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

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

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

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

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

Maximize Your Sponsorship Revenue — 
IEG Can Help

 IEG SPONSORSHIP CONSULTING

®

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

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

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

MEMBER

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

Images
These are the true legacies that 
we share and leave in life.

And I believe that our indus-
try, around the globe, is respon-
sible for providing a vast num-
ber of those legacies, for our 
attendees and our communities. 
Our events truly are a constant-
ly changing kaleidoscope of 
color, characters, creativity, and 
culture, mixed together with a 
palate of our values and visions. 

And so, during the holidays, 
as you pause with your families 
and friends to reflect upon the 
years past and the New Year 
ahead, reflect also on the im-
portant role that we all play in 
the lives, memories and legacies 
of those around us. Then, turn 
your focus on the future and 
give the lens another turn. The 
image you create is up to you.

I wish everyone a safe, happy 
and healthy holiday and a pros-
perous and memorable New Year!

Stuck in Paris’s Charles De-
Gaulle Airport as a blanket of 
snow and ice covered the Euro-
pean continent and prevented 
my attendance at an IFEA Eu-
rope Board meeting, cell phone 
and computer batteries dead, 
I found a short novel on the 
shelves of an airport bookstore 
to replace the endless emails 
that I could no longer access. 
The Pulitzer Prize-Winning 
“Tinkers,” by Paul Harding, is 
the story of a dying clock repair-
man in the final days of his life. 

Almost more important than 
the storyline was the masterful 
use of language by the author 
that created indelible images 
– sights, smells and experiences 
– not easily forgotten by the 
reader. The book explores how 
we measure life, not through 
the passage of time, but 
through the accumulation of 
memories. Our lives are, as the 

author writes, a kaleidoscope 
of experiences coming together 
and constantly changing.

After all is said and done, it 
is the images of our selected 
experiences in life that we store 
and recount to family and 
friends; that we revisit in our 
minds over the passing of time; 
that bring us comfort and peace 
and smiles and joy and laughter 
and contentment. During a re-
cent car-ride to school, my son 
explained to me his images of 
Christmas over the years and the 
special sights, smells, sounds 
and experiences that he will 
carry with him throughout his 
life, sharing them with his chil-
dren and likely, they with theirs; 
and I realized that I carry many 
of my own similar images with 
me. Not dramatic experiences, 
necessarily, but often simple 
moments that resonate for some 
deeper reason in our minds. 
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ECONOMIC IMPACT STUDIES
In uncertain times, 

we must often remind 
those whose support 
we depend upon, of 
the important econom-
ic and social value that 
our festivals and events 
bring to the communi-
ties we serve. Having a credible and cur-
rent economic impact study can do just 
this, in addition to increasing credibility 
with stakeholders, providing quantified 
data to sponsors, presenting reliable data 
to base future marketing and program-
ming decisions and much, much more. 

Unfortunately, this critical resource, es-
pecially with credible credentials, is often 
financially out of reach for most events 
even in a good economic environment. 
Recognizing this, 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 com-

pile pertinent data necessary to interpret 
local data and provide a written Economic 
Impact Summary Report within 5 weeks 
of your event’s conclusion. (See complete 
program description for full details.)

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 

SPONSOR FORUM
In uncertain times, 

only the strongest 
business relationships 
survive. Strengthen 
the partnerships you 
have built with your 
festival’s sponsors by 
hosting an IFEA Spon-
sor Forum. When sponsors have to make 

difficult resource allocation decisions, 
they will remember the sponsor proper-
ties that gave them the tools and ideas 
they need to gain even greater value from 
their sponsorship investment.

Ease and Convenience
IFEA provides everything you need to 

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

Sponsor Take Aways
• Scores of new ideas and strategies to 

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

assets that can be harnessed to add im-
pact to the sponsor/event partnership.

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

• Proven techniques to measure spon-
sorship efficiency and sales increases.

Program Cost 
$2,000, plus moderator travel-related ex-

penses. The host event will provide the venue 
and basic AV equipment and is responsible 
for any food and beverage or entertainment 

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

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

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

Kyle Conway
Director of Partnership 
Grapevine Convention 

& Visitors Bureau

Take Advantage of IFEA’s

Products and Services

Professional

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=125&Itemid=248
http://www.ifea.com/pdf/IFEAEconomicImpactStudy.pdf
http://www.ifea.com/pdf/IFEASponsorForum.pdf
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functions related to the Sponsor Forum as 
designed and desired for your event.

ON-SITE CONSULTATION/
PROJECT TEAMS

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

Program Cost
Prices will be quoted based upon the 

scope of each project and will include 
any necessary travel-related expenses  
and materials. 

TRAINING PRESENTATIONS
Continued education 

and learning is the cor-
nerstone of any success-
ful event, but the cost to 
bring your entire staff 
and key volunteers to 
multiple training events 
can be prohibitive. Let 
the IFEA bring its educational offerings 
straight to your front door with its new line 
of educational workshops and presenta-
tions. Each of our wide range of industry 
topics is designed as a stand-alone presenta-
tion, but can be combined with others to 
provide a comprehensive and customized 
day(s) of training. The IFEA staff will work 
with you to assess your education needs and 
tailor a customized curriculum to take your 
organization to the next level, without ever 
leaving home.

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

Host Responsibilities
• Venue for the training event.
• Any required/desired food and beverage.
• Travel-related expenses for speaker(s).
• Marketing cooperation.

IFEA Responsibilities
• Marketing support for your program 

using our extensive database, as desired.
• Speaker selection and curriculum 

development support.

Program Cost
The cost of a customized training event is 

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

PROFESSIONAL FACILITATION 
SERVICES

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

tional clarity? 
• Define actionable 

priorities? 
• Create a sustainable strategic vision?
• Build better partnerships and enhance 

teamwork?
If you answered yes to any of these 

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

Program Cost
The cost of Professional Facilitation 

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

MATERIALS REVIEW
Perspective (per spek’ 

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

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

IFEA’s new Materials Review  
service offers you that fresh perspective 
by conducting a professional peer review 
of any materials or programs that you 
may be developing. Simply send us your 
draft copy and we will review it with a 
team of experienced industry profession-

als, make suggestions and recommend 
relevant resource materials. 

