425 4970. www.ntelligent-
systems.com. While this edition of 
Internet 101 covered a lot of ground 
there is still plenty to discuss so if I 
may be of service, please feel free to 
contact me.
http://www.facebook.com/mgeisen
www.myspace.com/mgeisen
www.linkedin.com/in/mgeisen
http://twitter.com/mgeisen

festival or business, you should consider 
hiring a knowledgeable professional 
who is familiar with the features of the 
website, will put in the required time, and 
has the technical and creative resources to 
create and operate a program that will do 
a good job of presenting your business.

In closing, I encourage you to continue 
to work to enhance and enlarge your  
internet program, especially during your 
busy season. The internet is becoming  
increasingly important in our every day 
life and festivals and events need to  
embrace the internet to communicate, to 
do business and to compete successfully.

Building your social media community is one 
of the primary objectives on all social media 
websites because as you grow your community 
you can use the social media communication 
tools to promote your event.

http://tinyurl.com/m7qh49
http://www.youtube.com/user/sxsw?blend=2&ob=4
http://www.youtube.com/user/californiastatefair
http://www.youtube.com/user/nowfilmfestival
http://www.youtube.com/officialRODEOHOUSTON
http://www.youtube.com/user/LosAngelesMarathon#p/u
http://www.myspace.com
http://www.myspace.com
http://www.myspace.com/coachella
http://www.myspace.com/allencountyfair
http://www.myspace.com/californiastatefair
http://www.myspace.com/strummercamp.festival
http://www.myspace.com/sydneymusicexpo
http://www.myspace.com/wisconsinstatefair
http://www.sharethis.com
mailto:michael@ntelligentsystems.com
http://www.ntelligent�systems.com
http://www.facebook.com/mgeisen
http://www.myspace.com/mgeisen
http://www.linkedin.com/in/mgeisen
http://twitter.com/mgeisenfestival


six signs a sponsor is just not that into you
Kim Skildum-Reid tells it the 
way it is.

Okay, so I’m sitting on the couch  
watching the fun chick-flick “He’s Just Not 
That Into You” while my husband is out 
with his buddies. I’m loving it. Too rare.

As usual, I can’t stop thinking about 
sponsorship. So, I think to myself, there  
are a few signs that sponsorship seekers 
consistently miss that could tell them that a 
sponsor just isn’t that into them. So, brace 
yourself for the cold, hard truth about how 
to read the signs so you can let it go, and 
move on to something more fruitful.

They tell you to “just send in a 
proposal.”

This is a sponsor saying “leave me 
alone,” without being rude.

In actual fact, it’s unintentionally cruel, 
because it gets the sponsorship seeker’s 
hopes up, when they have little or no  
realistic chance at a deal. Why do I say 
that? Because if the sponsor was inter-
ested, they would want to keep talking to 
you – ensuring that you know everything 
you need to know in order to create a 
great proposal for them.

In the sponsor’s defense, however, I can 
understand why they use this “throw the 
dog a bone” method to get away from 
sponsorship seekers. It is unfortunate, but 
a lot of seekers, when presented with the 
opportunity to finally speak with a poten-
tial sponsor, lose their minds and switch 
on the hard sell, which is never a good idea 
with sponsorship. Sponsors are classified 

almost as prey, with predatory sponsorship 
seekers on the attack at conferences, cock-
tail parties, and on the phone. When that 
happens, sponsors say anything to get off 
that phone call, away from that conversa-
tion, or out of that corner.

How to avoid this? Don’t sell. Ask ques-
tions. Do your homework. Understand 
them. If they want a proposal, they’ll ask 
for it. If they don’t, try to incorporate 
them into your network and add value to 
that relationship over some time. Then, 
you will be able to run the occasional idea 
past them and ask if they’d like to see a 
proposal, and they’ll give it to you straight.

They never call – or more to 
the point, they never call back.

Yes, sponsors are busy – too busy to 
spend a lot of time on all of the unsolic-
ited proposals, calls, letters of request, 
etc. that come their way. Instead, they’ve 
got that “all our funds are currently 
committed” form letter and they’ve got 
voicemail. Please hear me when I tell you 
this: If they haven’t called back after three 
voicemails, they’re not going to.

Some sponsorship seekers seem to think 
that voicemail is a war of attrition, and that 
they should just keep hammering away at 
it. Sorry to break it to you, but voicemail 
doesn’t care how persistent you are, and if 
you leave more than three messages about 
your proposal, you’ll look desperate.

You can recover from having a proposal 
go nowhere and maybe do business with 
that sponsor at some point in future. But 

if you make a jerk of yourself, that’s  
going to stick.

The brand manager refers you 
to the sponsorship manager.

Here is the deal: Most (not all) sponsor-
ship managers are some combination of 
gatekeepers, relationship managers, and 
internal consultants. They are very valuable 
components of the sponsorship process, but 
are generally not decision makers – particu-
larly on mid- to large-sized sponsorships.

Who does make those decisions? Usually, 
a brand manager or brand team. So, if you 
pitch the brand manager or team (which 
is a great idea for a lot of reasons) and the 
response is, “You really need to talk to the 
sponsorship manager,” they’ve just told you 
no, but don’t want to do it themselves.

You are obviously welcome to continue 
pursuing it, but do it with the under-
standing that it is highly unlikely to go 
anywhere. My advice is to concentrate 
your major efforts on hot prospects, not 
extreme long shots.

Anyone refers you to the agency.
Similar to the sponsorship manager 

situation, some companies use their 
agencies to do the dirty work, flicking 
unpleasant tasks like gatekeeping and 
saying “no” to them.

If you have approached someone on 
the marketing/sponsorship team and they 
refer you to their agency, they really have 
said “no.” In my experience, this isn’t a 
long shot; this is an absolutely not. I am 
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six signs a sponsor is just not that into you
sure that someone will know someone 
where this has worked out, but like in the 
movie, this is the exception. The rule is 
that if the sponsor is shifting your channel 
of communication externally, they don’t 
want to talk to you. End of story.

You get referred to their  
foundation

In some countries and for some  
companies, a foundation is a well-funded 
resource for all manner of wonderful, 
worthy causes. For others, the foundation 
is an under-funded clearing house for 
non-profits that the marketing team and/or 
CEO don’t want to deal with. It’s go-away 
money – you don’t get the $50,000 spon-
sorship and all the extra benefits that come 
from a strong leverage plan; instead, you 
get a $1,500 grant from the foundation.

This is another no-in-disguise situa-
tion. If you are a non-profit and have an 
amazing, strategic marketing opportunity 
for a company, it has nothing to do with 
philanthropy, and the last thing you want 
to do is speak to a foundation.

If it happens, go ahead and apply. A 
little money is better than none.

They use a sponsorship  
submission form.

I am sooo not a fan of online sponsor-
ship submission forms! Some companies 
use sponsorship submission forms as the 
entry point for sponsorship seekers. The 
problem is that the best way for you to  
get your offer considered is if it is highly 

customised, strategically-driven, and 
includes creative ideas for leverage. Spon-
sorship submission forms simply don’t 
have the scope for you to include the kind 
of detail and creativity that you need to 
include to make a compelling offer.

If a sponsor has one of these sponsor-
ship submission forms, they either…

Are operating with a mindset that is a 
decade or more out of date (but which 
fits in a form)... or
Don’t really want to hear what any unso-
licited sponsorship seekers have to say.
Whatever the case, don’t fill out one 

of those forms. It’s a total waste of effort. 
Instead, do your homework and then 
contact the brand team to get more back-
ground and ask if they would like to see a 
proposal. If you are referred to the online 
form, the answer is, “No, we don’t want 
to see a proposal.”

The upshot
If you have read this article and are 

thinking to yourself that it seems all too 
familiar, the issue is less likely to do with 
sponsor disinterest and more to do with 
your approach. In other words, it’s not 
them… it’s you.

If that’s the case, it’s time to rethink. 
You should look at:

Approaching fewer, highly targeted 
sponsors
Doing a lot of homework on their 
target markets, brand attributes, and 
objectives before creating an offer
Developing offers that are based on big 

•

•

•

•

•

and highly customised leverage ideas, 
not set packages
Approaching the brand manager or 
team first
Re-categorizing sponsorship-seeking 
as the process of developing a strategic 
marketing alliance, and losing any hint 
of it being a numbers game, about “who 
you know,” or about aggressiveness.

If you are looking for a step-by-step 
process for all of this, you may want to 
check out The Sponsorship Seeker’s Toolkit 
3rd Edition.

•

•

Kim Skildum-Reid is an Australian 
consultant and co-author of The Spon-
sor’s Toolkit , The Sponsorship Seeker’s 
Toolkit, The Ambush Marketing Toolkit, 
and soon on the shelves, The Corpo-
rate Sponsorship Toolkit (available late 
2010). She provides media commentary 
to some of the top international business 
and marketing media, including Harvard 
Business Review, Marketing News, 
CNN, CNBC, BBC, Brand Republic, 
Sports Business Journal, Australian 
Financial Review, the ABC, and many 
others. This article first appeared on her 
blog. It is reprinted by permission.

Contact Information: 
Kim Skildum-Reid, Power Sponsorship 
admin@powersponsorship.com
AU: +61 2 9559 6444 
USA: +1 612 326 5265
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“It’s hard to beat a person who never gives up.” 

Babe Ruth

ARE YOU PURPLE? 
THE POWER OF PASSION!

By Gail Lowney Alofsin

Our mindset as a child is that we can do  
anything. When asked what we are going to be 
when we grow up, the answer may range from 
an astronaut, major league baseball player, 
concert pianist to “world famous” sensational 
someone! Children express their ambitions 
with bright eyes, exuberant body language  
and breathless inflection! When we fall in love 
for the first time, we see the world with new 
eyes – “Hello world, where have you been?” A 
teenager in love sees the world with endless 
possibilities and passion. 
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As event professionals, when we talk 
to people we meet about what we do for 
a living, the reaction is “what a great job, 
you must have fun all day” and when you 
think about many of the event careers 
available, they are correct! 

Most people enter the world of events 
full of passion and inspiration with a 
childlike, “sky is the limit,” mindset. 
Somewhere along the way, call it experi-
ence, we start to determine what is not 
possible. “We’ve tried that, we’ve always 
done it this way, we can cut corners here,” 
verbiage that can create a culture of  
lethargy and mediocrity.

When we are passionate about a project, 
we start strong. Why not finish as strong 
as you start? Inspiration, passion, enthu-
siasm? It starts with you! Remind your 
colleagues and team of the big picture. 
For instance, we are not just hiring bands, 
we are bringing people together through 
music and therefore must think care-
fully about our music choices. When we 
design activities for our family areas, our 
mindset should be focused on comfort, 
appeal and activities that families can do 
together. When we welcome food vendors, 
let’s think beyond fried dough and add 
healthier choices to enable selection. And 

when we “sell” our sponsorship, let’s be 
conscious of assisting our sponsors with 
on site programming so their brand is 
known for enhancing an event versus 
intruding on one! 

Flashback, 1989: I was commencing  
my second year of festival sales, marketing 
and management and had an unbridled 
passion for producing events after plan-
ning my first event, the Motts Clamato/
Schweppes Great Chowder Cook-Off in 
September 1988. Our very small team, 
comprised of me and our operations  
manager, were determined to launch  
the inaugural Taste of Rhode Island 
Festival. Bringing this event from concept 
to conception proved to be, as with most 
events, a labor of love completely driven 
by passion.

The naysayers were all present, “You 
need more than a year to create a new 
event,” “Who is going to come and eat 
food all day while listening to music?” 
“Newport does not need another event.” 
When discussing the event at a local 
marketing meeting in Spring 1989, one 
member publicly professed, “Why are  
we talking about an event that is not  
going to even happen?” That was all  
the fuel I needed to ignite my passion 
and produce the event, from scratch,  
now in its 22nd year!

In addition to producing over 2000 
events over the past 20 years, from wed-
dings, corporate outings & private parties 
to major festivals, I have had the privilege 
of teaching at the University of Rhode 
Island for 23 consecutive semesters. One 
of the books that I recommend to the 
students is Seth Godin’s, The Purple Cow. 
Seth was a Resident Assistant in Houston 
Hall, my dormitory at Tufts University 
and I remember him as brilliant and 
dynamic as he is now.

The main point of the “Purple Cow”  
is about being remarkable versus  
predictable and stale. Seth and his family 
were driving through France and were 
enamored by the cows gracing the green 
pastures. They “oohed and ahhed” over 
the beautiful cows. After twenty minutes, 
however, they were just cows. If there 
had been a purple cow, now THAT would 
have been remarkable! 

In the world of events, we serve a 
variety of different customers – sponsors, 
attendees, vendors, suppliers, entertain-
ers, and volunteers to name a few. What 
keeps them coming back? How do we 
create a “fan base” of people who believe 
in our festivals and events? How do we 
cultivate raving fans? How do we become 
and remain “purple”? 

The answer…is passion! Passion will 
always supersede reason. With passion, 
we can do close to anything. With passion 
and purpose, the stakes are even harder. 
But what is passion? How do you get 
there and how do you stay there?

The dictionary describes passion as “a 
strong and barely controllable emotion.”

Think about something you are  
passionate about – your family, your 
friends, your career, sports, events, fund-
raising, travel, people. What drives your 
passion for these people or experiences? 

Have not found your passion yet? No 
worries. Just get out there and experience 
different events, careers, and people. Not 
sure what you want to do? Volunteer  
while you search. I serve on five boards 
and assist many other charities. It is very 
rewarding and is an outstanding  
networking opportunity, something I  
did not realize in my younger years.  
Volunteering will ignite your passion and 
you will personally derive a strong sense 
of purpose through helping others.

We can never underestimate the power 
of passion. Your passion is visible from 
the way you sell and market your events, 
the words you use, the advertising and 
marketing mediums you choose, the lines 
at your gate and the posture of your event 
staff. Passion, or the lack of it, is clearly 
detectable and it starts with YOU!

From Connection to Gratitude, here are 
four passion points for your review!

1 CONNECTION – Who  
Are You Connecting With, 
Internally and Externally?

The best events commence with the 
right connections – internally and  
externally. Your event or festival is not 
for everyone and therefore cannot be 
designed to attract and inspire everyone. 
Once we identify who our customer is,  
we can market to this audience.

To the extent that you can manage  
your “internal” customers (colleagues,  
suppliers, entertainers), choose people 
who will motivate you, people who are as  
enthusiastic about your events as you are. 

For instance, when we were designing 
the collateral for one of our fledgling Taste 
of Rhode Island festivals, the designer for 
our posters and advertisements was “over 
the top” with her enthusiasm. She visited 
our office with great fanfare, exhibiting 
electrifying energy for our new event. You 
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would have thought she was on the  
festival team by the way she offered  
more than design insight to the fabric  
of the event. 

In the same respect, we had worked 
with a different graphic designer on our 
sales collateral. He was an outstanding 
graphic artist. That said, every visit to his 
studio (he did not come to our office) 
was draining. Projects were late and his 
whole aura was “quiet,” physically and 
mentally. This may have worked for 
another kind of company, but for festival 
sales collateral, we wanted enthusiasm 
and magic! 

As for your colleagues, in most cases  
you cannot pick your co-workers. When 
you can, pick the ones that are excited 
about the projects that you work on. If you 
cannot pick team members, do your best 
to “inspire” rather than “expire” the people 
that you work with. This can be done with 
a simple smile and understanding of what 
is on their plate and how your timeliness 
with a project or deadline can make their 
job more manageable. 

When it comes to connecting with  
your external customers, such as your 
sponsors, how visible are you? Do you 
check in weekly, monthly, quarterly or 
do you “pop in from out of space” a few 
months prior to the event in search of a 
renewal? Are you keeping up to date on 
their company through their website, Face-
book, Blog? Hmm...you don’t have time? 
The reality is that you do not have time 
not to! The more you know, the more 
educated you will be about your client and 
it will enable your events and festivals to 
stay fresh…and purple. Brown cow is out! 

2 PREPARATION – Build 
Those Relationships 
Before You Need Them!

No one can prepare for you, you  
have to prepare for yourself – both  
personally and professionally. Set your-
self up for success – design timelines, 
checklists, communication systems that 
align you, your sponsors, vendors and  
the event teams.

Build “white space” into your day  
and into your life. When opportunity 
knocks, you will be ready for it. In the 
event industry in particular we tend to 
over commit. Watch out, this can be a 
very quick path to passion burnout.

Learn everything about your industry 
and different facets of your industry  
from the bottom up! Own it – own your 
responsibilities in the company and 
when you make an error, do your best  
to correct it and turn “oops into opportu-
nity.” It is never too late to start again, in 
your career or personal life.

Get to know your internal and external 
customers better. Take an existing or poten-

tial client out for lunch or coffee  
each week, or every other, and listen  
with a capital “L.” Send a congratulations 
card to the employee of the month, to 
a colleague or client who is graduating, 
getting married, retiring or welcoming 
children into the world.

My mother always told us, “to be 
interesting, you have to be interested.” Be 
interested in other people and build your 
networks before you need them. Passion 
for others commences when you realize 
that it is not “all about you.”

People want to know that they matter 
to you. Think about the person that you 
purchase your coffee from in the morning 
and how you feel when they know “your 
regular.” Think about how you feel when 
your flight is cancelled or delayed and  
the reservation agent does their best to  
re-route you with compassion. Think 
about that special family member or 
friend who took interest in you in your 
formative years, offering advice or “an 
ear.” Be kind to people and watch it  
boomerang right back to you.

3 ATTITUDE – You Are 
YOUR Company!
Whether you think you can or  

you think you can’t, you are right. So why 
not focus on the “can” and find ways to get 
it done. Be known as the “go to”, “make 
in happen” guy or gal. Your competence 
for projects will be built on your experi-
ence. Take note of your professional “best 
practices” and share them to improve the 
growth of your department or event.

Your personal brand is built over  
every interaction that you have. Personally 
you represent “you” and professionally 
you represent your company. You may be 
the only person in your company that a 
client, vendor or event attendee meets. 
How are you representing your company? 
Do you have complimentary things to say 
or are you whining about internal issues? 
My grandmother always cautioned us 
not to share our family’s “dirty laundry.” 
When you are representing your company, 
have only the finest things to say about 
the company, while you work there and 
when you depart.

4 GRATITUDE – “opportu-
nity versus obligation”
Be thankful for your blessings.  

Be thankful for a job, a great family,  
energizing clients, challenging clients, 
exciting colleagues, steady colleagues,  
for your two legs, hands, eyes. When  
you say “thank you” for the little things 
in life, the fact that you woke up today 
and know your name, you cannot help 
but unleash the passion within you and 
ride the wave. 

Help others, whether it is through  
your participation on a board or hands 
on with a charity that you care about.  
Assisting others is an opportunity and 
never an obligation. 

Do you have an opportunity to tie  
a non-profit into your event whether it  
is through a booth for exposure, silent 
auction, raffle or interactive activity? Do 
you meet with your non-profit partners  
to strategize, ensuring their success? 
When non-profit partners are embroi-
dered into the event through a wine toss, 
wheel spin, silent auction or kids area 
aligned with sponsor, this will assure  
success for all involved.

According to the philosopher, Aristotle, 
“We are what we repeatedly do.” 

Find the remarkable in your own life 
versus living vicariously through others.

How purple are you? How purple can 
you aspire to be? The hue does not matter 
– just start today and watch your passion 
escalate. The sky is the limit. Hold on!

http://www.gailspeaks.com
mailto:gailalofsin@gmail.com
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SOURCING
CROWD

  Could the Next 
       BIG IDEA 
     Come From 
Your Customers?

By Penny Reeh, CFEE
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The very definition of marketing has 
always been assessing customer desires, 
needs and expectations followed by  
delivering a product, including the way  
you choose to promote it, that delivers on 
what the customer wants. For decades, mar-
keters and their cohorts in the advertising 
and public relations fields have grappled to 
find effective and affordable methods  
to learn what the customer wanted. 

Solution: enter the world of social  
media and its ability to engage in  
intimate, one-on-one communication 
with our customers. A professional  
colleague recently told me, “This whole 
social media thing scares me. What if 
people say something bad about my  
festival? Why would I want to give them 
the opportunity?” While I perfectly  
understood her misgivings, I told her  
that for as long as humans could speak, 
they have been saying bad things about 
experiences that made them unhappy.  
The problem was, they could do the  
damage without us ever knowing the 
nature of their dissatisfaction and without 
any ability to address the complaint or 
win back their business. In many respects, 
social media presents us with an incred-
ible opportunity to listen to the stream of 
customer conversation, if we are so will-
ing, and do something with what we hear.

From the ability to listen and interact 
came the next great idea – involving the 
customer in planning! From actual product 
innovation to feedback on promotional 
tactics, customers can now have a virtual 
seat at the table through crowdsourcing.

What is crowdsourcing? Wikipedia 
defines it as “A distributed problem- 
solving and production model. Problems 
are broadcast to an unknown group of 
solvers in the form of an open call for  
solutions. Users—also known as the 
crowd—typically form into online commu-
nities, and the crowd submits solutions.”

One of the most cited corporate success 
stories in using crowdsourcing is Dell Com-
puters. Through social media monitoring, 
Dell realized they had a problem. A rather 
serious problem. Customers hated Dell’s 
delivery of customer service and, by exten-
sion, were starting to hate Dell. With this 
epiphany, Dell launched an initiative to 
listen to the customer experience, take their 
ideas and make a serious commitment to 
improving customer service. And it worked.

Dell deftly embraced the worldwide  
intelligentsia of its customers and har-
nessed this newfound base of free consul-
tants to launch IdeaStorm, a new website 
that seeks customer ideas and opinions on, 
well – everything! As of early April 2010, 
IdeaStorm has generated 13,799 ideas,  
410 of which have been implemented by 
Dell. This is not the only nationally-recog-
nized organization to become seriously  
engaged in this concept. Boeing, Nike, 
P&G, Starbucks, NASA, Netflix and IBM  
are just a handful of corporate heavy  
hitters who’ve launch similar initiatives.

The premise is frighteningly simple. 
How much better could our events be 
if we simply asked what our customers 
want? And now, the technology makes 
it easier to implement. But before we 
start asking the customer, it makes sense 
to first ask ourselves what it is we wish 
to know. Blowing the doors open and 
incenting customers to take a run at any-
thing is exciting, but we should set some 
internal parameters on what is feasible, in 
terms of time and human capital, within 
our respective organizations. 

Are you interested in adding a brand 
new element to an existing festival? What 
would it be like to allow that process 
to be entirely led by the very group of 
people for whom it is intended? 

Do you wish to launch a new overall 
initiative to your event, such as making a 
concerted effort to “green” your festival? 
Imagine the ideas that could be offered 
and the opportunity to have customers 
help identify priorities.

And what about refining existing  
processes at an event? How many times, 
as an event planner, have you attended 
another event or entertainment venue,  
only to spend much of your time playing 
“arm-chair quarterback” on all the ways 
things could have been done better? It 
could be experience that makes us quickly 
think of these ideas – or maybe merely a 
set of fresh eyes. Chances are our customers 
could offer countless ways to improve the 
festival’s current operations by looking at 
the event as an objective observer. 

The success of crowdsourcing will likely 
relate to several factors. How passionate 
are your customers about your festival? 
Have you already built an online commu-
nity? Are you willing to invest the time it 
will take to feed and manage the process?

STEPS:
Build your social media presence. 

Developing a social media presence is step 
one before crowdsourcing can be successful. 
Chances are, if a customer cares enough to 
become a fan of the festival’s Facebook page, 
follow the festival on Twitter or subscribe to 
its blog, that same customer will welcome 
the opportunity to share his/her ideas. 

Establish an idea depot. Decide a 
location(s) for customers to deposit their 
ideas. All the ways that you invite feedback 
should point to a central point or two, such 
as a website landing page or social media site.

Offer incentives. Customers are often 
willing to offer their insights for free, but 
who doesn’t like recognition for their ideas? 
With inexpensive online tools, such as  
www.wildfireapp.com, festivals can add a 
contest or sweepstakes promotion to their 
Facebook page for as little as $5. The prize 
for winning may be serious “bragging rights” 
coupled with VIP treatment at the upcoming 
festival. Other organizations have chosen to 
offer a cash prize. Regardless of the incen-
tive, be sure that your fine print states that 
all ideas become the sole property of the 
festival without obligation for remuneration 
to the person(s) who submit ideas.

