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PRESIDENT’S LETTER

“A Tale of Two Cities”
munity commitment’ baton to future 
generations; uncertainty raised its 
head as once stable business giants 
laid off large numbers of employees 
affected by changing global markets; 
the quality of existing community 
activities and organizations declined 
as funders and audiences made dif-
ficult decisions to protect their more 
immediate and personal needs; long-
term vision for most organizations 
became short-term survival plans; 
and, sadly, common sense seemed 
to go by the wayside as long-time 
partners in the community began 
working against one another to gain 
control of and access to far more 
limited revenues and opportunities. 

But perhaps the worst loss of all, 
from my personal and professional 
perspective: the city’s signature event 
- that served the critical role of keep-
ing all the elements of the communi-
ty fully connected on a single vision 
of what they had to celebrate – was 
allowed to disappear.

And to my dismay, I watch every 
day as other cities (perhaps your 
own) are making the same short-
term decisions – to solve immedi-
ate problems – without thought or 
awareness or logical conversation of 
the long-term impact that their ac-
tions (or lack there-of) may have.

For our own industry, this chang-
ing relationship with a multiple-
personality disorder, that for so 
long had been among our most 
trusted, reliable and stable partners, 
has taken many of us off-guard. 
Where we once enjoyed unparalleled 
support, we now receive invoices 
and new demands on our limited 
resources. Where we once walked 
among friends and allies, we now 
are witness to turf wars and resource 
or opportunity hording among city 
agencies, organizations and corpora-
tions. Where we once were recog-
nized as irreplaceable assets, we are 

Note: This issue’s President’s Letter is taken from 
the opening presentation delivered at the IFEA 
55th Annual Convention and Expo in Saint Louis, 
Missouri on September 15th, 2010.

“It was the best of times. It was the 
worst of times.” 

When Charles Dickens wrote his 
classic opening lines from “A Tale of 
Two Cities,” he could just as easily 
have been referencing our own his-
torical challenges today. But rather 
than comparing the turmoil and 
life in London and Paris leading up 
to the French Revolution, he would 
perhaps have chosen to focus instead 
on the seemingly dual personas of 
many singular cities today, as they 
choose their paths and reactions to 
a wide-array of global and economic 
challenges threatening their financial 
health and quality of life at so many 
levels. 

The new demands and stresses 
placed upon so many – in all indus-
tries and walks-of-life – by the global 
economic crisis of the past three 
years; the shifting of the world’s 
cultural roots as diverse popula-
tions continue moving in search of 
jobs, lifestyles and safety for those 
they love; the challenges – real and 
perceived - presented by constantly 
changing new technologies; and 
the loss of human connections in a 
world where communication chan-

nels have never been more accessi-
ble; has and will continue to change 
our cities and communities – their 
personalities; their strengths; and 
their values. 

I have seen this taking place in 
many locations around the world 
– but none so close to home as my 
own city, which I have chosen to 
view as a case study – an up-close 
“Tale of Two Cities’ and a cautionary 
tale for us all.

Two decades ago, ours was a city 
of unlimited visions and opportu-
nity, with corporate headquarters on 
every block, leaders who recognized 
the value of and readily supported 
events, the arts, local causes, educa-
tional institutions, and – perhaps 
most importantly – their role in 
perpetuating those elements that, 
working in partnership, create the 
brand and personality of a city and 
community. 

Much like a child who is rewarded 
when they succeed and responds 
with further successes, a city that 
accomplishes great things and is 
recognized for those successes will 
respond by continuing to accom-
plish great things. 

I can’t say exactly when it oc-
curred, as it is typically a culmina-
tion of things, whose impact - over 
time – erodes on the image and self-
confidence of individuals, organiza-
tions and cities alike, but our city, 
like many others around the world, 
slowly began to lose the key pieces of 
its brand over the last ten years.

Business headquarters were lost to 
economic downturns and corporate 
takeovers by non-local companies; 
support for community events, 
organizations and causes waned as 
former leaders (with deep and en-
trenched buy-in to the community) 
retired, moved away, or passed away 
with no replacements in the wings 
and no clear passing of the ‘com-
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now asked to justify and prove our 
worth. And where we once saw dreams 
and visions flourish, we now watch as 
walls and defenses are being erected. 

But as we come to grips with these 
new realities, and move past the often-
warranted tirades resulting from our 
disbelief, I would suggest that a new and 
critical role has risen for all of us, our 
events, and our industry. A role beyond 
those things that hold our singular daily 
focus. The role of keeping our commu-
nities, and our world, bonded together 
and focused on the possibilities that lie 
past the problems; the role of reminding 
them of who they are when they are at 
their best; and the role, by example, of 
succeeding despite the challenges.

I believe deeply that the world needs 
our industry today, more than ever; 
and that the festivals and events that 
we produce may very well be the most 
powerful tools available to our cities 
and communities to bring back the true 
vision of who they are and what they 
have to celebrate.

Now don’t get me wrong, I am not 
suggesting that this role will be an easy 
one or that we are the lone ‘silver bul-
let’ solution. But (as author J.K. Rowl-
ing noted through her own novels), 
“There are moments in our lives that 
we must choose between what is right 
and what is easy,” and being part of the 
solution is what is right.

There are defining moments in histo-
ry, for every generation, that reflect the 
examples set by those who have come 
before and set the stage for tomorrow’s 
successes. I believe that our moment is 
now, because when the future is most 
unclear, leadership, experience and vi-
sion are priceless.

The challenges of the past three years 
have tested all of us, globally, in ways 
that we could have never imagined 
only a decade ago. Our families, our 
communities, our countries; all have 
been affected. Global industries have 
been affected; governments have been 
affected; and the festivals and events 
that we are responsible for, or a part of, 
have been affected. 

But we are fortunate, because those 
who came before us in the festivals and 
events industry provided us with guid-
ance, leadership, creativity, and an un-
relenting passion for our events and the 
power of celebration. They helped us 
to understand the irreplaceable value 
of events to communities small and 
large; the economic and social impact 
of events on individuals, organizations, 
businesses and municipalities; and 

the unique ability of events to bond 
together families, friends and commu-
nities under a common denominator. 
Now it is our turn to set the stage for 
our own successes and the legacies that 
we will leave to future generations.

It has been said that creativity is at 
its peak when adversity is at its highest; 
that out of great challenges come great 
leaders. Today is our opportunity to 
prove those axioms true, as we set new 
directions for our events and our com-
munities; new standards of creativity; 
new expectations of professionalism; 
new levels of stability; and new dreams 
to follow.

The IFEA has already begun down this 
new path, in this new role. IFEA World 
Board Chair Johan Moerman, Manag-
ing Director of Rotterdam Festivals in 
The Netherlands, and I were invited to 
visit the 2010 World Expo in Shanghai, 
China, immediately following our IFEA 
convention in Saint Louis, and the 
World Expo theme of “Better Life, Better 
City” drew a direct parallel to our own 
direction. 

Much like the opportunity of a World 
Expo challenges the world to look to 
the future with a new set of eyes and 
new visions of what could be, the IFEA 
is asking what the value to our cities 
and communities, globally, would be if 
they were offered a tool that could:

Bond all the people, businesses, 
media, service organizations, educa-
tional institutions, neighborhoods 
and government entities together 
toward a common vision that would 
strengthen their individual pride and 
commitment to their common cities 
and communities;
Encourage and enable new creativity 
and direct opportunities for partici-
pation by every age group and seg-
ment of the population;

•

•

Develop a “how can we” vs. a “why 
we can’t” attitude across every ele-
ment of the community, fostering an 
environment of positive communica-
tion and cooperation at every level; 
Highlight and celebrate the diversity 
of a city, bringing together many 
unique backgrounds, cultural heri-
tages and demographics while foster-
ing appreciation for them all;
Provide opportunities for family 
bonding, participation by all eco-
nomic levels, and an all-inclusive 
atmosphere;
Build a positive regional, national  
or even global brand awareness for 
the city;
Provide a positive mechanism 
through which to recruit new busi-
ness, growth and tourism;
Drive economic impact that could 
translate into jobs, tax revenues,  
and enhanced infrastructure im-
provements;
Provide enhanced exposure opportu-
nities for arts and cultural programs, 
institutions, and performers; not-
for-profit causes; and selected global 
topics (i.e., the environment, health-
related issues, or technology), in an 
open and non-threatening setting;
Provide year-round opportunities for 
public involvement, education, and 
improvement projects, while build-
ing a community-wide network of 
human relationships;
Train and facilitate legions of volun-
teers whose skills could be used by 
countless community agencies and 
programs throughout the year, while 
also encouraging the value of giving 
back by all age groups;
Build lasting legacies and memories 
that could be shared and fostered by 
multiple generations;
Reach out to include those who may 

•

•

•

•

•

•

•

•

•

•

•

Much like a child who is rewarded when 
they succeed and responds with further 

successes, a city that accomplishes 
great things and is recognized for those 
successes will respond by continuing to 

accomplish great things. 
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no longer feel a part of their commu-
nity, but who need those connections 
now more than ever (i.e., those in 
nursing homes, assisted-living facili-
ties, or hospitals);
Develop or highlight underused ven-
ues or sections of a city, encouraging 
further community investment;
Provide highly visible public rela-
tions opportunities for city facilities 
and services (i.e., police, parks, fire, 
transportation services, paramedics, 
and venues), building a community-
wide appreciation and understanding 
of their value to all.
It would be hard to put a price tag 

on such a tool; and yet that is exactly 
what our industry and events already 
provide (and more) in cities and coun-
tries around the world; we just haven’t 
stopped to define that clearly to our-
selves, or presented our case strongly 
enough in that role to many outside 
of our own industry. Now it is time to 
begin expanding the conversation. 

Along that path, professional gather-
ings around the world, as provided and 
supported by the IFEA and our partners 
–to open up new discussions; provide 
opportunities for exchange and cooper-
ation between festivals, events, govern-
ments, cities, countries and continents; 
and to lay the foundations for the seeds 
of new possibilities to take root - should 
be welcomed and embraced fully by 
every niche of our industry.

The IFEA has recently added and 
we are particularly proud of our new 
IFEA World Festival & Event City award 
program, which is designed specifically 
to highlight the irreplaceable value, at 
so many levels, of events to cities, while 
opening up new opportunities for posi-

•

•

tive conversations to occur, all geared 
toward creating and sustaining the 
most favorable environments possible 
for festivals and events. The recipi-
ents of our first IFEA World Festival 
& Event City awards were honored in 
September at our convention in Saint 
Louis, Missouri, as global cities, large 
and small (visit www.ifea.com to learn 
more about our 2010 recipients), were 
recognized for what they are doing 
right to further positive environments 
that allow festivals and events to suc-
ceed and prosper. I hope that you will 
all encourage your own cities to aspire 
to and apply for this very special award 
in the future. 

Perhaps in reference to Charles Dick-
ens’ ‘best of times’ to offset the ‘worst 
of times’, we should be thankful that 
recent world challenges have caused us 
to stop and re-evaluate our own value, 
roles and approaches. 

It is because of those challenges that 
we have had to begin drawing once 
again on our creativity more so than on 
our checkbooks; that we have recog-
nized the need to protect ourselves 
from future downturns and challenges, 
by building and strengthening our 
reserves and relationships; that we 
have had the opportunity to see clearly 
where our strengths and weaknesses 
lie, so that we may focus our efforts on 
making them all strengths; that we have 
discovered new talents and commit-
ments to our success from some and 
recognized the shallowness and lack 
of commitment from others; and that 
we have been given a new opportunity 
to realign ourselves, personally and 
professionally, with who and what we 
want to be. 

In a constantly changing and com-
plex world, our cities and communities, 
moving forward, will need everyone to 
feel a personal buy-in toward identify-
ing creative new solutions to daunting 
new concerns – people who already feel 
like they are part of the community; 
part of the team; part of the solutions; 
and I am convinced that our industry 
can play a key role at the forefront of 
bonding our cities together to that end, 
providing that critically important per-
sonal buy-in and ownership by all. 

Given our new goals and roles, the 
power of our industry to affect change, 
strengthen relationships, and create new 
visions and opportunities for our cities 
– whether it is in Norfolk, Virginia or 
Boryeong, South Korea; Taupo, New 
Zealand or Maribor, Slovenia - does not 
lie in a single person, event, institution 
or organization; it lies in the strength of 
the whole, working together. It lies in all 
of us: every event and every event pro-
fessional, in every city, state, province, 
territory, country, continent or region 
around the world; working every day to 
produce the highest quality events pos-
sible, exemplifying the credibility of our 
peers, participating on behalf of some-
thing larger than ourselves and our own 
organizations, and sharing visions that 
can change communities, change people 
and change the world for the better. 

Every day, in some way, we are each 
given the opportunity to improve our 
event(s), our organizations, our com-
munities and our own professional 
legacies, but it is up to each individual 
to recognize and take advantage of 
those opportunities and resources that 
are placed in front of us. 

Five to ten years from now, global 
festival and event industry leader-
ship directories will be filled with the 
names of individuals you haven’t met 
yet – start meeting them today; festival 
and event professionals will depend 
upon tools, products and resources that 
don’t exist today – play a role in their 
creation; and the greatest success stories 
will be built upon ideas that haven’t yet 
been thought of – why not be the one 
who does think of it?

The future will require us all to be 
prepared - professionally and person-
ally - for tomorrow. To expand our 
conversations to those we have not yet 
visited with before. To step out of our 
comfort zones. And to be the leaders 
and partners that our cities will need to 
survive and to flourish.

I look forward to making that jour-
ney with each of you.

Every day, in some way, we are  
each given the opportunity to improve 

our event(s), our organizations, our  
communities and our own professional 

legacies, but it is up to each individual to 
recognize and take advantage of those 
opportunities and resources that are 

placed in front of us. 

http://www.ifea.com


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


CURRENT EVENTS

With money growing scarce, the compe-
tition for funding is getting more intense 
among the different events vying for city 
dollars. The result is that only the most 
prepared festivals are likely to find them-
selves still in the race for those dollars.

This month, Current Events looks at 
three strategies for making the case that 
your event deserves to keep its municipal 
funding. While nothing is guaranteed, the 
likelihood that your festival will survive 
the ongoing budget crunches could in-
crease if you follow these important steps.

Demonstrate Your 
Understanding of Frugality

Poor funding priorities can be a big 
hurdle for any festival in these tight 
times. This means that, if your bottom 
line includes budget items that might ap-
pear unnecessary or extravagant, then you 
should seriously consider eliminating 
those expenses. Sure, things like floral ar-
rangements or a hospitality room might 
seem like a key part of your festival but, 
remember that if the city is making cuts 
(including layoffs) it may be politically 
problematic for them to appear to be 
funding more than the basics needed to 
conduct the festival.

After all, with citizens increasingly 
vigilant about city spending through 
discussion boards, blogs, and other 
social media methods, your event is 
likely under a more critical eye than 
ever. If a blog reveals an expenditure that 
seems excessive, then—even if the actual 
expense is fairly small—it can develop 
into a huge political issue. Two big targets 
along these lines are often travel expenses 
and alcohol expenses. While both may be 
warranted, they seem to generate more 
angst among the general public than 
many others.

1.

Soon you might find city councilors and 
other elected and appointed officials having 
to defend spending decreased tax dollars on 
a item that seems unnecessary. These types 
of situations can quickly snowball and 
become bigger than would otherwise be the 
case in less challenging times.

Therefore, before you make your 
budget requests to the city, be very 
careful to avoid even the appearance of 
extravagance. This may mean temporarily 
eliminating items that in the past have 
seemed very useful but, in the big picture, 
are something that your event can live 
without and still accomplish its goals. 

Demonstrate How Your 
Event Benefits the 
Community

This leads to our second strategy—that 
is, justify your funding. Don’t just assume 
that the general public and city officials 
understand the benefits your event brings 
to the community. Instead, be very delib-
erate and very precise in why city tax dol-
lars should be used to provide funding to 
your festival.

You can accomplish this through a 
wide variety of methods with several of 
the more effective being visits to editorial 
boards at local media outlets, presenta-
tions at civic clubs and groups, and vol-
unteer efforts that relate to the mission of 
your event.

For instance, if you run a food and 
wine festival, volunteering at area com-
munity gardens can support a good cause 
while also connecting your event to that 
cause. In the same way, taking the time to 
visit editorial boards often generate good-
will, especially if your event emphasizes 
not just the fun it provides but also the 
community benefits that result from  
the event. 

2.

And remember: in today’s new media 
world, the local newspaper, radio, and 
television stations remain important but 
so too do the bloggers and other on-line 
venues that generate local interest. Taking 
the time to visit with these less traditional 
outlets can pay big dividends. 

Demonstrate Your 
Willingness to Receive 
Alternative Types of Support

I was recently visiting with an event 
planner who was extremely upset that the 
city had decided to cut their direct mon-
etary funding and replace it with in-kind 
services. The planner was insistent that this 
would be the death knell of their festival. 

I (rather cautiously) asked “why?” 
“Because without money, we can’t 

survive” snapped the planner.
To which I noted (less cautiously this 

time) that if in-kind funding allows you 
to eliminate that expense from your 
budget then it acts the same way as a 
cash contribution. For example, it could 
be that, if the city offers to provide free 
security or free set-up/take-down or free 
advertising, then your event could still 
realize the same benefit in the long run 
since you won’t have to pay for that.

Too often though in-kind services are 
treated as something less valuable than 
direct monetary payments. While this 
could certainly be the case if the service is 
not needed, if the in-kind offering does 
involve actual value for your event or 
festival, then it could be just as useful.

A sharp planner will recognize this 
and, knowing that it’s an increasingly 
common approach for budget-strapped 
cities, actually work with the municipal-
ity in advance to identify what type of 
in-kind contributions would deliver the 
most bang for the service buck.

3.

By Chad Emerson

If you are a festival planner, it’s no secret that municipal funding for special events  
is continuing to decline. Today’s tough economic times have made city budgets 
tighter than ever and, as a result, many festivals are finding themselves with painful 
government cuts.

Surviving in the Funding Jungle
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INDUSTRY PERSPECTIVES

Brief history: 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 Alli-
ance 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 Down-
town, is a 501(c)4 non-profit orga-
nization that, to date, has donated 
$2.6 million to Houston charities 
from the proceeds of two festivals 
per year since 1972.