What Can We Review?
• Brochures and other Printed Collateral 

Materials
• Websites/online Marketing Campaigns
• Sponsorship Solicitation Materials/

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

Program Cost
Prices will be quoted based upon the 

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

PHONE CONSULTATION
Membership in IFEA 

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

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

Program Cost
An IFEA Phone Consultation package 

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

GETTING STARTED
For more information about any of the 

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

mailto:ira@ifea.com
mailto:penny@ifea.com
http://www.ifea.com/pdf/IFEAOnsiteConsultation.pdf
http://www.ifea.com/pdf/IFEATrainingPresentations.pdf
http://www.ifea.com/pdf/IFEAProfessionalFacilitation.pdf
http://www.ifea.com/pdf/IFEAMaterialsReview.pdf
http://www.ifea.com/pdf/IFEAPhoneConsultation.pdf


CURRENT EVENTS

In the big picture, this conservation-
centric approach can be a very good 
thing. With oil prices creeping back 
toward $100 a barrel, the trickle down 
effect of high energy costs can negatively 
affect the event and festival industry just 
like it does other travel-oriented ones.

After all, if gas and other related costs 
are higher, the possibility of decreased 
attendance is very real. In response to 
this, some have suggested that a silver 
bullet of sorts is to “go green” and rely on 
alternative energy sources.

While this sounds good in theory, if the 
cost of alternative energy is still higher 
than even elevated conventional energy 
costs, an event planner may not real-
ize an immediate financial benefit from 
adopting a “greener” strategy. Indeed, like 
many things, a balanced approach is key.

This month Current Events considers 
three steps that can balance the benefits 
of going green with the costs of doing so.

Consider the Extended Cost 
and Value

Every year, hundreds of festivals gear 
up for the Christmas season with huge 
displays of holiday lights. These thousands 
of strands of bright lights get plenty of 
“oohs” and “aahs” from guests fascinated 
by the brilliant array of well-lit displays.

Unfortunately, conventional Christmas 
lights can be very energy-inefficient. Worse 
still, they can be very expensive because of 
the high power bills they generate. Despite 
this, you can’t really have a light-centric 
festival without actually using lights. As a 
result, many event planners feel trapped 
into the seemingly inevitable combination 
of wasted energy and big electricity bills.

This is a false trap though as new tech-
nology has altered the equation and, in 
doing so, provided another option. In the 
case of lighting displays, Disney’s Hol-
lywood Studios theme park offers a good 

example since it has adopted a strategy of 
reducing power costs while still keeping 
the guests interested in their brilliant 
Christmas light display.

As home to the popular Osborne 
Family Spectacle of Dancing Lights 
special event each winter, this theme park 
knows a thing or two about energy costs. 
Traditionally, the park used conventional 
Christmas lights that numbered into the 
tens of thousands of strands.

Several years back though, Hollywood 
Studios began to use LED lighting. While 
the LED lights cost more than their non-
LED cousins, this upfront expense can be 
offset by the fact that the lights required 
less electricity and, in general, last longer. 

For a large company like Disney, absorb-
ing a bigger front end cost in order to 
later save money is more plausible even in 
tough economic times. That’s not always 
true for smaller events with tighter budgets.

Even so, when your festival is calculating 
the cost of going green, it’s critical to count 
both the short term and long term expense. 
Only looking at the immediate cost can 
cause you to miss savings down the road. 
Indeed, if you can afford the bigger invest-
ment at the outset, you might find that 
going green can, in the long run, save your 
event big money well into the future. 

Get Your Guests to Get 
Involved

Another option to increase your event’s 
“green-ness” is to offer guests the oppor-
tunity to get green rewards in exchange for 
green activity. For instance, at least one sum-
mer music festival is providing guests with 
a free bottle of water if the guest brings in 
several empty bottles for recycling.

The idea is to persuade guests to assist 
in an event’s sustainability and provide 
them a small incentive for doing so. This 
could range from free “green” samples 
by companies wishing to introduce their 

new products to special access for guests 
who bring in items for recycling or some 
other green activity. The access could in-
volve something as simple, and typically 
inexpensive, as early entry to the festival 
or a short behind the scenes talk or tour 
about the festival.

By incentivizing guests to go green, a 
festival can expend relatively little cost 
(an important reality for tight budgets) 
while actually providing a potential route 
for increased attendance.

Turn Your Green Strategy Into 
Its Own Attraction

Each year, the Montgomery, Alabama-
based MAX Federal Credit Union hosts 
an EcoMAX conference that invites guests 
to explore energy-efficient technology 
and practices in an entertaining yet infor-
mative setting. One of the event’s strate-
gies is to make going green an attraction 
in and of itself.

To do so, EcoMAX partners with green 
providers such as an electronics recycler. 
With many households filled with old 
computers and other unused electronic 
gadgets, the opportunity to dispose of 
these outdated products in an energy effi-
cient and fun setting turns the practice of 
going green into part of the event’s fun. 

Other parts of the event include using 
entertaining displays to show schoolchil-
dren how green practices (such as growing 
food locally) plants the “going green” seed 
(pun intended) early on—a great example 
of investing in your event’s “green strategy” 
by making it more than a back of house 
activity but, instead, bringing it to the fore-
front and turning into an actual attraction.

The end result could be that going green 
in a fun and interesting way could actually 
generate greater interest in your festival—
leading to the distinct possibility that your 
green strategies could pay off through 
increased attendance down the road.

By Chad Emerson

These days, many corporations, associations, and ad campaigns are increasingly focused 
on “Going Green”. From electric cars to solar and wind products, the idea of reducing your 
carbon footprint is becoming more and more popular.

Going Green Without Going Broke
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SUSTAINABLE EVENT MANAGEMENT

The hope for this new column is to demystify and decode  
these concepts and to lead you to where you can jump off into 
the world of Sustainable Event Management armed, informed 
and ready to take action.

My name is Meegan Jones, and I am an events sustainability 
addict. I have lived and breathed this stuff for quite a few years 
now. I have talked it through, thrashed it around, looked at it in-
side out, and wrote a book on it, all while still getting neck deep 
in compost bins and waste vegetable oil fuel at festivals.