Gather and analyze what you learn. 
While the point of the exercise is to harvest 
an abundance of great ideas; these ideas 
must be sorted and vetted to determine their 
usefulness to the festival. Remember, Dell 
has implemented less than three percent of 
the ideas gathered by IdeaStorm, but those 
ideas are credited as both great innovation 
and cost-savings for the company.

Lather, rinse, repeat. The real strength of 
crowdsourcing is not using it as a one-time 
endeavor. The very thing that makes this 
process so provocative is its ability to let us 
have personal, two-way conversation with 
our customers and stakeholders. Continuing 
the process, over and over, allows us to build 
trust, refine conversation and reap even 
more dynamic feedback.

When I was a kid, one of my father’s 
favorite sayings was, “Never be part of a 
problem unless you are willing to be part 
of the solution.” His words seemed to be 
sage advice at the time, but little did I know 
how relevant they would become in a career 
that has revolved around marketing and 
management. This is our chance to take 
our customers with us on a great journey to 
improve and innovate the next big moment 
of greatness for our festival. Isn’t it time to 
make them part of the solution?

Penny Reeh, CFEE is owner of Indigo 
Resource Group in Fredericksburg, 
TX in addition to being the Associate 
Director of Business Development for 
the International Festivals & Events 
Association. Penny can be reached at: 
830-997-0741 or pennyreeh@ktc.com. 

What if you had the ability to invite all of the people who had previ-
ously attended your festival to your office for coffee and a brain-
storming session? Imagine what it would be like to pick their brains. 

To learn what they like, or perhaps more importantly, what they dislike about 
your event. What if they could each jot down an idea or two for improvement 
and you could take those collective suggestions for evaluation and possible 
implementation? That would be seriously cool, right?

http://www.wildfireapp.com
mailto:pennyreeh@ktc.com
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When cryptic acronyms and tech speak 
become outdated every few hours, how 
can you possibly market an event online? 
New “must do” approaches arrive each 
week, and every one of us is concerned 
that we aren’t maximizing our marketing 
potential by tweeting, blogging, Face-
booking, and optimizing. But what does 
all that mean really?

In a previous life as a general manager 
of a theater, I made my first attempts at 
Internet marketing. I can still hear myself: 
“Can someone tell me if we sold any 
tickets?” “Is the phone ringing because of 
this?” “Can I take this to the sponsors?” 

These days, you can take it to the 
sponsors, because they are in the same 
boat and have also been told enough 
times to believe that tweeting, friending, 
RSS feeds, PageRank, SEO, Diggs, and so 
on are all keenly important. Just name 
dropping those terms imparts credibility 
to the operators of any organization. But 
let’s say all you want is more attendees, 
but you lack the time or money to be  
everywhere online and need to choose 
just one approach, which should it be?

The strategy you need is (try to hear  
a Movie Preview voice here) The Inte-
grated Approach. Let’s take a minute 
and demystify that title. The integrated 
approach means looking at your business 

goals, website, and promotions as a  
single entity; each effort to improve one, 
informs what you should do with the 
other. Your business goals should be the 
prominent calls to action and informa-
tion on your site, and your marketing is 
only as valuable as the number of those 
actions that take place on your site.  
Gone are the days of not knowing which 
marketing effort caused which result—or 
at least those days should be gone.

Every time a game changing technology 
appears it takes 10 or 20 years for every-
one to learn how to use it properly. As a 
result, a disconnect currently exists in  
online marketing, which is understand-
able. Today, people begin by building 
their website and then turn to attract-
ing visitors. The issue starts because the 
websites are created to please the business 
owners and operators, who are pleased  
by a slick “look and feel,” fancy applica-
tions, and creative flash elements. Once 
the core site is approved, it remains  
the same for years. Although it might be 
updated with current information every 
few months, the structure and messag-
ing remains constant. This makes some 
sense; why hire professional designers 
and programmers only to discard their 
work a few months later? Nevertheless, 
in this market environment, it is vital to 

constantly adapt your website because 
no one, including you, knows what your 
audience wants from your site better than 
your actual audience.

Today’s technology lets you treat your 
website as a large ongoing focus group 
and then makes it easy to adapt your site 
based on the experiences of its users by 
exposing which elements of your site 
cause visitors to specific actions. In the 
same way, Las Vegas casinos choose  
irregular vertigo-inducing carpet patterns 
and remove all the clocks from the casino 
floor. For years, Vegas has tracked how 
guests navigate, interact, and move across 
the casino floor. These days this is done 
with crowd-tracking video cameras, which 
with analysis, determine the optimum 
lay out and services needed to ensure the 
highest amount of gambling. Even better 
tracking, for very little additional invest-
ment, can be attached to your website. 
Every company should know how every 
guest navigated to their website, whether 
they came in from a pay per click ad, 
a Facebook page, or a search engine. 
Further, they can also record every page 
website visitor’s look at, videos they  
view, email they send, and ticket they 
purchase as well as their location and type 
of browser. All successful sites engage in 
this level of tracking, though they tend 
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not to publicize it, not all web users 
are comfortable with it—look at the 
trouble Facebook is in. 

The Real Benefit of Such 
Tracking Is It Helps You 
Answer Two Questions: 

What marketing efforts are returning 
results? That is, are the ads attracting 
visitors, and if they are, are those  
visitors actually interested in your 
event? A certain ad/social media 
might be generating 4,000 visits your 
website, but are those good visitors? 
You also want to know if the website 
visitors that come from that source 
are spending anytime on your site, 
whether they are new visitors, and if 
they contacting you or buying tickets.

Second, is your site engaging people? 
As of 2009 this became doubly  
important. Of course, having visitors 
exit your site quickly, after, say 20  
seconds, means they don’t like what 
they see. Beyond that immediate 
result, however, poor user engagement 
numbers like a low average time on 
site, will also effect how Google  
ranks your site. Search engines such  
as Google are successful because 
people like the results they get when 
they search, so the search engines 
themselves are now tracking how  
long people stay on sites, how many 
pages they look at, and the bounce 

rate, which is the percentage of people 
who come to your site but leave after 
viewing only one page. You need to 
know those three metrics—time on 
site, page views, and bounce rate— 
before using any resources to  
drive visits.

A website’s function is to engage 
people, get them to view the infor-
mation you want them to view, and 
entice them to take a desired action. 
Think about it this way: every guest 
comes to your site with a question. 
For events, 95% of the time, these 
questions fall into a three broad 
categories:

Is your event something I would 
want to attend?
When, where, what, and how much 
is your event?
How do I get tickets?

Are those three categories promi-
nently addressed on your homepage? 
If the goal of your business is to sell 
tickets, then that action should be 
obvious from the homepage (and all 
other pages) of your site. Another way 
to review this is called the squint test. 
Determine your site’s primary goal. 
Then go to your site and squint your 
eyes, so that the screen looks blurry. 
Without being able to read the words, 
can you still spot the place on the 
page that calls out for visitors to buy 

1.

2.

3.

or call for tickets? Or is that text or 
image buried in the in page copy or 
hidden in the navigation, requiring 
visitors to scroll down? 

One way to start an integrated 
approach is to establish a budget to 
buy visitors. This means getting a pay 
per click campaign so that you can 
guarantee the site some new unique 
visitors who are looking exactly for 
your type of event without having 
prior knowledge of it. Then watch 
and see if those visitors behave on 
your site the way you want. To track 
your site, sign up for the free Google 
Analytics tool (http://www.google.
com/analytics). 

If you’d like to learn more about 
what we’ve discussed here, be sure to 
check out our IFEA Webinar entitled, 
“How Do You Use the Internet to 
Build Your Audience in 2010:  The 
Integrated Approach – Part 2 of 2,” 
presented on June 24th, 2010 and 
available as an IFEA Webinar On-
Demand. We delve deeper into these 
most effective online strategies, so be 
sure to check it out. To purchase, go 
to www.ifea.com or contact the IFEA 
at: +1-208-433-0950 ext: 2.
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Bruce Lupin brings more than  
20 years of experience in the  
interactive industry. In 1992, he 
founded Interactive Development 
Corporation (IDEV), where he worked 
with several online services including 
America Online, IBM WorldAvenue, 
Prodigy, Compuserve, and Microsoft 
Network. In March of 2003, Bruce 
took his passion for online marketing 
and formed Edgeworks Group, an 
internet marketing and development 
company. Clients range in size, scope 
and industry including: non-profits, 
ecommerce, publishing, and regional 
businesses. Bruce is the CEO at 
Edgeworks Group.

Doug Rasch, a Google Certified 
Advertising Professional. Doug began 
his internet Marketing and SEO Career 
in 2000, promoting Events and Live 
Theater in Southern California, before 
joining Edgeworks Group. Doug is  
currently the Director of Online  
Marketing at Edgeworks Group. 

For more information on Edgeworks 
Group, go to: www.edgeworksgroup.com

A website’s function is to 
engage people, get them 
to view the information 
you want them to view, 
and entice them to take 
a desired action.

http://www.google.com/analytics
http://www.google.com/analytics
http://www.ifea.com
http://www.ifea.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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PART TWO:  

Managing Event Volunteers 
Across Generations

Do You Need …

Technically savvy volunteers?

Passionate volunteers who believe in the mission?

Dependable volunteers who will show up every day? On time? Consistently?

Willing volunteers to do the job assigned to them?

By Florence May
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During the past 15 years we’ve  
witnessed four generations of volunteers 
(and staff) come together in support of 
festivals and events. Volunteers come 
with a wide variety of motivations, skills, 
and expectations. 

Take a few minutes. Consider the  
generational similarities and differences 
that influence sound volunteer manage-
ment best practices. 

Reflect on your volunteers, colleagues, 
family and friends as you peruse the list 
below of commonly reported generational 
traits. Are these work ethics and values  
consistent with your personal observations? 

Silent Generation  
(aka Children of the Depression/ 
WWII/The Greatest Generation) 

Born between 1922-1945, the Silent 
Generation is the oldest and most experi-
enced volunteer group. They look for  
opportunities to keep busy and connected. 
Events and festivals can gain from their 
skills, knowledge and leadership.

Silent Generation Volunteer Work 
Ethic and Values 

Dedication to their job 
Follow the rules 
Respect for authority
Prefer hierarchal organization 
Patient (don’t need instant gratification)
Traditional expectations
May use computers to communicate 
with children and grandchildren but 
more cautious about technology than 
younger generations.

Boomers  
(aka Baby Boomers/ 
The Largest Generation)

Born between 1946-1964, the Boom-
ers are beginning to turn 60 years of age. 
Boomers seek active retirements including 

•
•
•
•
•
•
•

community volunteer opportunities. 
Volunteer Work Ethic and Values
May have workaholic tendencies
Loyal to organizations
Support personal causes
Hard workers (want gratification  
from work) 
Seek self-improvement and growth
Like technology that “works” and 
makes their lives easier.
 

Generation X  
(aka Gen Xers, Baby Bust, Come 
of Age around the Millenium)

Born between 1965-1980, Gen X is the 
smallest of the workforce generations. 
This population volunteers to organize 
events, becomes participant fundraisers or 
helps promote their favorite nonprofits via 
social media and their personal networks, 

•
•
•
•

•
•

according to research completed by Dan 
Brown, Jewish Philanthropy.

Gen X Volunteer Work Ethic and Values
Seek balance between work, volunteerism 
and personal life
Loyal to people
Relatively informal “team” work  
and volunteer style
Self reliant
Want to have fun at work and  
volunteer activities
Like to work with latest technology
Aware of diversity and think globally.

Generation Y 
(aka Nexters, Millenials, Echo 
Boomers, Generation www.)

Born between 1981-2002, Generation Y 
emerges as the second largest population 
group in the workplace. They are remak-
ing volunteer expectations with their 
emphasis on active participation, effective 
use of time and achievement

Volunteer Work Ethic and Values
Demand balance between work, volun-
teerism and personal life
Self-assured and achievement–focused
Loyal to ideas, causes and products
Strong morals and community service
Eager make a positive impact while 
volunteering
Tolerant
Expect the latest technology
Expect an active voice in decision  
making and planning
Want immediate feedback.

Jennifer J. Deal, a research scientist with 
the Center for Creative Leadership states 
there are also “negative stereotypes for each 
of the generations … the Silents are fossil-
ized, the Boomers are narcissistic, the Gen 
Xers are slackers, and the much maligned 

•

•
•

•
•

•
•

•

•
•
•
•

•
•
•

•
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Gen Yers are even more narcissistic than 
the Boomers.” Motivational speaker Bruce 
Tulgan notes sarcastically, “ The Gen Y, like 
Generation X, is on fast-forward but with 
their self-esteem on steroids.”

Ouch! 
Take heart, regardless of which 

generation you belong, it is difficult to 
find sources that agree precisely on the 
generational names, time span or even 
definitively on the positive or negative 
traits. Cuspers, or those people that fall at 
older or younger ends of their generation, 
may affiliate with another generation.

There is even a sub group of Baby Boom-
ers that are often referred to as Generation 
Jones, a term coined by Jonathan Pontell. 
According to Wikipedia, “These are the 
people born at the tail end of the Baby 
Boom between 1954 and 1965. The name 
‘Generation Jones’ has several connotations, 
including a large anonymous generation, a 
“keeping up with the Joneses” competitive-
ness and the slang word “jones” or “jone-
sing”, meaning a “yearning” or “craving.” 

Many authors, including Bruce Tulgan 
of Rainmaker Thinking Inc., emphasize 
the importance of the generational mix of 
your organization and what it means for 
the future of your organization. He states 
that you need to understand the four 
generations in the workplace today–each 
at different life stages, each with conflict-
ing perspectives, expectations, and needs. 
You need to learn the best practices to 
foster understanding, leverage strengths, 
avoid clashes, improve productivity, and 
maximize teamwork. Tulgen stresses that 
you must turn age diversity into a strate-
gic advantage for your organization. 

Generational similarities and differences 
impact our volunteer management strategies 
particularly in the areas of organization, op-
erations, technology and communications.

Organization
Based on seven years of research, Jenni-

fer J. Deal states that all the working age 
generations want:

To Feel valued    85%
Recognition and appreciation  74%
A Supportive environment  73%
A Capable workforce   72%
To Be part of a team   68%

Her findings are presented in the new 
book, Retiring the Generation Gap: How 

•
•
•
•
•

Employees Young & Old Can Find Common 
Ground where she provides examples of 
generational similarities.

“Leaders must be trustworthy. Different 
generations do not have notably different 
expectations of their leaders. Above all 
else, people of all generations want  
leaders they can trust.”

Deal also clarifies that value, recogni-
tion and respect may take on a different 
nuance depending on the volunteer’s 
generation.

“Everyone wants respect, but the genera-
tions don’t define it in the same way. In the 
study, older individuals talked about respect 
in terms of ‘giving my opinions the weight I 
believe they deserve,’ while younger respon-
dents characterized respect as ‘listen to me, 
pay attention to what I have to say’.”

Regardless of age, know thy audience! 

Operations
Effective volunteer management 

requires that you take into consideration 
those mature volunteers who may request 
a more traditional “task structured”  
volunteer experience vs. the younger  
volunteers who may desire more “say”  
in their volunteer activities. 

All of your helpers want to understand 
the expectations that come with the  
volunteer experience. It is normal for all age 
groups to expect volunteer job opportuni-
ties to be communicated with job descrip-
tions, time requirements and restrictions. 

Technology & Communications
The majority of people ages 16-64  

have relatively positive feelings about  
new technologies including cell phones, 
PDAs, e-mail and the internet according to 
a recent survey by the PEW Research Center. 
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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.

The Xers and Yers expect the time  
efficiencies of communicating real time 
changes, registering for volunteer posi-
tions on line and selecting when they  
are available to work. They are frequently 
open to showing support for causes and 
their favorite organizations through social 
networking sites or blogs.

The PEW Research indicate Seniors,  
while generally positive about e-mail and 
internet, are not as accepting of social  
networking sites or blogs. Privacy and  
security fears continue to be major concerns.

Seniors may be open to new technol-
ogy but many festival and event websites 
flunk basic “Senior Friendliness” tests. The 
majority of website complaints from mature 
volunteers are still largely related type size 
and fuzzy fonts. We need to create sites with 
larger, cleaner type for the sight impaired. 

This prominent problem was brought 
to the table recently by a vision-impaired 
Ottawa Bluesfest volunteer registrant. She 
underlined some common problems and 
shared some important advice.  Creating 
an easily legible site starts with:

Using a minimum font size of 12 point.
Designing with distinguishable colors, 
preferably black text on a white back-
ground.
Using fonts like Arial and Verdana that 
provide a cleaner experience when 
magnified. 

She also shed light on some important 
technical applications that made her  
registration process easier. She loved  
pull down options but also admitted  
that leader lines are helpful. The site did 
not timeout on her, which allowed suf-
ficient time to complete each registration 
section. Finally, the system provided field 

•
•

•

verification to ensure she had completed 
all the required fields. We also learned 
that implementing these changes made it 
simpler for completely blind registrants 
to use programs such as Jaws or Window-
eyes to successfully register online.

Websites should also be compatible 
with hearing enhancement software. And 
these programs are not just for the Silent 
Generation, they are also for the Boomers. 

Online volunteer registration is rarely a 
problem for any of the generations. How-
ever, all organizations should only collect 
the personal information required for the 
volunteer position on their registration 
sites. Seniors often have more concerns 
about private information security but all 
generations should only be required to 
supply necessary data. 

Volunteer managers need to carefully 
consider the registrant information required 
for participation. Do you really need to 
know birth dates, driver’s license numbers 
or social security numbers? If you do, make 
certain that your online registration system 
will encrypt this sensitive information.

Working Together
You know your volunteers and their 

needs better than anyone else. It is fitting 
to conclude with the words of Paula 
Gregorowicz, The Paula G Company.

“The solution to generational differ-
ences has to do more with respecting 
people as people and unique individuals 
than any prescribed formula.”
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Welcome to Edinburgh, 
Europe’s City of Festivals!

Join us this August 18-22 for Inter-
national Events’ extraordinary summer 
symposium—four intensive days “Behind 
the Scenes” of five world-class festivals  
in Edinburgh, Scotland, Europe’s City  
of Festivals:

Edinburgh International Festival, 
world-famous for the best in classical 
artistic programming; 
Royal Edinburgh Military Tattoo, 
60th Golden Jubilee, with a spectacular 
massed pipes and drums performance 
against the stunning backdrop of Edin-
burgh 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 
Edinburgh Art Festival, featuring the 
most exciting and intriguing artists of 
the modern and contemporary visual 
arts world.

During the day, experience a full lineup 
of professional development workshops, 
panel discussions, on-site tours, and 
networking sessions featuring leading 
international experts from Edinburgh  
and abroad. At night, enjoy incomparable 
performances in one of Europe’s most 
beautiful cities, the capital city  
of Scotland.

•

•

•

•

•

Speakers:
Lady Susan Rice: Managing Director, 
Lloyds Banking Group Scotland; Chair, 
Edinburgh Festivals Forum; Chair,  
Edinburgh International Book Festival
Faith Liddell: Director - Festivals Edinburgh
Joanna Baker: Managing Director,  
Edinburgh International Festival 
Major General Euan Loudon: Chief 
Executive and Producer, Royal Edinburgh 
Military Tattoo
Kath Mainland: Chief Executive,  
Edinburgh Festival Fringe
Joe Goldblatt, PhD, CSEP: Professor 
and Executive Director, International 
Centre for the Study of Planned Events at 
Queen Margaret University, Edinburgh
Hannah McGill: Artistic Director,  
Edinburgh International Film Festival
Joanne S. Brown: Director, Edinburgh 
Art Festival
Donald Smith: Director, Scottish 
Storytelling Centre/Scottish International 
Storytelling Festival
Simon Gage: Director, Edinburgh  
Science Festival
Sara Grady: Children & Education  
Programme Director, Edinburgh Interna-
tional Book Festival
Nick Barley: Director, Edinburgh Interna-
tional Book Festival
Jenny Brown: Literary Agent, Jenny Brown 
Associates; Vice-Chair and first Director, 
Edinburgh International Book Festival 
Holly Payton: Managing Director, World 
Festival Network
Susanna Nicklin: Director Literature, 
British Council 

•

•
•

•

•

•

•

•

•

•

•

•

•

•

•

Edinburgh, Scotland • August 18-22, 2010
Four days, five festivals… hundreds of ideas!

Edinburgh means education.
Behind the Scenes of the Edinburgh 

Festivals is an experiential, knowledge-
driven symposium. That means seeing 
the festivals in action, and learning from 
those who make them happen. No other 
professional development seminar gives 
you this unrivaled combination. No other 
city in the world hosts seven concurrent, 
world-class festivals in one month, of 
which we will visit five.

Workshops cover strategic planning, 
festivals and tourism, marketing and media 
relations, administration and management, 
revenue programs, creative programming, 
box office and ticketing, operations and 
risk management, economic impact and 
festival finance, festival evaluation models, 
and industry issues and trends. You’ll also 
have the opportunity to send in your  
questions to speakers in advance.

Attendance may be used towards  
IFEA’s CFEE (Certified Festival and Event 
Executive) accreditation. 

Edinburgh means excellence.
You will have unprecedented access 

to some of the top festival experts in the 
world… all within a period of four days—

an intensive, immersive graduate 
school equivalent not readily available 
to the public. Think of it as a VIP back-
stage pass in terms of education.
real-time festival innovation and  
information offered by real-time  
practitioners, not theorists. 

•

•

Behind the Scenes of the Edinburgh Festivals

International Events, Ltd., presents
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Malcolm Kennedy: Public Entertainment 
Licensing, City of Edinburgh District Council
Tony Reekie: Chief Executive, Bank of 
Scotland Imaginate Festival
Johan Moerman: Managing Director,  
Rotterdam Festivals, The Netherlands; 
Chair, International Festivals and Events 
Association (IFEA World)
Nick Dodds: Managing Director, Festivals 
and Events International, Scotland
James Waters: Director, Festivals and 
Events International, Scotland
Susie Burnet: Media Relations Manager, 
Edinburgh International Festival 

Edinburgh means entertainment.
The education is intense, but so is the 

entertainment. 
You’ll enjoy a welcoming reception, one 

ticket to the spectacular Edinburgh Military 
Tattoo, accreditation and free tickets to select 
performances of the Edinburgh Festival 
Fringe (one ticket per performance per 
registered delegate), access to Fringe Central 
(headquarters for performers, press, and 
promoters), backstage tours, cultural speed 
dating at the Festival Fringe promoters’  
breakfast, networking events, and time to  
see world-class performances on your own. 

Edinburgh Extra
Receive a complimentary 2010  

membership to the International Festivals 
and Events Association (new members). 
Already a member? Receive a discount on 
the full registration. Guests are welcome.

Behind the Scenes of The Edinburgh 
Festivals is endorsed by IFEA World and 
IFEA Europe, and produced by Charlotte J. 
DeWitt, CFEE, President of International 
Events, Ltd., Boston (USA).

Enroll now.
Whether you produce festivals, book 

performers, or work in tourism and  
economic development, the innovative 
ideas are in Edinburgh this August. 

For the complete Edinburgh seminar  
program and registration details, go to  
www.internationaleventsltd.com/edinburgh. 

Only one city in the world hosts seven 
simultaneous festivals in August each 
year. Only one city boasts the world’s largest 
arts festival, the world’s largest public cele-
bration of the written word, and the world’s 
oldest international film festival. There’s 
only one Edinburgh, and you’re invited.

Be inspired.

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 
skype : charlotte.dewitt

•

•

•

•

•

•

Susan Rice is the chair of Festivals 
Forum, the high-level commission set 
up to oversee the strategic develop-
ment of Edinburgh’s festivals in order 
to maintain the city’s position as the 
pre-eminent festival city in the world. A 
major aspect of its mandate is to ensure 
that the investment strategy required to 
sustain Edinburgh’s position cost-effec-
tively is articulated and overseen.

The Forum was established following 
a recommendation in the Edinburgh 
Festivals Marketing Strategy and Plan, 
otherwise known as the Thundering 
Hooves report.

Edinburgh, maintained the report, 
could choose either to stand “grazing 
in the field as the Thundering Hooves 
gallop past,” or it could “continue to 
outpace all the competition through 
bold, well-planned and well-managed 
developments.”

Susan Rice will discuss the Festival 
Forum and its strategic role in protect-
ing the £184 million economic impact 
that the Edinburgh festivals generate 
for Scotland.