The Bayou City Art Festivals be-
gan in 1972, formed by Houston’s 
Montrose-area retail owners and 
residents who came together to 
start a community arts and crafts 
festival to raise money for the 
beautification of lower Wes-
theimer Road.  The festival at the 
time was called the Westheimer 
Art Festival and was organized 

twice a year by the Westheimer 
Colony Association (WCA).

The festivals gained popular-
ity and some national reputa-
tion in the 1970s and 80s, began 
to draw artists from across the 
United States, and gained local 
recognition as the place to go for 
exceptional art, food and people 
watching.  

In the early 1990s the festival 
began charging an admission 
fee to assist with expenses. In 
the spring of 1992, the festival 
moved to downtown Houston 
to accommodate the festival’s 
growth. The WCA concentrated 
on improving the quality of the 
art and encouraging more fine 
artists to attend. By this time the 
organization had donated more 
than $1 million to charities and its 
festivals were ranked in the top 50 
nationally by art magazines.

In 1995, the WCA changed its 
name to the Art Colony Associa-
tion (ACA) and in the spring of 
the following year, the Festival 
became a Houston Parks and 
Recreation Department-sponsored 
event and changed its name to 
Bayou City Art Festival.  In the 
spring of 1997, the Bayou City 
Art Festival expanded to Memo-
rial Park for the first time and 

Bayou City Art Festival
Attendance:
60,000 Annually

Annual duration:
1 Calendar year

Number and type of events:
2

Number of volunteers:
2,600

Number of staff:
4

When established:
1972

Major revenue sources by percent:
Admissions ........................................37%
Artist Fees ......................................... 30%
Concessions .....................................17%
Grants and Contributions ................5%
Sponsorships ................................... 11%

Major expenses by percent:
COG – Concessions ........................8%
Admin ................................................. 18%
Production cost ............................... 49%
Charity Donations ........................... 14%
Reserves/etc .................................... 11%

Type of governance:
501(c)3

Board of Directors:
Number on Board - 10

CONTACT INFORMATION:
Art Colony Association
Bayou City Art Festivals
1113 Vine St. #138
Houston, TX 77002 USA
Phone: 713-521-0133
Fax: 713-521-0013
Email: kim@bayoucityartfestival.com
Website: www.bayoucityartfestival.com

Continued on page 60

mailto:kim@bayoucityartfestival.com
http://www.bayoucityartfestival.com
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The View is Better 
from the Top!
 

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

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

™

http://www.quickedgenow.com/ifea
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Warwick Hall

IN CONVERSATION

Responsible for the overall sculpting and building of the 
festival and event industry for what is recognised as the festi-
val and event capital of New Zealand. A mixture of securing 
existing events to creating and delivering from the ground 
up with a current focus on music concerts. 

Private consultancy utilising the skills, networks and ability 
gain over a ten year period. Focused on consultation, events 
and festivals, international bidding and the ability to build 
overarching capability.  

Taupo was the recipient of the IFEA’s World Festival & Event 
City Award in 2010 for the city population of 100,000.

1.

2.

3.

How did you get into events?
I think I must have done something really bad in a former life! 
Ten years ago I saw an opportunity with the industry really starting to 

take off in New Zealand, the landscape had a lot of room to grow and the 
book was essentially unwritten; you could create and chart your own path, 
do things your own way.

For me having the freedom to do your own thing is important as it al-
lows passion to flow freely. What other industry allows you the freedom to 
quite simply ‘imagine’ and then ‘create.’ We are the lucky ones.

What has been your biggest professional challenge?
Convincing women that “event men” are the exception to the multi-tasking 

rule, a work in progress!
Initially a big challenge is building infrastructure and the capability to 

deliver events. In addition a challenge is educating everyone to the benefits 
our industry brings to a region, not just economically but the social good; the 
ability to focus a town under one single banner and celebrate; the ability to 
‘add colour to the weave of our social fabric.’

Fast forward to today and the biggest challenge we face is not in securing 
business; rather keeping it out. Success has its pitfalls and everyone wants to 
have a piece of that success. We now have a big focus on carefully selecting 
the right festivals and events to fill those last few places on our annual calen-
dar. It’s all about reputation, balance, quality and relationships. 

What do you do to relax?
I’m not very good at relaxing, it’s one of the reasons I love this industry! 

I spend free time at the gym, riding my Buell anywhere the speed cameras 
are not operating, training most days for triathlons to keep the mind and 
body sharp, and when I get the chance for a weekend away, I go caving. To 
some, underground is a strange place to hang out, to me it’s where I find 
my peace; cell phones don’t work down there!

FACTS ON FILE
Years in the Business:  
10 Years

Degree:  
Diploma in New Zealand Policing,  
engaged in CFEE program & QBE  
(qualified by experience)

Family:  
Single, three children, Christina 23, Josh 
21 and Sophie 18

Last book read:
Born to Run 
by Christopher McDougall

Last business book read:
The 7 Habits of Highly Effective People
by Stephen R. Covey

Warwick Hall
Manager Event Marketing
Events Capital, Lake Taupo Region 
of New Zealand
66 Paora Hapi St, Taupo 3330, NZ.
whall@laketauponz.com
www.eventscapital.co.nz

Director 
Iguana NZ (private consultancy)
4 Motutere Avenue, Taupo 3330, NZ
warwick@iguananz.com
www.iguananz.com

Continued on page 60

PEOPLE

mailto:whall@laketauponz.com
http://www.eventscapital.co.nz
mailto:warwick@iguananz.com
http://www.iguananz.com
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Budget:  Under $250,000

Gold - BorderFest Association - Festival of Lights - Hidalgo, TX - U.S.A.

Silver - SHOWS ETC.- Rededication Celebration - Boise, ID - U.S.A.

Bronze - Waco Cultural Arts Fest - Waco, TX - U.S.A.

Budget:  $250,000 to $749,999

Gold - Canada Place Corporation - Canada Day at Canada Place - Vancouver, BC - Canada

Silver - Issaquah Chamber of Commerce - Issaquah Salmon Days Festival - Issaquah, WA - U.S.A.

Bronze - BorderFest Association - BorderFest 2010 “Celebrating Australia”  

Proudly Presented by Kraft - Hidalgo, TX - U.S.A.

Budget:  $750,000 to $1.5 Million

Gold - Downtown Events Group - Des Moines Arts Festival - Des Moines, IA - U.S.A.

Silver - City of The Hague - The Hague Festivals - The Hague, The Netherlands

Bronze - Cherry Creek Arts Festival - Denver, CO - U.S.A.

Budget:  Over $1.5 Million

Gold - Ludwig Van Beethoven Association - Ludwig Van Beethoven Easter Festival - Krakow, Poland

Silver – Tie - National Parks Board - Singapore Garden Festival - Singapore

Silver – Tie - VSA - 2010 International VSA Festival - Washington, DC - U.S.A.

Bronze - Kentucky Derby Festival - Louisville, KY - U.S.A.

To view the complete list of 2010 IFEA/Haas & Wilkerson Pinnacle Award Winners, Click Here.

MARK YOUR CALENDARS FOR THE 

2011 IFEA/HAAS & WILKERSON PINNACLE AWARDS ENTRY DEADLINES

Earlybird Deadline:  June, 20 2011*

Final Deadline:  July, 18 2011*
*Dates Subject to Change.

Proud to insure excellence in the festivals & events industry

C O N G R AT U L AT I O N S
to our 2010 Grand Pinnacle Winners

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=246&Itemid=495
http://www.hwins.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=246&Itemid=495
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Volunteer	Management	
Best	Practices-Part	Three
Communications	Chaos

By	Florence	May

Is	Anyone	Listening?
Email. Smartphones. Snail mail. Facebook. Home phone. Twitter. FAX. 

Text. Volunteer registration management system.
How are you communicating with your volunteers? Are your communi-

cation messages and methods effective? How are your volunteers receiving 
and sending information? Are you listening to your volunteers?

Five years ago event volunteer communications were largely informative. 
Messages came from the event organizer to the volunteer. Today the com-
munication lines are more fluid and instantaneous. 

1.Volunteer Awareness
Five years ago:  Here is our event. 
Today:  Here is our event and this is why we are important to you.
One thing has not changed. Volunteers still share their volunteer experi-

ences with friends, families and colleagues. Volunteers communicate their 
excitement (or disappointment) about events and organizations by word of 
mouth. But now word of mouth is rarely in person.

Wired. The new word of mouth is viral, replicating your marketing mes-
sage time and time again and in ways that might surprise you. The majority 
of volunteers will e-mail links for event websites, online volunteer registra-
tion sites, post their volunteer photos and event photo sites (like flikr) or 
related web-based event news articles from local media. They are also likely 
to share event facebook pages. 

Wireless. The most technologically sophisticated volunteers do all of this 
on their smartphones.

The majority of volunteer opportunities to attract and register volunteers 
happen electronically. Are you prepared to communicate with them?

2. Volunteer Engagement
Five years ago: This is how you can help. 
Today: This is how your skills, interests and social commitment are im-

portant to making this event successful.
Volunteers want to make use of their practical skills and talents. Volun-

teer managers must communicate during the engagement stage that the 
volunteer’s time will be valued, productive and impactful.

Engagement still happens in person but again it is even more likely to 
occur on one of the many online activities. 

Be honest about what you can deliver. If the jobs are physically challeng-
ing. Say so. If you need an “in charge” personality for parking. Say so. If 
volunteers will work in demanding, heavily trafficked areas. Say so. 

Don’t sugar coat your needs, requirements or benefits when you com-
municate in person or online. Your existing volunteers will confirm through 
social media whether your claims are authentic. Make those confirmations 
positive!

3.Volunteer Registration 
Five years ago: We will tell you what job, time and where to work. 
Today: Here are your volunteer options. Consider your interests and 

availability. Select your own jobs and shifts. 
You want volunteers who are committed to the organization and specifi-

cally to their volunteer job. Recognize that their time is valuable. Give vol-
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unteers access to 24/7 online registration 
tools. Let them choose from jobs that are 
clearly defined in terms of responsibilities 
and requirements. 

Online volunteer registration tools 
should be integrated with your website and 
your event/volunteer social media tools. 
Create seamless opportunities during the 
registration process for your volunteers 
to become part of your event online and 
onsite.

Does online registration preclude mail 
in or faxed in paper applications? No. 
Nearly all registration systems have the 
capacity for administrators to hand-enter 
volunteer registrations. But the percentage 
of volunteer managers who have the pa-
tience for the added time of hand entering 
registration information and the budget 
of printing and mailing are decreasing 
rapidly. 

4.Event Communications
Five years ago: Updates and last minute 

changes onsite.
Today: Updates and last minute changes 

are communicated through volunteer 
management systems in conjunction with 
e-mail, text, automated phone messages 
and social media communications tools. 

Volunteers expect to be “in the know” 
by the minute. They hate to feel their time 
is wasted if a volunteer shift is no longer 
needed or a volunteer parking lot has been 
moved to a new location. 

Managers can now instantly com-
municate additional volunteer needs or 
emergency directions

Many volunteers receive updates and 
last minute communications by their 
computers and smart phones. They will 
help spread the word to those who are less 
“connected”. 

5.Volunteer Appreciation
Five years ago: Thank you. We will call 

you next year.
Today: Thank you. Here is how your 

participation impacts our event. Here is 
the impact we, collectively, made on our 
community, our cause, our world.

The online world provides many more 
inexpensive and immediate opportunities  
to thank volunteers collectively. The Execu-
tive Director can send a collective e-mail 
the week after the event with a recap of 
major achievements and a big thank you 
to the volunteers. The volunteer manager 
and team leaders can send an immedi-
ate text of appreciation to key volunteers 
or post a Facebook message of gratitude 
on the personal pages of volunteer team 
leaders. 

Team leaders in turn may send timely 
follow-up messages using online regis-
tration tools for their specific volunteer 
groups. 

6.Ongoing Volunteer 
Communications

Five years ago: Evaluation.
Today: Online survey with opportunity 

to make recommendations. Continuous 
updates. Shared photos online. Oppor-
tunities to collaborate, coordinate, and 
complain online. 

We want our volunteers to complain 
online?

If you do not provide your volunteers 
with opportunities to give you feedback, it 
is likely that you will find out about your 
event problems in the public domain. 

Facebook and Twitter provide forums 
for the volunteer manager to communi-
cate news, changes and appreciation. But 
social media tools work both ways. They 
also provide volunteers and the public the 
mechanism to communicate their compli-
ments and complaints instantly ... to the 
world. 

Taking Control
Please take a few minutes to consider the 
communication elements of your volunteer 
program using the following informal ratings. 
Make notes in each topic to the right and then 
rate your program.

Volunteer Awareness. Notes: 
 

Volunteer Engagement. Notes: 
 

Volunteer Registration. Notes: 
 

Event Communications. Notes: 
 

Volunteer Appreciation. Notes: 
 

Ongoing Volunteer  
      Communications. Notes:

❏

❏

❏

❏

❏

❏

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

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

Put an X next to the items that need immediate 
attention due to high cost or negative impact.  

Put two exclamation marks by the items 
that need extensive work or may be putting 
your volunteer program in jeopardy.

✓

✗

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 Festival, Ottawa 
Bluesfest, 2010 NCAA Men’s Final 
Four, SeaFair, 2010 World Equestrian 
Games, Calgary Habitat for Humanity 
and Shambhala.

Florence can be reached at:
TRS – The Registration System 
846 North Senate Avenue, # 206, 
Indianapolis, IN 46202 USA 
tel 317.685.9780
cell 317.966.6919
fax 317.685.9781 
fmay@theregistrationsystem.com

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

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

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

www.zambellifireworks.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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By Dan Voelker

Insider Tips for  
Maximizing Online 
Event Ticket Sales 
with Promo Codes



2010 INTERNATIONAL EVENTS 21

1.Know Your Tools 
 Promotional codes (also known as 

promo codes or coupon codes) trigger a 
price discount on selected tickets when en-
tered during an order; understanding how, 
when and where to set these codes up will 
influence your overall effectiveness. 

It’s critical to have the ability to create 
your own promo codes, at any time. A 
good online ticketing provider should 
have these tools built into a system that 
is user friendly and intuitive, enabling 
you to maximize marketing efforts as the 
opportunities arise.

 Using the reporting features within 
your system to monitor the usage of a 
specific code and the total revenue it gen-
erates is also essential. By having access 
to this information, you can fine tune 
your marketing, even while your event is 
taking place.

Be sure to request training from your 
online ticketing support team or web 
developer if you are unclear on how to 
use the promotional code tools within 
your system.

2.Use the Media & Track your 
Results 

Promotional codes were made for the 
media! A promo code can be assigned 
to a specific print ad, commercial, radio 
spot, or partner website. Promo codes in 
the media can be exceptional at reeling in 
pre-sales and measuring your success with 
the networks, stations or publications you 
invest in. 

A catchy advertisement with your web 
address clearly stated, accompanied by a 
simple promo code, is sure to maximize 
results. Create codes that are easy to 
remember; use the TV or radio station’s 
call sign or choose a simple word that is 
related to the campaign. Words are easier 
to remember than numbers. Most media 

ad campaigns are launched at least one 
month prior to the event and should be 
more aggressive at least two weeks out.

3.Phase out Paper Coupons & 
Build a Bigger Database 

Many of our clients have gradually 
replaced their paper coupons in favor 
of online promotional codes. They run 
similar print ads but replace the clip-able 
coupon area with a clear referral to their 
website along with the promotional code. 
This will motivate the customer to buy 
online and receive the best available price 
while eliminating any hassles associated 
with redeeming paper coupons.

By moving more people online, show 
producers build a stronger database for 
future marketing campaigns. This is valu-
able data including name, email, address 
and more, which could not be captured 
from a customer using cash at the door 
with a paper coupon. 

4.Consider Deeper Discounts 
Earlier 

Most ticket sales reports show a natural 
bell curve as opening day approaches be-
cause most people tend to buy online at the 
last minute. An early start on your promo-
tional code campaign can help balance out 
this phenomenon putting more revenue in 
your pocket weeks before your event. 

It is best to start your deepest dis-
counts as early as possible and gradually 
minimize the savings as your event nears. 
Frequency plays a large role in the success 
of an early campaign. Having a consistent 
“rollout” of codes released at carefully 
planned dates and times will keep you on 
the minds of your faithful followers. 

Organized promo code management 
is essential to aligning your codes with 
an early marketing campaign. Seek tools 
which give you direct access to create 
and manage your own promo codes with 
options to set expiration dates and usage 
limits. Try running one day promotions 
with the message, “Only 100 codes avail-
able, order now!” or “Order now, offer 
expires this Friday at 11:59PM!”

5.Social Networking & 
Newsletters - Get Your 
Message Read 

Many show producers are seeing the posi-
tive impact social networking and newsletter 
communication can have on their event’s 
popularity. For those with limited marketing 
budgets, these are essential. 

Since promotional codes are easily 
posted, emailed and distributed with 
relatively no cost, they lend themselves 
well to the social networking audience. 
Hit your social networking markets as 
soon as your tickets go on sale. Try target-
ing certain groups such as friends, fans, 
followers and last year’s attendees, giving 
them the “first opportunity to save” and 
rewarding them for their loyalty.

Post a special discount link on your 
event page or use the bulletin features to 
get the word out. Messaging such as, “Use 
this code before it’s too late!” and “$5 off 
for our loyal followers who buy before Au-
gust 1st” are great ways to encourage sales.

An email announcement should also be 
sent once you begin selling tickets. Custom-
ers will be more likely to open your email 
and make an order if your title includes 
discount messaging such as, “Tickets on 
Sale Now, Advance Discount Code Inside!” 
Be sure to make your email short and easy 
to read, with clickable links that drive them 
directly to your online ticketing page. Op-
tions for links which have the promo code 
prefilled streamline the process and help 
track your campaigns.

With the right timing, and a little know how, advance sale promotional codes for event tick-
eting can put a steady stream of revenue in your pocket months before your event begins. 
As setup manager at a top online ticketing company, I have worked with hundreds of show 
producers over the past decade and have seen the exciting direction promotional code mar-
keting has taken in recent years. Here are 5 tips event producers can use to improve event 
ticketing sales through promotional code discounts. 