So what is driving the subject of sustainable event management 
to the fore? The ever present threat of climate change impacts, 
and the increased understanding and acceptance of sustainable 
development by society, industry and government, are all leading 
to the business-as-usual model becoming redundant. We can’t 
keep doing what we have always done for much longer. Many 
readers will have taken great steps, leaps and bounds, towards 
reducing the impacts of their event operations. Many however, 
may not have yet touched the subject. That my friends, is going to 
have to change!

New international standards for event sustainability manage-
ment systems (ISO 20121) along with protocols for reporting 
and event sustainability performance (GRI EOSS) are just around 
the corner - launching in 2012. The time is now for a tune-up, 
upgrade and download of as much sustainability info as possible 
so you are well placed to identify the issues and to implement 
impact-reducing initiatives in your festival and event planning.

I have lots to talk with you about, and I hope I can provide an-
swers and clarity. More than likely, more questions will be raised 
and more discussion will be needed. 

While the principles of Sustainable Development are widely 
known and accepted across most nations, how this applies to 
the festivals and events industry, and how it plays out in action 
through an event’s planning and logistics have endless possibili-
ties. In this column we will drill down and dissect the issues and 
give you practical advice to common sustainability challenges. 
We will also look at how we can affect change industry-wide. 
Our supply chains need to green up their acts, but unless we, as 
festival and event producers, don’t ask them to (and know what 
to ask of them), change may not be forthcoming.

I hope to supply you with the topics to consider (purchas-
ing, waste, transport, energy, water, sanitation, accommodation, 
destination, human rights, fair labour, legacy …), how to uncover 
the issues as they apply to your festival or event, and most im-
portantly, how to use your festival as a showpiece for sustainable 
development solutions in action. Let’s get cracking!

By Meegan Jones

Sustainability. Greening. Environmentally preferable. Corporate social responsibility.  
Carbon emissions. Eco Friendly. You will have heard all of these terms, and may be  
wondering if they are the same thing, are related, are interchangeable and are all trying  
to get to the same point? Well, yes and no. 
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What creates the colors in fireworks?
When planning a fireworks display, 
what permits do you need to get?
What are the differences between 
close proximity fireworks and other 
pyrotechnic effects?
How are fireworks made?
How do you decide what your bud-
get should be for fireworks?
What is the difference between con-
sumer fireworks and professional 
fireworks?
Is there supporting data that you 
can use with your sponsors that will 
help persuade them to support a 
fireworks display for your event?
How much space do you need to 
have a fireworks display?
Can you have a fireworks display 
indoors?

What we most want to do however 
is answer your questions. So, if you 
have any fireworks related questions, 
please send them to zambelli@zam-
bellifireworks.com and we will address 
them here in this column. (Be sure to 
include your address with your ques-
tions or topics, as we’d love to send 
you a Zambelli Fireworks t-shirt!)

With that, we hope you all have a 
spectacular holiday season and we 
look forward to sharing the “A to 
Zambelli of Fireworks Displays” with 
you here in “i.e.” magazine starting in 
the New Year.

Zambelli Fireworks
The First Family of Fireworks

•
•

•

•
•

•

•

•

•

Proudly known as the “First Family of 
Fireworks,” Zambelli is one of the oldest 
and largest American fireworks compa-
nies. Today, the family name is synony-
mous with quality, creativity and safety.

The magic of Zambelli pyrotechnics 
has been televised around the world, 
on “MSNBC Investigates”, the Odys-
sey Network, the Discovery Channel, 
The Learning Channel and the British 
Broadcasting Company.

Blending tradition with innovation, Zam-
belli Fireworks can convert any concept 
or theme into an unforgettable fireworks 
extravaganza that leaves a memorable 
impression on everyone who sees it.

THE A TO ZAMBELLI 
OF FIREWORKS DISPLAYS

By Doug Taylor

Zambelli Fireworks is pleased to announce that beginning in the 
New Year, we will be bringing you a new column to “i.e.” maga-
zine called “The A to Zambelli of Fireworks Displays.” Here, we’ll 
be doing what else . . but talking fireworks! We’ll be answering 
your questions and sharing some of those little known interesting 
facts about pyrotechnics such as:

mailto:zambelli@zam�bellifireworks.com
mailto:zambelli@zam�bellifireworks.com
http://www.zambellifireworks.com
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in five years…

What type of companies need media 
liability insurance? Anyone who distributes 
information to others via a means of com-
munication (website, TV, radio, newspa-
per, magazine, email and other electronic 
medium) is potentially liable. That means 
if your webmaster posts customer service 
advice on your website that includes 
someone else’s copyrighted information, 
you could be facing a lawsuit. Likewise, 
if your electronic brochure includes a 
testimonial from an industry heavyweight 
- only your sales department neglected to 
get that individual’s permission to use their 
name, words or image, that is a potential 
problem as well. These errors or omissions 
by your firm can result in an expensive 
lawsuit, a sizeable judgment and a damag-
ing hit to your firm’s pocketbook and 
reputation. Media Liability insurance is 
designed to protect from claims or lawsuits 
due to copyright and trademark infringe-
ment, defamation of character or product, 
personal disparagement, and invasion of 
privacy. There are many examples of media 
liability cases, but the following examples 
demonstrate the scope of events this type 
of coverage would protect against. 

Copyright Infringement 
Two employees of a large U.S. bank 

using the music but not the lyrics from 
a famous song drew allegations of 
copyright infringement, instead of rave 
reviews. During a company meeting the 
two performed their version of “One” by 
U2 and received a cease and desist letter 
from the lawyers for the music publisher. 

In another example, a magazine was 
sued for its own advertisement that ran in 
a magazine. The advertisement contained 

a photograph of a well-known outdoor 
sculpture, but they didn’t have permission 
to use the sculpture in the ad. The cost to 
end the case was significant. Roughly two 
thirds of the money paid on the claim was 
for defense costs and one third was for the 
settlement payment to the plaintiff.

Trademark 
A famous rock star and a famous depart-

ment store met in court when the musician 
filed a right-of-publicity lawsuit against the 
store. The suit alleged that the store was 
selling tee shirts with his name and his 
picture but without his permission. 