American-born CEO, 
Scottish Bank

Susan Rice is Chief Executive of 
Lloyds TSB Scotland and was the first 
woman to head a UK clearing bank 
when she took up the role in August 
2000.  In addition to her work with 
Lloyds TSB, she is a Director of Scot-

tish and Southern Energy, Scotland’s 
Futures Forum, and Scottish Business 
in the Community. She has chaired 
the Edinburgh International Book 
Festival since October 2001 and the 
Financial Services Strategy Group’s 
Steering Group previously.

Under Susan’s stewardship, Lloyds 
TSB Scotland has been a generous 
supporter of the arts, working in 
partnership with organizations such 
as the British Academy of Film and 
Television Arts (BAFTA) Scotland, a 
UK charitable organization that hosts 
annual awards shows for excellence  
in film and television arts; the  
National Galleries of Scotland; and 
the Edinburgh International Festival.  

In her earlier career, she was a dean at 
Yale and Colgate universities in America.

Born and brought up in the United 
States, Susan has degrees from Welles-
ley College and Aberdeen University, 
and honorary doctorates from Robert 
Gordon, Heriot-Watt, Paisley, Queen 
Margaret, Edinburgh, Glasgow, and 
Aberdeen Universities. She is a non-
executive director on the Court of the 
Bank of England, where she chairs the 
Audit Committee, and is a Fellow of 
the RSA, the CIOBS and of the Royal 
Society of Edinburgh.

She is a frequent speaker on the fu-
ture of financial services, the Scottish 
economy, leadership, the arts, and 
corporate responsibility. 

Opening Keynote: 
Strategic Long-term Planning

“The Challenge of Staying Number One”

Lady Susan Rice CBE
Managing Director, Lloyds Banking Group Scotland

http://www.internationaleventsltd.com/edinburgh
mailto:charlotte@internationaleventsltd.com
http://www.internationaleventsltd.com
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Strategic Planning
Opening keynote 
speaker is Lady 
Susan Rice, CBE, 
Managing Director 
of Lloyds Banking 
Group Scotland, and 
chair of Festivals 
Forum, the high-level 

committee created as a result of Thunder-
ing Hooves to oversee and to steer the city, 
its festivals, and their investors through 
the next steps outlined in the study. The 
goal: maintaining and enhancing Edin-
burgh’s status as the number one festival 
city globally. (See related biographical 
profile in this issue.)

Faith Liddell,  
director of Festivals 
Edinburgh, speaks 
about Thundering 
Hooves from the 
festivals’ viewpoint. 
Festivals Edinburgh  
is the organization 

created by Edinburgh’s twelve major  
festivals to take the lead on their joint  
strategic development of an ambitious,  
national and international marketing strat-
egy and action plan. The Thundering Hooves 
report was the result of this first project. 
Learn what steps these festivals are taking 
and get a status report on where they are 
headed. A lot is at stake. This consortium 
of festivals collectively generates £184 
million (US$269M) annually for Scotland 
as a whole, of which £135 million accrues 
directly to Edinburgh and the Lothians.

Major General Euan 
Loudon, chief execu-
tive and producer of 
the Royal Edinburgh 
Military Tattoo, talks 
about the major 
changes and reposi-
tioning of an event 

which has consistently sold out the last 
eleven years. A free ticket to the Tattoo 
is included with conference registration. 
This is the Tattoo’s Diamond Jubilee year.

Thundering Hooves, Strategic Long-term 
Planning, and Creativity Top Themes

Edinburgh Speakers:

Imagine the dust from a thun-
dering herd of cattle fast  
approaching on the horizon, 
soon to obliterate everything 
in its path. Fight or flight? 
Those were the choices given 
to the City of Edinburgh and 
its festivals in a report spring-
ing from one of the most  
important strategic studies 
ever done for the city linking 
festivals and cultural tourism. 
Its name? Thundering Hooves.

Edinburgh had a choice, 
maintained the report. It could 
stand grazing in the field 
as the Thundering Hooves  
galloped past, or it could 
continue to “outpace all com-
petition through bold, well-
planned and well-managed 
developments,” and the beat 
of Thundering Hooves would 
become distant and faint.

This August 18-22, Behind 
the Scenes of the Edinburgh 
Festivals brings you the peo-
ple who are taking the recom-
mendations of the “Thunder-
ing Hooves” report to the next 
level.—strategically, creatively, 
and economically.
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Joanna Baker, man-
ager of the Edinburgh 
International Festival, 
discusses how EIF  
finances its £9  
million (US$13.4M) 
budget, the relation-
ship of funding to 

programming and audience develop-
ment, and what new—and unusual– 
studies the festival is currently undertak-
ing in order to guide this world-famous 
performing arts 
festival in its future 
growth. EIF’s Susie 
Burnet speaks about 
the tactics of effective 
media relations in a 
city saturated with 
competition– from 
other festivals, and 
from the performers themselves.

Joanne S. Brown, 
director of the Ed-
inburgh Art Festival, 
traces the evolution 
of this festival from 
its small, all-volun-
teer origins to its 
present-day position 

as Scotland’s largest annual festival of 
visual art.

Hannah McGill, 
artistic director of 
Edinburgh Interna-
tional Film Festival, 
discusses the strategic 
choices that led the 
world’s longest-run-
ning film festival to 

change its dates. 

Creativity
From a creative viewpoint, delegates 

will encounter literally hundreds of ideas 
in all categories of festival programming, 
from fine art, literature, and film, to 
children’s events, fringe performances, 
and parades. In addition to classroom 
sessions, each day allows ample time to 
sample live performances throughout the 
city, many with complimentary tickets to 
seminar delegates.

Kath Mainland, chief 
executive of the Edin-
burgh Festival Fringe, 
tells the inside story 
of the largest per-
forming arts festival 
in the world and how 
delegates can take 

advantage of its offerings. Over 18,000 
actors, musicians, dancers, comedians, 
and unique performers dazzle visitors 
during the month of August. Behind the 
Scenes delegates are entitled to free tickets 
to select Fringe performances, as well as 
to the Promoters’ Breakfast, described as 
“cultural speed dating” between perform-
ing artists and festival organizers. 

Holly Payton, direc-
tor of World Festival 
Network, will chair an 
international panel 
of fringe directors, 
with tips on how to 
start a fringe festival 
and real life stories 

on what to watch out for in the process.

Nick Burley, director 
of the Edinburgh  
International Book 
Festival, will  
welcome delegates 
to the world’s largest 
celebration of the 
written word. Jenny 

Brown, Board Vice-chair and the festival’s 
first director, will give 
a walking tour, while 
Susanna Nicklin, 
British Council’s 
Director Literature, 
explains the Council’s 
role in exporting 
British literary talent 
throughout the world. 

Children’s Programming Ideas
Children deserve the best in festival 

programming, and Edinburgh festivals 
are passionate about providing innova-
tive, quality events for young people.

Hear creative ideas from Tony Reekie, 
chief executive, Bank of Scotland Imaginate 
Festival, the largest international perform-
ing arts festival for children in the UK; 
Simon Gage, director, Edinburgh Interna-
tional Science Festival, the the world’s first 
celebration of science and technology, 
and still one of Europe’s largest; Sara 
Grady, children & 
education programme 
director, Edinburgh 
International Book 
Festival; and Don-
ald Smith, director, 
Scottish International 
Storytelling Festival.

Accountability
Private and government investors all 

want ways to evaluate their investments. 
Smart festival directors embrace, rather 
than cringe from measurement tools and 
use the results to improve their events. 

Two professors,  
one American  
based in Edinburgh, 
and one Korean,  
present the tools  
and techniques used 
to evaluate festival 
performance. Profes-

sor Joe Goldblatt, PhD, CSEP, is the  
executive director of the Centre for 
Planned Events at Edinburgh’s Queen 
Margaret University; Professor Gang-
Hoan Jeong, PhD, is the Dean of the 
Graduate School of Tourism Management 
at Pai Chai University, Taejeon, Korea, and 
the President of the International Festivals 
and Events Association in Korea.

Malcolm Kennedy, works with Public  
Entertainment Licensing for the City of 
Edinburgh District Council. He leads a 
walking tour of some important—and 
unusual– Edinburgh venues and discusses 
licensing issues from the city’s perspective.

There is no better, no more comprehen-
sive case study than the Edinburgh  
festivals. Credit towards IFEA’s CFEE  
(Certified Festival and Event Executive)  
accreditation is awarded to those  
attending the seminar.

For the complete Edinburgh seminar  
program and registration details, go to  
www.internationaleventsltd.com/edinburgh.

Closing Keynote
Andrew Kerr, WS, is vice-chairman, 

Edinburgh World Heritage Trust, and 
Chairman, The Arts Trust of Scotland.  
An Edinburgh lawyer who served over 
thirty years as Secretary of the Edinburgh 
Festival Fringe Society, Andrew will 
reflect, question, and invite discussion; 
remember past times and suggest  
challenges to come, while pondering, 
from a forty-year perspective, whether  
the Thundering Hooves are getting louder.

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/edinburgh 
skype : charlotte.dewitt

http://www.internationaleventsltd.com/edinburgh
mailto:charlotte@internationaleventsltd.com
http://www.internationaleventsltd.com/edinburgh
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The European Cultural Foundation, the 
Open Society Institute, and Istanbul Bilgi 
University, in the framework of the STEP 
Beyond mobility program, sponsored the 
Black Sea Academy 2010, a six-day platform 
for capacity building, networking, knowl-
edge exchange, and experience-sharing for 
young cultural entrepreneurs and managers 
from Armenia, Azerbaijan, Georgia, and 
Turkey. The Black Sea Academy ran from 
June 28-July 3, 2010.

Context and Aims
The countries of South of Caucasus 

(Armenia, Azerbaijan and Georgia) 
continually face instability, political 
turmoil, and socio-economic downturn. 
The cultural sector and local NGOs are 
challenged by unsustainable funding 
and insufficient access to international 
networks, and thus lack possibilities to 
strengthen their role both at the local/ 
national and international level. 

These three countries are among the 
target areas of the European Union 
Neighborhood Policy, where new instru-
ments for strengthening the cultural 
sector are now being set up. The Black 
Sea Academy aims to empower indepen-

dent cultural operators, managers, and 
new entrepreneurs in arts and culture, 
so that they can tackle the challenges in 
their socio-economic environments and 
acquire skills for a more efficient use of 
the existing opportunities for cooperation 
and networking in Europe. The European 
Cultural Foundation (ECF) and Open  
Society Institute (OSI) share a strong 
commitment to supporting cultural  
operators from Armenia, Azerbaijan, 
Georgia and Turkey, going beyond the 
borders and engaging in active coopera-
tion by extending the STEP Beyond Fund. 

As an EU candidate country, Turkey 
participates actively in the international 
cultural scene. Istanbul currently hosts 
the European Cultural Capital 2010. Its 
vibrant cultural scene has the potential to 
transmit good practices and knowledge 
throughout the rest of the country, and 
can also reach out in the Black Sea region 
more widely. 

Black Sea Academy participants were 
exposed to an interactive and collabora-
tive environment which enabled them to 
work on their projects and/or ideas, while 
creating opportunities for their imple-
mentation in the future. 

The Course 
The Black Sea Academy 2010 delivered 

knowledge and practical skills in: 
analyzing cultural policymaking  
processes in challenging environments; 
strategic, organizational, and project 
management for viable and sustainable 
cultural organizations; 
advocacy and participation in decision-
making processes; and
cooperation and networking capaci-
ties for selected participants in order to 
increase their participation in collabo-
rations among themselves in the region 
and in a wider European scale. 

The course provided information about 
funding and networking opportunities in 
Europe and contributed to the feasibility 
of the participants’ projects and ideas. 

 
The Methods

The course was lead by established 
International lecturers and trainers 
from the field of cultural management 
and advocacy, and was accompanied by 
handbooks and specifically developed 
support material. The working language 
was English. 

 
Participants

Participants in the Black Sea Academy 
were young and/or emerging cultural 
operators with some experience in a local 
cultural project, aged 25-40 years old, 
and predominantly from the indepen-
dent/NGO sector in Armenia, Azerbaijan, 
Georgia, and Turkey. Involvement in a 
cultural cooperation project or a concrete 
developed project idea was required of all 
participants. 

 
Contact:
Funda Açıkbas
e-mail: facikbas@bilgi.edu.tr 
fax: +90 212 3117803 
Istanbul Bilgi Universitesi, Santral 
Kampüsü 
Eski Silahtarağ a Elektrik Santralı 
Emniyettepe Mah. Kazım Karabekir Cad. 
No:2/13 , E4/216 
34060 - Eyüp/Istanbul, TURKEY 

•

•

•

•

BLACK SEA ACADEMY 2010
June 28 – July 3, 2010  •  Istanbul Bilgi University, Turkey

mailto:facikbas@bilgi.edu.tr
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Sports, sponsorship, and sustainability 
are the key themes of the 2010 Eventing the 
Future conference, New Zealand’s national 
conference for the event industry and the 
official conference of the New Zealand  
Association of Event Professionals 
(NZAEP). The conference will take place 
August 9 and 10 at Rydges Hotel in Christ-
church, on New Zealand’s South Island.

Sports
Leading keynote is well-known kiwi Kit 

McConnell, head of the Rugby World Cup 
Department for the International Rugby 
Board (IRB). Kit has direct responsibility for 
the 2011 Rugby World Cup Competition in 
New Zealand, and brings to this position 
experience working in senior events roles for 
a number of mega events, such as the 2000 
Olympics in Sydney and the 2002 Winter 
Olympics in Salt Lake City. He will talk 
about his involvement in mega events and 
about the key role and goals of international 
organizations like the IOC and the IRB. 

Carrying the sports theme forward, 
Tom Mayo, CEO, 2010 World Rowing 
Champs, will talk about the importance 
of goals as drivers to event success in 
much the same way as they are significant 
in driving business success.

Peter Cox, Event Manager, Sport and 
Recreation New Zealand (SPARC), now 
in the thick of things with the upcoming 
Rugby World Cup, was recently in London 
at the Legacy Lives conference. He will talk 
about legacy in a New Zealand context 
and will look at how funders are seeking 
long term legacy from event products.

Paul Dunphy, Manager of Event Attrac-
tions for Auckland City Council, returns  
to talk about effective event bidding for 
international events. Many Territorial  
Local Authorities (TLAs) are in competi-
tion and all are keen to hear about strate-
gies to achieve bidding success in a highly 
competitive global international events 
market.

Sponsorship
The straight-talking Kim Skildum-Reid, 

director of the Australian-based Power 
Sponsorship, is back by popular demand 
to coach and update delegates on new 
sponsorship techniques and current  
challenges for both sponsors and sponsor-
ship seekers. One of the world’s top cor-
porate sponsorship consultants, trainers, 
speakers, and authors, Kim has twenty-four 

years’ experience across Europe, Asia, the 
Middle East, and Australasia. Read her 
related article Six Signs a Sponsor is Just Not 
That into You elsewhere in this magazine.

Sustainability 
Event producer Jane Fullerton Smith  

will review the evaluation tools now avail-
able to assist event managers to design 
policy, plans, and performance measures 
in order to report against industry bench-
marks. She investigated sustainability across 
event management in 2007, realizing there 
was a lack of education-based performance 
measurement reporting tools in the  
marketplace. Three years later Sustainable 
Event Solutions entered the Australian mar-
ket with SEMS– Sustainable Event Manage-
ment System– which is currently being inter-
nationalized so as to fit the global market. 
SEMS is an interactive, online tool offering 
measurement, education, and reporting.

Arthur Klap, another kiwi presenter,  
will discuss the steps of “Developing a 
New International Event,” including the 
nuances of working with offshore agencies, 
international travel, media, and a pleth-
ora of stakeholders. Klap is one of New 
Zealand’s most experienced sports events 
managers, with eight world champion-
ships, three world cup events, and more 
than 500 events over 30 years to his credit.

Also in the field of event design, Jodi 
Wright will talk about creating something 

from nothing—in this case, new festivals. 
She started the International Buskers  
Festival in Christchurch, New Zealand,  
in 1994, as well as the Jazz & Blues Festival 
in 1996 and the Christchurch Writers  
Festival, also in 1996, and is a firm  
believer in the art of exploring possibilities.

Gill Minervini, a Creative Director/ Event 
Producer with the Sydney City Council, will 
continue the conference’s important cultural 
integration theme, exploring the massively 
successful Chinese Festival in Sydney and 
addressing practical event logistics from a 
production and delivery viewpoint. 

Additional event topics include inte-
grating partner objectives; “When things 
go wrong – and how to recover;” social 
media marketing tools; event outcomes; 
and a showcase of the New Zealand Major 
Events Toolkit currently under construc-
tion in partnership between NZAEP and 
Major Events NZ. 

For up-to-date conference information 
and registration details, go to  
www.eventingthefuture.co.nz.

Contact:
Peter Burley and Anne Hindson
ETF Conference
email: info@sportguidance.co.nz
New Zealand Association of Event  
Professionals (NZAEP)
www.nzaep.co.nz 
(M):  +61 (0)21401045

BLACK SEA ACADEMY 2010
June 28 – July 3, 2010  •  Istanbul Bilgi University, Turkey

New Zealand Association of Event Professionals
                   presents Eventing the Future Conference

August 9-10, 2010

http://www.eventingthefuture.co.nz
mailto:info@sportguidance.co.nz
http://www.nzaep.co.nz
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While volcanic ash from Iceland  
paralyzed other international events 
conferences, the inaugural Kenya Events, 
Festivals and Conferences (KEFC) Forum 
took place as scheduled on April 22-23  
at the Kenyatta International Confer-
ence Centre in Nairobi. Produced under 
the auspices of Makini College and the 
Kenyatta International Conference 
Centre (KICC), this “first of its kind” 
forum was designed to help develop an 
international benchmark for events and 
to enable standardization of competency 
in event management in the region. 

The forum was the result of a two-year 
planning process that began when events 
specialist William J. (Bill) O’Toole was 
approached by Makini College in Kenya 
to train events managers. O’Toole had 
conducted similar training programs in 
Saudi Arabia and Dubai. His recommen-
dation was to hold an events conference 
where the training could be part of the 
conference itself. 

There were plenty of events in Kenya– 
but there was little information, and it  
was as disparate an industry in Kenya as  
in other countries. One way to find out 
about this industry and to let the govern-
ment know it existed was to convene an 
events forum or conference. After a quick 
meeting in Nairobi in October 2009 with 
the Kenyatta International Conference 
Center, the organizers decided to go ahead. 

The CEO of Makini College, Joseph 
Okelo, could see the potential and threw 
himself into organizing the forum. Joseph 
and his staff, who had never organized 
events before, worked tirelessly to orga-
nize Kenya’s first event conference. Guided 
by successful events conferences in New 
Zealand, Saudi Arabia, and Uganda, with 

Kenya’s Inaugural Events Conference 
a Great Success

O’Toole’s help, they were able to set the 
objectives and main topics of the forum, 
make presentations to potential sponsors, 
and contact key speakers. 

The inaugural Kenya Event, Festival and 
Conferences Forum took place with over two 
hundred attendees and an exhibition of 
event service suppliers. The conference was 
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Festivals & Events Ontario (FEO) , the 
premier membership-driven, festivals and 
events association in Canada, is entering 
the second year of a four-way marketing 
research study partnership aimed at help-
ing participating FEO member festivals 
grow their organizations to the next level.

FEO approached its Ontario (Canada) 
provincial government for funding a  
few years ago to help subsidize the  
execution of almost fifty economic  
impact marketing research studies for 
festivals and events operating with  
small budgets. These festivals would 
not normally have the line-item budget 
(which can be upwards of C$20,000  
and more) to undertake a professional 
research study on their own.

Among other variables, an impact 
study measures important tourism- 
impact statistics, such as the breakdown 
of festival visitation between the local 
community residents and the out-of-
towners who visit the community  
largely because of the festival. These 
“tourists” bring new money into a  
community and spend related dollars  
on meals, overnight accommodation, 
visits to other attractions, etc.

When translated into economic variables 
such as impact on the local/regional gross 
domestic product, taxes generated, jobs  
created, and more, an economic impact 
study can be a valuable tool for festival 
managers to approach sponsors, media 
partners, government officials, and others.

A model partnership
The partnership in this case includes 

FEO, its provincial government (tourism 
department), the individual festivals  
who are participating in the program,  
and the Toronto-based marketing- 
research firm which is undertaking  
the studies. However, in lieu of the gov-
ernment partner, it could be any private 

or public sector sponsor willing  
to provide the subsidy.

The research firm agreed to lower the 
normal rates it charges in exchange for a 
“bulk” order. Moreover, in order to deliver 
the studies with a potential legacy element 
at the conclusion, the firm is employing 
interns, co-op students from several of 
Ontario’s post-secondary school colleges 
which offer specialized studies in event 
management. These students are trained 
by one of Canada’s leading festivals and 
events marketing research firms and are 
obtaining hands-on, in-the-field experi-
ence which may be helpful to their future 
full-time employment within our industry.

FEO is receiving a modest facilitation 
fee from each participating festival for 
its coordination of the overall program. 
More importantly, FEO is exhibiting 
industry leadership and reinforcing the 
value of an FEO membership.

Numbers talk.
Results obtained from the twenty-four 

studies completed in 2009 have ranged 
(per festival) from a nominal impact (for 
an event which drew essentially from a 
local audience only) to more than a C$1 
million contribution to GDP (from a 
festival which drew upwards of 20% of its 
patrons from non-local tourists); upwards 
of C$75,000 in taxation among all levels 
of government; and significant numbers 
of full-time-equivalent jobs.

FEO is using the collective results to  
assist with its own advocacy messaging  
to the provincial and federal governments 
in Canada.

Contact: 
Gary Masters, Executive Director 
Festivals & Events Ontario 
(T) +1 (519) 537-2226
Email: gary@festivalsandeventsontario.ca 
www.festivalsandeventsontario.ca

Festivals & Events Ontario Leads 
Four-Way Industry Partnership

endorsed by IFEA, which established the 
organizers as serious players in the industry. 

A variety of local and international 
speakers made presentations. Janet 
Landey, President of IFEA Africa, gave her 
impassioned speech on events in South 
Africa and the upcoming World Cup  
(soccer/football). Dr. Joe Goldblatt,  
CSEP, rose to the volcanic challenge that 
grounded speaker Charlotte J. DeWitt, 
CFEE, and spoke via video hookup from 
Queen Margaret University in Edin-
burgh, Scotland, about the history of the 
Edinburgh festivals. Two major sponsors 
of events, Safaricom and KPLC, spoke 
of their events in Kenya. It was a rare 
moment for attendees to look inside the 
process of sponsorship from the viewpoint 
of these major commercial organizations. 

The risk management breakout session 
was an insight into the risks involved in 
events in Nairobi and how sensibly they 
are handled by the local companies. Bill 
O’Toole spoke on the growth path of the 
events industry and what Kenya could 
expect next as the industry matures. Of 
course, it was the networking that was the 
most powerful aspect of this conference. 
Many of the attendees had not met before, 
and everyone was surprised at the size and 
importance of the events industry in Africa.

Perhaps the most touching moment 
was the opening of the conference by the 
world-famous African Children’s Choir. 
The choir is comprised of orphans who 
combine music and movement into 
songs of African celebration. According 
to O’Toole, quite a few of Kenya’s famous 
people had grown up in this choir. Their 
performance showed the power of music 
and community. It was a perfect message 
for Kenya, as it represented the hope and 
possibilities the countries of Africa possess. 
After the conference, it was easy to see that 
events, festivals, and conferences will signif-
icantly contribute to Kenya’s development.

Useful links:

Conference documentation, sponsors, 
and presentations 
www.kenyaevents.org .

African Children’s Choir
http://africanchildrenschoir.com/

Conference venue: Kenyatta Interna-
tional Conference Centre 
http://www.kicc.co.ke/
 
Contact:
William J. O’Toole
Events Development Specialist
(T) +61 418419322
Email: otoole2006@gmail.com
www.epms.net

mailto:gary@festivalsandeventsontario.ca
http://www.festivalsandeventsontario.ca
http://www.kenyaevents.org
http://africanchildrenschoir.com
http://www.kicc.co.ke
mailto:otoole2006@gmail.com
mailto:otoole2006@gmail.com
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Strategic long-range planning:

Dubai’s Center Stage Management 
and the 2010 FIFA World Cup

Company to temporarily cease event 
production in the Middle East

Most event companies think of inter-
national expansion as adding on to their 
existing line-up of activities, but Dubai-
based promoter Center Stage Management 
(CSM) is different. The organizer of such 
well-known annual festivals as Desert 
Rock, Desert Rhythm, Urban Desert, and 
the Back 2 School Festival has announced 
it will not organize any events in the 
United Arab Emirates in the year 2010. 
The festivals are postponed until further 
notice in an effort to extend the reach of 
the company… this time, to South Africa, 
where CSM will execute the opening and 
closing ceremonies of the 2010 FIFA World 
Cup (soccer/football) championship.