Insider Tips for  
Maximizing Online 
Event Ticket Sales 
with Promo Codes

Dan Voelker is a marketing expert 
who has worked with many top event 
producers in North America. With over 
6 years at Interactive Ticketing, Dan 
has specialized in working closely with 
his clients to maximize their online 
ticket sales. As a project manager, 
he provides training, instruction, and 
comprehensive advice for the develop-
ment, growth, and optimization of online 
ticket sales.

Dan Voelker
Interactive Ticketing
www.interactiveticketing.com 
Director of Sales & Marketing

http://www.interactiveticketing.com
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The seed of creating the 
Big Island Film Festival was 
planted in June, 2002 at the 
Maui Film Festival. At a brunch 
reception for actor Greg Kin-
near, I was seated next to 
Marilyn Killeri, the Big Island 
Film Commissioner at the 
time. I had attended the Maui 
Film Festival for the past three 
years and was impressed by 
the ambiance and operation, 
so I asked Marilyn why, if the 
Kohala Coast (also known as 
the Gold Coast) is such a great 
tourist destination, didn’t we 
have our own film festival. Her 
response was, “It just takes 
someone to make it happen.” 
At that moment, I saw an op-
portunity and a challenge to 
create a film festival on the 
Gold Coast of the Big Island of 
Hawaii.
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I had never worked on a film festival, 
not even as a volunteer, but I had attended 
several as a filmmaker, screenwriter and as 
a patron. So I took those experiences and 
picked out what I saw were the best and 
weakest elements of those festivals. As we 
created the Big Island Film Festival, we re-
alized we needed to cover two main bases, 
the patrons and the filmmakers.

When the Big Island Film Festival 
debuted in May 2006, we anticipated a 
strong local and visitor patron base. How-
ever, we figured visitors to Hawaii would 
be an important part of our audience 
members and since they tend to have 
more disposable income, their attendance 
would result in a large portion of ticket, 
pass and merchandise revenue. 

During our second year in 2007, we 
polled the film festival patrons, confirm-
ing our projections in that we attracted 
54% local residents and 46% visitors to 
Hawaii, to the festival. We determined 
this would be the ratio to expect in future 
years and therefore based our marketing 
strategies and budget on these figures.

With 20% of Hawaii’s economy and 
jobs based on the tourism industry1, it 
is a very fragile industry. We learned this 
very quickly in April 2008, when two 
airlines, ATA – a 2008 Big Island Film 
Festival Sponsor, and Aloha Airlines, 
both of which brought tourists from the 
mainland, went out of business. Not only 
did this affect visitors coming to Hawaii, 
but it also caused the festival to lose the 
attendance of several filmmakers. Obvi-
ously, there was a large number of visitors 
who also were not able to attend. While 
on the mainland, an option for visitor 
patrons would be to drive to the event, 
this option is not possible when your 
event is on the most isolated island chain 
in the world. This was the beginning of a 
wake-up call on our part.

When we looked at our statistics for 
attendance to the 2008 Big Island Film 
Festival, the reality sunk in that our visi-
tor numbers had taken a huge hit. Our 
visitor patrons had declined to a jaw-
dropping 24%, with local patrons making 
up 76%. The good news however was 
that attendance overall increased 44 %. 
In 2009, with the weakening economy, 
our attendance took a dip by 120. So we 
knew we needed to change things.

Following the 2009 festival, we decided 
it was time to move the festival to a new 
resort as the resort where we had been the 
first four years was unable to meet our 
venues needs and despite agreements to the 

contrary, our expenses continued to rise. So 
by mutual agreement we left the resort. 

We had been in preliminary discus-
sions with the major entities of Mauna 
Lani Resort: The Mauna Lani Bay Hotel & 
Bungalows, The Fairmont Orchid and The 
Shops at Mauna Lani and we discovered 
that the hotels had been looking for an 
event to get behind. The Big Island Film 
Festival fit their criteria. Not only would 
the hotels provide reduced rates for the 
visiting filmmakers and patrons and pick 
up two of our food and beverage events, 
but they agreed to also provide us with 
complimentary first class accommoda-
tions for our visiting celebrities and 
VIP’s. In addition, the Shops at Mauna 
Lani not only had an outdoor area, but 
they already had a screen, projector and 
sound system, which would reduce our 
costs considerably. In addition, they also 
agreed to pay us to show our family mov-
ies at this venue; present our Golden Honu 
Award ceremonies, free to the public; and 
also help with all the advertising and 
marketing of the festival. It seemed like 
a win/win situation for all, so a five year 
contract with The Mauna Lani Resort 
entities was signed.

The start of the 2010 Big Island Film 
Festival found us collaborating with two 
four star hotels and a shopping center, 
including the public in free events, up-
grading our movie venues, in addition to 
increasing our exposure with bigger celeb-
rities such as: veteran actor Tom Berenger, 
producer/director/writer Scott Stewart 
(Legion), veteran screenwriter Ron Osborn 
and veteran actor Cary Hiroyuki Tagawa. 
These celebrities created a buzz on the 
internet and within the community, as 
well as becoming resources for our visit-
ing filmmakers. We made extensive use 
of both Facebook and Twitter for the first 
time, as well as radio, newsprint, maga-
zine and TV ads. We raised our daytime 
tickets by two dollars, but kept our other 
tickets and passes at their previous rates. 
The 2010 Big Island Film Festival had 
started to turn a corner with the positive 
move to The Mauna Lani Resort along 
with this year having 66 quality movies 
from around the world: Family Movies, 
Daytime Movies and Festival Movies. 

Despite a weak economy and lagging 
tourism, these changes showed in our 
attendance which jumped 35%, with the 
percentage of visitors to resident patrons 
being 43 % to 57%. We succeeded in build-
ing the patron base and expect to continue 
to keep this growing in the future.

The second important base for the Big Is-
land Film Festival, perhaps just as important 
as the patrons, is the filmmakers, as without 
their films, we wouldn’t have a FILM festival. 
So taking care of this base was essential. 

Our focus on filmmakers begins with 
our mission statement: 

“To celebrate the narrative filmmaker and 
narrative films.” 

Our focus is on the narrative film-
maker; not the studios, nor the hype. 
As Founder and Executive Director of 
Big Island Film Festival, I want to make 
certain filmmakers are impressed by the 
whole experience of the festival. I under-
stand the cost not only of getting here, 
but the cost of producing and marketing 
their films. We try hard from the moment 
films are selected to communicate with 
those filmmakers with as much informa-
tion as possible and work to establish a 
relationship with the filmmakers, before, 
during and after their time at the festival 
in which their film was shown.

From the time the filmmakers arrive at 
the Press/VIP Party to the final Hawaiian 
music concert and the showing of the 
audience choice films, we shoot for the 
“wow factor.” For many filmmakers this is 
their first time in Hawaii. We try to incor-
porate Hawaiian culture and music into 
the experience. What could be better than 
to watch films under the stars with gentle 
plumaria scented breezes wafting through 
palm trees? Of course it’s even better if it’s 
YOUR film being the one shown. 

From the feedback we receive from 
filmmakers, we have learned we have a 
very special film festival. Even though we 
have just completed our fifth year, the Big 
Island Film Festival has been honored 
by MovieMaker Magazine three times: for 
being one of “Twenty Festivals Worth the 
Entry Fee”(2007), as one of “25 Coolest 
Film Festivals”(2009) and as one of “25 
Festivals Worth the Entry Fee”(2010). 
Much of this recognition has been due to 
the feedback from filmmakers who have 
attended the Big Island Film Festival.

With over 5,000 film festivals world-
wide, by covering these two bases men-
tioned in this article, the patrons and the 
filmmakers, we are confident that the Big 
Island Film Festival will continue to grow 
into one of the premiere events on The Big 
Island, the state of Hawaii and the U.S.A.
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1“HTA chief: ‘We are making strides forward’”. Pacific Business News, June 20, 2009, p. 39.

Leo Sears is the Founder and  
Executive Director at the Big Island 
Film Festival in Hawaii.
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Customer Service Insights 
for Sponsorship Success

People tend to think that customer ser-
vice is simply common sense. That said, 
if “common sense” was more “common,” 
we would have a plethora of happy 
customers – internally and externally. 
Why do many companies, properties and 
events ignore glaring emails, aggravated 
customers and settle for mediocre? 

The encouraging news is that most 
companies understand that customer ser-
vice is pivotal to their success – especially 
in the event and hospitality industries.

No matter what your job title is, you 
are a customer service professional. You 
are always “selling,” your event, venue, 

services, ideas, YOU! Giving custom-
ers what they want and over delivering 
on their expectations is essential to 
achieving extraordinary success. Today’s 
customers are educated, opinionated 
and experienced. They are comparing 
you and your organization to blue chip 
corporations like FedEx and Disney. They 
have experienced outstanding customer 
service and they not only expect it, they 
insist on it!

So let’s begin with seven customer 
service “insights” that you can review 
with your team, offering your customers a 
refreshed and increased level of service. 

What your customers do not tell you is just as  
important as what they do. In fact, in many cases, 
it is more important. Think about the restaurant, 
store or event you left proclaiming, “I will never 
go back.” Let’s go one step further – how many 
people did you share your story with?



2010 INTERNATIONAL EVENTS 25

4. Survey Says? 
When you take the time to create and 

execute a survey, whether internally or with 
the assistance of a third party research com-
pany, the results are important to read and 
heed. Yet so many event professionals will 
debate the survey (without the attendee 
who completed the survey present!) and 
come up with excuses for the lack of seat-
ing, long lines, uninteresting vendors, and 
loud music rather than seek a solution.

If you ask for an opinion – honor that 
opinion.

5. Under Promise/Over Deliver
Open a newspaper, magazine, or email 

advertisement and there are “prom-
ises” of grandeur when you purchase a 
product, attend an event, and dine at 
that award winning restaurant. We expect 
water view or mountainside hotel rooms 
based on the brochure photos, front row 
seats at concert venues, and close park-
ing at the mall. When we raise expecta-
tions that we cannot meet through our 
advertising message, our customers are 
rightfully disappointed.

Think about what you can deliver and 
the additional services that you can add 
(without an additional charge!) to the 
product or the experience. In New Or-
leans, this “unexpected extra” is referred 
to as “lagniappe.”

For example, if you have sold advance 
tickets to your event, you may want to of-
fer a special entrance and perhaps a spe-
cial gift for that customer. If you attract 
a great deal of children to your event, 
create “reprieve areas” (restrooms, diaper 
change tents, seating and activities) in 
one or more areas of your site depending 
on how large a venue you have. Create a 
hospitality tent for your sponsors where 
they can relax with other partners and be 
treated special.

Think about things that you can do 
to add that unexpected “wow” to the 
attendee, sponsor and vendor experience. 
Remember, customers “expect” what they 
have purchased; offer “more” to exceed 
their expectations and cultivate RAVING 
FANS!

6. Mindset – Improvement
In the quest for providing outstanding 

service, we do not “arrive,” there is always 
a new way to “fluff the pillow,” or in the 
case of many hotels, a new kind of pillow 
to add to the pillow library!

At the conclusion of an event, presenta-
tion, or meeting, stop and analyze, what 
went well, what could use improvement 

and next steps. If we simply slap ourselves 
on the back and state “great job”, we will 
not reach the next plateau.

In your analysis meetings – list “the 
good, the bad and potentials for improve-
ment.” You do not have to find the solu-
tions at that meeting, but you can ensure 
that the team you lead (or are part of) are 
all on the same page in regard to things 
that you did well and things that can be 
enhanced. Never stop learning!

7. Gratitude
My Aunt Joan always told us to “write a 

thank you note for a thank you note!”
Thank attendees for coming to your 

event, vendors for participating and spon-
sors for supporting the event. This can be 
done in several ways. 

When attendees depart, say thank you 
and offer them a brochure and a discount 
for your next event or to a restaurant in 
town. Perhaps you have sponsor samples 
you can offer as guests depart – a hot or 
cold beverage, light snack or “goody bag” 
with items they will find useful in the 
future (lip balm, sunscreen, lotion).

Thank you your sponsors for participat-
ing in the event with thank you note after 
the event and again at Thanksgiving or 
the start of the New Year. If you host an 
Irish fest, send a St, Patrick’s Day card. If 
you produce more than one event, invite 
your sponsors to the other event with 
your compliments. Develop a minimum 
of quarterly touch points. 

In the end, what are you really selling? 
You are selling your event, your venue, 
your reputation. Put your best smile on, 
shoulders back and walk on that stage! 
Game’s on!

1. First Things First – How 
Good Do You Want To Be?

The first question to ponder is – How 
good do you want to be? What is your 
mindset? 

Sales is theater! Whether you are on 
the phone or in the presence of the client, 
you are “on stage.” This is your ROCK 
STAR moment! Think of the Disney expe-
rience – smiles, eye contact, engagement, 
warmth and cleanliness. 

Peak performance starts with YOU! The 
customer service traits that you personally 
develop will stay with you as you grow in 
your career and move to other depart-
ments or companies. Customer service is 
a skill you can improve every day – with 
your family, friends, colleagues, event or 
venue attendees, vendors, and sponsors. 
Practice courtesy in the grocery line or 
when you purchase your morning coffee- 
put the cell phone away and engage with 
the person providing a service to you. 
Change their day with your positivity and 
you will change yours!

2. Oh…But The Web We Weave!
Who is more important, the customer 

or your employee? The answer is both! 
The front line is serving the customer. 
How are you serving the front line that is 
serving the customer? 

It is your job to serve the employee 
(the “internal customer”) who is serving 
the client (the “external customer”). We 
cannot have two polar opposite person-
alities; this is no time for Jekyll and Hyde. 
If we are negative back stage and posi-
tive on stage, it will not be long until the 
word is out about you – and it won’t be a 
stellar review!

3. A Line For a Line
As event professional, Chuck 

O’Connor, of the National Cherry  
Fest is famous for stating, “When I see 
a line, I see a missed opportunity.” 
Customer service goes beyond the lines. 
When there are lines to park your car, 
to get into the event, procure an ID 
bracelet, purchase a beverage, enjoy a 
snack, seek relief at the restroom and 
you couple these experiences with no 
where to sit – you have a “customer 
unfriendly” event. 

While there may be profit for a year or 
two, your attendees comprise the largest 
part of your audience and the reputation 
of your event will be that of unorganized, 
greedy, impossible or just not fun. 

Look for the “lines” and other areas of 
improvement at your event and venue!

As the Director of Corporate Partner-
ships for Newport Harbor Corpora-
tion in Newport, RI, Communications 
Professor at the University of Rhode 
Island, Active Board member, busy 
mother and wife, Gail implements 
“best practices” in customer service 
– signed, sealed and delivered – as 
best possible – every day! 
Drawing on over two decades in the 
Hospitality Industry, a leader in the 
Customer Service arena, Gail Lowney 
Alofsin shares her passion and best 
practices for sales, marketing and 
leadership through her educational 
and inspirational seminars. Visit www.
gailspeaks.com, email gailalofsin@
yahoo.com or call 401-640-4418 for 
more information.

http://www.gailspeaks.com
http://www.gailspeaks.com
mailto:gailalofsin@yahoo.com
mailto:gailalofsin@yahoo.com
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INTERNET 101 
How You Can Have 
the Perfect Website 

By Michael R. Geisen

The first step towards web perfection is to think about how your business 
is structured and how that business should be presented on the web; will one 
website suffice or would it be better to develop separate websites for your 
different businesses? A good example of this decision is a recent redesign that 
we completed for the Eastern States Exposition, where four new websites were 
designed to replace the single website they had been using. Whether you need 
one website or more, everything you put on the web should represent your 
business. This edition of Internet 101 will focus on what you can do to perfect 
your web presence.

Obviously, what comprises a perfect website will vary from one business to 
the next and will depend on business and budget requirements, but there is a 
broad range of criteria that apply to all websites and each of these criteria can 
be scaled up or down to suit your situation. I believe the criteria that define a 
perfect website can be narrowed down to:

Design
Navigation
Content, including mobile marketing
Ecommerce and other business processes
Social media programs
Website traffic tracking
Website promotion

Design
Design is the starting point for the perfect website. In the first few seconds 

after your homepage loads, people should get a good sense of the fun and 
excitement of your event. Think of your homepage as the online version of 
what people experience with your real world event where people hear music, 
see entertainers, participate in activities, smell and taste delicious food and 
share all of this with family and friends. When people first see your homepage, 
does it do a good job of reminding them of why they attend? Does it get them 
excited about coming back this year? Does it invite them to remind their fam-
ily and friends to plan to attend?

•
•
•
•
•
•
•

T he perfect website, really? Sure, why not! 
But websites are expensive. More impor-
tantly however, have you thought of the 
impact if you have a less than perfect 

website? Think of the less than perfect impression 
you’re making to the people who may decide to 
do something else other than attend your event 
or buy tickets online; the frustration people may 
experience because they can’t find the information 
they want; or the time you and/or your staff spend 
answering questions that could be answered by 
your website. While a perfect website can be ex-
pensive, it can more than pay for itself.
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Design is probably the most subjective 
criteria of all, so perfection in design will 
vary from one person to the next, but 
in general, a perfect design for an event 
website will communicate the fun and 
excitement of the event and will:

Be created by a professional, talented 
website designer (this usually excludes 
designers who design print marketing 
material, such as brochures and ads).
Make good use of a bright, engaging 
color palette that complements your 
event and your offline marketing com-
munications.
Include an animation on the homepage 
which presents highlights of your event.
Provide easy-to-use navigation.
Include a search function.
Feature timely or key information, such as:

The name, logo (if applicable) and 
dates of the event
A button for information on buying 
tickets (more than one is better)
Photos, dates and times for enter-
tainment and special activities
Timely announcements for special 
offers or activities
An invitation to subscribe to receive 
email and, if possible, text messages
Links for your social media program
An entertaining sound clip – this 
could be set to play automati-
cally, on command, or the first time 
people visit your website.  

Resist the urge to put everything on the 
homepage. A homepage should not be 
cluttered or include so much content that 
people have to scroll down much more 
than one additional screen to see the full 
page. Again, think of the experience people 
have when they walk in to your event 
– you wouldn’t think of overwhelming 
people with sights and sounds in those 
first moments. That same approach applies 
to your homepage. Another way to think 
of the homepage is to compare it to the 
lobby of a hotel, where you usually find an 
uncluttered, welcoming environment and 
the essential information to check into the 
hotel or to find your meeting room.