Libel and Invasion of Privacy
A regional magazine in the East was 

sued concerning a photograph it ran in 
conjunction with a story detailing illegal 
immigrants. Plaintiffs alleged libel and 
invasion of privacy, and maintained that 
the photograph had no relationship to the 
story or the photograph’s caption. While 
the case was eventually dismissed on sum-
mary judgment, legal fees were significant. 

Another magazine publisher was sued 
in California for its use of a picture of 
two individuals in an advertisement for 
the magazine that was contained in the 
magazine. The plaintiffs alleged that their 
likeness had been appropriated without 
their permission. After a long protracted 
litigation, the case was eventually settled 
between the parties with a walk-away 
settlement (no payments to either party). 
Legal fees to defend the case were sizable. 

To illustrate a different type of privacy 
invasion, a major retail company was the 
target of hackers. The hackers got into the 
company’s database and stole private in-

formation on millions of customers. They 
used the information to create fake credit 
cards and rang up millions in charges. 
The company has been sued by their cus-
tomers and a group of banks. The banks 
sued the retailer for the money they 
had to pay as a result of the fraudulent 
charges. This type of event would also be 
reason to have Internet insurance. 

Defamation 
A battle between two competing waste 

disposal companies ended up in court 
in Texas. The two waged a court battle 
for more than six years that involved 
charges of defamation and interference 
with business relations. Neither of those 
charges would be covered by the standard 
GL policy.

In another example, one of the leading 
beer makers was sued by one of their dis-
tributors for defamation. The distributor 
had sued the brewer for breach of con-
tract; it was during that litigation that the 
alleged defamation occurred. The brewer 
said they were simply defending them-
selves when they talked to clients of the 
distributor and answered questions by 
the media. The suit was reportedly settled 
for more than $50 million dollars. 

According to Carol Porter, CPCU, Ac-
count Executive with Haas & Wilkerson 
Insurance, you can check with your insur-
ance broker for more information about 
Media Liability insurance.

For 70 years Haas & Wilkerson 
Insurance has been one of the  
argest 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.

How To Protect Your Company 
With Media Liability Insurance

INSURANCE INSIGHTS
By Susan Greitz

There are often news reports about a company or person being 
sued for defamation, libel, copyright or trademark infringement, 
and invasion of privacy. What you might not know is Media Liabil-
ity (a.k.a. Communications Liability) insurance can help protect 
your company from those types of lawsuits. Media Liability can 
be defined as errors and omissions in the written or spoken word 
or visual image resulting in claims alleging financial loss and/or 
defamation and invasion of privacy claims. 

http://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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INDUSTRY PERSPECTIVES

Brief history: The 2010 FIFA World 
Cup was a historically significant 
event for Africa, being the first 
World Cup to be hosted on the 
continent. Scan Display, a South Af-
rican based exhibitions and events 
specialist, was therefore honoured 
to be involved in a number of 
World Cup projects, most notably 
as the organisers of the 2010 World 
Cup Public Viewing Area (PVA) for 
the City of Johannesburg. 

Scan partnered with brand strat-
egy and activation experts, Zanusi 
Brand Solutions, to successfully 
tender for this project.

There were two conditions at-
tached to running the PVA. The first 
was that it had to be open to the 
public for the screening from 12 
p.m. to 12 a.m. for all soccer matches 
played over the tournament period 
– which amounted to 64 matches 
played over 25 days. Secondly, access 
had to be free of charge, to ensure 
that everyone in Johannesburg had 
the opportunity to be a part of the 
World Cup at the PVA venue.

Three large screens and a stage 
were set up in Mary Fitzgerald 
Square, an outdoor space situated 
in the culturally vibrant suburb of 
Newtown, Johannesburg. An array 
of entertainment was planned for 
before and after match screenings, 

such as Brazilian samba bands, the 
Soweto Opera, a Japanese free style 
dance crew and popular African 
artists like Dudu Manhenga (Zim-
babwe), Kunle Ayo (Nigeria) and 
Mandoza (South Africa). 

A food, retail and exhibition 
village was built alongside the 
viewing area, which featured a mix 
of both small local businesses and 
larger brand names. As no revenue 
could be made from gate charges, 
the selling of this space helped 
raise capital for the event.

An exclusive hospitality village was 
created overlooking the viewing area, 
and corporate hospitality packages 
were on sale to provide a secondary 
source of revenue for the event.

The City of Johannesburg made 
their resources freely available to Scan 
Display for the PVA, providing water, 
electricity, waste collection, portable 
toilets, medics and police security for 
the event. The City of Joburg 2010 
also allocated volunteers to assist 
at the PVA, in divisions as diverse 
as environmental health, tourism, 
security and general hospitality and 
assistance. The collective effort of ev-
eryone involved in making the event 
a success was heart-warming and a 
proud moment for South Africans.

In total, 200 000 people attended 
the PVA over the 25 days it was open, 

2010 FIFA World Cup 
Public Viewing Area

Attendance:
200,000 Annually

Budget:
R10 Million ($1.5 Million USD)

Dates:
June 11 - July 11, 2010

Event duration:
1 Month

 Number and type of events:
64 Game Screenings Over 25 Days

Number of volunteers:
70

Number of staff:
120

When established:
1�30 (FIFA World Cup)

Major revenue sources by percent:
Sponsorships ....................................70%
Selling of Exhibition & Retail Space .. 30%

Major expenses by percent:
Screen & Staging ............................ 40%
Management .................................... 20%
Security ............................................. 14%
Marketing .......................................... 10%
Entertainment ......................................�%
Hospitality ............................................4%
Fencing .................................................2%
Other .....................................................1%

Type of governance:
Board of Directors (6 in total)

CONTACT INFORMATION:
Pippa Walker
2010 FIFA World Cup Public Viewing 
Area (presented by Scan Display)
17� Jan Smuts Avenue
Parktown North, Johannesburg 
Gauteng, 21�3 – South Africa
Phone: +27-11-447-4777
Fax: +27-11-327-33�5
Email: pippa@scandisplay.co.za
Website: www.scandisplay.co.za

Continued on page 72

mailto:pippa@scandisplay.co.za
http://www.scandisplay.co.za
http://issuu.com/action/page?page=74
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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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 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-�46-2711 or 800-�81-7470.