Strategic move for CSM
Jackie Wartanian, Managing Director, 

explains, “This decision was not taken 
lightly and was well-thought-through with 
my team in my company’s best interest. It 
marks the beginning of a new era for CSM, 
a human-sized, yet international enter-
tainment-specialized company, to grow 

Save these 2010 Dates!

CONFERENCES AND SEMINARS

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 Festivals, Edinburgh, 
 Scotland. International Events, Ltd. 
 www.internationaleventsltd.com/edinburgh 

Sept. 8-10 Festive Roads to Recovery, Copenhagen, DK. 
 IFEA Europe. www.ifeaeurope.com 

Sept. 11-12 Journeys of Expression VIII, Copenhagen, DK. 
 Leeds Metropolitan University and IFEA Europe. 
 p.e.long@leedsmet.ac.uk
 
Sept. 15-17 IFEA’s 55th Annual Convention & Expo, St. Louis, 
 Missouri, USA. www.ifea.com

AWARDS

Sept. 15, 16 IFEA/Haas & Wilkerson Pinnacle Awards
 (Deadline July 19) & IFEA World Festival & Event City Award  
 (Deadline August 16). For more details, go to: www.ifea.com

October 7 Australian Event Awards, Sydney, Australia. 
 (Entry deadline July 26) www.eventawards.com.au

The ripple effect from the Icelandic 
volcanic ash took its toll on two Euro-
pean conferences this past April: IFEA 
Europe’s Festive Roads to Recovery and 
Leeds Metropolitan University’s Journeys 
of Expression research symposium, were 
postponed as worldwide flights to  
Europe were cancelled. The new dates 
are September 8-10 for IFEA Europe, 

according to Allan X. Grige, 
Chairman of IFEA Europe, 
and September 11-12 for the 
research symposium, accord-
ing to Dr. Phil Long, Princi-
pal Research Fellow at Leeds 
Metropolitan University’s 
Centre for Tourism and  
Cultural Change.

Elsewhere in the world, the 
Kenya Events, Festivals, and 

Conferences Forum in Nairobi 
went on as planned, but with-

out some of its key speakers, who 
were grounded by the ash. 

Still to come: Eventing the Future 
conference August 9-10 in Christchurch, 
New Zealand; Behind the Scenes of the 
Edinburgh Festivals , which will take 
participants behind the scenes of five 
concurrent Edinburgh, Scotland, festivals, 
August 18-22; and of course, the IFEA’s 
55th Annual Convention & Expo in Saint 
Louis, USA, September 15-17, 2010. 

Read detailed coverage about upcoming 
conferences and seminars in this issue.

http://www.nzaep.co.nz
http://www.eventingthefuture.co.nz
http://www.internationaleventsltd.com/edinburgh
http://www.ifeaeurope.com
mailto:p.e.long@leedsmet.ac.uk
http://www.ifea.com
http://www.ifea.com
http://www.eventawards.com.au
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beyond UAE boundaries. I have focused 
uniquely on the Middle East in the past  
10 years, which has positioned CSM to 
build a credible and reputable name.  
It’s now time to take it to another level.  
We’ve always taken pride in producing 
top-quality events which is why in order 
to develop my company in a professional 
manner (to equal its standards), we will 
focus on our international projects and 
artist management, until further notice.”

Steps taken toward company 
growth

Center Stage Management’s ambition to 
expand globally started in 2008, by orga-
nizing the Urban Desert tour with Akon, 
Fat Joe, and Black Violin at the end of the 
first quarter in South Africa. Seven months 
later, its American subsidiary based in Los 
Angeles opened as Scorpio International, 
Inc., engaging in a wide variety of projects 
such as reality TV shows, theatrical movies, 
and music production.

In the spring of 2009, Center Stage  
Management scored a deal with FIFA as  
a contractor to execute both the opening 
and closing ceremonies of the Football 
Confederations’ Cup in South Africa, 
held over the summer in preparation to 
the FIFA 2010 World Cup. At the end of 
2009, it was confirmed that Center Stage 
Management would have the same role in 
working on FIFA World Cup 2010 Opening 
and Closing Ceremonies.

Other activities in 2009 included orga-
nizing a tour for the band Nervecell, whom 
they signed under a management deal, 
putting them on the road for three months 
in Europe to perform at some of the biggest 
festivals on the continent and striking a 
record deal before the end of the tour. 

CSM headquarters will remain in 
Dubai, which still operates in artist 
management. Says Jackie, “Our passion 
remains in organizing top-scale events. 
The show will go on!”

Jackie Wartanian was recognized for 
her “Outstanding Contribution to the 
Middle East’s Events Industry” at the 
2008 Middle East Event Awards in Dubai.

Contact:
Mathilde Montel 
Center Stage Management
mathilde@csmentertains.com 
+971 (0)43050726.

mailto:mathilde@csmentertains.com
www.kandkinsurance.com
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The 3rd Annual Middle East Event 
Awards honored winners in twenty 
categories on May 26, 2010, at Madinat 
Jumeirah in Dubai, United Arab Emirates. 
The Middle East Event Awards are the 
region’s most prestigious recognition of 
innovation, achievements, and excellence 
in the events industry. 

“Nearly two hundred nominations  
were received for the awards, which  
has been the highest number so far and 
represents the desire of all professionals 
involved in the industry to excel in  
delivering successful events,” said Dana 
Haubold, Project Manager of the Awards. 

The nominations were assessed by a 
panel of ten judges comprised of  
renowned industry names, including  
William (Bill) John O’Toole from  
Australia, Zanine Adams – President  
ISES (International Special Events Soci-
ety) UK, Hans-Juergen “Lauti” Lautenfeld 
– Production Specialist from Germany, 
Charlotte DeWitt, CFEE – President In-
ternational Events, Ltd., USA, and Steven 
Wood Schmader, CFEE - President & CEO 
of the International Festivals & Events 
Association (IFEA). 

More than six hundred guests represent-
ing over one hundred-fifty organizations 
from across the Middle East and North 
Africa (MENA) region, as well as from 
Europe, gathered at the awards ceremony 
for an evening of celebration, networking, 
and dazzling entertainment. MENA is an 
extensive area extending from Morocco in 
northwest Africa to Iran in southwest Asia. 
It generally includes all the Arab Middle 
Eastern and North African countries.

Winners, 2010 Middle East 
Event Awards

Best Meeting or Conference: Meeting 
Minds for IDA World Congress
Best Incentive Event: Vibe for Coca-
Cola Company Annual Conference
Best Trade Exhibition: Dubai World 
Trade Centre for Gulf Food
Best Meetings or Events Facilities 
within a Hotel: Madinat Jumeirah 
Best Purpose-Build Events Venue: 
Dubai World Trade Centre
Best Music Event: Flash Entertainment 
for Beats on the Beach / Yasalam
Best Arts and Cultural Event: npa 
events for Rembrandt in Oman

•

•

•

•

•

•

•

Best Marketing Campaign for an Event: 
Flash Entertainment for Yasalam
Best Innovative Entertainment: Global 
Village for Global Village Cultural & Arts 
Festival
Best Exhibition Stand Design: Extra Cake 
for Barbican Turbo Exhibition Stand
Best Creative Use of Event Lighting: 
InHouse Productions for Grand Prix 
Signature Dinner
Best Event Sound Production: InHouse 
Productions for Grand Prix Signature 
Dinner
Best A/V – Video Solution for an Event: 
mamemo productions for World’s First 
Holo Room & World’s First Digital Model
Best Event Design: HQ Creative LLC on 
behalf of TDIC for Abu Dhabi Art - VIP 
Majlis & Design Studio “Beyond”
Outstanding Event Using Temporary 
Venue/Structure or Space: Arena Lea 
International, Farnborough International 
Limited and Harlequin Arena for Bahrain 
International Airshow 2010
Best Corporate Product or Service: 
mamemo productions for Launch of  
the Surface Transport Master Plan  
(STMP) 2030

•

•

•

•

•

•

•

•

•

WINNERS 
of the Region’s Most Prestigious  

Awards In Events Industry Announced
15 companies and 2 individuals stand out at the  

3rd Annual Middle East Event Awards

Best Music Event: FLASH Entertainment, for Beats on the Beach / Yasalam
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Outstanding Production Achievement: 
Filmmaster Events for KAUST Inaugura-
tion Ceremony
Green Award: ADNEC and dmg events
Young Achiever of the Year: Murad 
Shisha from mamemo productions
Outstanding Contribution to the 
Middle East Event Industry: Richard 
Coram from The Talent Brokers

Middle East Event Show 2011 
Announced

The Awards also featured the launch of 
the first Middle East Event Show, sched-
uled from May 18-19, 2011. The show is 
positioned as the perfect platform for MICE 
(Meeting, Incentive, Conference and Ex-
hibition), Events, and Entertainment sup-
pliers, and buyers to connect in the wider 
Middle East region with the most compre-
hensive display of services, products, and 
performances. Featuring a host of seminars 
and workshops as well as the 4th Middle 
East Event Awards, the Middle East Event 
Show aims at attracting active participation 
from companies that recognize the impor-
tance of this region as a growing market. 

The Middle East Event Awards 2010 
were presented by sourceme. Key sponsors 
included Al Laith, Gemini, Prince, Jumei-
rah and Precise. The event was organized 
by IIR Middle East, producers of major 
international exhibitions, conferences, and 
training programs in the region, including 
Arab Health, Cityscape, Middle East  
Electricity, PALME, and Leaders in Dubai. 

For details, visit www.me-eventawards.
com & www.me-eventshow.com 

Contact:
Mustafa Iqbal
Senior Marketing Manager
IIR Middle East
Tel: +971 4 3365161
Email: mustafa.iqbal@iirme.com

•

•
•

•

More than one hundred entries 
were reviewed in the lead-up to the 
first PALME Middle East Awards 
2010, where a final ten companies 
were feted at a glittering ceremony in 
Dubai, UAE, on April 19. 

The PALME Middle East Awards, 
the region’s most prestigious awards 
ceremony for recognizing and reward-
ing innovation and technical excel-
lence covering categories for AV, audio 
technology, and lighting design, were 
held in front of a packed crowd at the 
Al Multaqua Ball Room at the Dubai 
International Convention and Exhibi-
tion Centre.

A special award was given to George 
Puthenkulam, from Dutco Tennant, 
who was elected by popular vote as 
the Most Significant Individual  
Contributing to the AV Industry  
in the Middle East.

“Due to developments in the audio, 
lighting and AV sectors in the Middle 
East, we felt it fitting to reward the 
people and companies who have 
helped to push the industry forward,” 
said Alex Heuff, Exhibition Director of 
PALME Middle East.

“These sectors have become more 
and more competitive and as such, 
have increased the quality of products 
on offer. There were fierce battles in 
all categories, but the winners stand 
out in each field and prove how tech-
nologically advanced companies in 
the Middle East are,” Heuff added.

The full list of winners are:
Residential Best Integrated Home: 
SmarthomeUAE – Digitcom, for its 
SMART High Definition Living
Commercial – Best AV / Video 
Solution: Action Impact LLC, for 
The Saadiyat Story

•

•

Best Entertainment Venue in the 
Middle East: Sanctuary Nightclub 
– Atlantis, The Palm
Most Innovative New AV Product 
of the Year: RIEDEL Communica-
tions GmbH & Co. KG, for the 
Riedel MediorNet
Latest Innovation for a Loudspeaker: 
V.V & Sons, for the NEXO PS 15 R2
Best Pro Audio Technology of the 
Year: Neumann, for the Solution-D 
digital microphone
Best Intelligent Lighting Fixture of 
the Year: Oasis Enterprises LLC, for 
the SeladorT
Best Use of Lighting – Exterior: 
LDP International Ltd., for Bahrain 
World Trade Centre
Best Use of Lighting – Hospitality & 
Leisure: dpa lighting consultants, for 
Okku restaurant at The Monarch Dubai
Most Significant Individual Con-
tributing to the AV Industry in the 
Middle East: George Puthenkulam, 
from Dutco Tennant.

The Awards were open to manufac-
turers, distributors, installation com-
panies, lighting designers, rental firms, 
and PR & marketing companies.

Platinum sponsors of PALME 
Middle East were ATEIS Middle East 
and AVI Presentation Products; gold 
sponsors were Circuit and Christie; 
silver sponsor was Protec; conference 
sponsors were Almoe and BARCO. 

For more information, visit www.
palme-middleeast.com 

Contact:
Alex Heuff, Exhibition Director
IIRME PALME Middle East
IFEA Middle East and Pan Arab
alex.heuff@iirme.com 
+971 (4) 4072562

•

•

•

•

•

•

•

•

PALME Awards 
Announce Winners
Atlantis super club wins Best Venue

http://www.me-eventawards.com
http://www.me-eventawards.com
http://www.me-eventshow.com
mailto:mustafa.iqbal@iirme.com
http://www.palme-middleeast.com
http://www.palme-middleeast.com
mailto:alex.heuff@iirme.com
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In April, an Icelandic volcano 
erupted just days before the scheduled 
opening of the IFEA Europe Annual 
Conference 2010. While the ash cloud 
covered Northern European skies, a 
flight ban was imposed; speakers and 
delegates cancelled left and right, and 
the only option was to postpone the 
long-anticipated event.

September 8-10 are the new 
dates for the 2010 confer-
ence. Only a few changes 
to the original list of 
speakers and topics 
are expected, and 
the new dates 
offer an excit-
ing opportunity 
to combine the 
conference with a 
festive event: The 
My World IMAGES 
Festival, one of 
Denmark’s most 
exciting, recurring 
event concepts. 

The IMAGES  
festival was held 
for the first time in 
the 1980’s. Hosted 
by the Danish Center 
for Cultural Develop-
ment (DCCD), and 
managed jointly with 
the Copenhagen Inter-
national Theatre, the 
IMAGES festival – held 
every 3 to 4 years –  
brings the cultures of 
developing countries to 
several cities in Denmark 
in the form of a “moving 
festival road show” lasting 
several weeks. While  
previous IMAGES 
festivals have focused 
specifically on the 
cultures of  
Africa, Asia,  

and the Middle East, this year’s festival 
brings artists from around 170 coun-
tries to fourteen cities in Denmark, 
culminating in a week-long, spectacu-
lar festival in downtown Copenhagen 
from September 6-12.

IFEA Europe is currently in the pro-
cess of setting up a program that will 
allow IFEA Europe delegates to experi-
ence the IMAGES festival – and the 

international artists and cultural 
entrepreneurs involved with the 
IMAGES festival to participate 
in IFEA conference events. 

Details will be available 
on the IFEA Europe 

website in mid-July at 
www.ifeaeurope.com.

The IFEA Europe 
conference Festive 
Roads to Recovery 
will again this time 

be combined with the 
academic conference 
Journeys of Expression, 
hosted by Copenhagen 

Business School and 
Leeds Metropolitan Uni-
versity (UK) in association 
with IFEA Europe. This 
conference has more than 

thirty confirmed speakers 
covering a wide range of 
festival research topics. 

Contact:
Allan Xenius-Grige  
Chairman
IFEA Europe
allan.xenius.grige@ifeaeurope.com
www.ifeaeurope.com
(T) +45 (40) 96 94 84

Dr. Philip Long
Leeds Metropolitan University

Journeys of Expression conference
p.e.long@leedsmet.ac.uk

www.tourism-culture.com
+44 (113) 812 8545

What Volcano???
Reykjavik Children’s 

Culture Festival:  
“On with the show!”

The first annual Reykjavik (Ice-
land) Children’s Culture Festival took 
place—as planned– April 19 - 25, 
2010. While travel throughout Europe 
and many other parts of the world 
was shut down due to the volca-
nic eruption in Eyjafjallajökull, in 
Iceland itself, the Children‘s Culture 
Festival offered a week of children‘s 
culture, culture for children, and 
culture with children. According to 
Sif Gunnarsdottir, director of Visit 
Reykjavik, the festival had contin-
gency plans well in place should the 
volcanic ash reach Reykjavik, which 
it did not, and Iceland being Iceland, 
most April events were indoors. The 
festival reached all corners of Reykja-
vik city, from the slopes of Mt. Esja to 
the bottom of the swimming pools. 
As for the media, they were only 
too happy to write a positive story 
instead of one of doom and gloom 
about the volcanic ash. 

Contact:
Sif Gunnarsdóttir
Forstöðumaður - Director 
Höfuðborgarstofa - Visit Reykjavík 
Aðalstræti 2 - 101 
Reykjavik, Iceland
sif@visitreykjavik.is
www.visitreykjavik.is
www.reykjavik.is 
(T): (+354) 590 1500
Mobile: (+354) 693 9361
(Fax): (+354) 590 1501

Getting Ready for 
Another Festive Eruption!

http://www.ifeaeurope.com
mailto:grige@ifeaeurope.com
http://www.ifeaeurope.com
mailto:long@leedsmet.ac.uk
http://www.tourism-culture.com
mailto:sif@visitreykjavik.is
http://www.visitreykjavik.is
http://www.reykjavik.is
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www.hwins.com
www.zambellifirework.com
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http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=128&Itemid=106
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In uncertain times we must often take steps to blow our own horn 
and remind those whose support we depend upon, of the important 
economic and social value that our festivals and events bring to the 
communities we serve. Economic Impact Studies have been available 
for many years, but have taken on a new importance in today’s  
market. Having a credible and current economic impact study can:

Increase perceived value and credibility by all stakeholders
Provide valuable and quantified data that can be shared with 
sponsors and other supporters
Provide reliable data on which to base future marketing and 
programming decisions
Provide benchmark data from which to track the long range 
changes and economic health of your event.

Unfortunately, this critical resource, especially with credible credentials, is often 
financially out of reach for most events even in a good economic environment. 
Recognizing this challenge, the IFEA has created a cost effective, industry credible 
program to provide Economic Impact Studies at a budget-accessible investment. 

Easy, Complete and Credible 
IFEA will work with your event to compile pertinent data necessary to interpret 

local data; create on-site survey instruments to collect information directly perti-
nent to the study and helpful to other critical programs and efforts by your event; 
determine appropriate sample sizes; develop guidelines, schedules and oversee 
volunteer survey team training; supervise and monitor on-site data collection 
during your event; compile and analyze the collected data; and provide a written 
Economic Impact Summary Report within 5 weeks of your event’s conclusion.

The final report will be provided under the banner of the International Festivals 
& Events Association (IFEA), lending the credibility and weight of “The Premiere 
Association Supporting and Enabling Festival and Event Professionals Worldwide” 
to your results. 

Program Investment 
The investment for an IFEA Economic Impact Study is $5,000, plus any direct 

(and approved) travel and study related expenses. Special circumstances, multiple 
events, etc. may affect the final investment. 

Getting Started 
For more information about this IFEA program, please contact one of our  
Business Development Directors:

Steve Schmader, CFEE • 208-433-0950 Ext: *818 • schmader@ifea.com

Ira Rosen • 732-701-9323 • ira@ifea.com

Penny Reeh • 830-997-0741 • penny@ifea.com

•
•

•

•

International Festivals & Events Association

IFEA PROFESSIONAL PRODUCTS AND SERVICES 

ECONOMIC IMPACT STUDIES

mailto:schmader@ifea.com
mailto:ira@ifea.com
mailto:penny@ifea.com
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The IFEA and Zambelli Fireworks are pleased to announce 
Mary Jo Sartain from Tulsa International Mayfest in Tulsa, 
Oklahoma, as the recipient of the 2010 IFEA/Zambelli 
Fireworks Volunteer of the Year Award.

As this year’s winner, Mary Jo Sartain will be the guest of 
the IFEA and Zambelli Fireworks at the IFEA’s 55th Annual 
Convention & Expo, September 15-17, 2010 in Saint Louis, 
Missouri. She will be recognized and presented with her 
award during the IFEA Hall of Fame Dinner sponsored by 
Kaliff Insurance on Thursday, September 16th, 2010.

Mary Jo Sartain
Nominated by:  
Heather Pingry, Executive Director 
Tulsa International Mayfest

Tulsa International Mayfest began in 
1973 and was produced exclusively by 
volunteers. Now, with only one full-
time staff member and seasonal part-
time staff, we still rely heavily on our 
hundreds of volunteers to produce this 
beloved Tulsa tradition. Mary Jo Sartain 
has been an integral part of the festival’s 
success since 2002. 

Mary Jo’s husband, Gailard Sartain, 
was selected as the poster artist for the 
2001 festival when they lived in Los An-
geles, California. Through their involve-
ment in Mayfest, they were convinced it 
was time to move back home, to Tulsa, 
Oklahoma. Upon moving to Tulsa, Mary 
Jo immediately wanted to volunteer for 

Mayfest. She helped in various aspects 
over the years, including headquarters, 
Co-Chair for visual artists, and currently 
Festival Chair, a position she has held 
since 2007. While in these roles, she has 
also served on the Board of Directors 
since 2003.

The festival chair is responsible for 
oversight of the steering committee, 
which is comprised of approximately 25 
volunteers that are each responsible for 
a specific area of the festival. The festival 
chair serves on and reports to the board 
of directors. Before Mary Jo’s tenure, 
those in the festival chair position had 
duties and time commitments that varied 
greatly given each individual’s availability 
and talents. Mary Jo has truly made the 
position a full time year round effort. 

In addition to this, Mary Jo handles  
our day-to-day bookkeeping efforts,  
coordinates insurance and tax needs, 
selects the poster artist, solicits sponsors, 
etc. She does not limit her responsibilities 
to those in her self-created job description. 
She’s been seen scrubbing floors on her 
hands and knees (after knee replacement 
surgery, I might add) after the festival to 
leave our donated temporary space cleaner 

than it was when we received it. There is 
absolutely nothing that Mary Jo would not 
do to make Mayfest a success.

I am continuously surprised by the 
new talents that Mary Jo offers Mayfest. 
When our producing entity, Downtown 
Tulsa Unlimited, closed in the summer 
of 2009, Mary Jo made a huge committee 
to not only continue her previous duties 
as festival chair, but to add the duties of 
our full-time bookkeeper/officer manager 
as well. She’s not only taken over these 
responsibilities, but she has streamlined 
and simplified our procedures, which has 
saved us both time and money.

Mary Jo is the cheerleader for the festival. 
She’s there for our staff and volunteers 
not only professionally as it relates to the 
festival, but personally as well. I feel very 
blessed to have her in my life and consider 
her a great friend and mentor. If a volun-
teer is having a tough time accomplishing 
part of their goal, she’s the first to step in to 
offer help. 

When a festival has been around for 
38 years, the first thing that people want 
to know is what will be new to keep 
people coming back. Mary Jo has made 
it a priority to feature several new aspects 

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
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of the festival each year to keep it fresh 
and enjoyable while keeping Mayfest 
traditions alive. She has created three new 
indoor galleries, created a lasting art proj-
ect in downtown by using portions of the 
poster artwork and turning it into a mural 
on a building next to our festival site and 
has reenergized our steering committee.

She has brought in new volunteers 
and helped to make all of the steering 
committee members feel like they have 
an equally important role in the festival. 
She takes charge and always has the best 
interest of the festival goers and volun-
teers at heart. 

Mary Jo’s family will be the first to 
tell you how loyal she is to the festival. 
She has rearranged their lives countless 
times to make it to important events and 
meetings for Mayfest throughout the year. 
When Mayfest finally arrives, she’s on-site 
at 6:00 a.m. (which is difficult for some-
one who is not an early riser) and doesn’t 
leave until the last volunteer does around 
midnight. This goes on for four days! If 
a problem arises at anytime during the 
festival or in the planning phases, she’s 
the first to take action to correct it. In 
fact, she’s such a permanent fixture and 
integral part of the festival that I cannot 
envision what Mayfest will look like once 
she retires.

The past three years that Mary Jo has 
served as the festival chair, Mayfest has 
seen incredible growth and has benefited 
financially, even during these tough eco-
nomic times. The board of directors did 
not hesitate to ask her to chair the event 
again. They know that with Mary Jo at the 
wheel, Mayfest will be smooth sailing.