Some examples of perfect homepages, 
in my opinion, include:

State Fair of Texas 
www.bigtex.com
Tennessee State Fair 
www.tennesseestatefair.org
The Big E 
www.thebige.com
Western Fair 
www.realseriousfun.ca 

Navigation
Immediately following design in 

importance is navigation, because this 
element of the website is the second thing 
people interact with when they visit your 

•

•

•

•
•
•

❍

❍

❍

❍

❍

❍

❍

•

•

•

•

website; first they open the homepage 
and then they click on a button or link. 
Navigation should be simple, easy-to-use, 
and follow convention in terms of loca-
tion, function and design. Redundancy, 
or having the same button in more than 
one location, can be good. Duplicate but-
tons can give people multiple pathways 
to important information. Another op-
tion is breadcrumb navigation.

At a minimum, every website should 
have a horizontal main navigation bar 
near the top of the website or a vertical 
bar along the left side. Please note that I 
said ‘website’ and not homepage, this is 
because the navigation scheme should be 
the same on every page of your website. 
Your navigation is not the place for a fancy 
design that might detract from legibility. 
There should be no more than 7 – 10 but-
tons in the main navigation bar or in any 
drop down navigation menu. The location 
of the navigation should be the same on 
every page. Many websites also have text 
links or buttons in the header and footer 
of the website for popular, but less essen-
tial information, such as ‘contact,’ ‘home,’ 
‘media,’ ‘privacy policy,’ and ‘terms of use.’ 
The main navigation bar should have drop 
down menus so that people can navigate 
directly from one page to the next. 

Two other essential elements for 
navigation are a search function and a 
site map. Although there are any number 
of options for search, we typically use 
Google’s technology. While this service is 
free, for a cost of approximately $100/
year you can use it without the ads. A site 
map, like the one seen here, http://www.
bigtex.com/sft/guestinfo/Sitemap.asp, 
can be a good alternative navigation 
method because people can see the entire 
structure of your website at a glance. 
Also, a site map can be used to increase 
the number of visitors to your website by 
improving your search engine ranking. 

Content
After navigation comes content; the text, 

images, video (including web-cams), anima-
tions and viewable/downloadable docu-
ments that comprise all the information 
about your event. Your content, without 
doubt, is the most valuable, and the most 
expensive part of your website. It’s the most 
valuable as this is the primary reason people 
come to your website; to find out what your 
hours are, who you’ve got for entertain-
ment, what delicious and high calorie food 
you may be serving that will give them an 
excuse to dump their diet for a day, what 
they might be able to shop for and buy, how 
to buy tickets, and a thousand other details. 
A great value of the internet is that because 
storing content is not expensive, you can 
create or keep content that may be of inter-
est to small numbers of people. With good 
navigation and search functions, over time, 

you can develop a wealth of content that 
will help you stay connected with a wide 
variety of people.

Content is also the most expensive part of 
your website because creating and maintain-
ing it can take a tremendous investment 
in time and energy for your staff. You can 
significantly reduce this cost by ensuring 
that you’ve got at least some ability to do 
this on your own. There are a number of 
options that give non-technical people the 
ability to easily create and maintain content 
for their websites. If you depend on your 
web developer for this function, I strongly 
recommend that you talk with them about 
options for giving you and your staff the 
ability to do most of this on your own. We 
provide this ability to all our clients with 
our Ntelligent Suite Content Management 
Module, which is powered by either Adobe’s 
Contribute software application, or a more 
versatile and robust content management 
system such as WordPress or Joomla! Our 
clients appreciate the ability to update their 
own websites so much that I’ve had clients 
call me within half an hour of having made 
their first updates to tell me how much their 
life had just changed for the better.

User generated content (written stories, 
photos, illustrations, video provided by your 
patrons) is an increasingly popular way of 
reducing the cost of content. Additionally, 
every time you use a photo, video or written 
story submitted by a patron, you honor that 
person and encourage everyone else who 
sees this to think about how they might 
share their experiences. Giving people the 
opportunity to share their experiences like 
this can play a major roll in growing and 
strengthening your event community. Think 
of how many people attend your event with 
digital cameras who, with a simple invita-
tion from you, will gladly give you unlim-
ited rights to use their photos and videos on 
your website. And you can take this a step 
further by offering incentives with competi-
tions and/or prizes for the best submissions.

While the preferred option for displaying 
this user generated content is to develop 
pages or sections of your website specifically 
for them, you may also want to consider 
creating accounts with some of the websites 
that specialize in these areas. For example, 
flickr and Picasa are great resources for 
photos and YouTube is a great resource for 
videos. Following are some examples of how 
these websites have been put to good use: 

The Big E 
www.flickr.com/photos/thebige_ese/sets/
California State Fair 
www.youtube.com/user/ 
californiastatefair
North Dakota State Fair 
www.youtube.com/user/NDStateFair
San Mateo County Fair 
www.youtube.com/user/ 
SanMateoCountyFair 

•

•

•

•

http://www.bigtex.com
http://www.tennesseestatefair.org
http://www.thebige.com
http://www.realseriousfun.ca
http://www.bigtex.com/sft/guestinfo/Sitemap.asp
http://www.bigtex.com/sft/guestinfo/Sitemap.asp
http://www.flickr.com/photos/thebige_ese/sets
http://www.youtube.com/user
http://www.youtube.com/user/NDStateFair
http://www.youtube.com/user/SanMateoCountyFair
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Now that we’ve covered design, naviga-
tion and content, I want to make sure we 
touch on another new direction for the in-
ternet programs of consumer oriented busi-
nesses – mobile marketing. The consumer 
tracking firm, Nielsen, is forecasting that 
by the end of 2011, nearly half of all cell 
phones will be smart phones. At the very 
least, it will make sense to have a version 
of your website that is designed for smart 
phones. When you have a mobile version 
of your website, your full website should be 
configured so that when people use a smart 
phone to view it, they will automatically be 
directed to the mobile version of your web-
site. Following are two examples of events 
that have already done this.

Nebraska State Fair 
 Conventional Website 
  www.statefair.org 
 Mobile Website 
  www.statefair.org/m/index.html 

State Fair of Texas 
 Conventional Website 
  www.bigtex.com 
 Mobile Website 
  www.bigtex.com/m 

E-Commerce
It was hard to wait this long to talk 

about e-commerce because this function 
will immediately and directly deliver a 
return on your investment but, without 
good design, navigation and content, 
you’ll sell far fewer tickets and merchan-
dise online. Today, anyone can afford at 
least a basic e-commerce capability. For 
example, you can create a PayPal account 
and use that to add buttons to your 
website to sell merchandise. From start to 
finish, this PayPal option can be set up in 
as little as half an hour. For online ticket 
sales though, it is best to select a vendor 
who can provide a secure e-commerce 
solution. Following is a list of just some 
of the firms you may want to consider:

Admit One 
www.etickets.admitoneproducts.com
ClicknPrint 
www.clicknprint.com
Interactive Ticketing 
www.interactiveticketing.com
ETix 
www.etix.com
PayPal 
www.paypal.com  
(click on Business, then Merchant 
Services)
TyTix 
www.tytix.com
WizTix.com 
www.wiztix.com 

The perfect website will also include an 
expanding ability to handle your business 
processes online, with ecommerce being 

•

•

•

•

•

•

•

•

•

Michael R. Geisen is the CEO 
at Ntelligent Systems. Ntelligent 
Systems is a team of marketing, web 
development and customer service 
experts working together with one 
goal in mind: to help organizations 
leverage the Internet as an effective 
communications medium. If you’d 
like to contact Michael, he can be 
reached at: michael@ntelligentsys-
tems.com or 714 425 4970. www.
ntelligentsystems.com. While this edi-
tion of Internet 101 covered a lot of 
ground there is still plenty to discuss 
so if I may be of service, please feel 
free to contact me. 
 
www.facebook.com/mgeisen 
www.myspace.com/mgeisen 
www.linkedin.com/in/mgeisen 
twitter.com/mgeisen

the first step. As need dictates and budget 
allows, you’ll want to consider develop-
ing online resources for other processes, 
such as online registration for activities 
and business partners, employment 
applications, information requests, and 
many other business functions. Because 
business processes can be handled so 
much more efficiently online, where the 
function is available at all times and data 
can be automatically entered into a data-
base, we get a steady stream of requests 
to develop software to move business 
processes online. 

Social Media
Today, no consumer oriented business 

can have a perfect website without an 
active social media program. Typically, 
this will include links to your accounts 
on Facebook (exceeded 500 million 
members in July, 2010), MySpace, Twitter, 
YouTube. People are spending their time 
on these social media websites so, just 
as you would pay for an ad in a news-
paper or on a billboard, it makes sense 
to have an active social media program. 
In fact, social media makes more sense 
than traditional media as you can get a 
substantial amount of information on 
exactly how many people these websites 
are bringing to your website and, depend-
ing on how it’s structured, how much 
revenue they are generating for you. In 
addition, you can also get a lot of valu-
able feedback from comments on your 
social media pages. 

Website Traffic Tracking
The ability to track traffic on your 

website is essential. If you already have 
the ability to track traffic on your website, 
find out if you can have a report automat-
ically emailed to you on a regular basis. 
We configure all our client’s websites with 
Google Analytics, an outstanding, free 
service offered by Google. We also con-
figure these accounts so that an overview 
report is emailed to our client on the 1st 
of each month – a great way to check the 
pulse of your website on a regular basis. 
Also, having access to traffic informa-
tion will give you the ability to measure 
the success of any efforts you make to 
increase traffic on the website. 

Website Promotion
If you’ve worked through all of the 

above, the one remaining element of a 
perfect website is the flood of visitors 
which you will generate with a coordi-
nated promotional program. Starting 
with your offline marketing communica-
tions (print ads and brochures, TV, radio, 
outdoor); ensure these include your web-
site address and invitations to check out 
your social media program. Your social 
media program should build excitement 

by talking about the highlights of your 
event and encouraging people to visit 
your website to buy tickets online. Email 
marketing is still hugely valuable and one 
of your best options for tracking per-
formance because you can measure the 
process all the way through to the pur-
chase of tickets. Search Engine Marketing 
(SEM), which may consist of both Search 
Engine Optimization (SEO) and Pay-Per-
Click Advertising (PPC) can deliver signif-
icant increases in website traffic, but SEM, 
and especially PPC, would usually only 
be an option for events with significant 
marketing budgets. A fairly simple SEO 
program could be a cost effective option 
for most events. Don’t forget to request 
that all your business partners (entertain-
ers, vendors, exhibitors, sponsors, media) 
help drive traffic to your website by add-
ing information about your event and a 
link to your website on their website. And 
last, but far from least, is Text Message 
Marketing (TMM).

A TMM campaign offers a powerful and 
growing opportunity to increase atten-
dance and to enhance the patron’s experi-
ence while at the event. By promoting a 
TMM campaign ahead of the event, you 
can have hundreds or even thousands of 
subscribers before your event starts. By 
creating fun TMM campaign activities 
during the event such as scavenger hunts, 
trivia contests, prize drawings and more, 
you will find that many people will at-
tend the event so they can participate in 
these campaign activities.

In closing, I encourage you to continu-
ously work to perfect your website. Over a 
period of 2 – 3 years, anyone can make a 
lot of progress.

http://www.statefair.org
http://www.statefair.org/m/index.html
http://www.bigtex.com
http://www.bigtex.com/m
http://www.etickets.admitoneproducts.com
http://www.clicknprint.com
http://www.interactiveticketing.com
http://www.etix.com
http://www.paypal.com
http://www.tytix.com
http://www.wiztix.com
mailto:michael@ntelligentsys�tems.com
mailto:michael@ntelligentsys�tems.com
http://www.ntelligentsystems.com
http://www.ntelligentsystems.com
http://www.facebook.com/mgeisen
http://www.myspace.com/mgeisen
http://www.linkedin.com/in/mgeisen
twitter.com/in/mgeisen
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Other celebrations, like this year’s 60th 
commemoration of V-E day; Earthday’s 
40th; and even 45 years of Star Trek 
orient us in our own – or our relatives’ 
–history, providing meaning and context, 
standing as benchmarks in our lives.

Last year, we honored the bicente-
nary of two legendary historical figures, 
Charles Darwin and Abraham Lincoln. 
Motown turned 50. The internationally 
acclaimed jazz festival at Newport turned 
55, while its companion festival, Newport 
Folk, turned 50. 

Bumbershoot just turned 40 on Labor 
Day weekend, and last summer, two other 
noteworthy 40th celebrations occurred, 
one honoring the first walk by a human 
being on the moon and the other com-
memorated Woodstock.

Hundreds of millions of us remember 
where we were when Neil Armstrong took 
his first steps on the surface of the moon 
and proudly proclaimed the achievement 
– inspired by President John Kennedy nine 
years earlier – “one small step for man, 
one giant leap for mankind.” About a 
billion of us worldwide sat in front of our 
televisions, watching the event live, know-
ing we were part of an historic moment.

Ironically, the 30th Anniversary of the 
Moonwalk was eclipsed by the tragic and 
untimely death of President Kennedy’s 
son, John F. Kennedy, Jr. And just weeks 
before the 40th, we mourned the un-
timely passing of another Moonwalker, 
Michael Jackson.

Woodstock, on the other hand, had 
quite a different impact on our culture. 
Revered by some and reviled by others, 
Woodstock will always remain an iconic 
event, and its anniversaries provide an 
interesting focal point for a discussion on 
what makes anniversary events work. (As 

festival and event producers, we can also 
note the evolution and advances we’ve 
collectively made in improving how festi-
vals are produced!)

Three key ingredients are necessary for 
your anniversary event’s success: mean-
ing, resonance, and strategy.

Meaning. An event or anniversary date 
may be important to you and your organi-
zation, but it may have little or no mean-
ing outside of your immediate communi-
ty. So first, you must create that meaning. 
What happened all those years ago? Why 
was that important at the time? What was 
the cultural context for that beginning, 
and why does that matter anymore?

One of the stories that emerged in 
2009 when the New Orleans Jazz & 
Heritage Festival celebrated its 40th An-
niversary, for example, was the impact 
the festival and its promotion to global 
promoters has had on making New 
Orleans music so widely known world-
wide. Zydeco, Cajun, and the unique 
New Orleans funky jazzy sound has been 
exported to the world, firing up fans 
everywhere. For the New Orleans Jazz & 
Heritage Foundation, benefactor of the 
festival, the story brings its mission to 
life. For residents of New Orleans still 
recovering from Katrina’s battering and, 
secondarily, for fans of the festival, the 
story is a great source of pride.

Woodstock’s 25th and 30th Anniversaries 
lacked broader meaning for many people 
and suffered negative consequences: 
an all-out mudfest in the first case and 
rioting and violence in the latter. The 
later generations celebrating Woodstock 
in 1994 and 1999 saw the images of the 
first Woodstock and tried to recreate the 
early generation’s expression of its ideas, 
opinions, and values. But the resultant 
celebrations were merely simulations of 
the original event, with attendees only 
mimicking the mythologized “free-spir-
itedness” and connecting only with the 
symbols and superficialities of the expres-
sion, not with the true meaning. 

Are we getting older faster, or does every year 
seem to be another milestone anniversary 
year? Santa Fe turned 400 this year. The Royal 
Society is 350 and proclaimed 2010 the Year 
of Science, honoring its Fellows’ contributions, 
such as “gravity, evolution, the electron, the 
double helix, the internet and a large part of 
the modern world.” Mexico and Chile are both 
marking their bicentennials. Celebrations with 
this historical richness remind and reorient us 
to the continuity of life over time.
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You may be in love with your event or festival, but to people 
of different ages, genders, ethnicities, or lifestyles, your event 
may lack meaning – which is your opportunity. As you read 
the thoughts about Woodstock below, consider how people of 
different generations regard your event. Interesting, huh? 

Individuals in their 70s.
“music festival meant to countersink rock-and-roll into the 
nation’s conscience.”
Protest by “younger generation” against Vietnam war and 
political establishment.
“…deplorable… . It was the worst slap in the face one gen-
eration could give to the previous generation.” 

Individuals in their 60s.
“huge cultural event that helped define a generation.”
“too involved with raising children and in bad marriages…. 
We were probably 10 years too old. The music was not ours, 
and we were not free enough to be that free.”
“Freedom. No violence. Friendship.” 

Individuals in their 50s.
“Huge crowds and great music. Oh, and naked people.” 
“Moment in time that can’t be duplicated.”
“The peace movement and my life at the time.” 
“Social movement, awareness, as well as fun and experi-
mentation, expansion.”
No lasting impression; however: “the ending of the Civil 
Rights Movement and Vietnam. It was an era of protest 
songs like ‘Say it Loud, I’m Black and I’m Proud,’ ‘Smiling 
Faces,’ and ‘The Revolution Won’t be Televised.’ I think of 
reefer and acid. However, being raised in Harlem where the 
drug of choice was heroin, it brings back bad memories of 
friends dying. I remember me trying to avoid Vietnam and 
being shot by police. Woodstock meant people coming 
together.”
“A relic” and “some great, legendary performances.” 

Individuals in their 40s.
“a few years before my time”
“It doesn’t mean anything for me personally...”
“Woodstock doesn’t have much impact on my thinking. . .”
“…a big hippie event that we were too young to share in.”
Skepticism of true commitment to ideals of peace and love.
However, this group also has synthesized a sharper under-
standing of the meaning: “Start of a ‘revolution’”
“Rallying cry”
“A literal stage for artists to use their art/celebrity to have a 
positive impact on the world”
“the apex of a movement”
Hippies still “have a positive influence to our local politics”
“A social movement,” “the crashing end of a period,” 
“social change indeed, some of it myth and some reality,” 
“America staggering through the ditch.”