Program Sponsors

Association Partner

   

www.zambellifireworks.com www.kaliff.com

www.kandkinsurance.com
www.dixieflag.com

www.zambellifireworks.com

The Sign of 
Professional Credibility

www.hwins.com

www.hwins.com

http://www.zambellifireworks.com
http://www.kaliff.com
http://www.kandkinsurance.com
http://www.hwins.com
http://www.dixieflag.com
http://www.zambellifireworks.com
http://www.hwins.com
www.ifea.com
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Jennifer Kehl, CFEE

Jim Curtis, CFEE

Bruce Erley, CFEE

Wendy Hartnett, CFEE

Shelly Harris, CFEE

Professor Gang-Hoan Jeong, PhD, CFEE

Leo Sears, CFEE

William O’Toole, CFEE

The Sign of 
Professional Credibility

Join us in Celebrating
our 2010 CFEE Graduates

Insuring the Worlds Fun©, One Graduate at a Time

0�/15/10

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=128&Itemid=106
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=129&Itemid=112
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=128&Itemid=106
http://www.kandkinsurance.com
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Every year events of every possible 
description are held around the world. Be 
they community events, large conferences, 
business meetings, religious celebrations 
or enormous music concerts, festivals, 
expos and sporting events, they all have a 
massive impact on our environment.

It could be said the most environmental-
ly friendly event is no event at all. But that’s 
no fun. Public parties always have been and 
always will be a part of the human story. 
Yet those who stage events have a social 
and environmental responsibility to reduce 
their impacts. If all event professionals kept 
sustainability at the core of their planning 
and decision making, then the cumulative 
outcome across the globe would be impres-
sive. But where do you start?

Written by a leader in the field, this 
new practical, step by step guide takes the 
reader through all the key aspects of how 
to understand and manage the impacts of 
events of any type and scale most places in 
the world. The product of tried-and-tested 
methods used across the event industry, 
coverage includes an overview of sustain-
able event management and detailed 
discussion of energy, zero emissions 
options, carbon management, transport, 
water, waste management and reduction, 
procurement and supply chains as well as 
communications and marketing.

Numerous examples and case stud-
ies from across the world are integrated 
throughout to illustrate key points includ-

Sustainable Event Management: A Practical Guide

BOOK REVIEW

er green event Glastonbury Festival, UK 
rock icons Reading & Leeds Festivals and 
the Danish over-achiever Roskilde Festival.

Case studies and examples also come 
from leading Australian events including 
Peats Ridge Festival, Big Day Out, Splen-
dour in the Grass, Meredith Music Festival, 
Falls Festival, Southbound and the iconic 
Woodford Folk Festival. From the USA 
green ground is covered by Boonaroo, 
Rothbury and Coachella festivals, along 
with the recent US Democratic Convention.

Readers are provided with checklists for 
action as well as additional tools for mea-
suring performance and assessing key sus-
tainability indicators. The book is coupled 
with a companion website that provides 
further materials, case studies, contacts for 
suppliers, discussion groups and more.

This is the indispensable one-stop 
guide for facility and event organizers, 
managers and professionals, and event 
management students who want to adjust 
their thinking and planning decisions 
towards sustainability and who need a 
powerful, easy to use collection of tools 
to deliver their events sustainably.

www.sustainableeventguide.com

About the Author:
Meegan Jones is an events professional 

focusing her work on developing sustain-
able management solutions for live events. 
Apart from producing practical solutions 
to sustainability challenges, working with 
industry peers she has researched and 
developed benchmarking and systems for 
assessing the impact of events. She uses 
her experience in marketing and event 
management across the retail, music and 
media industries to create scenarios which 
engage and activate the audience, perform-
ers, crew and the supply chain.

She worked for the past three years in 
the UK as Sustainability Co-ordinator for 
Festival Republic (Reading, Leeds, Latitude 
& Glastonbury Festivals), developed sus-
tainability solutions at Peats Ridge Festival 
in Australia, and has worked on sustain-
ability issues for Live Earth India and the 
London Marathon. She is currently sitting 
on the working group for Global Report-
ing Initiative’s (GRI) events industry sector 
supplement, is global greening consultant 
for the next round of Live Earth events, 
and is the events and festivals consultant 
for UK-based music industry climate im-
pact organization Julie’s Bicycle.

Chapter 1: Sustainability and Events
Areas Of Impact
The Power Of Change
Corporate Social Responsibility
The Sustainability Sell-In
The Industry, Suppliers & Contractors
Leaving a Legacy
Sustainability Policy
The Carbon Issue
Measuring Sustainability
Certification & Best Practice 

Chapter 2: Communications & Marketing
Green Positioning
Stakeholder Communication
Audience Communications
Communication Tools 

Chapter 3: Energy & Emissions
Indoor Events
Powering Outdoor Events
Sustainable Biofuels
Zero Emissions Energy
Lighting
VOCs & Waste Emissions
Carbon Offsetting
Measuring Performance 

Chapter 4: Transport
Freight
Crew & Participant Transport
Audience Transport
Measuring Performance 

Chapter 5: Water
Water Scarcity
Water Use & Conservation
Water Messaging and Promotion
Waste Water Management
Toilets
Showers
Measuring Performance 

Chapter 6: Purchasing & Resource Use
Impact of Consumption
Purchasing Policy
Life Cycle Impact & Ecological  
Footprinting
Product Re-Design
Environmentally Responsible Purchasing
Eco-Labelling
Climate Impact of Purchasing
Ethically & Socially Responsible 
Purchasing
Product Guide
Re-Use & Re-Purposing 

Chapter 7: Waste
Waste Management In Your Community
What Waste At Your Event?
Production Waste
Audience Waste
Waste Prevention
Waste Management Techniques
Biodegradable Waste

•
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•
•
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•
•
•
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•
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•
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Book by Meegan Jones

ing how to avoid common pitfalls. Fes-
tivals profiled and their systems revealed 
include the iconic and incredibly green 
Boom Festival in Portugal, desert-based 
Burning Man in Nevada USA, grandmoth-

http://www.sustainableeventguide.com
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For more information go to:

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/joomla1_5/index.php?option=com_content&view=article&id=245&Itemid=475
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BEYOND THE LOGO!
A SECRET TO YOUR 
EVENT SUCCES

Activation is defined by IEG  
(International Events Group)  
as “the marketing activities a 
company conducts to promote 
its sponsorship. Money spent 
on activation is over and  
above the rights fee paid to  
the sponsored property.”