Mary Jo has worked to build the 
morale of the steering committee and 
the board of directors since the begin-
ning of her involvement. She truly loves 
Mayfest and wants everyone involved to 
have a blast, all while producing a qual-

ity festival. She constantly supports our 
key volunteers not only on their Mayfest 
projects, but in their other endeavors as 
well. She has brought this group of 25 
very different personalities together so 
they work well collaboratively and think 
of each other as their extended family. 

A few years ago several steering com-
mittee members and staff were over-
whelmed, as can easily happen the closer 
it gets to the event, and Mary Jo shouted 
out in a meeting “Mayfest is FUN!” It 
really made everyone pause and look at 
the big picture. Everyone was so bogged 
downed with the details. While there’s 
a lot of hard work and times of stress 
involved in producing an event of this 
magnitude, Mayfest is fun and Mary Jo 
always does her part to make sure that’s 
the case. 

The impact Mary Jo has made on May-
fest is so great it is hard to put into words 
and will be felt for years to come. For 
the past several years, Mayfest had paid 
Downtown Tulsa Unlimited (DTU) to 
produce the festival. Mayfest used DTU’s 
office and logistic/maintenance staff,  
office space, equipment, etc. to ensure 
the festival’s success. In the summer of 
2009, DTU lost its major funding source 
and closed its doors, just a month after 
a successful Mayfest. Mary Jo rallied the 
board of directors to put a plan in place 
so that Mayfest could continue. To say 
she has been instrumental in carrying the 
torch would be an understatement. Mary 
Jo volunteers so much time for Mayfest 
that she now has her own office in the 
Mayfest offices.

I not so jokingly tell Mary Jo that she 
has to serve as the festival chair forever. I 
know that one day, when she is replaced 
that the new chair will love the festival 
and serve it to the best of their ability, but 
I do not believe there will ever be a chair 
as dedicated and hardworking as Mary Jo. 

Volunteer
Information 
The Value of a volunteer 
hour in 2009 was $20.85, 
up from $20.25 in 2008. More  
than a third of nonprofit organiza-
tions surveyed reported increasing 
their use of volunteers between 
September 2008 and March 2009 
and almost half expect to use more 
volunteers in the coming year.  
Nonprofits employ about 12.9  
million workers – almost 10% 
of the American work force- and 
account for about 5% of GDP. In 
2008, volunteer labor produced 
an estimated 6.8 million full time 
equivalent employees, increasing 
total charitable impact by more 
than 50%. About 61.8 million 
Americans, or 26.4% of the adult 
population, gave 8-billion hours of 
volunteer service worth $162 billion 
in 2008. Independent Sector, www.
independentsector.org

About 84% of Americans 
agree that volunteering  
improves physical health, 
and 95% said it might also have 
emotional benefits. About 68% of 
volunteers said their philanthropic 
work made them feel physically 
healthier. After the US housing and 
global credit crisis, the number of 
volunteers has climbed to about 
63.4 million people, or 26.8% 
of the population, according to 
US Labor Dept. statistics through 
September 2009. VolunteerMatch, 
www.volunteermatch.org

http://www.independentsector.org
http://www.independentsector.org
http://www.independentsector.org
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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 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!” 
- 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
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http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=45&Itemid=102


2010 INTERNATIONAL EVENTS 59

IFEA Foundation Legacy Scholarships
Supporting and Educating the Festivals & Events Industry Since 1993.

The Nick Corda Memorial 
Scholarship 
Providing support to young/new professionals 
currently completing their education or with less 
than three years in the industry. (More Details) 

The Judy Flanagan Scholarship 
Providing support to a deserving individual/ 
organization whose event involves a parade. 
(More Details)
 
The Georgia Festivals & Events 
Association Scholarship 
Providing support to a deserving individual/ 
organization from Georgia. (More Details)  

The Bill & Gretchen Lofthouse 
Memorial Scholarship 
Providing support to a deserving individual/or-
ganization currently struggling with short-term 
economic or start-up challenges. (More Details) 

The Mampre Media International 
Scholarship 
Providing support to a deserving individual 
working with media/marketing responsibilities 
for an event. (More Details) 

The Daniel A. Mangeot Memorial 
Scholarship 
Providing support to a deserving individual/orga-
nization seeking advanced education and profes-
sional certification. This scholarship provides core 

curriculum registration fees toward the attainment of the  
IFEA’s Certified Festival & Event Executive (CFEE) designation. 
(More Details) 

The Mid-Atlantic Festival & Event 
Professionals Scholarship  
Providing support to a deserving individual/
organization within the Mid-Atlantic United 
States. (More Details) 

The Richard Nicholls Memorial 
Scholarship 
Providing support to a deserving High School 
senior or College Student with a history of com-
mitment to participating or volunteering in non-

profit events / organizations; someone who is well-rounded 

in extra-curricular activities in and outside of campus life 
and who has a passion for helping others and/or supporting 
a cause that enhances the quality of life for individuals or the 
community at large. (More Details)

The Bruce & Kathy Skinner 
Scholarship 
Providing support to young/new professionals 
currently completing their education or with less 
than three years in the industry. (More Details) 

The John Stewart Memorial 
Scholarship 
Providing support to a deserving individual work-
ing with technology responsibilities supporting an 
event(s). (More Details) 

The Tennessee Festival & Event 
Professionals Scholarship 
Providing support to a deserving individual/or-
ganization from Tennessee. (More Details)  

The Pete Van de Putte Scholarship 
Providing support to a deserving individual/or-
ganization from Texas. (More Details) 
 

The Joe & Gloria Vera Scholarship 
Providing support to a deserving individual/ 
organization from Texas. (More Details)  

The Don E. Whitely Memorial 
Scholarship 
Providing support to a deserving individual/ 
organization whose event involves a parade. 
(More Details) 

The Kay Wolf Scholarship 
Providing support to a deserving individual/ 
organization from Texas. (More Details)  

The George Zambelli, Sr. Memorial 
Scholarship 
Providing support to a deserving volunteer who 
has given their time and energies to their com-
munity festival/event. (More Details)

For more information about how you can sponsor an IFEA Foundation Legacy Scholarship, 
call +1-208-433-0950 or email Schmader@ifea.com. 

Each of the IFEA Foundation Legacy Scholarships below serve a selected audience(s) within our 
industry, as identified, by providing an annual scholarship to the IFEA Annual Convention & Expo 
(registration only). We invite you to look through the opportunities, take a moment to learn a little 
more about the special individuals and groups attached to each, and apply for those that you may 
qualify for. For more information, go to: www.ifea.com.

mailto:Schmader@ifea.com
mailto:Schmader@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=225&Itemid=386
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=213&Itemid=413
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=226&Itemid=414
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=220&Itemid=415
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=219&Itemid=416
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=218&Itemid=417
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=226&Itemid=418
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=215&Itemid=419
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=215&Itemid=419
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=217&Itemid=420
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=221&Itemid=421
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=226&Itemid=422
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=222&Itemid=423
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=223&Itemid=424
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=224&Itemid=425
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=216&Itemid=426
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=211&Itemid=427
schmader@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=210&Itemid=385
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Kirk Hendrix
Indy 500 Festival  

Indianapolis, Indiana

If you were to ask Kirk Hendrix about 
his introduction to the festival and 
events business, he might answer…”you 
had me at hello.”

Seems once he tasted it, he never let 
go. Now, 33 years later, he has amassed a 
body of work worthy of high praise from 
his peers and resulting in his induction 
into the IFEA Hall of Fame.

Hendrix is quick to credit others  
with his enthusiasm for the industry. 
“I was lucky to be introduced to events 
early-on and I just loved it. I didn’t 
want to do anything else. I always  
had a strong work ethic, so I just kept 
showing up. Sooner or later, people  
put me to work. I had great men-
tors. People cared enough to give me 
a chance…sometimes even before I 
thought I was ready.”

His tenure includes running some of 
the largest events in some of America’s 

The International Festivals & Events Association is 
pleased to announce the induction of one of the festi-
val and event industry’s finest professionals into its pres-
tigious IFEA Hall of Fame - Kirk Hendrix, 500 Festival,  
Indianapolis, IN.

Known as the association’s most prestigious honor, the 
IFEA Hall of Fame recognizes those outstanding individ-
uals who, through their exceptional work and achieve-
ments, have made a significant contribution to the  
Festivals and Events Industry and a profound difference 
in the communities they serve. Induction into the Hall 
of Fame is considered the highest of industry honors.  
Selected from a group of his industry-peers, Kirk joins 
the prestigious ranks of 50 others inducted into the hall 
over the past 19 years. 

Kirk will be honored at the IFEA’s 55th Annual Conven-
tion & Expo, in Saint Louis, Missouri, September 15-17, 
2010, where he will be presented with his award dur-
ing the IFEA Hall of Fame Awards Dinner on Thursday,  
September 16, 2010 sponsored by Kaliff Insurance. Please 
join us in Saint Louis to help Kirk celebrate this honor of 
a lifetime.

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
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largest cities. He has served as CEO 
of three of the IFEA’s largest member 
organizations – collectively 18 years at 
the helm of the 500 Festival, Las Vegas 
Events, and The Parade Company. He 
has had major impact in the jobs he has 
held and in the communities he has 
served. And he has willingly shared his 
expertise in the development of others.

For Hendrix, his work became as 
much of a lifestyle as it did a career. 
When not employed by it, he vol-
unteered in it…such as serving as 
Co-Venue Press Chief for the 1984 
Summer Olympics in Los Angeles. He 
and friend and mentor, Bruce Skinner, 
were responsible for media operations 
which included Opening and Closing 
Ceremonies and Track & Field events. 
“You can learn a lot in this business,” 
Hendrix said. “I didn’t know the shot 
put from the javelin but soon learned 
you didn’t want to be on the receiving 
end of either.” 

To some degree, taking on the 
unknown is what drives him. It was 
common for Hendrix to tackle projects 
in which he was unfamiliar. Yet, he was 
able to lead them to great success, like 
running the National Finals Rodeo and 
World Cup of Equestrian Show Jumping 
in Las Vegas. “I’ve certainly worn a lot of 
different hats…literally,” Hendrix said. 

While serving as Vice President of 
Travel, Events and Tradeshows for 
Affinity Group in Ventura, California, 
he was responsible for more than 100 
annual RV and motorcycle events across 
the U.S., Mexico and Canada. He knew 
little of either industry, yet built a strong 
team to meet the challenges and com-
plexities. “The beauty of his industry is 
that you can do some unique things, 
meet some great folks, and basically 
avoid having to get a real job,” Hendrix 
says jokingly.

Hendrix’ contributions to the events 
industry came through intercollegiate 
athletics early-on. While a 19-year old 
student at Creighton University in 
Omaha, Nebraska, Hendrix served as 
the school’s Sports Information Direc-
tor. He became Sports Information 
Director at New Mexico State at 21; and 
at Iowa State at 23. And…never slowed 
down. He was Assistant Commissioner 
of the Midwestern Collegiate Confer-
ence; spent time as Associate Executive 
Director of the Freedom Bowl Football 
Game in Anaheim where he contributed 
to the development of The Disneyland 
Pigskin Classic. He served as Associate 
Executive Director of the Fiesta Bowl, 
helping produce, sell, and promote 50+ 

community events in Phoenix including 
its national-renown bowl game. And he 
was Assistant Commissioner of the Pac-
10 Conference, responsible for televi-
sion contracts and programming.

One of his legacies is leading a  
dramatic turnaround of the near-bank-
rupt Parade Company, which produces 
America’s Thanksgiving Parade in De-
troit. The community had lost hope of 
the future of its 65-year holiday tradi-
tion. It had decided to close its doors, 
yet with great regret as the parade was 
a civic unifier in an otherwise troubled 
city. Losing the parade signified yet 
another death blow to community spirit. 
But city fathers gave it one last shot. 
They hired Hendrix who turned mas-
sive financial losses into major financial 
gains; restoring the production quality 
of the parade and returning it to na-
tional television, ultimately on CBS. City 
leaders approached him once again to 
assume management of another Detroit 
institution – the International Freedom 
Festival, making Hendrix responsible for 
Detroit’s two largest public events.

As President of Las Vegas Events, 
Hendrix performed in the highest 
pressure arena, that of the entertain-
ment capitol of the world where he 
was responsible for luring national 
and international events to Las Ve-
gas. He stimulated tourism and drove 
economic impact exceeding $250 
million annually. He elevated both 
the quantity and quality of activity, 
producing or promoting 45 annual 
events – NASCAR, NHRA drag racing, 
college football and basketball champi-
onships, film and music festivals, and 
world championships of rodeo and 
equestrian show jumping. He received 
the Las Vegas Chamber of Commerce 
Tourism Award for his work. Hendrix 
recalls producing Las Vegas’ New Years 
Eve celebration – a massive fireworks 
show which ran from tip to toe down 
the Las Vegas strip. “It was the first 
time the casinos had come together to 
celebrate collectively,” he said. “There 
was a lot riding on it, so I reached out 
to people I could trust - the Zambelli’s 
- to produce the show. Sure…we set a 
small fire to one casino rooftop and 
sent ashes into the lake and fountain 
of another, but it was wildly success-
ful. I recall standing on the 46th floor 
balcony of the Rio Hotel next to my 
friend, the late George Zambelli, Sr. It 
was 11:59 p.m. New Years Eve. I asked 
George, “Is this going to work? If not, 
we can jump together.”

Hendrix’ work at the 500 Festival is 
to produce and promote events that 
celebrate the Indianapolis 500 – the 
world’s largest single day sporting event. 
Their 50 annual events and programs 
draw 500,000 people annually and 
include one of the nation’s premier 
parades and the nation’s largest half 
marathon. Last year, the 500 Festival 
won 17 IFEA Pinnacle Awards including 
the parade earning the Gold Pinnacle 
for “Best Event Within an Existing 
Festival.” The Mini Marathon has grown 
from 23,000 runners to nearly 40,000 
during his tenure. He has developed 
new events and programs and grown 
the budget dramatically since his arrival 
in 2003. And when he isn’t running that 
Indianapolis organization, he is sup-
porting others. He served on the NCAA 
Final Four Special Events Committee; 
is on the Civic Advisory Council for the 
2012 Super Bowl; and he and his team 
produced the Indianapolis Colts Super 
Bowl Champion ticker tape parade.

Hendrix has been a 20-year contribu-
tor to IFEA. Joining the organization in 
1989, he has spoken at countless IFEA 
Conventions and regional seminars; 
hosted the IFEA Profits Seminar in Las 
Vegas and last year the 500 Festival 
hosted the IFEA Convention; shared 
his expertise in sponsorship, media, 
parades, and sports, and has moderated 
sessions and written for IFEA publica-
tions and industry books. In addition, 
he has chaired committees, notably the 
IFEA Sponsorship and Hall of Fame 
Committees; served on the IFEA Board 
of Directors for eight years, including 
serving as Treasurer, and served on the 
IFEA Foundation Board and the IFEA 
President’s Council.

Hendrix says he has been touched  
by it all. “This business is part art,  
part science. It’s heavy on people  
management… that’s the bonus. I  
have met some of my closest friends do-
ing this. The topper is that I met  
my wife, Amy, at an IFEA Convention. 
So you could say this industry has 
shaped me professionally, personally, 
and matrimonially.”

Hendrix blushes at the thought of 
being inducted in the IFEA Hall of 
Fame. “Getting into this business was a 
blessing for me. It’s all I’ve ever known, 
all I ever wanted to do. To be honored 
for doing work you love is an interest-
ing twist. It’s humbling to be grouped 
with people who are real trailblazers. 
It’s been a pleasure and honor to work 
alongside many of them.”

2010
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in five years…

 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
http://www.dixieflag.com
http://www.hwins.com
www.ifea.com
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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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THE BOARD TABLE

between an enormously diverse group of people and 
organizations. To achieve our visions we all need the 
support of countless volunteers, taxi drivers and police-
men; We need city parks and venues, parking lots and 
transportation, permits and promotion; and we all 
understand and appreciate how much of a difference 
it can make when the relationship with our city is a 
cooperative and supporting one.

Cities and festivals are tied together in countless 
ways. Good festivals promote and reflect the identity 
of a community to the world, add to the quality of life 
for those who live there, and drive both economic and 
social impacts that many cities clearly understand.  At 
the same time we rely on city support at every level to 
turn our visions into realities, working side-by-side to 
provide community assets that can be translated into 
so many positive returns.

The IFEA recognizes that success has many fathers 
- and they deserve to be honored for that. With that 
in mind, we are proud to launch our new IFEA World 
Festival & Event City Award program, recognizing and 
honoring those outstanding Festival and Event cities, 
worldwide, who have created the most positive envi-
ronments for festivals and events and, in turn, the city 
itself, to succeed.

The IFEA World Festival & Event City Award is not 
just a prize. In addition to the opportunity for recogni-
tion, every city that enters will receive a report high-
lighting weaknesses, strengths and future programs to 
consider, together with the judge’s direct comments. 
That alone makes entering worth the effort. Everyone 
comes out as a winner. So I encourage each of you to 
go out, talk with your Mayor and City Leadership, help 
them to apply, and then – win or lose - take him, her 
or them with you to the IFEA Convention to get a bet-
ter understanding of the special industry that you and 
they are a part of. What a great new tradition!

I look forward to personally meeting you in September 
in Saint Louis, at an IFEA Convention full of interesting 
new sessions and the most creative minds in our indus-
try.  I guarantee that you will go home with new ideas, 
new friends and maybe even a brand new award! 

JOHAN MOERMAN
2010 IFEA Board Chair 

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

Email: directie@rotterdamfestivals.nl

August and September is a busy time for the 
IFEA, with the IFEA European Conference in 
Copenhagen, Denmark; the ‘Eventing the Future 
Conference’ in Christchurch, New Zealand; a 
Behind-the-Scenes Symposium at the Edinburgh 
Festivals in Scotland; presentations during the 2010 
World Expo in Shanghai; and the 55th Annual 
IFEA World Convention & Expo in Saint Louis, 
Missouri, in the United States. IFEA gatherings, 
wherever they occur, and especially in the late sum-
mer/early fall, are something that I look forward 
to every year. After a long festival summer, full of 
the ups and downs that you all understand so well, 
IFEA conventions and conferences are a well-de-
served moment to reflect, relax, meet friends, have 
fun and discover new ideas.

One of the best things about IFEA gatherings is 
the diversity of topics and people that you always 
find there: festival producers, volunteers, board 
members, suppliers, city managers and more.  
Wherever we meet in the world, we come from  
big cities and small towns, and from all  
over the world – North America, South America, 
Europe, Asia, Africa, Australia/New Zealand and the 
Middle East; Different in some ways, but all con-
nected through our passion for festivals and events.

The success of the festivals and events that we 
produce is the result of a unique collaboration 

Success Has Many Fathers

mailto:directie@rotterdamfestivals.nl
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Locations Nationwide

800-352-5675
rentnational.com

TEMPORARY FENCE
PEDESTRIAN BARRICADES

WINDSCREEN
CHAIN LINK
GATES

800-352-5675
rentnational.com

Any Event.
Every Solution.
TEMPORARY FENCE

PEDESTRIAN BARRICADES
WINDSCREEN
CHAIN LINK
GATES

Any Event.
Every Solution.

www.fwworld.com
www.rentnational.com


www.ifea.com


IFEA Hall of Fame Awards  
Dinner & Foundation Auction

Wednesday, September 16th, 2010 at 6:00 p.m. - 11:00 p.m.
Saint Louis Union Station Grand Hall, Saint Louis, Missouri

Together for the first time in a memorable and very special evening, 
sponsored by Kaliff Insurance, the IFEA Hall of Fame Awards Dinner 
and IFEA Foundation Auction continues to serve as an inspiration to us 
all, as we pause to pay tribute to the people who have made/make our 
industry great and to show our support for an important cause that unites and benefits us 
all. Join us in the spectacular setting of the Saint Louis Union Station Grand Hall as we:

Award the IFEA / Zambelli Fireworks Volunteer of the Year Award, recognizing the 
contribution of all volunteers to the success of our events.

Recognize the Recipients of our All-New IFEA World Festival & Event City Award  
(see entry details at www.ifea.com).

Pay tribute to the 2010 IFEA Hall of Fame Inductee, the highest honor bestowed in 
our field, in acknowledgment of their tremendous dedication to and impact on the 
festivals and events industry. 

Bid on one-of-a-kind, untouchable IFEA Foundation Silent and Live Auction  
packages as we raise funds to support important IFEA programs, resources, seminars, 
speakers, and much, much more.

Best of all, this special evening is now included as part of every convention registra-
tion! So get your registration in today and get ready to celebrate this special evening 
with the best the festivals & events indusrty has to offer!

•

•

•

•

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=88&Itemid=48
http://www.kaliff.com/
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our industry great, in addition to celebrating a great evening 
with live and silent auction items. Join us as we:

Honor special friends and industry mentors;   
Award the IFEA/Zambelli Fireworks Volunteer of the Year 
Award, recognizing the contribution of all volunteers to 
the success of our events;
Recognize the recipients of our new IFEA World Festival  
& Event City Award, paying tribute to those cities that 
have worked to create the most positive environment for 
successful festivals and events to thrive; 
Pay tribute to our newest IFEA Hall of Fame Inductee, the 
highest honor bestowed in our field, in acknowledgment 
of the tremendous dedication to and impact on the festi-
vals and events industry by these special individuals; and
Pick up some great bargains while supporting a great cause 
at the IFEA Foundation Live and Silent Auction.  

As most of you know, the IFEA Foundation Live and Silent 
Auction is our primary fund-raising vehicle, and each year 
we look to our membership and other supporters to provide 
those special and unique items to be bid upon at the Foun-
dation Night event. Because we are only just over 2 months 
away from this year’s event, we are actively soliciting items 
for the auction. A few have already been received, but we’re 
looking for many more to come in and this is where you can 
play a vital role.

Are you able to donate an item to the IFEA Foundation 
2010 Auction? The auction has truly become a  
buyer’s delight: so many bargains; so many new and fun 
trips; and definitely items that you won’t find on a store 
shelf! Variety and uniqueness are what we like to see in  
auction item donations! 

The more members (or non-members) who are able to  
donate an item, the more selection there is to bid on! If you 
are interested in donating an item, please take a minute to 
look through the list below to spur some great ideas for the 
types of items to donate. Or, if you’d rather be on the bid-
ding end of an auction item, have a glance at the list to see 
what types of things will be available. Isn’t there something 
you’d be interested in bidding on at the auction? 

Here are a few items that have been successful in the past:
Sports memorabilia
Trips/Behind-the-Scenes opportunities
Un-buyable experiences
Autographed items
Artwork/Photography
Electronics
Purses/Accessories
Sporting event tickets
Show tickets
Wine
Spa/bath products
Concert tickets/Back Stage passes
Sporting equipment and gear
Leather goods
Gourmet foods/coffees/teas
IFEA Vendor products and services 

•

•

•

•

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

How time flies! It seems like we were just in Indianap-
olis last September and now half of 2010 is already gone! 
It has been a true honor to serve as your IFEA Founda-
tion Chair this year. I hope this finds each and every one 
of you doing well, your events flourishing, and that you 
are getting or looking forward to a chance for some  
summer fun, relaxation and vacation time. 

The IFEA Foundation Board held its summer meet-
ing two weeks ago in Saint Paul, Minnesota where we 
worked jointly with IFEA in establishing an exciting 
opportunity to assist students, new professionals and 
financially challenged events in attending the IFEA’s 
Annual Convention & Expo through the Foundations 
Legacy Scholarship Program. Each year, the IFEA Founda-
tion will make available sixteen Legacy Scholarships to 
those who meet the qualified criteria. Criteria for each 
Legacy Scholarship is different and are all listed on the 
IFEA website (www.ifea.com) on the ‘Foundation’ drop-
down menu. Check out the information and take time to 
look at each one to find the one that best fits your needs. 
The deadline for scholarship applications to the Saint 
Louis Convention is Monday, August 2, 2010.

In addition to the new Legacy Scholarships the IFEA 
Foundation Board and IFEA are working together to offer 
an exciting and new IFEA Hall of Fame Awards/Founda-
tion Auction Dinner on Thursday evening, September 
16th from 6:00 p.m. to 11:00 p.m. This special evening is 
included in your registration fees. The IFEA Hall of Fame 
Awards/Foundation Auction Dinner sponsored by Kaliff 
Insurance, will serve as an inspiration to us all, as we 
pause to pay tribute to the people who have made/make 

FOUNDATION

Greetings from the 
IFEA Foundation! 

http://www.ifea.com
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Is there something else you may be interested in or may be 
able to donate that is not on the list? Let us know! Is there a 
sponsor; vendor; community partner; friend in your personal 
or professional network; or a member of your board that 
may be able to help you donate an item to the Foundation 
Auction or might be interested in bidding on an item? Give 
them a call!