•

•

•

•
•

•

•
•
•
•

•

•

•
•
•
•
•
•

•
•

•
•
•

“Pivotal point in American popular culture”
“A passion for ideals, beliefs, almost a naïve innocence of 
endless possibilities.”
“Standing for something and having independent thought. 
. . . I think it was about peace, which is meaningful and a 
great idea.”
“Three days of peace and music.” It stands as a historic 
demonstration that multitudes of young people could as-
semble for something other than war and that art, music 
and optimism about a new approach to life could draw 
people together from all walks in peaceable communion 
of mind, body and spirit. Musically, it reflected the vital-
ity, passions and tumult of the times – for better and for 
worse – and the fledgling attempt to engage large audiences 
with live music on a scale that mirrored the levels achieved 
by the mass media. Personally, it inspires as an example 
of a collective, progressive embrace of new values, a 
rejection of hostility, war and greed, and belief in the 
ability of each generation to lead civilization forward in 
a positive evolution, as opposed to being mired by ritual, 
tradition and the perpetuation of prevailing norms and 
power structures. The fact that a subsequent Woodstock 
anniversary ended in violence shows that mankind will 
slip backward into baser motivations and behaviors if not 
inspired or nurtured toward to collective enlightenment. 
The fact that fewer people protest the war in Iraq today due 
to the volunteer nature of the U.S. army calls into question 
the amount of self-preservation and self-interest as motivat-
ing factor at the original Woodstock vs. the long-term com-
mitment to progressive ideals of peace and love. Words like 
noble, righteous; progressive, peaceful, passionate, enlight-
ened come to mind on the positive side, while negatives 
include idealistic, naive, transient and immature. 

Individuals in their 30s.
“Big music get together somewhere on a farm in upstate 
NY or New England. Huge names doing music for the sake 
of it, not for cash. Weed, lots of weed. Peace. Very little in 
terms of lasting impressions or significance.”
“Hippies in the mud listening to terrible music while 
wasted on acid.”
“Woodstock does not really have much meaning for me.”
“. . . It didn’t have any impact on my life and is just a his-
torical event that is somewhat symbolic of the generation 
and the time.” 

Individuals in their 20s.
“Peace and love, man. My parents were there.”
“Jimi Hendrix was there.” 

Individuals, ages 5-20.
“Never heard of Woodstock.”
 “You mean that little yellow bird that hangs out with Snoopy?”

•
•

•

•

•

•

•
•

•
•

•
•
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It’s no surprise that the original producers 
of Woodstock encountered difficulty finding 
corporate sponsors for last year’s intended 
celebration event (according to a May 10, 
2009, article in The New York Times).

A similar situation happened during a 
2001 Mardi Gras celebration in Philadel-
phia, when 40,000 people descended on 
the South Street neighborhood. The event 
quickly became a drunken party-gone-bad, 
with violence and looting in the streets. 
Very few of the celebrants had a clue about 
the meaning of Mardi Gras, preferring 
instead to use it as an excuse to drink and, 
for some, to unleash repressed behavior.

To avoid this disconnect, engage audi-
ences to help them find meaning in their 
own lives related to your celebration, 
beyond the superficial.

Resonance. Your marketing efforts 
and the anniversary event itself must 
provide ways for people to connect to 
your milestone and why it’s important to 
them. Why is your event or organization’s 
anniversary relevant today? Making this 
connection will help provide emotional 
resonance, which will allow your story to 
leave an indelible imprint in the minds 
and hearts of attendees.

A couple years ago, I had the op-
portunity to conduct informal research 
about Woodstock in a project for the 
Bethel Woods Performing Arts Center 
and Museum, located on the grounds of 
the original music festival. Through this 
study, I asked people of all different ages 
what Woodstock meant to them. The 
findings are fascinating (see sidebar) as 
you will see on the previous page. 

As you can see, obviously, Woodstock 
had the most significance for those 
individuals in their 50s who were of age. 
People ten years older may have been 
preoccupied raising children or they were 
just outside the demographic group for 
whom Woodstock would be appealing, 
and the connection just wasn’t there. 
People older than that expressed diver-
gent impressions of Woodstock, either 
admiring what the event symbolized for 
youth at that time or finding it insulting.

Individuals in their 40s, too young to 
have been there but who’ve lived in the 
shadow of Woodstock, seemed to have a 
more refined or objective understanding 
of what the event meant culturally. While 
respondents in their 30s find little rel-
evance, those in their 20s respond to the 
cool factor, and those under 20 have no 
clue whatsoever. (My favorite response, 
however, was in the under 20 age group, 
asking if I was referring to the little yellow 
bird who hangs out with Snoopy.)

Building a context, connecting the 
present with the past, and exploring the 

legacy of your festival or organization 
over time are important themes that 
should run through your anniversary 
celebration messages.

Strategy. Get the most mileage you 
can from your anniversary celebration by 
developing a strategy. What do you want 
to happen as a result of your anniversary 
celebration? Is it just a party? Or is it a 
springboard for deeper engagement with 
your organization or event? Is the an-
niversary the theme and marketing hook? 
Or is it simply subtly woven into your 
current year festival? Will the anniversary 
be acknowledged annually or just during 
the milestone years? Can you connect a 
wider audience with your anniversary, 
inspiring them in a deeper way? How can 
you tell your story in the most compel-
ling way to generate the results you seek?

At this year’s Bumbershoot, for ex-
ample, festival organizers used media, 
social media, events, and a variety of 
touchpoints with festival fans and Seattle 
residents to connect them with the festi-
val. 40 Ways to Celebrate Bumbershoot’s 40th 

Festival (check out Bumbershoot.org/40) 
is like a deconstructed festival, with 
pieces and parts all over the city. Thirty-
nine days of parties, art exhibits and 
projects, photo galleries, official podcasts, 
lectures, a birthday hat fashion show 
complete with ice cream social, an awards 
ceremony, and of course cake, cake, and 
more cupcakes led to the festival open-
ing, the 40th day of celebration. The only 
reason you wouldn’t have attended the 
event is because you were too worn out 
from 40 days of celebrating!

The events connected festivalgoers  
with the festival, each other, and surely 
with people or generations new to the 
festival. People could interact, express 
themselves, watch, participate, and share 
the love and celebration. Even the digni-
taries had their roles.

Not every anniversary needs to be so 
elaborate; subtle can be just as effective. I 
once attended an amateur theatre group 
production on a night during which their 
members toasted their 100th Anniversary. 
Three representatives, each with champagne 
glasses, said a few words from the stage; one 
read a letter from a patron from 100 years 
about the value of that night’s performance 
to him. Heartfelt, though archaic, language 
touched each of us – even me, a newcomer. 
The actors and actresses reconnected to the 
organization’s mission, and the audience 
heard reinforcement for their support and 
patronage of the arts and theater. Together, 
in that brief oratory, we were connected. As 
we left the theater, we were as one.

How you manifest your celebration strat-
egy, simply or elaborately, is but a decision. 

Gail Bower, author of How to Jump-
start Your Sponsorship Strategy in 
Tough Times, is President of Bower 
& Co. Consulting LLC, a firm that as-
sists clients with dramatically raising 
their visibility, revenue, and impact. 
She’s a professional consultant, writ-
er, and speaker, with nearly 25 years 
of experience managing some of the 
country’s most important events, 
festivals, and sponsorships and 
implementing marketing programs 
for clients. Launched in 1987, today 
Bower & Co. improves the effective-
ness and results of clients’ marketing 
strategies, events, and corporate 
sponsorship programs. For informa-
tion, visit http://www.GailBower.com.

Enriching your community and solidify-
ing your event or festival in the hearts and 
lives of your audiences should be the core 
purpose of your celebration strategy. From 
there, the tactics fall into place. Here are a 
dozen ideas to stimulate your thinking:

Sharing stories
Sharing photographic memories
Maximizing PR value regarding the 
impact of the festival
Promotional events, like  
Bumbershoots’
A gala celebration for festivals  
produced by nonprofits
Highlighting musicians or films or 
art (or whatever the focus is of the 
festival) from the decades or years
Create a timeline or invite your  
audiences to share their memories  
in your history
Create a museum display, and as 
research, make sure you check out 
the Museum at Bethel Woods (aka 
the Woodstock Museum) for some 
great ideas.
Let them eat cake – seriously, who 
doesn’t love cake and a champagne 
toast.
Create specials: ticket packages, 
merchandise, early bird specials, 
value-added packages.
Honor people important to your 
history
Produce a film or video to share the 
memories with younger audiences. 

Anniversary events are important markers 
in our lives and in our events’ or festivals’ 
lives. As humans, we love ritual and celebra-
tion. As event producers, you provide new 
avenues for connecting your audiences, for 
bonding with new friends, and for engaging 
eventgoers in deeper, richer ways. Make the 
most of your anniversary celebration.

1.
2.
3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

http://www.GailBower.com


Population Level: Under 100,000

Taupo - New Zealand 
Judges Selection for Most Outstanding Global Entry 

 
 
 
 
 
 
 
 
 

 
The Lake Taupo district of New Zealand is 
heralded as the country’s festival and event 
capital and, it’s no secret why, when you take 
a close look at the portfolio of events hosted 
in the district. Sport, art, music and culture 
all feature in a carefully crafted annual sched-
ule. All festivals and events occur under a 
watchful eye ensuring the guiding principles 
of reputation, quality, balance and relation-
ships are not only observed but are breathed, 
along with passion, into each and every one. 
Click Here to view Taupo,  
New Zealand Website
Click Here to view entry.  
Click Here to view City Video.

  
Hidalgo - Texas, United States 
(Top North American City for the population category)

 
 
 
 
 
 
 
 
 

 
Located right on the U.S. – Mexico border 
in a region which year after year leads the 
nation in unemployment and percentage of 
low to moderate income families,  Hidalgo 

deserves this recognition because of its 
people!  Producing festivals and events that 
have been nationally and internationally 
recognized, the hundreds of community 
volunteers that take great pride and a “can 
do” attitude are the ones that keep these 
events growing, no matter what hap-
pens around them. Great people banding 
together with a common mission to make 
Hidalgo the beautiful place it is and it is 
this unity in spirit that makes Hidalgo an 
IFEA World Festival and Event City!
Click Here to view Hidalgo, Texas, 
U.S.A. Website 

 
Geumsan-gun - 
Chungcheongnam-do, Korea  
(Top Asian City for the population category)

 
 
 
 
 
 
 
 
 

 
Geumsan-gun, located in the south of 
Chungcheongnam-do Province is the 
largest producer of ginseng in Korea. Most 
known for the Geumsan Insam (Ginseng) 
Festival, now in its 30th year, Geumsan has 
been historically recognized for their good 
quality ginseng and takes more than 80 
percent of ginseng distribution within Ko-
rea. Additional festivals within the region 
include the Silk Town Mountain Cherry 
Blossom Festival; the Geumgan Folk Festi-
val and the Jangdong Moon Festival. 
Click Here to view Geumsan-gun, 
Korea Website

 

Population Level: 100,000 to 500,000 

Edinburgh - Scotland
Judges Selection for Most Outstanding Global Entry 

 
 
 
 
 
 
 
 
 

 
Beyond the dramatic contours of 
Scotland’s capital, beyond its historic 
buildings and streets and its innovative 
new architecture, beyond its awe-inspir-
ing landscapes, this city plays year-round 
host to something remarkable – the 
Edinburgh Festivals. There is a real sense 
of magic in the transforming power that 
a truly great festival brings to a city. The 
intensity of that magic in Edinburgh is 
not from one festival, but twelve. 
Click Here to view Edinburgh, Scotland 
Website
Click Here to view entry. 
Click Here to view City Video.

 
Norfolk - Virginia, United States 
(Top North American City for the population category) 

 
 
 
 
 
 
 
 
 

 
The City of Norfolk is special for so many 
reasons beyond its well-known history, 
maritime heritage and commitment to 
all branches of the United States military 

The International Festivals & Events 
Association would like to recognize 
the 2010 recipients of the inaugural 
“IFEA World Festival & Event City” 
award which were presented during 
the 55th Annual IFEA Convention & 
Expo in Saint Louis, Missouri, United 
States on September 16th, 2010.

The IFEA would like to congratulate 
all of our 2010 IFEA World Festival & 
Event City Award Recipients.

For more information on the IFEA 
World Festival & Event City Award 
– Click Here.    
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including serving as the home port of 
the United States Navy. At the center of 
Norfolk’s uniqueness are the Festivals 
that have become the city’s identity and 
a way of life for the Hampton Roads 
Region. Festivals and the positive energy 
these special events have created is why 
so many people have chosen Norfolk as 
their favorite place to visit and live! 
Click Here to view Norfolk, Virginia, 
U.S.A. Website

 
Jinju-si - Gyeongsangnam-do, 
Korea 
(Top Asian City for the population category - tie)

 
 
 
 
 
 
 
 
 

 
Jinju is a hub city in the South Gyeong-
sang Provice of South Korea. From old 
times, Jinju was a fountainhead of nation-
al culture and spirit. As a city that has held 
1,000-year-old historical heritage of the 
ancient city, Jinju has been well renowned 
as a home of patriotic spirit, education, 
culture and art. Many cultural events are 
held throughout the year in Jinju includ-
ing: Jinju Namgang Lantern Festival; 
the Nongae Festival; the Korean Drama 
Festival; the Gaecheon Arts Festival; the 
Jinjue Non-gae Festival; the International 
Yudeung Festival of Namgang and the 
Jinju National Bullfighting Contest. 
Click Here to view Jinju-si, Korea Website

 
Boryeong-si - 
Chungcheongnam-do, Korea 
(Top Asian City for the population category - tie)

 
 
 
 
 
 
 
 
 

 
Boryeong, commonly known as Dae-
cheon, located in the South Chungcheong 
Province of South Korea along the coast 
of the Yellow Sea, takes pride in its spec-
tacular mountain scenery, abundance of 
beaches and its natural resources. Once 
renowned for its amazing agriculture, to-
day Boryeong takes advantage of its most 
commonly known resource. Mud! Touted 
for its cosmetic properties, Boryeong is 
most known for its annual Boryeong Mud 

Festival held every July. Attracting 2 mil-
lion visitors each year from all over the 
world during the annual nine-day event, 
the town of Boryeong has turned its ocean 
mud flats into a tourism bonanza.
Click Here to view Boryeong-si,  
Korea Website 

Population Level: 500,000 to 1 Million 

Rotterdam - The Netherlands 
Judges Selection for Most Outstanding Global Entry 

 
 
 
 
 
 
 
 
 

 
Rotterdam is known as THE event city in 
the Netherlands. Every year, small and large 
events attract hundreds of thousands of 
local residents and visitors from inside the 
Netherlands and abroad. Rotterdam has a 
rich festival tradition that is part of the DNA 
of the city and its citizens. The festivals are 
rooted in the city and connected with the 
character, history and culture of the city. 
With the festivals, we celebrate our identity. 
Click Here to view Rotterdam,  
The Netherlands Website
Click Here to view entry.  
Click Here to view City Video.

 
Ottawa - Ontario, Canada 
(Top North American City for the population category) 

 
 
 
 
 
 
 
 
 

 
Ottawa is host to approximately 200 fes-
tivals, special events and fairs every year. 
In addition to internationally recognized 
events, large regional events and national 
celebrations that are key tourism and eco-
nomic generators, Ottawa is also home to 
a countless number of community events 
that help build community and enhance 
our quality of life. The list of festivals that 
take place in Ottawa demonstrates the 
diversity of those that live here. We cel-
ebrate everything from music, food and 
sport to agriculture, ideas and helping 
others. We celebrate our unique cultures 
and our national pride.
Click Here to view Ottawa, Ontario, 
Canada Website 

 

Population Level: Over 1 Million

Sydney - New South Wales, 
Australia 
Judges Selection for Most Outstanding Global Entry 

 
 
 
 
 
 
 
 
 

 
Festivals and events in Sydney showcase 
the expertise, facilities, creativity and 
energy which make it a world class city, 
day in, day out. Sydney is a vibrant inter-
national city. Its globally recognized cre-
ative, cultural and sporting life is reflected 
in large festivals and events which fill its 
many stadia, streets, theatres, galleries, 
parks, harbor and performance spaces. 
Click Here to view Sydney, New South 
Wales, Australia Website
Click Here to view entry.  
Click Here to view City Video. 

 
Louisville - Kentucky, United States 
(Top North American City for the population category) 

 
 
 
 
 
 
 
 
 

 
Louisville, Kentucky provides a support-
ive environment for a wide variety of 
festivals and special events throughout 
the year. Many of which are festivals with 
longstanding roots in the community, 
in addition to several new events that 
have been warmly embraced by the local 
residents and visitors in recent years. The 
city’s governmental leadership, along 
with a strong base of professional and 
volunteer guidance, has helped these 
events thrive, both economically and cul-
turally. Louisville is a city that enjoys cel-
ebrating its unique heritage and the many 
special events that entertain hundreds of 
thousands of people every year.
Click Here to view Louisville, Kentucky, 
U.S.A. Website 

Candidate Entries for Africa, Middle 
East and Latin America will be 
judged in December 2010.
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O
nce upon a time and far 
away, a beautiful young 
princess joined her be-
loved in the marriage of the 

millennium, and bells rang out across 
the land in joyous celebration. Excite-
ment was so high and national pride 
so great, that everyone, from the car-
riage-maker to the baker wanted to 
spread the word throughout the land… 
and throughout the world. Ah, said 
those in charge, but since all are not 
able to attend the Royal Wedding, 
why do we not have a Festival of Love 
in honor of the occasion? To which 
the Master of the Media exclaimed, 
Perfect! And we can also show how 
successful our country’s purveyors 
are to all near and far.
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And so, dear readers, the marriage of 
Crown Princess Victoria of Sweden to Mr. 
Daniel Westling, now Prince Daniel, on 
June 19th became many things to many 
people. But just imagine the challenge of 
conceiving and orchestrating a city-wide 
celebration of such enormous proportions! 

SPECIAL EVENTS vs. FESTIVALS
Special events often are associated with 

wedding planners and corporate party 
producers, while festivals evoke a sense of 
public celebration and community pride. In 
our industry, we think of ISES (Internation-
al Special Events Society) and IFEA as prime 
examples that the lay person often confuses. 
In simplest terms, it is the difference be-
tween a private event and a public one.

In the case of the Royal Wedding of 
Crown Princess Victoria of Sweden to Mr. 
Daniel Westling on June 19th, it was the 
perfect marriage of both.

THE ROYAL WEDDING:  
THE CENTERPIECE EVENT

For those who believe in fairy tales, the 
royal wedding was an event planner’s dream 
come true. Everything was perfect, from 
beginning to end. The Royal Wedding recre-
ated the ceremonial rituals from the 1976 
marriage of Crown Princess Victoria’s par-
ents, also on June 19, in itself a storybook 
tale of a beautiful young Brazilian-German 
interpreter assigned to assist the future King 
of Sweden at the Munich Olympics in 1972. 