Wikipedia defines Sponsorship 
Activation as “a term used by 
many sponsorship professionals 
referring to how sponsors use 
the benefits they are allocated 
under the terms of a sponsor-
ship agreement.”

by Gail Lowney Alofsin
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However you choose to define it, 
sponsorship activation is one of the most 
critical elements of the event process. In 
order to ensure sponsorship success, a 
sponsor must reach “beyond the logo” 
to establish clarity and understanding in 
regard to their connection with an event.

When we are meeting with a potential 
sponsor, we cannot assume that they 
have been involved with sponsoring an 
event in the past, even if their company 
has. Once a sponsor has committed to 
be involved with an event, your mindset 
must center on what you can do to ensure 
their success.

As event professionals, we must ensure 
that our sponsors make the most of the 
assets offered with the partnership in 
order to avoid activation oversights. Clas-
sic activation oversights include taking a 
“one size fits all” approach to event mar-
keting, not utilizing the benefits offered 
or missing the opportunity to interact 
with guests at an event. 

It is our responsibility to assist our 
sponsor with an activation strategy 
aligned with the event or venue. Make 
sure that there is money built into your 
sponsorship fee for activation or that 
your sponsor has earmarked additional 
dollars to augment their investment. Ac-
cording to IEG, the average sponsor will 
spend $1.90 in activation for every dollar 
spent on rights fees. 

Sponsorship has a learning curve. You 
cannot assume that your sponsor under-
stands your industry or how to leverage 
all the assets allotted with their partner-
ship. I have heard event organizers ex-
claim, “our sponsor wasted their oppor-
tunity and did nothing with their booth.” 
Earth to event planner! It is your respon-
sibility to ensure your clients’ success. 

Public Relations, traditional advertising, 
product sampling, hospitality, employee 
involvement and non profit alignments 
are among the many ways that sponsors 
can activate their partnership. 

It costs six to eight times more to find 
a new customer (think sponsor!) than to 
keep an existing client loyal. On aver-
age, an existing customer will deliver a 
profit margin twelve percent higher than 
a new customer. Think of activation as a 
renewal strategy! So without further ado, 
let’s ACTIVATE! 

A “Attraction!”  
What kind of an activity will attract 
people to your sponsor’s booth? 
We have created successful pro-

grams for our clients as simple as adding 
a complimentary face painter or “balloon 
man” to their area, offering an afford-
able way to ensure family engagement. 
The children are occupied and enjoying 

the experience while their parents have 
an opportunity to learn more about the 
company sponsoring the entertainment.

Several years ago, when we welcomed 
Barefoot Wines to our internationally 
acclaimed, Great Chowder Cook-Off, 
we created the “Barefoot Wine Toss”, 
an activation strategy to add value to 
the complimentary sample of wine that 
guests receive at both the Hospitality 
soiree prior to the event and on Saturday 
during the main event. 

At the pre-event hospitality party, our 
guests purchase large bands as a donation 
to the events’ non-profit. These bands 
are tossed toward the wine display with 
the objective of landing on the neck of 
the bottle. If the band lands, a full bottle 
of wine is given to the participant. If the 
band does not land, the attendee receives 
a Barefoot wine branded necklace, tote 
bag or other premium. Everyone is a 
winner! 

The next day, at the main event, which 
attracts thousands of people, attendees 
are invited to toss a band for free in 
order to procure a sample of wine and a 
promotional item. Needless to say, this 
activity attracts quite a line. Our guests 
are entertained in the line as they watch 
other attendees toss the bands, giving 
them time to create their own strategy for 
a successful toss! 

C “Check Everything!”  
TRIPLE CHECK every detail of the 
partnership agreement and activa-
tion strategy. “Don’t expect other 

people to do their jobs to your expectations.” 
The reality is that your client may not 
be as important to the other parties in-
volved in the event or venue sponsorship. 
Your employees, colleagues or festival vol-
unteers may not have the same customer 
service skills, passion or attention to 
detail that you do. You are responsible for 
the outcome of the sponsorship program. 
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Even the most skilled co-workers “forget.” 
Most of us learn this lesson the hard way! 

T   “Time Line”  
Create a realistic and detailed 
timeline that outlines action steps, 
due dates, and the person account-

able for the fulfillment of these respon-
sibilities. Leave nothing to chance. The 
timeline will assist you, your team and 
your client in staying on track. Give your 
clients plenty of time to organize deliver-
ables that are their responsibility (logo, 
guest lists, set up information, etc…). 

I “Information”   
Communication is the key to event 
success. Use worksheets, email, 
voicemail, and other communication 

vehicles to get information to your team 
and clients. Procure signatures on im-
portant paperwork such as contracts and 
function sheets. Plan weekly or bi-weekly 
meetings with your team and other stake-
holders to make sure everyone is on track 
and on board! 
 

V “Viral” 
At the very least, you want to 
ensure that your website is easy to 
navigate, up to date and provides 

pertinent information about the event. 
With the emergence (and then some!) of 
social media, your event Facebook page 
and Twitter account must engage in “con-
versations” with your clients. You want to 

be “pulling” potential attendees toward 
you with meaningful content, versus 
“pushing” information on them. 

One example of viral activation is 
Volkswagen at the Stop & Shop Tastes 
of Rhode Island. Our Newport Water-
front Events Facebook page posted “Free 
Admission to the Tastes of Rhode Island” 
when you show your Volkswagen key. 
This post was shared with Volkswagen 

clubs in the tri-state area (Rhode Island, 
Connecticut, & Massachusetts) and 
served to “pull” people to the event. The 
Volkswagen activation team consisted of 
agency professionals who knew the an-
swers to questions regarding the vehicles 
on display, inclusive of the 2011 Jetta, 
debuting at the event. The result? On site 
sales of Volkswagen cars and an outstand-
ing lead pool to follow up on! 
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As a top rated IFEA and 
IEG international conference 
speaker, sponsorship and event 
marketing expert Gail Lowney 
Alofsin finds activation the most 
exciting part of the sponsor 
relationship! Visit www.newport-
waterfrontevents.com, www.
gailspeaks.com, email gailalof-
sin@yahoo.com or call 401-
640-4418 for more information!