In an effort to increase items and add variety to the  
auction, we need participation from all of our members  
and other supporters. Therefore, I am asking each of you 
to contribute just one item. If each member contributed a 
single item, we would have hundreds and hundreds and 
hundreds of items to showcase! Imagine how amazing it 
would be to walk aisle after aisle of possibilities, dreaming 
of being the winning bidder, and supporting our incredible 
organization, all at the same time. 

The auction donation form can be found on-line at the 
IFEA website (www.ifea.com) on the ‘Foundation’ drop-
down menu and also within this magazine. It’s never too  
early to send in your donation form and item. The earlier 
you do send it in the better. If you can send the completed 
form and then bring the item with you, that will work,  
too. Value of silent auction items should be a minimum  
of $100; live auction items should be valued at a minimum 
of $1,000. 

For new members and as a reminder to everyone, here is a 
short list of some of the IFEA Foundation’s accomplishments 
that you have helped to make possible:

Top Quality Educational Programming and Professional 
Resources available throughout the year; 
Sixteen (16) Legacy Scholarships available to members of 
our industry to attend the IFEA Convention & Expo and 
CFEE Professional Certification courses;
Grants and Gifts to the IFEA that help to support: 

Keynote and educational session speakers at our  
convention and seminars;
Bookstore publications for your professional reference 
and growth;
Technology upgrades that allow the IFEA to stay on  
the front-side of communications and new programs/ 
resources in today’s constantly changing marketplace; 
Assurance that the IFEA will always be there for our 
industry, even in the most challenging of times. 

We have many more exciting plans to tell you about in 
Saint Louis in September, so don’t miss it! In the meantime, 
if you have any questions, suggestions or a desire to get more 
involved with the IFEA Foundation please give me a call at 
+1-956-843-2286. 

See you in Saint Louis, 

Sincerely, 
KAY WOLF, CFEE

IFEA Foundation Board Chair
City of Hidalgo/BorderFest

Email: hidkaywolf@aol.com 
Phone: 1-956-843-2286

•

•

•
•

•

•

TRENDS-AT-A-GLANCE

PARADE asked 1008 Americans 
what they’d do if given $100,000 
to donate to charity. Here’s how 
they’d share it:

Food and Shelter for the Needy: $15953.21

Research to Cure Disease: $14,311.54

Disaster Relief: $9308.97

Animal Welfare: $8783.46

Youth Programs: $6514.53

Poverty Relief/Job Assistance: $6234.83

Education: $6069.00

My Religion’s Charity: 5921.93

The Global Environment: $5340.51

Public Health: $4924.82

Human Rights: $4422.10

My Immediate Environment: $3628.49

Literacy: $2952.55

Other Religious Charities: $2262.90

Promoting World Democracy $1732.32

Visual and/or Performing Arts: $1638.83

As printed in Parade Magazine, March 7 , 2010.

The Parade Poll was conducted by Penn Schoen 
Berland, LLC with a national online panel of adults 
ages 18 and over. Surveys were completed by 1008 
respondents. Margin of error +/- 3.1%

http://www.ifea.com
mailto:hidkaywolf@aol.com


DONOR CONTACT INFORMATION

Organization:____________________________________________________________________________________________________
Name:________________________________________________________________________________________________________
Address: ______________________________________________________________________________________________________
City, State/Province, Zip Code: __________________________________________________ Country: ________________________________
Phone:________________________________________________ Fax: ____________________________________________________
Email Address: ___________________________________________ Website: _________________________________________________

ITEM TO BE DONATED (PLEASE USE A SEPERATE FORM FOR EACH ITEM) PLEASE PRINT OR TYPE

Item Name:_____________________________________________________________________________________________________
Description: ____________________________________________________________________________________________________
Estimated Retail Value:______________________________________________________________________________________________

TRIP OR EVENT DESCRIPTION (PLEASE INCLUDE THE FOLLOWING INFORMATION)

Trip or Event Description: ____________________________________________________________________________________________
Event Dates: _____________________________________________________________ Hotel/Nights: _____________________________
Airfare Included?:     Yes No Detail: (i.e. Round-trip; airline miles redemption) __________________________________________________
Total Estimated Retail Value:___________________________________ Trip Expiration Date: __________________________________________

PLEASE FAX THIS FORM TO:
IFEA Foundation Auction    •    +1-208-433-9812
Completed forms MUST be received no later than August 31, 2010 to be mentioned in the printed auction brochure
that will be available on-site. Auction items will be accepted until September 15th, 2010.

ITEM WILL BE :
SHIPPED/MAILED
Shipped/Mailed items (include a copy of this form with your item) to arrive no later than September 8, 2010, to insure safe
delivery before the auction event. If shipping your item, be sure to fax a copy of this form to +1-208-433-9812 before
August 31st, 2010 if available.

SHIPPING ADDRESS:
IFEA Foundation Auction    •    c/o Cindy Lerick, President & Executive Director, Cultural Festivals

     7818 Forsyth Boulevard | Suite 210    •    Clayton, MO 63105  USA    •    phone:  +1-314-863-4485

BROUGHT TO IFEA CONVENTION
Please deliver to the IFEA Registration Desk (include a copy of this form with your item) no later than Wednesday,
September 15, 2010. If bringing your item to the convention, please fax a copy of this form to +1-208-433-9812 before
August 31st, 2010 if available.
Questions? Please call the IFEA at +1-208-433-0950

The IFEA Foundation is a 501(c)3 charitable organization. Your donation is tax deductible. Please check with your accountant for clarification
on your tax deductible donated item. Please contact the IFEA at +1-208-433-0950 ext. 2 for the IFEA Foundation Tax ID#.

Live & Silent Auction Donation Form
One of the highlights of the Annual IFEA Convention & Expo is

the IFEA Foundation Silent and Live Auction, the centerpiece of the
IFEA Foundation’s annual fund-raising. Monies donated and raised
during this special event go directly to benefit all of us in the industry
by ensuring that new IFEA programs, resources, educational
opportunities, professional initiatives, scholarships and more, are
available and will continue to be available for many years to come.

It is an evening of amazing and creative deals on everything
from vacation trips to Behind-the-Scenes professional visits and
VIP Experiences at events around the world; operational services
and resources that can directly effect your success and bottom
line – fireworks, decorations, merchandise, parade inflatables,
professional education opportunities and a plethora of remarkable
items from the minds and markets of the world’s most creative
festivals and events.

We encourage you and/or your organization to donate an
auction item to support this year’s IFEA Foundation Auction,
by completing the form below. Then, we encourage you to
attend and bid (high) on these untouchable and often
unavailable packages!

Be creative in your donation – show off your organization, your
products and services, your festival/event, your city, state, and
country, while helping a very important cause that touches us
all! Ranging in value from $100 (USD) to priceless, each item
will be auctioned off during the IFEA Foundation Silent and Live
Auction on Thursday, September 16, 2010 during the IFEA’s
55th Annual Convention & Expo in Saint Louis, Missouri. The
twenty (20) highest value / most unique packages will be
auctioned off as part of our Live Auction.

We thank you in advance for your donations and support.

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=235&Itemid=440
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Five to ten years from now, festival and event 
industry leadership directories will be filled with 
the names of individuals you haven’t met yet; 
festival and event professionals will depend 
upon tools, products and resources that don’t 
exist today; and the greatest success stories 
will be built upon ideas that haven’t yet been 
thought of. We invite you to be prepared -  
professionally and personally - for tomor-
row. We invite you to the 55th Annual IFEA  
Convention & Expo – the Gateway to New Ideas.

From every conversation and every phone call, it is apparent 
that we are all dealing in a new world, with new realities. A  
reality of limited time and financial resources; a reality requiring 
access to the strongest network of professionals, information, 
resources and ideas that can be put to immediate use to grow 

our successes; and a reality that requires the highest level of 
returns from those whose support we rely on everyday.

Recognizing those realities, the IFEA has revisited our an-
nual convention and expo to insure that we are delivering the 
maximum return for your investment of time and resources. 
For those who have attended an IFEA convention before, you 
will notice some changes to our footprint from past years, 
with new and expanded opportunities for networking; an all-
inclusive registration, with no separately-ticketed events; a  
convenient, centrally-located destination with event schedules  
designed around easy in and out travel schedules; tremen-
dous hotel values for both single and double occupancy  
options; convenient access to professional certification,  
continued education and Behind-the-Scenes event experi-
ences prior to the official start of the convention as your sched-
ule may allow; and much more, all without giving up any of the 
educational components and ready access to Expo vendors 
and suppliers that are the foundation of the IFEA experience. 

You asked. We delivered.

NEW WORLD, 
   NEW CONVENTION



    

PROFESSIONAL 

   EDUCATION

For 55 years the IFEA has provided the very 
best in professional education; a tradition that 
continues in Saint Louis. The IFEA prides  
itself on providing up to 90% new topics and 
speakers each year, insuring that attendees at 
all levels - first-timers and repeat attendees, 
new to the industry or seasoned professional - 
can all find the answers and creative new ideas 
that you are looking for. A sampling of this year’s  
topics, presented by the top leaders in our 
industry, include*, among others:

(* subject to change)

Sponsorship/Revenues
Sponsorship Proposals and Follow-Up Reports:  
The New Expectations of Current and Future Sales Tools
The New View from Corporate Bank Sponsors
Effective Grant Writing 
Beware the Wrong Rapunzel: 10 Things You Must  
Know to be Successful in Sponsorship Sales
Diversifying Revenue: Creating New and Sustainable 
Income Streams
Maximizing Ticket Sales
Driving Successful Community Sponsorships
King of Beers, King of Sponsors:  
The Anheuser-Busch Legacy
The Important Return of Community Partnerships  
to Sponsorship Objectives
The Doctors are “IN”: Sponsorship Advice for  
Whatever is Ailing Your Success
Mobile Marketing Partnerships: Driving Success to  
Sponsors and Events

 
Technology, Creativity and Innovation

Social Media: Activating Your Audience
Delivering the World to Your Attendees: The Value  
and ‘How-To’ of International Tributes at Your Event

•

•
•
•

•

•
•
•

•

•

•

•
•Photo by Andrew Rafkind



Creativity & Quality: The Simple Formula for Standing  
Out from the Crowd
Actionable Problem Solving: Solutions to Creative and 
Operational Roadblocks
Speed Meeting: Growing Your IFEA Professional  
Network Firsthand
Globe Trotting Ideas: An Inside Look at Selected Events 
from Around the World
Maximum Creativity at Minimum Cost
Effective Social Media Campaigns for Festivals & Events
Friend or Foe: Protecting the Internet Security of Your Event 
and Fans 

Operations
Keeping Your Volunteer Program Operating at Full Capacity 
Betting on the Odds: Insured Promotions, Weather  
Protection and Other Day-Savers
Operations ‘Open Mic’: Peer to Peer Input and  
Solutions for Any Operational Event Question
Inside Perspective: The Saint Louis Arts Fair
Learning a New Tune: The Changing Entertainment Market
Before the Parade Passes By: Reinvigorating a  
Community Icon
Proper Response: How to Be Ready for Unexpected Safety 
Concerns
When the Show Can’t Go On: Insuring Against the  
Unimaginable and Other Risks
Behind the Success of Canada’s Urban Winter Festivals
Lasting Impressions: The When, Where and How Much  
of Successful Fireworks
Creating a True City-Event Partnership 

Marketing, Branding and Media Relations
The Evolution of Newspaper Partnerships
Crowdsourcing: Could the Next Big Idea Come from  
Your Customers?
Creating BIG Success in a small Town
Beyond Marketing: Engaging Your Audiences Once They 
Have Arrived
Audience ID: Qualitative Analysis of Who’s Attending  
Your Event

•

•

•

•

•
•
•

•
•

•

•
•
•

•

•

•
•

•

•
•

•
•

•

Maximum Marketing on a Minimum Budget
Building a Powerful and Positive Brand
Who Knows You? Power Marketing! Formulating Winning 
Marketing Strategies
Engaging Youth at Your Event: New Answers to an  
Age-Old Challenge
How to Create Media Hype Around Your Event
Successful Radio Partnerships in an iTune World 

Leadership & Management
Magic to Do: Keeping Creativity and Wonder Alive
Industry Compass: A Look at Global Trends, Issues  
and Opportunities
Maximizing the Employment Market for Your Event  
and Yourself
Bringing Together Festivals and The Arts: National Endow-
ment for the Arts (NEA) Festivals Research Study Results
Where Do We Go From Here? Planned Events and the 
Next Enlightenment
Run it Like a Business: The Keys to Successful Event 
Financial Management
Building Public/Private Partnerships
The Impact of the Economy on Festivals & Events:  
Study Results from George Mason & Queen  
Margaret Universities
Fast Track: Lessons Learned from a 30+ Year Career  
in the Events Industry
Helping Stakeholders Understand the Value of Events 

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

Macy*s Thanksgiving Day Parade and Annual Events
(Indianapolis) 500 Festival
Rotterdam Festivals, The Netherlands
IEG
Anheuser-Busch
Kentucky Derby Festival
TeamWork Online

•
•
•

•

•
•

•
•

•

•

•

•

•
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PROFESSIONAL 

   EDUCATION



“The IFEA is the industry’s global classroom.”
Professor Gang Hoan Jeong, PhD, CFEE

Pai Chai University, Republic of Korea
President, IFEA Korea

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

SunFest of Palm Beach County
Pai Chai University, Korea
Norfolk Festevents
Music for All
Saint Louis Arts Fair 
ON THE WATERFRONT
Pasadena Tournament of Roses
Enterprise Rental Car
American Bus Association
Shambhala Music Festival
Singapore Sports Council, Singapore
Cherry Creek Arts Festival
Haas & Wilkerson Insurance
Memphis in May International Festival
U.S. Bank
National Capital Commission, Canada
Zambelli Fireworks
Newport Harbor Corporation
Philadelphia Flower Show
Boryeong Mud Festival, Korea
Queen Margaret University, Scotland
National Cherry Festival
Build-A-Bear Workshop®
Valero Alamo Bowl
Destination Lake Taupo, New Zealand
Commerce Bank
Kaliff Insurance
Creative Strategies Group
The Hague Festivals, The Netherlands
George Mason University
Prosody Creative Services
Chattanooga Riverbend Festival
Simply Hospitality
National Endowment for the Arts
San Jose Holiday Parade
Allen Consulting
Wintersun Festival, Australia
Hawaii Tourism Authority
Edgeworks Group
International Events
…and More

•
•
•
•
•
•
•
•
•
•
•
•
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•
•
•
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“AFFINITY GROUP” SESSIONS 
IFEA convention attendees have a unique opportunity to 
share “common ground” with your professional peers, while 
discussing current trends and issues during our popular 
“Affinity Group” Sessions, including those for:

CEO’s 
Young Professionals (for those 35 and under) NEW
Sponsorship
Municipalities/Tourism Agencies 
Arts Events 
Parades 
Event Education
Volunteer Programs
Operations NEW  

Bring your questions and input to these valuable open topic 
exchange sessions, scheduled so that you can continue the 
conversation on to dinner as desired. (Wednesday, September 
15th, 4:45 p.m. - 6:00 p.m.)

•
•
•
•
•
•
•
•
•

PARTICIPATE IN THE PROCESS: PANEL, 
ROUNDTABLE AND “SPEED MEETING” SESSIONS
In addition to our regular breakout presentations, for those 
looking for a little more “back and forth” participation,  
selected educational sessions are designed as panel presen-
tations, provided by two or more expert presenters with audi-
ence involvement, while others provide an even more direct 
and personal conversation in an informal roundtable format. 
And, new this year, don’t miss our IFEA “Speed Meeting” 
session to help you grow your professional network fast.

Panel Presentations
Industry Compass: A Look at Global Trends, Issues, and 
Opportunities
The Doctors are “IN”: Sponsorship Advice for Whatever 
is Ailing Your Success
Keeping Your Volunteer Program Operating at Full Capacity 
Operations ‘Open Mic’: Peer to Peer Input and Solutions 
for Any Operational Event Question
Learning a New Tune: The Changing Entertainment Market
Before the Parade Passes By: Reinvigorating a  
Community Icon

Roundtable Sessions
Roundtable sessions are scheduled for the opening morning 
of the convention (7:00 a.m. – 8:00 a.m.). Topics will be avail-
able on-line at www.ifea.com as they are finalized. From mar-
keting to operations to technology and more, you’re likely to 
find all your answers here. 

IFEA “Speed Meeting”
Join us for the first-ever IFEA “Speed Meeting” session, 
where you’ll have an opportunity to test your ‘elevator pre-
sentation’ and expand your professional network five minutes 
at a time. Come away with quick new ideas and a list of new 
contacts to schedule more time with early in the conven-
tion! A great way to expand both your brand and awareness! 

•

•

•
•

•
•

SPECIAL FOCUS 

   OPPORTUNITIES
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“There is nothing more powerful, nor  
reassuring, than the advice of those who 
have ‘been there’ and survived.”

Ira Rosen
President

Entertainment on Location, Inc.

FOLLOW A SPECIFIC TRAINING TRACK
The IFEA Convention & Expo is a great place to train staff, 
board, key volunteers and others associated with your event, 
bringing them quickly up to speed in an unparalleled atmo-
sphere of professional motivation. IFEA presenters and topics 
represent the cutting edge in our industry. 
Many times, an event or attendee is interested specifically in 
focusing on a more tailored topical track. The IFEA can help 
you to do that. Simply pick a topical track from the following: 

Sponsorship/Revenue
Media/Marketing
Operations
Management/Human Resources
Creativity/Technology
Leadership/International Perspectives

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

•
•
•
•
•
•



OPENING MORNING: ROUNDTABLES AND RECEPTION
The 55th Annual IFEA Convention & Expo officially opens 
on Wednesday morning, September 15th. For early risers 
who want to make the most of every minute, our popular 
Roundtable Networking Sessions, featuring direct and 
personal conversations with industry leaders, covering a pleth-
ora of topics, are scheduled from 7:00 a.m. -8:00 a.m. 

From 8:00 a.m. - 9:00 a.m. you’re invited to our Opening 
Morning Breakfast Reception in the Grand Ballroom Foyer. 

SPECIAL FOCUS 

   OPPORTUNITIES

“I don’t dream at night; I dream all day; I dream for a living.”

Steven Speilberg

Get your day and the convention off to a great start by  
connecting with old friends and new from around the world, 
before enjoying our Convention Opening and Keynote Speaker.

FIRST-TIMER’S ORIENTATION
As part of our Opening Morning Roundtable Sessions, 
before the convention’s official Opening Morning Breakfast 
Reception, the IFEA looks forward to welcoming our first-time 
attendees with a valuable networking opportunity, offering tips 
and advice on how to maximize your convention experience, 
keys for successful networking, and an opportunity to meet 
selected members of the IFEA staff and board.

CONVENTION OPENING AND KEYNOTE SPEAKER
From 9:00 a.m. - 11:00 a.m. the IFEA Gateway to New Ideas 
opens wide with our 55th Annual Convention Opening and 
Keynote Presentation:

“Magic to Do: 
Keeping Creativity and Wonder Alive” 

Bill Schermerhorn
Vice President and Creative Director

Macy*s Parade & Entertainment Group

Despite the market and economic challenges that we all face 
every day, perhaps our toughest challenge is keeping our 
events fresh in the age of creativity. Join Bill Schermerhorn, 
the creative spark behind the Macy*s Thanksgiving Day 
Parade, Macy*s 4th of July Fireworks and numerous other 
Macy*s productions, for a glimpse at how this corporate icon 
is able to keep the magic and wonder alive, year after year, 
while never forgetting the importance of our events in the 
lives of our audiences around the world.



   CELEBRATING SUCCESS &       ACHIEVEMENT 

IFEA / HAAS & WILKERSON 
PINNACLE AWARDS LUNCHEON
The most anticipated event of the year returns to a luncheon for-
mat in 2010 as we pay tribute to both creativity and excellence in 
multiple categories, from marketing and merchandise, operations 
and sponsorship, to the coveted Grand Pinnacle Award, this 
is the Academy Awards Ceremony for the festivals and events 
industry. Presentation of the coveted IFEA / Haas & Wilkerson 
Pinnacle Awards, sponsored by Haas & Wilkerson Insurance, 
is also the pinnacle of our first full day of convention activities. You 
won’t want to miss this unopposed special event as we wait to 
hear, “And the Pinnacle Award goes to…”

(Note: The IFEA/Haas & Wilkerson Pinnacle Award entry final deadline is  
July 19th, 2010. For more information go to www.ifea.com.)

Celebrating and recognizing the outstanding 
achievements of friends and peers, while expanding 
our creative horizons, is a big part of what makes 
the IFEA Annual Convention both valuable and 
memorable. As we celebrate our own 55th edition 
of the IFEA Convention & Expo we are pleased to 
raise that experience another notch.

“There is no greater honor than to be recognized by those who understand.”

Johan Moerman
Managing Director, Rotterdam Festivals

Chairman, 2010 IFEA World Board

http://www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156
www.hwins.com


   CELEBRATING SUCCESS &       ACHIEVEMENT 

Note: The IFEA Foundation encourages you and/or your event/organization to donate a special item, experience, travel opportunity, or product / service package to be included in the 
IFEA Foundation Auction. Help support the future of our industry along with your professional peers from around the world. For more information call +1-208-433-0950 and talk to any 
IFEA staff member or go to the Foundation section of the IFEA home page at www.ifea.com.

IFEA HALL OF FAME AWARDS DINNER  
& FOUNDATION AUCTION

Together for the first time in a memorable and very special  
evening, sponsored by Kaliff Insurance, the IFEA Hall of 
Fame Awards Dinner and IFEA Foundation Auction  
continues to serve as an inspiration to us all, as we pause to pay 
tribute to the people who have made/make our industry great 
and to show our support for an important cause that unites and 
benefits us all. Join us in the spectacular setting of the Saint 
Louis Union Station Grand Hall as we:

Award the IFEA / Zambelli Fireworks 
Volunteer of the Year Award, 
recognizing the contribution of 
all volunteers to the success of 
our events.
Recognize the Recipients of our 
All-New IFEA World Festival 
& Event City Award (see entry 
details at www.ifea.com).
Pay tribute to the 2010 IFEA 
Hall of Fame Inductee, the highest honor bestowed  
in our field, in acknowledgment of their tremendous dedi-
cation to and impact on the festivals and events industry. 
Bid on one-of-a-kind, untouchable IFEA Foundation 
Silent and Live Auction packages as we raise funds to 
support important IFEA programs, resources, seminars, 
speakers, and much, much more.

Best of all, this special evening is now included as part of 
every convention registration!

•

•

•

•

http://www.ifea.com
http://www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=88&Itemid=48
http://www.kaliff.com/
http://www.kaliff.com/
www.zambellifireworks.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=227&Itemid=428
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=227&Itemid=428
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=235&Itemid=440


INFORMAL 

   GATHERINGS

One of the best parts of any professional  
convention is the chance to spend some dedi-
cated time with friends and peers, reconnecting,  
looking ahead, planning that next great idea, 
sharing a laugh or a special memory. The IFEA’s  
55th Annual Convention & Expo provides  
plenty of opportunities for those special informal  
gatherings.

ZAMBELLI FIREWORKS SPECTACULAR
IFEA Association Partner Zambelli Fireworks will get our 
55th Annual IFEA Convention & Expo off to a memorable first 
night start with an unforgettable fireworks display directly across 
from the historical Saint Louis Union Station Marriott Hotel.  
After enjoying a free-evening dinner at one of the many near-by 
restaurants, join your friends and peers from around the world 
for a visual treat sure to inspire your future events. For those 
who are interested, a pre-show Behind-the-Scenes tour of the 
launch site will be provided by the Zambelli team. Mark your  
calendar and social media schedules now for  
9:00 p.m. on Wednesday, September 15th!

www.zambellifireworks.com
www.zambellifireworks.com


INFORMAL 

   GATHERINGS

MEET ME IN SAINT LOUIS*
(* by the IFEA Registration Desk)

Wednesday evening is free for attendees to enjoy Saint Lou-
is while networking with your professional peers. A plethora of  
restaurants, entertainment, shopping and perhaps a few other 
surprises are calling your name, but make sure your evening plans 
include the Zambelli Fireworks Spectacular at 9:00 p.m. directly 
in front of the Saint Louis Union Station Marriott Hotel.