Fast-forward to 2010. Thanks to modern 
technology, the 500,000 people crowding 
into Stockholm on June 19th could eas-
ily watch everything on big video screens 
throughout the city. 

 The wedding itself was televised, as 
was the cortège (procession) carrying the 
newly wedded couple in an open-topped, 
horse-drawn carriage through the streets 
of Stockholm to the cheers and flags of 
jubilant viewers. The carriage was first used 
by the current King’s late parents Prince 
Gustaf Adolf and Princess Sibylla when they 
married in 1932. 

From the final stop of the cortège, the 
royal couple was rowed across the archi-
pelago in the historic Royal Barge Vasaorden, 
to a special landing area at the foot of the 
castle, just as her parents, King Carl XVI 
Gustaf and Queen Silvia, were after their 
wedding in 1976.

Stockholm police were well-prepared for 
this high-profile event. “We were work-
ing on the plans at least one and one half 
years prior to the announcement of the 
engagement,” said Ulf Göranzon, Press Of-
ficer/Superintendent for Polismyndigheten i 
Stockholms län (Stockholm County Police). 
“This is normal for us,” he said in reference 
to handling large-scale, high-security events. 
“We already have an operational plan (for 
high-security events) in place—it is what we 

Photo	courtesy	of	Bengt	Nyman
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do as a part of our jobs—it’s nothing un-
usual,” he said somewhat modestly. “This 
plan gives us confidence, experience, and 
stability. Our officers are already trained, 
so there is no special training needed 
(sic) for this type of an event.” 

The Swedish police are a national 
organization with regional offices, such as 
in Stockholm County. While the last Royal 
Wedding was in 1976, other sensitive 
public events have included the twenty-
fifth anniversary of the King’s ascension to 
the crown, the King’s fiftieth birthday, and 
Sweden’s EU chairmanship in 2009, when 
many international dignitaries and gov-
ernment leaders frequented Stockholm.

From the police’s viewpoint, the biggest 
challenge was the time constraints. A lot 
had to happen in a very short period of 
time: one hundred busses carrying mili-
tary personnel and another eighty large 

trucks transporting road barricades for the 
parade route had to enter the city before 
all intersections were blocked and the cen-
tral city closed to traffic for several hours.

As for police coverage at other Stock-
holm events, “We are not for hire,” said 
Göranzon. “We meet regularly with event 
organizers to discuss safety issues, and 
we can require these event producers to 
hire security companies to ensure crowd 
control and safety, but Stockholm’s police 
are not for hire.” 

And indeed, the royal wedding was 
executed flawlessly. Two thousand 
Stockholm police were assigned to the 
wedding, an official state event—supple-
mented by six thousand representatives 
of military units and NGOs lining the 
cortège route, with twenty vessels lying at 
anchor, and two divisions of the Swedish 
Air Force performing flyovers.

 

WEDDING ECONOMICS
Crown Princess Victoria’s and Prince 

Daniel’s wedding was organized by the 
Royal Court, which bore all costs. The 
Government of Sweden allocated SEK 7 
million (US$1M/ €758K) for the event. 
According to Reuters, “the King will 
pick up an estimated 10 million crowns 
(US$1.39 million) of the wedding costs, 
which are seen running at more than 
double that amount. The country is just 
pulling out of the worst recession since 
World War II.”

The event formed part of the City of 
Stockholm’s 2030 vision to establish 
Stockholm as a world-class event city, re-
sulting in “more satisfied visitors, happier 
tourists and flourishing businesses.” 

From a purely economic standpoint, 
the royal wedding was worth mil-
lions of kronor in PR for Sweden and 
Stockholm—more than SEK2.7 bil-
lion (US$402M/€292M) according to 
preliminary estimates by Media Pilot, the 
firm commissioned by stakeholders Vis-
itSweden, the Swedish Foreign Ministry, 
and the Swedish Institute to calculate the 
advertising value of the web and printed 
articles in sixteen countries including the 
US, China, Japan, India, Brazil, Ger-
many, and other neighboring European 
countries. 

LOVE Stockholm 2010:  
THE FESTIVAL

Starting with Sweden’s National Day 
celebration on June 6th and running 
through Saturday, June 19th, the day of 
the Royal Wedding, LOVE Stockholm 2010 
offered two non-stop weeks of waterfront 
entertainment in Sweden’s capital city of 
Stockholm – an outdoor party for Swedes 
and visitors alike, lasting into the wee 
hours of the mornings—in spite of rainy, 
chilly weather most of the time and the 
fact that Swedish schools were still in 
session. 

 Over 1500 events were offered 
throughout all of Stockholm, a city built 
on fourteen islands. “Our goal,” said Berit 
Svedberg, Director of Cultural Admin-
istration for the City of Stockholm and 
in charge of the LOVE Stockholm 2010 
festivities, “was to ensure that everyone 
could find an event, a performance, or 
an area they liked.” These events in-
cluded city programs, corporate/business 
productions, and those activities offered 
by the city’s many institutions, museums, 
cultural organizations, and special venues 
which enthusiastically embraced the love 
theme—for example:

Stockholm Jazz Fest: June 10-12 (repo-
sitioned to coincide with Love Stock-
holm 2010);
Stockholm Early Music Festival: June 
9-13;

•

•
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Royal Open Palace, concerts, and 
changing of the guard;
Stockholm City Library’s program on 
Royalty Past and Present; and
Drop-in Weddings at Skansen (an 
open-air park of historically preserved 
buildings)—witnesses included. 

Skeppsbron, the city’s loveliest water-
front promenade, featured floating mar-
kets and cafés, with a cavalcade of Swed-
ish and international stars performing on 
a waterfront stage directly opposite the 
royal castle. Every imaginable sea-going 
vessel was anchored in the harbor, from 
the magnificent official yachts of visit-
ing royalty to submarines in the Swedish 
navy, three-masted wooden schooners, 
and state-of-the-art naval vessels.

Interspersed in these party-by-the-sea 
festivities were exhibits, displays, and new 
experiences showcasing Brands of Sweden, 
a collaborative effort by the Swedish 
Institute and the City of Stockholm to 
promote Swedish brands to festival goers. 
The motive was rather straight-forward. 

BRANDS OF SWEDEN
Millions of people each day encounter 

Swedish products and services, work with 
Swedish companies, or visit Swedish global 
chains, according to the Swedish Institute, 
a public agency that promotes interest and 
confidence in Sweden around the world. 
However, people are often not aware that 
these brands are Swedish. Swedish compa-
nies and Sweden as a whole have a great 
deal to gain from working together. 

•

•

•

“LOVE Stockholm 2010 will be a 
chance for Stockholmers to celebrate the 
Royal Wedding, as well as an opportunity 
for Stockholm companies and Swedish 
brands to showcase themselves because 
the world’s attention will be focused on 
Stockholm,” said Sten Nordin, the City 
Commissioner of Finance and Mayor of 
the City of Stockholm, when the brand 
platform was first announced. 

The City of Stockholm initiated the 
Brands of Sweden marketing platform with 
the Swedish Institute in an aim to link 
sponsors and strong Swedish brands to 
LOVE Stockholm 2010, the city’s tribute 
to the Royal Wedding. Brands of Swe-
den corporate partners included IKEA, 

Stockholm Arlanda Airport (Official Love 
Airport), candy-maker Cloetta, Elekta 
(medical technology, especially cancer 
treatment), Ericsson, TeliaSonera, KTH/
The Royal Institute of Technology, Volvo, 
and Investor, among others.

BRANDING WITH HUMOR
By far, the most amusing brand experi-

ence was IKEA’s clever parody of Haga 
Slott, the castle soon to be the future 
home of the newly wedded couple, built 
along the waterfront area opposite the 
palace. 

In a tongue-in-cheek tribute to antiq-
uity, IKEA hosted guided tours of the 
“castle” furnished entirely (of course) 
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with IKEA products, all assembled with 
great humor, from the kitchen with 
its hidden tiny banquet for mice, to a 
nursery with pink and blue cribs hang-
ing upside-down from the ceiling (after 
all, who knows??). The master bedroom 
with its twenty stacked mattresses was 
instantly recognizable as inspired by 
the Hans Christian Andersen tale of The 

Princess and the Pea (forgiven that H.C. 
Andersen was a Dane—the story origi-
nated in Sweden).

IKEA paid SEK4M as a LOVE spon-
sor, plus the cost of the build-outs—but 
worth every crown, so to speak, in most 
peoples’ view. The free-admission, tick-
eted castle received 37,000 visitors, the 
maximum possible, with the overflow 

enjoying an adjacent design exhibit, gift 
shop, and floating restaurant, all in the 
typical IKEA style.

In all, some 30 companies invested 
a total of SEK30 million (US$4.5M/ 
€3.3M) to have a presence at LOVE 
Stockholm 2010, according to LOVE Direc-
tor Roger Ticoalu, who is now Events 
Manager for the City of Stockholm.

LOVE funding, however, was difficult 
according to Ticoalu. “The City gave 
SEK1 million (US$148K/€108K) towards 
National Day and SEK7M (US$1M/
€755K)for the festival itself, but it is hard 
to make a budget like that work when our 
expenses for security were SEK 4M and 
SEK 1.2M for electricity. It left us with 
very little money for running a 14-day 
festival which also included National 
Day.” Brands of Sweden sponsorship, 
therefore, was essential.

The numbers speak for themselves:1.4 
million people attended LOVE Stockholm 
2010, with an additional 500,000 people 
coming into Stockholm for the wedding 
on June 19th. 

BATTLE OF THE BRANDS
While Brands of Sweden was a solid 

attempt to capture the attention of the 
international eyes focused on the Royal 
Wedding, another branding war was 
brewing on the sidelines.
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Once calling itself “the Venice of the 
North,” Stockholm now has repositioned 
its brand, proclaiming itself the “Capital 
of Scandinavia” over long-time rival Co-
penhagen. And if that were not enough, 
in 2010, it also boasts the title of Europe’s 
first “Green Capital,” a designation be-
stowed by the EU Commission. 

MEDIA: AN EVENT WITHIN AN 
EVENT

Key to any frontline awareness cam-
paign is good press coverage, and both the 
Foreign Ministry and the City of Stock-
holm invested heavily in media courtship. 
A total of 2,300 journalists including 700 
from abroad were accredited by the For-
eign Ministry to cover the wedding. Many 
of these journalists also registered for 
accreditation with LOVE Stockholm 2010. 
Putting this in perspective, there were 
2,000 police assigned to the wedding.

Each entity, the State and the City, ran a 
press center—one with a national focus as 
appropriate to the Royal Wedding; the oth-
er, a city focus in association with LOVE 
Stockholm 2010 and its partners, Brands of 
Sweden. LOVE’s Media Center was hosted 
by Ericsson, TeliaSonera, and IKEA.

Each press center was staffed by friend-
ly, multi-lingual assistants, with special 
daily briefings and all the comforts of 
home, fully equipped computers with 
internet; password-protected wifi connec-
tions throughout the city for journalists; 
multiple television monitors set to a va-
riety of stations. Documentation, printed 
material, on-site experts. Free food, end-
less coffee, drinks. Quiet areas with ample 
workspace. Meeting room areas. Exercise 
equipment, lounges, pillows, cozy curl-
up and snooze areas at the LOVE Media 
Center. Late hours. Attractive furnishings. 
Strategic downtown locations.

But more than that, it was the courtship 
of the press, particularly the international 
press, that was impressive—boat trips for 
lunch in the Swedish archipelago (30,00 
islands) and orientation cruises with 
dinner under the bridges of Stockholm’s 
fourteen islands, for example, where Olof 
Zetterberg, CEO, Stockholm Business 
Region, explained why Stockholm is a 
good place for business investment while 
showing its state-of-the-art urban develop-
ments, such as Hammarby Sjöstad.

Again, the “battle of the brands” was 
evident: Stockholm, as Europe’s first-ever 
Green Capital, aims to be fossil-fuel free 
by 2050; neighboring Copenhagen, a run-
ner-up in the “green” competition, has 
targeted 2025 as its CO2-free date accord-
ing to Ulrich Ammundsen, director of 
VIBE, Copenhagen’s new resource center 
for public events. The race is on.

The two press centers offered journal-
ists daily briefings. LOVE journalists’ 

“smörgåsbord” included an overview 
of the day’s festival programming, plus 
Brands of Sweden presentations, such as

tours of Ericsson’s corporate headquarters;
an introduction to 4G by TeliaSonera, 
sponsors of the LOVE media center; and
a polished Volvo presentation (official 
wedding car) that switched smoothly 
from Swedish to flawless English be-
cause of the one reporter in the room 
who did not know Swedish. 

•
•

•

Commercial? Yes, but each presentation 
further explained a complex aspect of produc-
ing the Royal Wedding, whether high-tech 4G 
bandwidth or transporting 250 royal guests 
efficiently in 85 custom-designed, eco-friendly 
cars (reinforcing Stockholm’s Green Capital 
of Europe status). Catering always featured 
the best and most typical Swedish foods, the 
price being a reporter’s willingness to hear a 
corporate presentation.
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By comparison, daily educational brief-
ings by the Royal Palace and the Foreign 
Ministry (sixteen in all) the three days 
prior to the wedding ensured that journal-
ists were well-acquainted with the Swedish 
monarchy, its attitudes towards democ-
racy, its citizens’ views on royalty and the 
monarchy, and royal weddings past and 
present. Specific information about the 
cortège route, the salute, and the various 
press pool arrangements relating to both 
the military parades for the wedding and 
the wedding itself were also presented.

WEDDING DAY
The closer the wedding ceremony 

approached, the more and the faster the 
Royal Palace sent out press releases. Prior 
to and during the wedding banquet at 
the castle, royal releases were coming at 
the rate of one every fifteen minutes, in 
both Swedish and in English—the menu, 
the table service, the names of the guests, 
the seating chart, the King’s welcoming 
remarks, the groom’s father’s remarks, 
Prince Daniel’s remarks, etc., etc.. The 
attention to detail was astounding. Truly 
this was a moment in history, and the 
palace ensured that the press was exceed-
ingly well informed. 

THE PRESS MESS
Overall, only one controversial issue 

marred the otherwise perfect honeymoon 
with the media: the broadcast rights of 
the wedding, which made international 
headlines when three of the world’s most 
prominent news agencies decided to 
boycott the wedding.

There were two official Swedish televi-
sion stations during this time: TV4, 
a privately held company which had 
broadcast rights for LOVE Stockholm 2010, 
and Sveriges Television (SVT), Swedish 
national television, which had exclusive 
rights to broadcast the wedding. 

Reuters, Agence France Presse (AFP), 
and the Associated Press (AP) had been 
willing to pay SVT the reputed SEK1000/
US$125 per second broadcast fee for 90 
seconds, according to Peoples Daily On-
line. But at the point of contracting, the 
terms changed.

According to the Huffington Post, “SVT 
barred the agencies from immediately 
sending any video to commercial chan-
nels around Europe and North America 
and told them they could make use of 
a brief edited segment of the ceremony 
only for 48 hours.” From the news 
bureaus’ point of view, many of their 

viewers would not see the footage due to 
global time differences. Furthermore, a 
Reuters’ press release maintained, “a 48-
hour arrangement of this sort, normally 
applied to sports and entertainment 
events, should not have been applied to 
news events of historical importance.” 

In an email addressed to Nina Eldh, 
the head of communications at the Royal 
Court, the agencies issued a joint state-
ment saying that “owing to the impasse 
over unrestricted television news access 
to today’s wedding ceremony, Reuters, 
AFP and the Associated Press have de-
cided to withdraw from coverage of the 
event.” (www.thelocal.se)

In the email, also copied to Prime 
Minister Fredrik Reinfeldt, the agencies 
said they would “not be distributing still 
pictures, text or video reports relating to 
it anywhere in the world.” (Swedish news 
agency TT)

According to SVT President Eva Hamil-
ton, 3.158 million Swedes watched SVT’s 
broadcast of the wedding itself on June 
19th. Hamilton called the Reuters’ boycott 
“window dressing,” accusing them of 
wishing to increase their opportunities 
for income from the resale of the images 
in the future. “SVT gave all residents of 
the 56 countries in Europe access to our 
entire 10-hour live broadcast for free on 
Saturday,” she said. “…TV viewers in the 
rest of the world could( sic.) see TV im-
ages through the other broadcasters and 
news agencies that purchased from SVT,” 
such as CNN. 

Other news media saw this differently. 
Leading Swedish daily newspaper Svenska 
Dagbladet  editorialized that Crown 
Princess Victoria could have had an even 
larger audience worldwide and rhetori-
cally postulated that it seemed more like 
SVT was the one thinking about income 
in the future.

SVT has had a monopoly on all Swed-
ish television broadcasting since its 
inception in 1956 until the emergence of 
privately held TV4 in 1992. It is funded 
by a TV tax on those in Sweden who own 
televisions, and according to Wikipedia, 
is barred from accepting advertising ex-
cept as sponsorship for sporting events.

ROYAL MOTTO: “For Sweden—
with the times.”

Royal weddings happen so very rarely 
that it is difficult to benefit from the 
experiences of those who have produced 
similar events in the past. In the 34 years 
since the marriage of HM King Carl XVI 
Gustaf to Queen Silvia, electronics have 
changed the way the world communi-
cates: fax machines, computers, laptops, 
mobile phones, BlackBerries, ipods, and 
internet have revolutionized worldwide 
connectivity. 
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Christian Dalsgaard, a security consul-
tant and former Stockholm police chief, 
recalls how the major security threat 
during the 1976 Royal Wedding was not 
foreign terrorists, but mentally ill stalkers, 
particularly women, who became “overly 
stimulated” by television coverage of the 
event. In contrast to today’s increased 
police visibility, the 1976 strategy was to 
place private detectives in the crowd near 
these women as a preventative measure. 
At most, recalls Dalsgaard, there were 
around 5,000 people lining Norrbro, the 
bridge leading to the palace—a sharp 
contrast to 2010, when an estimated 
500,000 thronged into the city.