A “Acknowledge” 
You cannot thank people enough. 
Aunt Joan always taught us to 
“write a thank you note for a thank 

you note” and to be appreciative. Thank 

your clients for their time, their endorse-
ment, and their belief in your program. 
Acknowledge your sponsors when they 
attend the event. Make sure they know 
where to park. Greet them at the entrance 
of the event with their name badges, 
event souvenirs, beverage and food 
tokens. Know the names of their family 
members. Escort them through a quick 
tour of the event inclusive of their display 
and make them aware of the location of 
any hospitality area where they can relax 
and recharge during their visit. 

T “Tchotchke’s” 
Tchotchke’s, (pronounced 
CHACH-keys) are the promo-
tional items that are distributed at 

events. As simple as a sticker or lip balm 
to a commemorative pin, cup or t-shirt, 
promotional items are an effective way to 
keep the name and memory of your event 
and your sponsor “top of mind,” long 
after the event is over.

Southwest Airlines creates “value” for 
their promotional items with a “wheel 
spin” that attracts thousands of people 
lining up to win a package of peanuts, a 
Southwest Airlines coozie or the popular 
inflatable airplane hat! In exchange for 

the attendees name and email address, 
Southwest offers a spin at the wheel 
and the opportunity to be entered in a 
drawing to win two tickets anywhere that 
Southwest flys. Now that is a line worth 
standing in! The Southwest Airlines 
team is comprised of vibrant Southwest 
employees who care about their company 
image and stay engaged hour after hour 
listening to attendees rave about South-
west Airlines!

The Amica Insurance Family Area is a 
perpetual favorite at the Great Chowder 
Cook-Off. Offering a reprieve from the 
“action” of the event; children and their 
families are invited to sit at comfort-
able tables and create artistic chef hats 
that they can decorate and wear at the 
event. Their parents are welcome to a 
complimentary and coveted lip balm (the 
Amica Insurance lip balm is quality!) 
in addition to hand sanitizers for their 
families. Their activation often includes 
an activity tied to their national platform 
of triathlons and marathons, inclusive 
of a photo area where you can have your 
photo taken with a choice of three back-
grounds – running, swimming or biking! 
The Amica Insurance area is known as a 
“destination” and their team is engaged 
and energetic throughout the day! 

E “Energy!” 
Make Creativity Your Trademark! 
- There is so much creativity that 
can be garnered via one or a series 

of “white board sessions.” Get your 
group together and brainstorm around a 
whiteboard and record the possibilities! 
A decision made by the group and client 
will have more success than an idea that 
is “dictated” by the team leader. 

Events that are creative, organized, and 
executed with passion and attention to 
detail will be remembered. Memorable 
events lead to referrals. Referrals lead to 
more business! It all comes full circle...
and then some! Go beyond the logo, cre-
ating relationships that are win-win-win 
for you, the sponsor and the attendee! 
The sky is the limit…literally in some 
cases!

http://www.newport�waterfrontevents.com
http://www.gailspeaks.com
http://www.gailspeaks.com
mailto:gailalof�sin@yahoo.com
mailto:gailalof�sin@yahoo.com
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I can scarcely think of a worse sales 
pitch than, “We’re broke, and we need 
your money to pay our bills.”

Yet that is precisely the underlying 
pitch some events, festivals, destinations, 
cities, and nonprofits use to announce 
new sponsorship initiatives. New Orleans 
officials used it to sell, or perhaps justify, 
corporate sponsorship rights to the 2006 
Mardi Gras. The city wanted the money 
to pay for police overtime, trash clean 
up, advertising, and other costs it would 
incur for that year’s event, the first since 
Hurricane Katrina battered the city’s 
physical and financial infrastructure. 

Five years later, a complex set of man-
made forces has delivered equivalent devas-
tation to the budgets of U.S. federal entities, 
states, and municipalities, leaving officials 
grasping for ideas on how to pay for parks, 
prisons, and potholes. Besides levying petty 
fines and threatening service cuts, corporate 

sponsorship is among the suggestions. Some 
have even suggested putting sponsorship 
opportunities up for bid!

Nonprofits, associations, and event and 
festival leaders sometimes do something 
similar by seeming to imagine a magical 
land where corporations are churning out 
checks. At the risk of being a joy kill, I’m 
going to say it: it’s just not true.

I urge government officials, along with 
nonprofit and event and festival leaders 
who may be facing similar revenue chal-
lenges, to heed the lessons of the 2006 
Mardi Gras. While I have no doubt that 
sponsorship of Mardi Gras, along with 
many city, state, and nonprofit programs 
and events worldwide, would represent 
excellent value for the right corporate part-
ners, this sales pitch represents precisely the 
mindset we need to abandon.  
Corporations do not sponsor events or 
programs to bail municipalities and organi-

zations out of deficits or funding squeezes. 
Corporations sponsor successful events or 
programs that offer them high value, with 
strong returns on their investments.

Corporate sponsorship dollars are not 
jackpot winnings from a slot machine. 
They are not quick bucks made to waylay 
cash flow problems or fend off some 
negative state. This income is derived after 
careful decision-making to develop a new 
market – the corporate market – for an 
operation’s business development efforts.

Yes, this income will allow cities, states, 
non-profit organizations and events to pay 
their bills. True also: governments, non-
profits and festivals may need to develop 
this revenue urgently to diversify income 
streams. However, these operations will 
have a much greater chance of success 
with corporate sponsorship when coming 
from a position of strategic strength rather 
than from one of financial desperation. 
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program. In my work with clients, I’ve 
met individuals from other organizations 
whose boards and leadership approve 
the decision to develop sponsorship, but, 
with no real understanding about what 
that decision means, they sabotage the 
success by sticking wrenches in the plans.  
At the other extreme, I recently spoke 
with one nonprofit board split about 
whether to pursue the corporate sec-
tor. Their policies and parameters were 
so narrow that maybe five companies in 
the entire world would rank on their 
acceptability meter. No telling if this 
teeny prospect list would be a fit other-
wise, based on the companies’ goals, so I 
urged this group to abandon the idea of 
sponsorship. It’s just not the right fit for 
every organization, event, festival, or gov-
ernment entity, and that’s OK. You don’t 
want to box yourself in a corner; instead, 
you should be thinking expansively and 
with clear, workable parameters.