For those with no pre-set dinner plans, we encourage you to meet 
by the IFEA Registration Desk at 6:30 p.m. to link up with other 
convention attendees who would enjoy getting to know you.

SAINT LOUIS ARTS FAIR  
BEHIND-THE-SCENES EXPERIENCE
For those who are able to take a little extra time 
away from the office for a memorable dose 
of professional research, the Saint Louis Art  
Fair (one of our industry’s top art events) staff 
and committee invites you to join them on 
Saturday and Sunday, September 11th & 12th for a special, no 
fee, Behind-the-Scenes opportunity: “Everything You Want to 
Know about the Saint Louis Art Fair and Aren’t Afraid to Ask.” 
For those interested in participating, simply contact Saint  

Louis Arts Fair President & Executive Director Cindy Lerick, at  
clerick@culturalfestivals.com. 

“CONNECTIONS INTERNATIONAL CAFÉ”
“Connections International Café” is open every day 
throughout the convention, providing coffee and a 
relaxing atmosphere conducive to doing business 
one-on-one or simply catching up. Promoting hu-
man connections, not cyber ones, this comfortable 
venue is always a popular hang-out, providing daily 

schedule updates and announcements, job postings, 
member marketing materials and above all, a chance 

to renew those connections that are so important to  
everyone’s success.
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http://www.culturalfestivals.com/slaf_home.html


“There is no better place to start building 
your global professional network than 
the IFEA.”

Jean McFaddin
Past Producer of the Macy*s 

Thanksgiving Day Parade for 25 Years

dfest® / DIXIE FLAG EVENT SERVICES TEAM 
HOSPITALITY SUITE
The dfest® / Dixie Flag Event Services 
Team Hospitality Suite, sponsored by 
long-time IFEA supporter dfest®, is as 
much a part of the IFEA Convention as  
the sessions. Open every night, Tuesday through Thurs-
day, the dfest® / Dixie Flag Event Services Team welcomes  
convention attendees each evening for a time to unwind, 
relax and connect outside of scheduled sessions and func-
tions. Historically, the dfest® / Dixie Flag Event Services Team  
Hospitality Suite has become known as the hub of the IFEA’s 
convention networking system.

ONE ON ONE OPPORTUNITIES
The 55th Annual IFEA Convention & Expo offers all attendees the 
unique opportunity, in one place and at one time, to be exposed 
to global industry leaders from festivals and events, large and 
small; tourism organizations; corporate and media representa-
tives; cities and municipalities; academic institutions and more. 

WHO WILL YOU MEET AT THE IFEA CONVENTION?
Seasoned Festival & Event Professionals
Those New to the Festivals & Events Industry 
Festival & Event Board Members 
Key Volunteers
Festival & Event Sponsors/Sponsorship Agencies
Suppliers to the Festivals & Events Industry
Industry Consultants
The Creative Sparks Behind IFEA Award-Winning Events
Representatives of Municipalities, CVBs, Chambers of   
Commerce
Educational Institutions/Faculty/Students
Media Representatives
Representatives from Allied Associations
Professional Peers from Around the World
Anyone with an Interest in the Festivals & Events Field

Start building and adding to your professional network today.

•
•
•
•
•
•
•
•
•

•
•
•
•
•

http://www.dixieflag.com/
http://www.dixieflag.com/


The most successful festivals and events in our 
industry share an important commonality; an 
understanding that the suppliers and vendors 
who support our industry are a critical part of 
our successes.

The IFEA Expo trade show is one of the most important 
components of our convention, historically bringing the 

best suppliers together with the best events, resulting 
in new ideas that benefit everyone. Unopposed by 

any other sessions, so that you can spend your time  
effectively exploring and interacting with the unlim-
ited creativity and possibilities that await inside, 
the IFEA Expo is your key to future success  
and inspiration. 

Geared specifically to festival and event deci-
sion-makers, the IFEA Expo features the most 
creative ideas, products and services for all 
things imaginable, including: merchandise, 
insurance, giant parade inflatables, parade 
floats, children’s performers, food and bever-
age products, marketing and web support, 
fencing, sponsor gifts, decorations, security, 
fireworks, lasers, university programs, face-
painting, sand sculptures, portable restrooms, 
bleachers, entertainment and attractions, 
ticket control, confetti cannons, generators, 
tents, awards, radios, printing needs, spon-
sorship software and services; credit card 
services, photography, publications, costumed 
mascots, staging, lights and sound, and much, 
much, more; at special convention pricing! 

Bring your list, your creativity, your challenges…
you’ll find your answers at the IFEA Expo!

   IFEA EXPO: GATEWAY        TO SUCCESS 



   NO HIGHER 

       VALUE 

There is no higher value available in our industry today 
than the IFEA Convention & Expo. Convention registration  
provides you with the following all-inclusive benefits: All  
Educational, Roundtable and Affinity Group sessions; the 
Opening Morning Breakfast Reception; the IFEA/Haas &  
Wilkerson Pinnacle Awards Luncheon; the IFEA Expo; the 
Zambelli Fireworks Spectacular; the IFEA Hall of Fame Awards 
Dinner and Foundation Auction; professional networking  
opportunities like the Saint Louis Arts Fair Behind-the-Scenes  
Experience; the dfest® (Dixie Flag Event Services Team)  
Hospitality Suite; Connections International Café / Coffee 
Breaks; Expo lunch and continental breakfast; Convention 
Program Book; Session Handouts; and much more.

Note: Professional Certification (CFEE) and Continuing Education seminars 
prior to the official start of the convention are optional and require a separate 
registration. To avoid multiple registration processes, those interested in 
attending any of these may simply fill out the appropriate spaces on your 
convention registration form.

CONVENTION SCHOLARSHIPS
Since its founding in 1993 the IFEA Foundation has  
provided scholarship assistance to over 150 students, new 
professionals and financially challenged events, allowing 
them to attend the annual IFEA convention, regional training 
seminars and other special programs. Scholarship recipients 
are able to return home with new ideas, information and moti-
vation to take their own events and careers to the next level. 

Sixteen IFEA Foundation Legacy Scholarships are available 
each year to those who meet the qualified criteria. If you  
are interested in applying for an IFEA Foundation  
scholarship, more information and applications are  
available in the Foundation section of the IFEA website  
at www.ifea.com.

“Working for a non-profit youth organi-
zation, I would not have normally been 
able to attend this convention without 
the scholarship support from the IFEA 
Foundation. Thank you so much for the 
opportunity - it really made a big differ-
ence for me! I was inspired by the many 
ideas I gathered, and the people I met 
who are doing exciting things in the field. 
The workshops were very helpful to me 
and it was great to have such a wide 
variety of offerings available.” 

 Sandy Miller, 
Director of Community Relations 

Wisconsin Youth Company, Inc., Madison, Wisconsin

We are so sure you 
will return home from the  

55th Annual IFEA Convention & 
Expo with at least one idea, approach, 

relationship, or renewed energy and 
enthusiasm, that is worth at least the value of 
attending (and you actually did attend), that 
we are willing to guarantee a return on your 
investment. If not, you can write to us (with 
a “cc” to your board) explaining how you 
did not receive a return on your invest-

ment and we will refund your full 
registration fee.

http://www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=88&Itemid=48


   RAISE   THE BAR 

CFEE FastTrack© PROFESSIONAL  
CERTIFICATION CLASSES
Sponsored by K&K Insurance and offered 
by popular demand for the first time lead-
ing into an IFEA Convention, the IFEA’s Certified Festival 
& Event Executive (CFEE) FastTrack© program allows  
festival and event professionals to complete their professional 
certification and all required program components in one year 
and at special pricing that represents a substantial savings 
over class-by-class scheduling. 

CFEE classes, a required component toward the achievement 
of professional certification, are taught by leading professionals 
in our field and are open to all who desire to attend. Three of  
the six required core curriculum classes will be offered each 
year leading into the convention on a rotating basis. 2010  
CFEE participants can potentially complete all of their  
required classes, electives, and written/speaking obligations  
in time to receive their CFEE Professional Certification at the  
2011 Convention! 

The 2010 full-day CFEE seminars include the following:

CFEE Fast Track - Operations/Risk Management 
Sunday, September 12, 2010; 9:00 a.m. – 4:00 p.m. 
The most basic element of the industry is operations/
risk management for one simple reason – any festival or 
event is a large gathering of people. The top priority of 
any organizer is to ensure that gathering is conducted 
in the safest possible manner. This area of instruction  
is designed to look at the basic elements of event/ 
festival operations and risk management from both the 
philosophical and practical approaches, providing a 
sound foundation of knowledge in the subject area. 
Speaker: Penny Reeh, CFEE; Owner
               Indigo Resource Group

Pre-Convention Education Opportunities

http://www.kandkinsurance.com
http://www.kandkinsurance.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=128&Itemid=106


CFEE Fast Track - Non-Sponsorship Revenue Programs 
Monday, September 13, 2010; 9:00 a.m. – 4:00 p.m. 
While many areas of professional education deal with spon-
sorship, the major portion of revenue generated by many event 
organizations comes from more traditional sources – items 
such as tickets, food and beverage, and merchandise. This 
area of instruction is designed to look at such items and other 
components of non-sponsorship revenue sources.
Speaker: Becky Genoways, CFEE; President & CEO
               ON THE WATERFRONT

CFEE Fast Track  - Human Resources 
Tuesday, September 14, 2010; 9:00 a.m. – 4:00 p.m.
While the festival and special events industry is relatively 
“new” as a “field” or discipline, it is and remains a legitimate 
system of business enterprises that have the same economic, 
legal, and human resources issues as any other. It also carries 
with it other requirements that are relatively unique due to the 
public, “seasonality” and “special event” attributes implicit in 
the specialty.

This area of instruction is designed to look at and provide 
an overview of basic human resources and personnel issues 
that any and all business enterprises must consider, as well 
as characteristics unique to the festival and special events 
industry. 
Speaker: Eric Martin, CFEE; Senior Vice President
               Music for All, Inc.

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

CONTINUING EDUCATION SEMINAR
Continuing Education Seminars are designed for those  
industry leaders looking for more in-depth topical information 
and continued professional education. These valuable cours-
es also count toward certain requirements for those working  
to obtain or needing to recertify their CFEE professional  
certification designation. The following Continuing Education 
Seminar will be offered prior to the start of the IFEA’s 55th Annual  
Convention & Expo: 

“Eat, Drink and Be Merry: The Formula for Maximizing 
Revenue Streams”
Tuesday, September 14, 2010; 1:00 p.m. – 6:00 p.m. 
Need is the catalyst of creativity.  And in today’s economy the 
need to maximize revenue streams from every angle has never 
been greater. While many areas of professional education deal 
with sponsorship, the major portion of revenue generated by 
many event organizations comes from more traditional sourc-
es – alcohol sales, tickets, food and beverage, merchandise 
sales and VIP experiences – opportunities to eat, drink and be 
merry!  Come join SunFest of Palm Beach County Executive 
Director, Paul Jamieson, CFEE, who has set many industry 
bars in maximizing revenue streams, for this valuable seminar 
that is sure to pay for itself many times over.
Speaker: Paul Jamieson, CFEE, Executive Director
               SunFest of Palm Beach County 

Registration for the CFEE FastTrack and IFEA Continuing Education Seminars  
are separate from the IFEA’s Annual Convention Registration, but can be done 
using the same form.  Please contact Bette Monteith at +1-208-433-0950  
ext: 2 or bette@ifea.com with any questions. 

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

“Never stop raising the bar. The brightest flowers are usually those 
that have been grown from the most experienced hands.”

Sam Lemheney, CFEE
Director of Design, Philadelphia Flower & Garden Show

Chair, IFEA Academy of Event Education

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


* Connections Cafe is open all day during the convention hours for coffee breaks and networking.

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAYSUNDAYTIME

7:00 a.m.

9:00 p.m.

8:00 p.m.

8:30 p.m.

7:30 p.m.

6:30 p.m.

6:00 p.m.

5:30 p.m.

5:00 p.m.

4:30 p.m.

4:00 p.m.

3:30 p.m.

3:00 p.m.

2:30 p.m.

2:00 p.m.

1:30 p.m.

1:00 p.m.

12:30 p.m.

12:00 p.m.

11:30 a.m.

11:00 a.m.

10:30 a.m.

10:00 a.m.

9:30 a.m.

9:00 a.m.

8:00 a.m.

7:30 a.m.

9:30 p.m.

7:00 p.m.

10:00 p.m.

10:30 p.m.

8:30 a.m.

CFEE FastTrack
Class

CFEE FastTrack
Breakfast

Lunch on Own

Roundtable
Discussions

IFEA Expo
Trade Show
and Lunch

Educational
Sessions

dfest® Hospitality Suite dfest® Hospitality Suitedfest® Hospitality Suite

Free Time

CFEE FastTrack
Breakfast

CFEE FastTrack
Breakfast

CFEE FastTrack
Class

CFEE FastTrack
Class

Lunch on Own Lunch on Own

CFEE FastTrack
Class

CFEE FastTrack
Class

(to 4 PM)
& Continuing

Education Class
(to 6 PM)

CFEE FastTrack
Class

Attendee
Free Evening

Attendee
Free Evening

Attendee
Free Evening

Opening Morning
Breakfast Reception

Convention
Opening &

Keynote
Speaker

IFEA/Haas
& Wilkerson

Pinnacle Awards
Luncheon

Educational
Sessions

Affinity Group
Sessions

Zambelli Fireworks Show

Attendee
Free Evening

Attendee Free
Evening

Educational
Sessions

Educational
Sessions

IFEA Hall of Fame
Awards Dinner

and
Foundation

Auction

IFEA Expo
Trade Show
Continental
Breakfast

Educational
Sessions

Closing Session
and Speaker

Departure or
Free Time

CFEE FastTrack
Class

CFEE FastTrack
Breakfast

Lunch on Own

Roundtable
Discussions

IFEA Expo
Trade Show
and Lunch

Educational
Sessions

dfest® Hospitality Suite dfest® Hospitality Suitedfest® Hospitality Suite

Free Time

CFEE FastTrack
Breakfast

CFEE FastTrack
Breakfast

CFEE FastTrack
Class

CFEE FastTrack
Class

Lunch on Own Lunch on Own

CFEE FastTrack
Class

CFEE FastTrack
Class

(to 4 PM)
& Continuing

Education Class
(to 6 PM)

CFEE FastTrack
Class

Attendee
Free Evening

Attendee
Free Evening

Attendee
Free Evening

Opening Morning
Breakfast Reception

Convention
Opening &

Keynote
Speaker

IFEA/Haas
& Wilkerson

Pinnacle Awards
Luncheon

Educational
Sessions

Affinity Group
Sessions

Zambelli Fireworks Show

Attendee
Free Evening

Attendee Free
Evening

Educational
Sessions

Educational
Sessions

IFEA Hall of Fame
Awards Dinner

and
Foundation

Auction

IFEA Expo
Trade Show
Continental
Breakfast

Educational
Sessions

Closing Session
and Speaker

Departure or
Free Time

EDUCATION          NETWORKING/SOCIAL          CONTINUING EDUCATION          FREE TIME

55th Annual Convention & Expo - Schedule At-A-Glance
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HOTEL INFORMATION: The Saint Louis Union Station 
Marriott in the heart of Saint Louis, Missouri will serve as the 
headquarters for the IFEA Annual Convention. By staying at the 
IFEA designated hotel, you help us to keep our other 
convention costs down. For hotel reservation information, go 
to: www.ifea.com and select the 55th Annual Convention button 
on the front page for more information. Once registered, you will 
receive an email confirmation of your paid convention registration 
which will include general information for planning your itinerary. 

IFEA
55th Annual
Convention

& Expo
September 15, 16, 17, 2010

Saint Louis, MO - U.S.A.

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

Organization: ______________________________________________________________________________________________________________   

Name:  ____________________________________________________________________________________________________________________    

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  __________________________________________________________________________________________________________________  

City, State/Province, Zip Code:  __________________________________________  Country:  ___________________________________________  

Phone: _______________________________________________________________  E-mail:  _____________________________________________  

• For membership information please contact Beth Petersen at beth@ifea.com or +1-208-433-0950 ext. 816. 

2. REGISTRATION FEES IFEA (Please submit all monies in U.S. Dollars only.)
  IFEA Member Non-Member
Special Early Bird Rate – 1st Attendee (by August 6, 2010)   $695  $895 $ ___________  
1st Attendee Rate (After August 6, 2010)    $795  $995  $ ___________
2nd, 3rd, 4th Attendee (Same Organization)  Qty. _____ x  $595 each   $795 each  $ ___________
5th Attendee or More (Same Organization)  Qty. _____ x  $495 each   $695 each  $ ___________
Full Time Student (School ID Required)    $345 each   $545 each  $ ___________
Qualified Volunteer (Contact IFEA for Definition)    $345 each   $545 each  $ ___________
Spouse/Guest (Social Activities Only)    $345 each   $545  $ ___________
REGISTRATION FEES INCLUDE: All Educational Sessions of the main convention, Opening Breakfast Reception, IFEA Pinnacle Awards Luncheon, 
IFEA Hall of Fame/Foundation Dinner, Expo Day 1 with Lunch, Expo Day 2 with Breakfast, All Coffee Breaks and Hospitality Suite. 

3. PRE-CONVENTION ADDITIONAL EDUCATION OPPORTUNITIES
(Seminars and speakers subject to change.)

Continuing Education Seminar – Tuesday, September 14th:    $175  $335  $ ___________
“Eat, Drink and Be Merry: The Formula for Maximizing Revenue Streams”
CFEE FastTrack – September 12th, 13th, 14th:    $500  $865 $ ___________
FastTrack Registration Fee Includes All 6 Required Core Curriculum Courses.  Days 1, 2, 3 Offered During the 55th Annual Convention & Expo.  Days 4, 
5, 6 to be Offered During the 56th Annual Convention & Expo.
Individual CFEE Day Registration: 
CFEE Seminar Day 1 – Sunday, September 12th:   $175  $335  $ ___________
Operations Risk Management
CFEE Seminar Day 2 – Monday, September 13th:   $175  $335  $ ___________
Non-Sponsorship Revenue Programs
CFEE Seminar Day 3 – Tuesday, September 14th:   $175  $335  $ ___________
Human Resources
CFEE (Enrolment Fee)    $200   $350  $ ___________
If starting the CFEE Program, this fee must be paid in addition to the FastTrack Registration Fee.
Final CFEE (Certification Fee)   $250  $350 $ ___________
If finishing the CFEE Program and graduating at this year’s convention, this fee must be paid. (Must be an IFEA Member to Graduate.)

4. IFEA 55TH ANNUAL CONVENTION & EXPO COLLECTORS LAPEL PIN  

Purchase your IFEA 55th Annual Convention Collectors Lapel Pin Qty. _____ x  $10  $10 $ ___________
By purchasing a pin you will be entered into a drawing at the convention to win a 1st attendee registration to the 56th Annual Convention & Expo in 2011. 
  TOTAL amount enclosed: $ ___________  

5. PAYMENT: All fees are payable in U.S. Funds. Your registration form CANNOT be processed until payment is received. To ensure that you are pre-  
    registered for the 55th Annual IFEA Convention & Expo, return your signed registration form with full payment by Wednesday, September 8, 
    2010. After that, please call Bette Monteith to make sure your registration has been received at +1-208-433-0950 ext: *812. 

Select method of payment:       Check (make check payable to IFEA)       Visa       MasterCard       American Express  

Print Cardholder Name: _____________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

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

6. CANCELLATION POLICY: There will be a cancellation fee of $150 through Monday, August 16, 2010. After that date, we regret that cancellations  
    cannot be accepted and no refunds will be provided. Please contact Bette Monteith for questions or cancellations (bette@ifea.com or 
    call +1-208-433-0950, Ext. *812).

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

http://www.ifea.com
mailto:beth@ifea.com
mailto:bette@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=63&Itemid=70


2603 W. Eastover Terrace • Boise, ID 83706

phone: +1- 208-433-0950 • fax: +1- 208-433-9812

Association Partners

www.hwins.com
www.zambellifireworks.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=63&Itemid=70


“Recognizing the best in community 
leadership and festival and event 
partnerships around the world.”

IFEA WORLD
FESTIVAL & EVENT CITY
                          AWARD PROGRAM

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=227&Itemid=428




If you are considering applying for this prestigious award, you already under-

stand the important role that festivals and events play in your community by:

Adding to the quality of life for local residents; 

Driving tourism; 

Showcasing a positive community brand and image to the media,  

business community, and visitors; 

Creating economic impact that translates into jobs, tax revenues and 

enhanced infrastructure improvements; 

Providing enhanced exposure opportunities for the arts, not-for-profit 

causes and other community programs and venues; 

Promoting volunteerism and bonding the many elements of the  

community together; 

Encouraging community investment, participation, creativity and vision; and 

Building irreplaceable ‘community capital’ for the future.  

We look forward to working with you, your city and community partners to  

recognize the quality efforts and support that you have successfully developed 

over the years and should be rightfully proud of. Let us help you fly your flag high!

Thank you for your continued support of, and partnership with, the festivals 

and events industry. Best of Luck with your entry!

Steven Wood Schmader, CFEE, President & CEO
International Festivals & Events Association (IFEA World)

•

•

•

•

•

•

•
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OVERVIEW AND OBJECTIVES
The new IFEA World Festival & Event City Award was designed and created as a 

way for the global festivals and events industry to openly encourage, support and 

recognize positive local environments for festivals and events worldwide. Festivals 

and events create tremendous community and economic capital in the markets that 

they serve, but the partnership with and support from the local community, at all 

levels, is critical to the success and sustainability of existing festivals and events, as 

well as the ability to attract and encourage new events. IFEA is pleased to recognize 

and fly the flag of those cities and markets who have worked, through concerted  

efforts, to provide an environment conducive to successful festivals and events.

For each year’s selected cities, the IFEA World Festival & Event City Award provides:

A strong platform from which to recognize the success of current and on-going 

efforts by every component of your community; 

A clear positioning statement to encourage continued infrastructure, policy and 

process enhancement and expansion; and 

A powerful marketing statement for use in recruiting and encouraging new  

festivals, events and businesses.

•

•

•



APPLICATION REQUIREMENTS & FEES
Applications for the IFEA World Festival & Event City Award may be 

submitted by the City itself or by an event(s) on behalf of their City. It is 

our hope that the application process itself will result in an even closer 

working partnership and dialogue between the Applicant City and the 

festivals and events who serve that market.

Cities interested in being considered for the annual IFEA World  

Festival & Event City Award must complete:

An entry form with all contact and payment information.

A short introductory letter as to why your City should be selected 

to receive the IFEA World Festival & Event City Award. 

Responses and supporting information for all Section I – VI  

components listed under Application Inclusions. (Any element  

left unanswered may impact judging decisions. If a section or  

element does not apply to you, please respond briefly as to if 

and/or why it does not apply.)

•

I.

II.

III.

Requirements continued on next page.



All response information should be provided in English and typed using  

12-point Arial font for the text. 

All entries and responses should be provided on a CD or DVD disc and 

mailed, or submitted electronically via email in Word, Powerpoint, pdf, tif, jpg 

or other standard formats. All video inclusions should be encoded for Region 

1 or Region 0 DVD capabilities. If you do not have electronic capabilities, 

please contact the IFEA to arrange for other alternatives. 

Completed entries for the 2010 IFEA World Festival & Event City Awards  

must be received by the IFEA no later than 5:00 p.m. (Mountain Time Zone) 

Monday, August 16th, 2010, for consideration, together with an application 

fee of $900 (U.S. dollars). Due to time constraints in judging, late entries  

cannot be accepted.

Completed application materials should be submitted, along with your entry fee, to:  

If Mailed: IFEA World Festival & Event City Award

 2603 Eastover Terrace 

 Boise, Idaho, 83706 USA 

   If E-mailed: Schmader@ifea.com 

   For Questions or to Confirm Receipt of Entry: +1-208-433-0950

All materials and photos submitted as part of the application will become the 

property of the IFEA, to be shared for professional purposes, and cannot be 

returned. Copies should be made prior to submitting your entry, as desired. 

Winning applicants agree that the IFEA may use their City name and  

representative photos in all press releases and program marketing  

materials, both hard copy and electronic versions. 