There is no doubt that the Royal Wed-
ding was enormously well-produced and 
well-received. However, if other countries 
are listening (Britain, are you there?), 
there were two areas that were major 
challenges for those involved:

Short lead-time 
In the start-up of any large-scale, 
first-year festival or event, 15 
months is an extremely short lead-
time. Three years is recommended. 
Chalk it up to “love is blind.” Love 
knows no boundaries—when it 
bursts out in glorious joy, it is ready. 
It is up to everyone else to adjust. 

Centralized leadership 
The Royal Wedding was the  
centerpiece event, a national event 
in Sweden’s capital city. However, 
at a local level, the capital also 
concurrently hosted LOVE Stock-
holm 2010 with its Brands of Sweden 
campaign, each with its own chain 
of command.  
   The one thing all three had in 
common was using Stockholm 
as their prime venue. The one 
thing none of them enjoyed was 

1.

2.

a centralized coordinating agency. 
As a result, in addition to the Royal 
Court and ultimately, the King, 
leadership was diffused amongst the 
Foreign Minister, the City Cultural 
Director, the City Administrator, 
Stockholm Business Region, televi-
sion stations SVT and TV4, and 
LOVE Stockholm 2010, all, for the 
most part, making autonomous de-
cisions independently of each other. 
A change of routing by the King, for 
example, resulted in a scramble by 
all others producing events because 

And as the story goes, they lived happily ever after.

of traffic implications affecting cars, 
buses, bicycles, and pedestrians. 

Sweden is an isolated country in terms of 
events. Because so many of those involved in 
producing the Royal Wedding, LOVE Stock-
holm 2010, and Brands of Sweden had had prior 
experience working with each other on other 
festivals and events in Stockholm since the 
early ‘90s, the end result, in spite of the stress, 
was an event the general public perceived as 
very well organized —“A perfect ending to a 
real love celebration,” said Berit Svedberg, Kul-
turdirektör, Stockholms Kulturförvaltning.

CONTACT:

Regeringskansliet/Ministry for Foreign Affairs
Claes Jernaeus, Director, International Press Centre
+46 8 405 57 92
claes.jernaeus@foreign.ministry.se

LOVE Stockholm 2010
Stockholms Kulturförvaltning (Cultural Department)
Berit Svedberg, Kulturdirektör
+46 8 508 31 900
berit.svedberg@kultur.stockholm.se

Roger Ticoalu, Evenemangsenheten/City Events Director 
+46 (8) 508 31 971
roger.ticoalu@kultur.stockholm.se

Charlotte DeWitt is the 2009 inductee to the IFEA Hall of Fame. As president 
of International Events, Ltd., she has worked in some 29 countries since 1979, 
designing and producing waterfront festivals and international events. She is 
well-known for her Behind the Scenes seminars, this year featuring The Edin-
burgh Festivals in Scotland. She consults worldwide on festival master plans and 
tourism development, and is the global perspectives editor of ie magazine. Char-
lotte is Past Chairman of IFEA World (IFEA) and founder/past President/CEO of 
IFEA Europe. She lived in Sweden from 1994-2004 and is the author of Culture 
Smart! Sweden, a cultural survival guide to living and working in Sweden.

Charlotte J. DeWitt, CFEE, President
International Events, Ltd. • 249 West Newton St., #8 

Boston, MA 02116 USA
www.internationaleventsltd.com • charlotte@internationaleventsltd.com

M +1 617 513 5696

P
ho

to
 c

ou
rt

es
y 

of
 B

en
gt

 N
ym

an

mailto:claes.jernaeus@foreign.ministry.se
mailto:berit.svedberg@kultur.stockholm.se
mailto:roger.ticoalu@kultur.stockholm.se
http://www.internationaleventsltd.com
mailto:charlotte@internationaleventsltd.com


44 INTERNATIONAL EVENTS 2010

Ever wonder what could be the most ideal location for an 
outdoor music festival in Asia? Could you imagine being in 
the atmosphere of a rainforest? The Rainforest World Music 
Festival in Sarawak, Malaysia, is one of the 501 Must-Be-There 
Events recommended by the book of the same name. It takes 
place over three days in July each year, with this year’s dates 
running July 9-11, 2010.

Although the World Cup soccer/football match was on at 
the same time, the festival saw close to 20,000 people over 
the three days. This number included both locals and foreign 
visitors, with a majority of the audience from East Malaysia. 

In the Beginning
The festival started in 1998, attracting only 300 people. 

Ticket prices were RM30 (US$10) for a two-day pass and 
RM20 (US$7) for a one-day pass. Today, the Rainforest World 
Music Festival draws at least 20,000 people over three days. 
Ticket prices have also increased significantly. A one-day 
pass now is priced at RM110 (US$33) for adults and RM55 
(US$17) for children aged 3-12, and the three-day pass at 
RM300 (US$91) for adults and RM150 (US$45) for children 
aged 3-12. 
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Organizer
Supported by the government, Sarawak 

Tourism and Heritage Ministry and Tour-
ism Malaysia, the Sarawak Rainforest World 
Music Festival had its origins in the heart 
of a Canadian musician and producer 
named Randy Raine-Reusch. This pas-
sion for world music was transmitted to 
other key stakeholders in the community, 
including the local artists who formed the 
rest of the festival committee. 

Getting There
With the introduction of more budget 

airlines in Asia, shuttling over the week-
end to a country in the region seems like a 
short hop for dwellers in nearby Singapore 
and Malaysia. Sarawak is the largest state 
in Malaysia, located on the island of Bor-
neo and sharing a border with Indonesia.

Location
There are many excellent roots and world 

music festivals in the world, but Sarawak’s 
Rainforest World Music Festival is one of the 
few which truly matches locale to event.

The festival is located in the heart of 
one of the world’s oldest rainforests of 
the Malaysian Borneo jungle, at the Sar-
awak Cultural Village, located at the foot 
of Mount Santubong. Mount Santubong 
is approximately a 45-minute drive from 
the city center, Kuching. Shuttle service is 
available from designated festival hotels 
on a regular basis for RM5 (US$2).

The Sarawak Cultural Village is a living 
museum showcasing the state’s fascinating 
tapestry of tribes and peoples– the Iban, 
Bidayuh, Orang Ulu, Penan, and other 
ethnic groups. The Sarawak Cultural Village 
is often referred to as a “living museum,” 
but this is only half the story. The Cultural 
Village is a living, thriving community, a 
“village-within-a-village,” where many of 
the staff and performers live, work, marry, 
and bring up families, devoting their lives 
to promoting and preserving the culture 
and traditions of their beloved Sarawak.

Festival Culture
Familiar outdoor festival cultural traits 

are observed, such as festival dwellers 
rolling in the muck and sinking their 
“Wellies” (rubber boots) in the mud. The 
atmosphere is sustained by the music and 
the natural setting of the rainforest. 

In the afternoon, the stage goes beyond 
the purpose-built venues, with several mu-
sic and dance workshops in the traditional 
longhouses. The programme is a musical 
adventure for avid music festival fans.

Artisans from the indigenous tribes can 
also be found at the Rainforest Worldcraft 
Bazaar, hosted by the Sarawak Craft 
Council, alongside their counterparts 
from the peninsula, Indonesia, Brunei, 
and India. 

Festival’s Fringe
Expect the unexpected! That is the 

philosophy behind the smörgåsbord of pro-
grams in the festival. It doesn’t matter to the 
majority of the audience who is performing, 
as they are satisfied simply to be soaking in 
the nature and the culture of Sarawak. The 
festival features up to twenty-one perform-
ing groups from the region, as well as musi-
cians from Japan, Canada, Europe, Bulgaria, 
Portugal, Peru, the Reunion Islands, Iran, 
Russia, and the Czech Republic, plus two 
local bands from Sarawak. 

The festival program in the afternoon 
transformed the festival village into a mu-
sic academy. Music workshops brought 
the audience closer to the musicians as 
they were treated to the sight, feel, and 
the sound of different ethnic musical 
instruments from around the globe. 
There was no lack of food and beverage 
stalls offering a variety of local cuisines to 
keep participants satisfied throughout the 
evening performances. The festival offers 
something for everyone: pottery, learning 
a craft, checking out the traditional way 
of making “kuih kuih” (Malay word for 
small delicacies), picnicking around the 
pond, or just chatting up the locals to 
find out more about Sarawak.

Accommodation
The festival grounds are an attraction 

on their own. The name is both appeal-
ing and suspenseful. Visitors are also 
drawn by the type of accommodations 
available on site, from traditional Malay 
longhouses to luxurious beach resorts.

There are about twenty-five budget hotels 
surrounding the village. An authentic way 

For More Info:
Rainforest World Music Festival
July 9 – 11, 2010 
Sarawak Cultural Village
Santubong Sarawak, Borneo, Malaysia 
Sarawak Tourism Board (Organizer)
T: +6 082 423 600 
F: +6 082 416 700
www.rainforestmusic-borneo.com

Rainforest World Craft Bazaar
July 8 – 11, 2010
Sarawak Cultural Village
Santubong Sarawak, Borneo, Malaysia 
Sarawak Craft Council, Ramsay Ong’s 
Gallery and Heidi Munan (Organizers)
T: +6 082 245 652 (SCC)
    +6 082 424 346 (Ramsay O.G.)
    +6 082 612 463 (Heidi Munan)
F: +6 082 416 700
www.sarawakhandicraft.com
muheidi@pc.jaring.my

of experiencing the culture of the dwell-
ers in the village, however, is to avoid the 
comforts of accommodations with interna-
tional standards and stay in the longhouses 
located within the cultural village. 

Four such longhouses function as 
guesthouses. These dwellings are raised 
on stilts to avoid floods and catch 
breezes. The dwellings aren’t devoid of 
modern conveniences: Satellite-TV dishes 
and electric lights, for instance, are as 
common here as in city apartments. But 
longhouses preserve the communal way 
of life and customs practiced in Borneo 

continued on page 60

http://www.rainforestmusic-borneo.com
http://www.sarawakhandicraft.com
mailto:muheidi@pc.jaring.my
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Now is an exciting time to be in event 
management. The profession is witnessing 
the growth of its body of knowledge, codes 
of practice, and competency systems, just 
as professions like engineering, architec-
ture, and accounting experienced a century 
ago. “An international body of knowledge 
sets the stage for global consistency in the 
scope of duties and capabilities required of 
industry practitioners and the conditions 
they could expect to encounter,” says Julia 
Rutherford Silvers, CSEP, Event Manage-
ment Body of Knowledge (EMBOK). 

International networking and partner-
ship is rapidly becoming standard prac-
tice, and the Canadian Tourism Human 
Resource Council (CTHRC) has predicted 
for some time that globally-recognized 
standards and credentials will be in high 
demand. The CTHRC has been the driv-
ing force behind the development of a set 
of international standards and profes-
sional certification for event management 
since 2008.

Based on the Council’s track record 
for developing top-quality professional 
certification, international stakeholders 
agreed that the CTHRC was the natural 
choice to spearhead the industry-led 
emerit Event Management – International 
Competency Standards project (EMICS, 
formerly known as IEMS).

The CTHRC’s connections garnered a 
high level of involvement from Canadian 
and international event management 
professionals. “The EMICS credential is a 
springboard to a higher level of education 
for the international festivals and events in-
dustry. This great accomplishment has been 
made possible as a result of the CTHRC’s 
leadership and the professionalism of its 
Foreign Credential Recognition team,” says 
Thérèse St-Onge, CFEE, and director of 
IFEA North America – Canadian Region.

A Two-year Process
Working in close collaboration with 

international stakeholder groups, the 
CTHRC used existing national standards 
from participating countries, materials 
from EMBOK, and cutting-edge research 
to create a comprehensive summary 
of the knowledge, skills, and attitudes 
needed to expertly manage an event 
anywhere in the world. Once completed, 
the standards were subjected to a rigorous 
large-scale validation by event practitio-
ners from over twenty countries in 2009.

With the standards complete, the 
CTHRC and the EMICS stakeholders 
turned their attention toward developing 
a professional, internationally-recognized 
certification program. Set to launch in 
Canada in the fall of 2010, the emerit® 
Event Management Certification Program 
will consist of an exam, a practical evalu-
ation, and on-the-job experience.

Advantages of an  
International Standard

As an international benchmark, the 
EMICS credential will transcend borders 
and event disciplines, allowing the mutual 
recognition of transferable qualifications. 
Employers will appreciate that emerit-certi-
fied events professionals have met stan-
dards set by international industry experts, 
while events professionals will have access 
to opportunities throughout the globe.

As opportunities for worker mobility 
increase, so will opportunities for learner 
mobility. Post-secondary institutions are 
already starting to adopt EMICS as a tool 
for informing new and existing curricula. 

Queen Margaret University of Scotland 
was the first post-secondary institution in 
the world to officially accept and endorse 
EMICS, and educators at the Art Institute 
of Vancouver, Canada, have successfully 

integrated the standards into their curricu-
lum, as well. According to Queen Margaret 
University’s Professor Joe Goldblatt, PhD, 
CSEP, “Our students seek access to the 
global marketplace for planned events 
management. EMICS provides this access in 
a comprehensive and efficient manner. We 
are delighted that our university is leading 
higher education in the adoption of these 
important new standards and certification.” 

Towards the Future
Training opportunities such as EMICS 

are paramount to many countries. A cur-
riculum based on international standards 
that provides international credentials 
will help event professionals create jobs 
and contribute to their country’s econom-
ic growth as they draw investors and tour-
ists to their regions with well-executed 
professional events. 

“The scope of the international stake-
holder engagement around the develop-
ment of EMICS ensured global valida-
tion and endorsement that professional 
educators, practitioners, and industry can 
confidently trust and will be an invalu-
able asset for continued professional 
development for our industry,” says Janet 
Landey, CSEP, EMBOK, and Founding 
President, IFEA Africa.

Following the successful launch of its 
first international standard and certifica-
tion, the CTHRC will focus on developing 
a complementary international Event 
Management Qualification Framework. 
This framework will illustrate different 
career paths available both to students 
and experienced professionals. Consul-
tations with industry professionals and 
educational institutions will be on-going, 
and volunteers are always welcome. 

For more information, please visit 
www.emerit.ca or contact info@cthrc.ca.

“The growth and future stability of any industry can be projected by the efforts of those within it to 
share, teach, expand the knowledge-base and skill-sets necessary for success, and grow opportu-
nities for future generations of professionals. The IFEA has been pleased to lend our support to the 

Canadian Tourism Human Resource Council in their efforts to define and create a standardized, 
global approach to our industry for use by those inside and outside of our profession.” 

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

Event Management Standards Go Global
Canadian Tourism Human Resources Council to Launch 

First emerit® International Professional Standard in Fall 2010

http://www.emerit.ca
mailto:info@cthrc.ca
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Organizers of the Middle East EVENT 
Show, the region’s first-ever event dedi-
cated to the MICE, events, and entertain-
ment industry, have announced new plans 
recently. The show will now be held June 
1-2, 2011, at the Dubai International 
Convention and Exhibition Centre – an 
award-winning, purpose-built venue with 
modern facilities designed to host com-
plex and large- scale international events. 

“This decision has been made in 
light of the overwhelming response and 
interest that we have received from the 
industry, not only within the Middle East 
but also from Europe,” said Samantha 
Kane-Macdonald, Exhibition Manager for 
the Middle East EVENT Show. 

Background
 It is no secret that the Middle East 

events industry has been growing at a 
rapid pace. This growth has been fuelled 
not only by the increased international 
interest in this oil rich region, but also 
by its ideal location at the crossroads to 
Asia, Africa, and Europe, with easy access 
to Australasia. 

A multitude of events, including trade 
and consumer exhibitions, international 
conferences, and seminars, festivals and 
fairs, corporate and private functions, 
and world-class sporting events take 
place across the Middle East through-
out the year. Due to massive industry 
demand for event-related products, 
equipment, and services, the Middle East 
EVENT Show was launched at the second 

Middle East Event Awards ceremony held 
in May this year. 

Regional markets are growing exponen-
tially. The UAE government, for example, 
has invested heavily in promoting both 
the capital city Abu Dhabi, as well as its 
well-known neighbor Dubai, to a global 
audience. Further catapulting the region 
to a global audience is the 2011 grand 
opening of the Qatar National Conven-
tion Centre, a world-first green-technol-
ogy venue and Qatar’s bid to host the 
2022 World Cup™.

Two Events in One
The Middle East EVENT Show will 

provide a much needed platform for sup-
pliers and service providers to meet with 
events industry professionals from across 
the region. For the first time, the entire in-
dustry will have the opportunity to meet 
and network in the same arena. 

The EVENT Show will take place June 
1-2, 2011, at the Dubai International 
Convention and Exhibition Centre. The 
established and highly successful Middle 
East Event Awards will now be part of 
the show and will take place on the 1st of 
June, 2011. 

For details and enquiries, please visit: 
www.me-eventshow.com 

Contact:
Mustafa Iqbal, Marketing Manager
IIR Middle East
mustafa.iqbal@iirme.com
T: +971 4 3365161

Event Management Standards Go Global
Canadian Tourism Human Resources Council to Launch 

First emerit® International Professional Standard in Fall 2010

Middle East EVENT Show:
New dates, new venue for 2011

Save These Dates!

CONFERENCES AND 
SEMINARS

Nov. 2-3, 2010 Irish & Celtic Festivals 
 Producers Conference,  
 Limerick, Ireland. 
 www.aoifeonline.com 

Nov. 4-5, 2010 17th annual Association 
 of Irish Festivals & Events, 
 Ballinasloe, Ireland. 
 www.aoifeonline.com 

Nov. 17-19, 2010 Re:Imagining Cultural 
 Space, 
 Stockholm, Sweden. 
 Intercult. 
 www.intercult.se/
 reimagining 

March 2-5, 2010 Festivals & Events 
 Ontario (FEO), 
 Canada. 
 www.festivalsand 
 eventsontario.ca
 
April 2011 Kenya Events, Festivals, 
 & Conferences Forum, 
 Nairobi, Kenya. 
 www.kenyaevents.org
 
June 1-2, 2011 Middle East EVENT 
 Show, 
 Dubai, UAE. IIRME. 
 www.me-eventshow.com

AWARDS

June 6, 2011 IFEA Hall of Fame 
 Nomination Deadline

June 6, 2011 IFEA/Zambelli 
 Fireworks Volunteer of  
 the Year Nomination  
 Deadline

June 20, 2011 IFEA/Haas & Wilkerson 
 Pinnacle Award Entry 
 Early Bird Deadline

June 27, 2011 IFEA World Festival & 
 Event City Award Entry 
 Deadline

July 18, 2011 IFEA/Haas & Wilkerson 
 Pinnacle Award Entry 
 Final Deadline

http://www.me-eventshow.com
mailto:mustafa.iqbal@iirme.com
http://www.aoifeonline.com�
http://www.aoifeonline.com
http://www.intercult.se
http://www.festivalsandeventsontario.ca
http://www.kenyaevents.org
http://www.me-eventshow.com
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Re:Imagining Cultural Space 
focuses on policy and practice for 
flexible art spaces and cultural 
organizations. The conference  
will explore questions crucial to  
sustaining adaptable arts and 
cultural spaces in the 21st century. A 
post-institutional approach is at the 
core of the program. Where will art 
meet the audience in the future? 

Artists, curators, and producers 
have shifted focus towards more 
flexible spaces in recent years. 
Mobility, community, and social 
engagement determine emerging 
forms of organization and aesthet-
ics. Offering a sound alternative 
to existing cultural institutions, 
emerging spaces range from tem-
porary use (public installations 
and mobile stages) to cultural 
re-cycling of post-industrial space. 
They are operated collectively, 
often with no presentation venues 

of their own: clubbing, commu-
nity art, and artist-led galleries.

Institutions created during the 
20th century share basic ideas: 
accessibility, popular educa-
tion, and affirmation of national 
identity. Independent cultural 
organizations continuously adapt 
and challenge these fundamental 
values. How can a diverse cultural 
ecology be ensured?

The conference will investigate 
changing policies to encourage 
and support flexible initiatives 
that mirror current European 
artistic practice.

Themes
The program is built on two 

themes:
“Innovative Spaces for Art – map-
ping current practice in Europe”
“Sustainable policies for flexible 
spaces and artistic structures”

•

•

Questions:
How do we establish creative 
spaces for culture? How do they 
grow? How are they organized? 
How can they be financed, 
given reduced political will to 
support Arts and Culture?
Is cultural policy out of sync 
with the needs of the cultural 
sector and the audiences? If so, 
what needs to be done to bring 
policy and practice closer?

The conference will take a look 
at what the future might hold and 
try to distill concrete recommen-
dations for policy change to be 
passed on to policymakers.

The third day of the conference 
features a Nordic Lab focusing on 
the specific conditions of the Nor-
dic and Baltic regions and what the 
cultural sector sees as crucial issues.

The conference gathers produc-
ers, directors, curators, artists, 
civil servants, and policymakers 
in an informal environment. Re:
Imagining Cultural Space offers 
an opportunity to connect with 
colleagues from all over Europe.

•

•

•

in collaboration with Culture Action Europe and Orionteatern, 
invites you to

Re:Imagining Cultural Space at Orionteatern 
in Stockholm, Sweden, November 17-19, 2010.

This international conference and lab 
is a part of SEAS X Stockholm, the 
final event of Black/North SEAS, an 
EU funded project.
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Speakers

Ann Larsson
Administrative Director
Konstnärsnämnden

Suzanne Osten
Theatre Director
Founder Unga Klara

Ozan Sunar 
Founder Re:Orient

Mikael Löfgren 
Journalist
Kulturverkstan

Birgitta Persson 
Director
TransEuropes Halles

Johan Forsman
Artist
Aktör &Vänner

Andreas Ribbung
Artist and Co-founder of 
CandyLand/Supermarket

Dragan Klaic
Writer, Teacher 
Felix Meritas Fellow

Stina Oscarson
Artistic Director
Orionteatern

Chris Torch
Artistic Director
Intercult

Birgitta Engling
Director
Riksteatern and advisory group 
WE ARE MORE Campaign for 
Culture

 

Practical Information & Registration
Conference language: English
Fee: SEK1300 including VAT (moms) (US$190/€140) which covers 
practical costs and lunch and coffee breaks during all three days. 
Registration deadline: October 29. The registration is binding and is 
done online at www.intercult.se/reimagining. 
Requirement: To join the Nordic Lab on Friday, November 19th, par-
ticipation in the conference is required.
Extra: All conference participants are offered a ticket to The League of 
Time and BADco at a special price. 

Information: www.intercult.se/reimagining 
                        reimagining@intercult.se         
             Tel. +46 8 644 23 10

About the Organizers
Intercult initiates large-scale, transnational and interdisciplinary 

artistic platforms like Black/North SEAS, and is active in the Swed-
ish and European cultural policy arena. Its defined mission from the 
Swedish Ministry of Culture is to run the European Resource Centre 
for Culture (ERC), which is also an EU Europe Direct office. The 
goal is to internationalize and modernize Swedish cultural structures 
through training, consultation, and networking. 

Intercult is funded by The Swedish Arts Council and the City and 
the Region of Stockholm. Its projects are supported by the EU Culture 
Programme, Swedish Institute, European Cultural Foundation, Nordic 
Culture Point, and others.

Chris Torch, Artistic Director of Intercult, is active in a number of 
networks and currently holds the post as vice-president for CAE (Cul-
ture Action Europe). He is also on the steering group of Platform for 
Intercultural Europe. He is based in Stockholm, Sweden.

Seas X 
SEAS X Stockholm presents two 

examples of SEAS co-productions:
The League of Time by BADco 
(Croatia): performance and 
video installation; and 
The Kiss & Waste Project by 
Anne Lise Stenseth (Norway). 

Seas X is the final phase of a 
four-year EU-supported project 
with a total budget of nearly €5 
million (US$6.8M) and involving 
hundreds of artists, technicians, 
and production staff. 

SEAS X Stockholm summarizes 
the experience and knowledge in-

•

•

spired by and connected to Black/
North SEAS, a European arts 
platform initiated by Intercult and 
developed in collaboration with 
seven co-organizers. Eighteen art-
works, actions, and performances 
were co-produced and presented 
in unconventional spaces in 
harbor cities throughout Europe. 
Short-term festival structures were 
adapted to local contexts in thir-
teen different countries. 

During the conference the docu-
mentation and evaluation website 
SEAS Dock will be launched, re-
flecting on the experiences of the 
last four years.

http://www.intercult.se/reimagining
http://www.intercult.se/reimagining
mailto:reimagining@intercult.se


50 INTERNATIONAL EVENTS 2010

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

50 INTERNATIONAL EVENTS 2010

mailto:nia@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=45&Itemid=102
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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
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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Do you hold any client, vendor, em-
ployee or others private data?
Are you aware of the notice require-
ments in each state if you lose 
control of that data?
What steps would you take/who 
would you call if you lost those 
private records?
Do you have a corporate wide pri-
vacy policy? 
Do you have a disaster plan specific 
to data breaches?
Are your records stored electroni-
cally? Are they on paper? Are the 
records secure? Do you shred old 
information?
Do any employees have access to 
private client records? Do you allow 
use of USB drives on computers with 
access to private data?
Are any records ever handled by a 
third party?
Are all of your laptops and wireless 
connections encrypted?
Are you confident your antivirus and 
firewall systems are 100% effective?
Have any of your systems been pro-
grammed by non-employees?
How would your clients respond if 
you lost their private records?
If your network was damaged or 
disabled by a virus or hacker at-
tack, would it be material to your 
revenues/income? Do you have a 
backup system? How long would it 
take you to recover? 

What kind of risks do you face? Con-
sider direct loss because of ‘injury’ to 
electronic data or systems resulting from 
acts of others. There is also liability for fi-

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

nancial losses or costs sustained by other 
resulting from internet or other electronic 
activities. These losses include theft of 
data, loss of future income, the cost of 
fixing the problem, expenses to protect 
customers, defense expenses and damages 
resulting from customer suits and suits 
from others. There are also expenses to 
comply with all federal and state notifica-
tion requirements.

Examples of possible cyber claims: 
Privacy – An online retailer attempted 
to sell its customers’ personal infor-
mation to pay creditors as part of the 
retailer’s bankruptcy. The retailer’s pri-
vacy policy had stated that personally 
identifiable information would not be 
sold. Several parties threatened to sue.
Privacy & Security – A hacker infil-
trated an online shopping website and 
stole 300,000 customer credit card 
numbers. The website faced claims 
from the customers for unauthorized 
charges made on the credit cards. 
Security – Companies that unknow-
ingly spread a worm, virus, or other 
corrupting file via email to third parties 
could face liability from those third 
parties for revenues lost as a result of 
the virus overloading the third parties’ 
computer network. 
Media/Content – A pathologist posted 
a message on a bulletin board accus-
ing another university affiliated doctor 
of receiving kickbacks from an outside 
company in exchange for his assistance 
with the company’s efforts to obtain a 
contract to provide pathology ser-
vices to the university. The university 
doctor sued, and a jury awarded him 
$675,000.

•

•

•

•

Intellectual Property – A business that 
used a competitor’s trademarked name 
as a metatag on the business website was 
sued by the competitor for trademark 
infringement and unfair competition.  

When considering a cyber insurance 
policy, make sure it includes the following: 

Duty to defend
Paper and electronic records
Medical, personal, financial and corpo-
rate private information
Notification costs, credit monitoring 
and other pre-claim expenses
Check whether voluntary credit moni-
toring costs are included
Fines and penalties, where insurable, 
including HIPAA
Network security – hackers, virus, em-
ployee sabotage; damage to 3rd parties 
data/networks
Check exclusions – safeguard exclu-
sions; intentional acts of employees; 
Insured vs. Insured – are employee 
claims covered? 

To control the risk of cyber threats, it’s vi-
tal that your company have stringent poli-
cies in place regarding privacy, information 
security and employee computer usage. 
Employee training on a regular basis is also 
important. The technical security con-
trols on your systems must be constantly 
monitored and updated – access controls, 
firewalls, passwords, encryption, and anti-
virus software. Finally, your company needs 
to have an Incident Response plan in place 
in the event that all precautions fail.

•

•
•
•

•

•

•

•

•

For 70 years Haas & Wilkerson 
Insurance has been one of the  
largest providers of insurance  
representation to the entertainment 
industry. The agency is national in 
scope, with approximately 100  
associates providing technical  
expertise and quality insurance 
representation at a competitive price. 
Beyond the standard price quotation, 
services include coverage analysis 
and recommendations at no addi-
tional cost. Our clients include fairs, 
festivals, carnivals, amusement parks, 
rodeos and special events throughout 
the United States.

Cyber Liability- Are You at Risk?

INSURANCE INSIGHTS
By Susan Greitz

Online hackers and viruses number in the thousands and are a 
faceless threat 24 hours a day, seven days a week. That threat 
is also growing on a global scale. The challenge is that technol-
ogy changes every single day and cyber threats are right behind, 
working overtime to keep up, or in some cases, staying ahead of 
those changes. These threats come in many different forms and 
can involve your e-business; the Internet; networks and infor-
mational assets. Look at the list below; if you answer yes to any 
of the following questions, you need to speak to your insurance 
agent about Cyber Liability protection.

in five years…

www.hwins.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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June Blair and Jim Kalfus
Nominated by: 

Kentucky Derby Festival
Louisville, KY – U.S.A.

Robbie McMeans
Nominated by: 

Downtown Fort Worth Initiatives, 
MAIN ST. Fort Worth Arts Festival  

Chesapeake Energy Parade of Lights
Fort Worth, TX – U.S.A.

Al Zitny
Nominated by: 

The Parade Company
Detroit, MI – U.S.A.

Mark Ballard
Nominated by: Macon Georgia’s International  

Cherry Blossom Festival
Macon, GA – U.S.A.

While there can only be one person named as the 2010 “IFEA/Zambelli Fireworks Volunteer of the Year,” 
we would like to take a moment to recognize all of the deserving individuals who were nominated this 
year. Each one stands out in their own special way, making it a very difficult decision for the committee 
to make. The spirit and dedication they have shown has helped to strengthen and shape the events they 
work with, which in turn, has helped to keep our industry and their communities strong. We invite you 
to join us in thanking them, and all volunteers, for their much-appreciated efforts.

Melinda Moritz
Nominated by: 

Pennsylvania Horticultural Society
Philadelphia, PA – U.S.A.
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June Blair and Jim Kalfus
Nominated by: 

Kentucky Derby Festival
Louisville, KY – U.S.A.

Robbie McMeans
Nominated by: 

Downtown Fort Worth Initiatives, 
MAIN ST. Fort Worth Arts Festival  

Chesapeake Energy Parade of Lights
Fort Worth, TX – U.S.A.

Al Zitny
Nominated by: 

The Parade Company
Detroit, MI – U.S.A.

Mark Ballard
Nominated by: Macon Georgia’s International  

Cherry Blossom Festival
Macon, GA – U.S.A.

www.hwins.com
www.zambellifirework.com
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www.ifea.com
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Watch for more information.

www.ifea.com

In Times of Uncertainty,
Leadership and Vision are Priceless

The IFEA Foundation and IFEA World Boards 
are pleased to announce the 

“Fund for the Future” Campaign

http://www.ifea.com
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We are a 12 piece, mobile band that can play anywhere from the midway to the boardroom. 
Our high energy show has been seen for over 30 years at fairs, festivals, events, sports

arenas, music festivals, parties and more throughout the United States and abroad.
For booking, contact: Steve Sutherlin (317) 884-3880 or email  

Steve at: steve@clownband.com See them on the web at: www.clownband.com

We are a 12 piece, mobile band that can play anywhere from the midway to the boardroom. 
Our high energy show has been seen for over 30 years at fairs, festivals, events, sports

arenas, music festivals, parties and more throughout the United States and abroad.
For booking, contact: Steve Sutherlin (317) 884-3880 or email  

Steve at: steve@clownband.com See them on the web at: www.clownband.com

AMUSEMENT RENTAL

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

BANNERS/FLAGS

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

MARKETPLACE
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.

mailto:steve@clownband.com
http://www.clownband.comWe
http://www.clownband.com
mailto:steve@clownband.com
http://www.clownband.com
mailto:brooks@fwworld.com
http://www.fwworld.com
mailto:pete@dixieflag.com
http://www.dixieflag.com
http://www.firstflash.com
mailto:cmcbride@checkersindustrial.com
http://www.checkersindustrial.com
mailto:Internetsales@rentnational.com
http://www.rentnational.com
mailto:svitale@pyrotecnico.com
http://www.pyrotecnico.com
mailto:zambelli@zambellifireworks.com
http://www.zambellifireworks.com
http://www.clownband.com
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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 entertainment 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 Mission Parkway, Fairway, KS 66205; Phone: 
800-821-7703; Fax: 913-676-9293; Email: carol.porter@
hwins.com; Website: www.hwins.com.

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

INTERNET

QUICKEDGE™ (EDGEWORKS GROUP LLC) - Since 1994 
our mission has been to drive more business through your 
website. We plan, design, build, and market success-
ful 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@edgeworksgroup.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.

www.kandkinsurance.com
mailto:steve@fabulousinflatabels.com
http://www.fabulousinflatabels.com
mailto:carol.porter@hwins.com
mailto:carol.porter@hwins.com
http://www.hwins.com
mailto:Dale_Johnson@kandkinsurance.com
mailto:Dale_Johnson@kandkinsurance.com
http://www.kandkinsurance.com
mailto:info@edgeworksgroup.com
http://www.edgeworksgroup.com
http://www.edgeworksgroup.com
mailto:marvin@sched.org
http://www.sched.org
http://www.sched.org
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Warwick Hall Profile continued from page 14 Bayou City Art Festival Industry Perspective continued from page 12

Rainforest World Music Festival 2010
continued from page 47

Sandra Goh and Samantha Chern are 
lecturers in the Temasek Polytechnic, School 
of Business, in Singapore. They are writing a 
research paper on sustainable events, using 
festivals and events in Asia as their case study. 
Both have taught events and tourism in a 
higher education establishment.

Contact:
sandrago@tp.edu.sg or 
wschern@tp.edu.sg

achieved the Festival’s largest attendance while celebrat-
ing its 25th anniversary. 

Today, the Bayou City Art Festivals – in Downtown 
and in Memorial Park – annually draw crowds of 
60,000+ and are ranked among the top art festivals in 
the country.

Other interesting Details: To date, the Bayou City Art 
Festivals have donated $2.6 million to Houston non-
profit arts and service organizations.
Awards: The Bayou City Art Festivals have been ranked 
in the Top Ten Festivals & Fairs in the U.S. in 2009 and 
2010 by the readers of AmericanStyle Magazine; ranked 
#12 of the “Best 200” art festivals by Sunshine Artist; 
voted “Best Festival in Houston” by the Houston Press.

The Bayou City Art Festivals invite area high school 
students to apply to participate in a juried Emerg-
ing Artists program, a site-specific art installation that 
becomes a showcase for local, developing artistic talent. 
During the festival, awards are presented for 1st, 2nd, 
and 3rd place.

for millennia. There are limited units available, and 
reservations must be made one year in advance of the 
festival in order to avoid disappointment.

Sustaining Culture,  
Sustaining Tourism?

The Rainforest World Music Festival was the start of 
the authors’ journey to discover successful festivals in 
enchanted venues in Asia. The experience has indeed 
opened them to a whole new perspective about a des-
tination through the host’s cultures. Friendships were 
forged with the local folks, completing the tour of Sar-
awak outside Mount Santubong. Many visitors already 
are planning their trip to Sarawak next year.

What is the best advice you’ve ever  
received?

Lead by example. Never expect anything from any-
one you’re not willing and capable of doing yourself.  

Personal Philosophy
Never lose the passion - with passion comes excel-

lence. Always treat others as you expect to be treated. 
Never compromise integrity. A smile uses far less face 
muscles than a frown. ‘Live’ life. “There are many ways 
to die; the worst is of old age carrying regret.”

Other background experience
I guess you could say I have not followed the tra-

ditional path into the industry. I served ten years as a 
Police officer with the last four as a sole charge respon-
sible for a small country region. Prior to that I did a 
stint in the Military with two years served in Singapore 
and Malaysia focused on jungle warfare. I think this 
time and training instilled a great focus on systems and 
procedures, which was the perfect training to move 
into the festivals and events industry.

www.cableprotector.com
mailto:sandrago@tp.edu.sg
mailto:wschern@tp.edu.sg
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