•

•

•

•

•

•
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JUDGING
Judging of the IFEA World Festival & Event City Awards is done by an  

international panel of festival and event industry experts. Award Recipients 

will be selected annually in four population categories:

Population under 100,000

Population 100,000 – 500,000

Population 500,000 – 1 million

Population over 1 million

And from each of seven global regions:

Africa

Asia

Australia / New Zealand

Europe

Latin America (Including South  
& Central America and Mexico)

The Middle East

North America

CRITERIA
To assist us in the judging process, each applicant City will be considered 

against similar criteria. 

Applicants should begin by providing a short introductory letter as to why your 

City should be selected to receive the IFEA World Festival & Event City Award. 

Working in partnership with community individuals, festivals, events,  

organizations and businesses, each Applicant City will be asked to  

provide detailed, but concise information in each of six sections  

designed to provide a clear overview and understanding of the festival  

and event environment in your City/Market: 

Community Overview 

Community Festivals and Events 

Governmental Support of Festivals and Events

Non-Governmental Support of Festivals and Events 

Leveraging ‘Community Capital’ Created by Festivals and Events

Extra Credit Programs, Services, Resources and Activities 

•

•

•

•

•

•

•

•

•

•

•

•

•

I.

II.

III.

IV.

V.

VI.

(Note: Global Regions may be divided further or 

combined as deemed appropriate by the Judging 

Panel based upon each year’s entries. Politically 

connected islands and territories should choose 

the region of their most direct affiliation. An ‘Other’ 

option is provided on the application form to 

include any City that does not feel it fits logically 

into any of the seven regions.)

Criteria continued on next page.



Items to be included or considered under each section are defined in 

more detail in the Application Inclusions section. 

Responses will require that you work together with the many festivals, 

events, and support organizations throughout your City to complete  

them. The application process in itself is a great opportunity to evaluate 

internally the areas where your City excels and other areas where you may 

be able to strengthen your efforts and further support local programs.

Not all components under a specific section will pertain to everyone. Don’t 

worry; there are no ‘right’ or ‘wrong’ answers and our international judging 

panel will base their decisions on overall impressions after reviewing all of the 

submitted information. We are all learning from each other, with the goal of 

strengthening the partnerships, benefits and returns to our respective  

communities from the festivals and events that are such an important part  

of the community fabric. We hope to find additional new ideas being imple-

mented from within all of the award entries that we can share in the future. 

Responses to the requested information may require a straight-forward 

numerical answer, or a more descriptive definition. While we have placed 

no limits on length, we encourage you to provide the most succinct an-

swers possible that clearly make your point.

Support materials, photos, videos, brochures, copies, etc. should be 

inserted following the responses to each section. 

As needed, we may communicate with the primary contact on the applica-

tion to clarify any questions that may arise.

SELECTION AND NOTIFICATION 
All completed entries for the 2010 IFEA World Festival & Event City 

Awards must be received by the IFEA no later than August 16th, 2010. 

Award Recipients will be announced and notified by August 31st, 2010, 

through email communications to the Primary Contact listed on the entry 

form. Please make sure that the IFEA is set as ‘Good E-Mail’ on your 

computer and server.

The top applicant from each population category, as judged against all global 

regions, will be invited to attend the IFEA’s 55th Annual Convention & Expo 

(travel expenses not included), September 15th-17th, 2010, in Saint Louis, 

Missouri, USA, where their City will be recognized, highlighted in a brief 

video presentation, and their award presented in person during the IFEA 

Hall of Fame Dinner on Thursday evening, September 16th, 2010. All award 

•

•

•

•

•

•
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•



recipients will be recognized by name and on-screen during the event.

Applicants may re-apply for the IFEA World Festival & Event City Award 

each year.

EVERYBODY COMES OUT A WINNER: 
AWARD, RECOGNITION AND FEEDBACK

Every city entering the IFEA World Festival & Event City Award competition 

will be recognized and listed, by year (continually running), in the IFEA’s 

new Who’s Who in Global Festival & Event City Leadership at www.ifea.

com. Links back to each City’s home page will help point the media and 

others to your community. 

Each winning recipient of the IFEA World Festival & Event City Award will 

receive a plaque suitable for indoor display and an IFEA World Festival & 

Event City flag to be proudly flown or displayed outdoors or indoors. These 

will be provided with a personal letter of congratulations to the Mayor of 

each City. Additional IFEA Festival & Event City Award plaques, flags and 

recognition items will be available for purchase by award recipients for those 

wishing to share the honor with the many partners who helped them to win.

Winning recipients will be provided with the rights to use the IFEA World 

Festival & Event City Award Winner logo on their websites, press releases 

and other appropriate City letterhead, brochures, marketing materials, etc.

The IFEA will announce all IFEA World Festival & Event City Award recipients 

in an international press release to the world’s leading media sources, including 

all local market media contacts provided to the IFEA by selected applicants. 

IFEA World Festival & Event City Award recipients will be featured in a 

special on-line tribute section at www.ifea.com in perpetuity, including 

video footage as provided, with links back to their respective websites, 

and in a special section of ie: the business of international events, the 

IFEA’s industry-leading magazine.

As desired, every applicant City will receive a market-specific analysis (based 

upon the information provided in their entry), including judges’ comments, 

highlighting both strengths and weaknesses, possible areas and programs to 

consider or concentrate on moving forward, and a general percentile ranking 

of where your City falls in comparison to other similar population cities in the 

competition. These analysis reports – a value that exceeds the entry fees by 

itself - will be completed and mailed prior to the end of the calendar year.

•

•

•

•

•

•

•
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IFEA World Festival & Event City Award® 
2010 APPLICATION 

Application Due Date: August 16, 2010 
Announcement of 2010 Award Recipients: August 31, 2010 

Presentation of Top Population Category Awards: September 16, 2010

CITY APPLICANT INFORMATION 
Applicant City Name (If including information from surrounding market or suburb communities, please note those in parenthesis): ______________________________________

 __________________________________________________________________________________________________________________________  

State / Province or Territory: __________________________________________________________________________________________________    

Country: __________________________________________________________________________________________________________________  

Global Region: (Choose one) 

m Africa        m Asia        m Australia / New Zealand        m Europe         Latin America        m The Middle East        m North America  

Note: Politically connected islands and territories should choose the region of their most direct affiliation. 

m Other (If you choose ‘Other’ please clearly specify location below.)

 __________________________________________________________________________________________________________________________  

Population Level (select one): m Under 100,000    m 100,000 to 500,000    m 500,000 to 1 million    m Over 1 million

Media: All applicants are requested and encouraged to include a mailing list of local media contacts (in Excel format) for use by the IFEA in  
 announcing our selected recipients.

PRIMARY CONTACT INFORMATION
The following information should pertain to the primary individual with whom the IFEA should communicate with, as necessary, throughout the 
award judging and selection process. 

Name:  ___________________________________________________________ Title:  __________________________________________________

Organization:  ______________________________________________________________________________________________________________

Mailing Address:  ___________________________________________________________________________________________________________

City, State, Country, Postal Code:  _____________________________________________________________________________________________

Phone (Business):  _________________________________________________  Phone (Mobile):  _________________________________________

Fax: _____________________________________________________________  E-Mail: _________________________________________________

Note: The Applicant City will receive a complimentary membership for one year in IFEA through our appropriate global affiliate. The Primary Contact     
           will be listed as the member contact.    

m Yes, we would like to receive a market-specific analysis following the competition. 

PAYMENT INFORMATION
Select method of payment: 

m Visa      m MasterCard      m American Express  

Print Cardholder Name: _____________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

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

m Check (Made payable to International Festivals & Events Association (IFEA) m Wire Transfers: Entry fees may be sent by wire transfer. For information please contact 
    m I / We have enclosed a check for $900 USD along with our entry.                                    Bette Monteith at +1-208-433-0950 extension 2 or bette@ifea.com

Send payment and entry to: 

IFEA World Festival & Event City Award • 2603 Eastover Terrace, • Boise, Idaho, 83706 USA • + 1-208-433-0950 
or email to Schmader@ifea.com (please call to confirm receipt of electronically submitted entries).

Have you:  m Completed the Application and Primary Contact Information?

 m Checked Your Request for a Post-Competition Market Analysis Report, as desired?

 m Completed your application responses and information, divided by Sections, on a disc or electronically in Word, Powerpoint,  
      pdf, tif, jpg or other standard formats?

 m Provided Information and Appropriate Support Materials for All Applicable Areas?

 m Enclosed Your Payment for $900 (U.S. dollars)? 

mailto:bette@ifea.com
mailto:Schmader@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=227&Itemid=428


APPLICATION INCLUSIONS
Please refer to the Application  
Requirements and Criteria information  
for specific entry formats and details. 

Introduction
Please provide a short introductory letter addressing why your City should 

be selected to receive the IFEA World Festival & Event City Award. 

 

Section I. Community Overview
The information in this section will help provide us with a better  

understanding of your community and the infrastructure in place to host 

and/or support those producing and attending festivals and events. Please 

define or describe each of the following as completely and accurately as 

possible. (Note: Include Source and Date of Information with each.)

Current City Population 

Current SMSA or LUZ Population (Standard Metropolitan  

Statistical Area or Large Urban Zone)

Population within a 50 Mile Radius of Applicant City

Primary Festival and Event Venues Available (Indoor and Outdoor 

- i.e.: Theatres, Plazas, Bandshells, Parks, Stadiums, Fairgrounds, 

Sport Facilities, Convention Centers, etc., including those facilities 

planned for completion within the next two years, and Estimated  

Capacities for Each. For outdoor venues use a formula of 1 person 

per 3 square feet if no other total capacity numbers are available.)

Water and Power Accessibility in Outdoor Venues

Hospital and Emergency Response Availability

Total Number of Hotel Rooms Available

Public Transportation Options

Parking Availability (paid lots, meters, and free)

Walking Paths, Bicycle Lanes

Estimated City Visitors Annually Attributed to Festivals and Events

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.



Section II. Community Festivals and Events
The information in this section will provide us with an understanding of 

the diversity and success of current festivals and events that serve your 

city residents and visitors. Please ask each appropriate festival or event 

organization in your community to provide details or descriptions of ele-

ments a – q listed below. If any organization produces more than one 

festival or event, please ask them to complete the information  

separately for each. To insure that we do not miss anything, applicant 

should include a consolidated master list of all festivals and events at 

the start of the section, preceding the expanded information.

Festival or Event Name

Top Executive Contact Information 

Number of Years Festival or Event has been Produced

Dates (Minimally the month held, with days if clearly defined – i.e.: 

the last weekend in June. If the event is a series, list the starting and 

ending dates – i.e.: Every Wednesday, June through August.)

Recurrence Cycle (Annually, Every 5 Years, etc.)

Gross Operating Revenues (Cash Plus In-kind; Most Current Year)

Gross Operating Expenses (Most Current Year)

Total Sponsorship Support (Cash and In-kind; Please provide a 

copy of your Sponsor Recognition List.)

Volunteer Count and Estimated Hours Worked

Estimated Combined Aggregate Attendance

Estimated Non-Aggregate Attendance

Primary Targeted Marketing Efforts (Local, Statewide, Provincial, 

Regional, National, International) 

Estimated Percentage of Annual Attendees from Geographical 

Areas (Local, Statewide, Provincial, Regional, National, International)

Awards and Recognition Received 

Management Staff Professional Certifications and/or Degrees 

in Festival & Event Management

Professional Industry Involvement / Memberships

If Possible, Include a Short (no longer than 3 minutes) Video  

Highlighting Your City’s Events

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

l.

m.

n.

o.

p.

q.



Section III. City / Governmental Support of 
Festivals and Events
The information in this section will help us to understand the strength 

and depth of support by the applicant City and other area governmental 

bodies (County, State, Taxing Districts, etc.) as it pertains to festivals 

and events. Please define or describe each of the following as  

completely and accurately as possible. Where available and  

appropriate, please provide examples and copies.

Defined Public Objectives and Support Statements for Festivals 

and Events by the City and Other Local Government Agencies

Direct Funding Support Provided to and/or Budgeted for  

Festivals and Events from the City or Other Government Agencies

In-Kind Services Support Provided to and/or Budgeted for  

Festivals and Events from the City or Other Government Agencies

Defined Role of the City in Festival and Event Approval

City-Provided Festival and Event Process Coordination and  

Assistance System (i.e.: Existence of City Events Department; 

One-Stop Shopping for Permitting and Planning Needs)

Participation in Official Capacity by City Department  

Representatives on Boards and Planning Committees  

of Local Festivals and Events

Local Laws, Ordinances, Regulations, Permits and Policies 

Impacting and Supportive of Festivals and Events (i.e.: Noise 

Ordinances, Traffic Regulations, Curfews, Parking Fees, Fireworks  

Regulations, Ambush Marketing Control, Alcohol Service  

Requirements, Taxes, Food Safety, Insurance Requirements, etc.)

City Provided Festival and Event Training Programs  

(i.e., Marketing, Planning, Budgeting, Risk Management, Alcohol  

Service, City Department Introductions, etc.)

Direct Industry Involvement / Memberships by City/City  

Departments 

a.

b.

c.

d.

e.

f.

g.

h.

i.



Section IV. Non-Governmental Community 
Support of Festivals and Events
The information in this section will help us to understand the commitment 

to festivals and events and direct support provided by community individu-

als and non-governmental organizations. Without this type of support most 

festivals and events could not achieve the level of success that these 

important partnerships help to build. Please define or describe each of the 

following (if applicable) as completely and accurately as possible. (Note: It 

may be easier to ask each appropriate organization to submit information 

on their own that can then be compiled for this entry.) Where available and 

appropriate, please provide supporting examples and copies.

Volunteer Involvement (Numbers of non-paid individuals providing 

personal time and expertise to support local festivals and events; 

Estimate of hours served by the same; Note: Refer to information 

provided by local festivals and events in Section II)

Sponsorship Support (Availability and active corporate/business 

support of local festivals and events – cash and in-kind resources; 

List of major employers; Total combined sponsorship revenues of  

local festivals and events – cash and in-kind; Note: Refer to sponsor-

ship information provided by local festivals and events in Section II)

Media Support (Estimated value of non-paid media time/space provided 

to festivals and events by local print, broadcast, outdoor, and electronic 

media; may be part of a sponsorship program or PSA campaign)

Chamber of Commerce / Convention & Visitors Bureau Support 

(Promotion And Marketing Activities, Familiarization Tours, Travel 

Writer Access, Material Creation, Information Distribution, Grant 

Funding, Visitor Hosting, etc.)

Downtown Associations (Support by Downtown Merchants and 

Businesses)

Organizations to Assist Individuals with Disabilities 

Local Event Cooperatives

Sports Commissions 

Educational Institution Support

Special Incentives/Discounts Provided to Festivals and Events 

by Local Venues

Access to Industry Suppliers in Local Market (Please provide  

a list of local suppliers serving the needs of festivals and events -  

i.e.: banners and decorations; generators; portable toilets; merchan-

dise; generators; stage, lights & sound; golf carts; security; chairs; 

barricades; ATM’s; communication services; etc.)

Direct Industry Involvement / Memberships by Any of the Above

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

l.



Section V. Leveraging ‘Community Capital’ 
Created by Festivals & Events
The information in this section will help us to understand how the City and 

its non-governmental partners maximize the ‘community capital’ created by 

festivals and events in your market. Please define or describe how your City 

uses the branding and marketing images/opportunities provided by your local 

festivals and events to leverage return in other areas. 

These may include, among others:

Promoting Tourism 

Convention Marketing

Corporate Recruiting Efforts

Relocation Packets and Information

Familiarization Tours

Out-of-Market Media Coverage

Enhancing Exposure to the Arts and Other Causes

Creating Highly Visible Public Relations Campaigns for City 

Facilities and Services (i.e.: Police, Parks, Fire, EMT’s,  

Transportation, Venues)

Encouraging Community Bonding, Participation, and Celebration

Highlighting or Developing Underused Venues or Sections of 

the Community

Creating Legacies and Images Beyond the Event

Section VI.  Extra Credit
This section provides an opportunity to highlight any other programs, services, 

resources, activities, etc., that may not have been included or covered in the 

previous sections. Some examples may include, among others: 

Skills Development - Availability of Certificate or Degree Programs 

in Festival & Event Management through a Local University or Private 

Provider

Members of Your Event Community Who Currently Hold a Certified 

Festival & Event Executive (CFEE) Designation

Secondary School System Graduation Requirements that Encourage 

Volunteerism and Community Service during Festivals and Events

A Festival and Event Shared Resource Program in Your City (i.e.: 

shared warehousing, office space, equipment, staff, etc.)

Efforts to Actively Recruit New Events to Your City (include reference to 

any applications made/secured if this area pertains)

Other Creative Endeavors

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

a.

b.

c.

d.

e.

f.



International Festivals & Events Association
2603 W Eastover Terrace • Boise, Idaho 83706, USA
phone: +1-208-433-0950 • fax: +1-208-433-9812

IFEA
Association 

Partners

www.hwins.com
http://www.zambellifireworks.com
www.ifea.com


IFEA Association Partner Zambelli Fireworks promises to get our 55th Annual IFEA 
Convention & Expo off to a memorable first night start with an unforgettable fireworks 
display directly across from the historic Saint Louis Union Station Marriott Hotel.  
After enjoying a free-evening dinner at one of the many near-by restaurants, join your friends 
and peers from around the world for a visual treat sure to inspire your future events. 

For those who are interested, a pre-show Behind-the-Scenes tour of the launch site will be 
provided by the Zambelli team. Mark your calendar and social media schedules now!

Be sure to visit the Zambelli Fireworks booth at the IFEA Expo.

Sponsored by

Zambelli Fireworks Convention Spectacular
Wednesday, September 15th, 2010 at 9:00 p.m.

Saint Louis Union Station Marriott Hotel, Saint Louis, Missouri

www.zambellifireworks.com

www.zambellifireworks.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=63&Itemid=70
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=143&Itemid=74


108	 INTERNATIONAL EVENTS	 2009

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 Saint Louis Union  
Station Marriott in Saint. Louis, Missouri, U.S.A.

Gain the Recognition 
Your Event Deserves…

2010 IFEA/Haas & Wilkerson  

Pinnacle Awards 
Competition 

Call for Entries

108	 INTERNATIONAL EVENTS	 2010

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156
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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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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

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

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.

INFLATABLES

DYNAMIC DISPLAYS - Designs, manufacturers, rents – costumes, props, floats, helium 
balloons and activities in the inflatable medium. Offers a complete and flexible service 
package, internationally. 37 years of parade/event experience. Address: 6470 Wyoming St. 
Unit 2024, Dearborn, MI 48126; 1142 Crawford Ave., Windsor, ON N9A 5C9; 1805 Wilson 
Ave. #212, Toronto, ON M9M 1A2; Phone: 800-411-6200 Toll Free; 519-254-9563; Fax 519-
258-0767; Email: steve@fabulousinflatabels.com; Website: www.fabulousinflatabels.com.

INSURANCE

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

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

INTERNET

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

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

PUBLISHING/INTERNET

TRIPinfo.com - TRIPmedia group is a multi-media information company in Atlanta. It 
produces one publication, two websites, three newsletters, and regional road maps serving 
travel professionals and the public. Its widely recognized database drives the print and 
online media, constantly updated by travel destinations who submit their information 
updates online. Contact: Mark Browning; Address: 3103 Medlock Bridge Rd., Norcross, 
GA 30071; Phone: 770-825-0220; Fax: 770-825-0880; Email: mark@tripinfo.com; Website: 
www.tripinfo.com.
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Miraculously, through our determined effort, we ended up having everything we 
needed and had the biggest festival in our history, with record attendance of 30,000 
in two days.  I am so very, very pleased with the way it turned out. 

What do you do to relax?
I am most relaxed and have a great time attending events planned by other 

people or organizations. I enjoy the time off, and especially the camaraderie of 
being with event professionals without working! 

Believe it or not, I like to do work to relax.  When I’m able to catch up on 
my emails in the evenings and weekends so that I don’t have as much of that 
to do during the week, it helps me feel more grounded and in control about 
what goes on when I’m actually in the day-to-day swing of things at the office. 
Otherwise, travelling and reading are my two main passions. A former resident 
of central Europe, with a working knowledge of Spanish, I enjoy flexing my 
passport muscle most! 

What is the best advice you’ve ever received?
“You shouldn’t manage someone whose job you haven’t done or that you 

don’t understand.” 
Before I ask someone else to do something, I will have done it myself so 

that I know what goes into it and how to manage that person more effectively.  

Personal Philosophy
Don’t be dependent on anyone. Be self-reliant as much as possible. We each 

have to strengthen and develop ourselves through our own efforts and cannot 
wait for anyone to walk our paths first.

Springfield has employed 275 people. Most of these have been temporary  
employees that have been hired to work during Bright Nights at Forest Park. The 
administrative staff started with one full-time and one part-time employee, and 
at its largest there were five full-time and one part-time member on the staff. 

Today, the staff still consists of the original two and one additional employee 
with a contracted accountant. These four individuals have been able to provide 
quality entertainment for the community and have been increasing the entertain-
ment value of Bright Nights at Forest Park with more interactive opportunities 
during the event – Visits with Santa, Supper with Santa, horse-drawn wagon and 
carriage rides, Bright Nights Express, Bright Nights Road Race, Dinner with  
Dickens, Craft Nights, outdoor skating, shopping and snacks.

Leading the Spirit of Springfield since prior to it’s founding is Judith A. Matt, 
President Judy has more than 40 years of experience in special event planning, 
marketing and communications. One of her secrets to success to get as many 
people involved as possible. “It is important to make them feel a part of the 
project so that they take ownership,” noted Judy. She added that this also helps 
to carry the message long before Facebook and Twitter. She is creative and has 
the tenacity to get the job done.

She has been supported since very early in 1990 by Amy J. Barron-Burke 
who serves as Vice President. Amy and Judy met while Amy was interning for 
the City of Springfield. Amy began part time, but as the need grew so did her 
hours and her responsibilities for event logistics and marketing. “My first day 
as an intern with Judy was a 12 hour day when a Springfield Mayor, who is 
now a U. S. Congressman, was inaugurated for a second term. It served as an 
indicator of what was to come,” Amy said. She writes the media releases and 
makes sure the tents are in the right places.

Another intern turned staff member is Kristen Anderson. An intern from  
the University of Massachusetts – Amherst in the summer of 2007, Kristen 
joined the staff as the Program Coordinator after graduation in 2008. Her 
responsibilities continue to grow as does her career. She provides adminis-
trative and logistical support. She oversees many activities and group tour 
marketing for Bright Nights at Forest Park representing the Spirit of Springfield 
at the American Bus Association Marketing Place. “I like the interaction with 
people,” Kristen said.

SPONSORSHIP

IEG - Leading provider of information/expertise on sponsor-
ship. Publisher of IEG: Sponsorship Report, Directory of 
Sponsorship Marketing, Legal Guide to Sponsorship. Producer: 
Event Marketing Seminar Series. Analysis: IEG Consulting. Con-
tact: 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.

help cover expenses for their 
cancellation.

This is actually not a bad idea 
at all, especially for those events 
involving sea life such as fishing 
festivals and tournaments. Now, 
to be sure, BP and other cor-
porations would certainly not 
admit any responsibility at this 
stage for a festival cancellation 
or postponement. 

However, with their corporate 
images taking a huge beating 
in the press, it would not be a 
surprise if the companies consid-
ered some type of contribution 
under the guise of “community 
support” or other P.R. angle.

This tactic could be particu-
larly compelling if revenue from 
your event is used for charitable 
purposes such as scholarships 
or other Gulf Coast causes. 
Granted, this strategy is by no 
means a guaranteed winner. Yet, 
the old adage of “it never hurts 
to ask” holds incredibly true in 
this instance. 

One suggestion though: if 
you decide to approach one  
of these corporations, don’t 
position it in any way as a  
legal threat in the initial stage. 
While the time may come  
when your event could seek 
legal relief from BP and others, 
at this point, treat your request 
as you would another solicita-
tion of support. Reach out to 
the same corporate department 
as you would if you were simply 
asking them for a sponsorship 
or other contribution.

This approach could keep  
the legal types out of the  
decision-making and leave  
it in the hands of the public 
relations people. In a situation 
such as this one where these 
companies could face millions, 
if not billions, of dollars in 
lawsuit costs, the last thing you 
want to do early on is find your 
request stuck in the purgatory  
of legal review.

Kimberly A. Stoilis Profile continued from page 12

CURRENT EVENTS continued from page 8

Spirit of Springfield Industry Perspective continued from page 10
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