Assets. Next, in order to develop spon-
sorship opportunities, your team must 
conduct an audit of the assets that your 
organization offers the corporate market. 
What assets will you leverage to provide 
value to corporate partners? How will you 
know that these assets are of value and 
will meet your customers’ needs?  
These assets take the form of access to 
your audiences through marketing efforts 
and through the value of leveraging your 
programs, events or festivals. Corpo-
rate sponsorship is distinct from other 
vehicles in the traditional marketing mix 
because it offers qualitative, experiential 
benefits. Simply sticking a logo on a 
brochure is not corporate sponsorship. 
Having a mosaic of logos on the back of 
your festival t-shirt is not sponsorship. 
Calling a company a Gold, Silver, or 
Bronze sponsor is not sponsorship. These 
approaches are of very little value to cor-
porate marketers and to your own event 
or organization.

How will your operation enable 
experiential opportunities for corporate 
partners? How will these interactions 
showcase the sponsors’ products or 
services before your customers? How will 
your program derive meaningful results 
for your corporate partners?

Value. Conducting this audit will help 
your team become keenly conversant 
with your corporate sponsorship oppor-
tunity and will help you recognize the 
value of your programs or events to meet 
the business and marketing goals of cor-
porate partners. With this understanding, 
you will then be able to assign fees to this 
value. First, shape what your program can 
do for potential partners. How can you 
package these benefits to ensure that you 
meet your partners’ goals and that you 
don’t leave money on the table?

Marketing. The next step would be to 
hit the streets and begin marketing your 
sponsorship opportunities. The key to 
this sort of marketing – or selling – is in 
cultivating and developing relationships. 
Be sure your team has adequate time and 
resources to research appropriate part-
ners, cultivate relationships with these in-
dividuals, propose ideas, negotiate deals, 
and ultimately attract corporate partners 
for your operation’s programs or events 
that will build and grow over time. 

Fulfillment. The relationship doesn’t 
end with the signing of an agreement. In 
fact, it’s just beginning. Your team will ful-
fill your operation’s obligations and help 
your new partners execute meaningful col-
laborations. There are deadlines, artwork 
to develop, even more details to negotiate 
as the plans and ideas come to fruition.

And this process is ongoing. Just like 
the development and growth of any new 
product, service, or program. Your staff is 
continuously fortifying its relationships 
with your corporate partners, which will 
strengthen the partnership and foster 
longevity.

If you’re considering sponsorship to 
help diversify your revenue, think of cor-
porate sponsorship as a new service your 
operation offers. First, develop a strategy. 
Understand the value you have to offer 
partners. Take the time to ensure that you 
have the proper infrastructure, compe-
tence, resources, and cultural support for 
your sponsors to thrive. 

Postpone corporate sponsorship devel-
opment until you are able to launch the 
program with a service that prospective 
partners need and want, no matter how 
urgently you may need the income. Al-
locate resources for the start-up phase, and 
be sure there are policies and adequate 
cultural support. Think big. And don’t beg.

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 1�87, 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.  
© 2006-2010 Gail S. Bower. All rights reserved 

6 Steps to Sponsorship 
Success for Civic, Festival and 
Nonprofit Leaders

Imagine corporate sponsorship as a 
new business venture, like launching a 
new product or service. You wouldn’t just 
wake up in the morning and announce a 
new product or service. Rather, you’d learn 
more, prepare your organization, ensure 
that you’re assembling the right team, that 
your product or service meets a market 
need and allows your effort to be distinct.

The same strategizing applies to spon-
sorship development. When I work with 
clients to develop this potential, clients 
are amazed at what a paradigm shift 
they are making and at how much more 
valuable their program is with outside as-
sistance than if they’d launched on their 
own. Frequently, organizations kick off a 
sponsorship program, get going, and then 
realize they’ve bitten off more than they 
realize and may be thinking too small. 
Uh oh. Then they spend more time and 
resources doubling back, making correc-
tions, and essentially restarting.

Sponsorship is not RFP-worthy. Think-
ing you can put your sponsorship op-
portunity up for bid, like several govern-
ment leaders indicated recently, is wishful 
thinking. Similarly, government officials 
strong arming corporate leaders to sup-
port their sponsorship programs will also 
backfire, especially when the next election 
rolls around. (To any corporate readers, 
resist. You need your own strategies, and 
bending to pressures from public officials 
does not a strategy make.)

Here, then, are six key steps in broad 
strokes that your operation needs to make 
in order to lay the important groundwork 
for success with corporate sponsorship.

Staffing. First, be clear that your opera-
tion is prepared to launch and sustain the 
initiative. Sponsorship development, like 
any endeavor, requires ongoing atten-
tion from staff members to create new 
opportunities; to cultivate relationships 
with potential partners; to share these 
ideas with and market them to prospec-
tive corporate partners; to negotiate these 
deals; and ultimately to fulfill the benefits 
and obligations of the partnership. 

Who on your staff will be responsible 
for developing sponsorship? What quali-
fies him/her to lead this initiative? What 
experiences indicate that this person 
will be successful? How will this person 
or team be supported? How will these 
responsibilities fit in with overall respon-
sibilities?

Policies & Parameters. Along with 
your staffing operation, you’ll want to de-
termine a range of policies and parame-
ters – ranging from minor logistical issues 
to important strategic ones – that will im-
pact or be affected by your sponsorship 

http://www.GailBower.com
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The Power of 
Partnerships 
Enhancing Your Event

part·ner·ship (-s/hip’) 
the state of being a partner;  
participation
the relationship of partners;  
joint interest; association 
an association of two or more  
partners in a business enterprise 
a contract by which such an  
association is created 
the people so associated

Webster’s New World College Dictionary Copyright © 2009
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•

By Carla Marshall
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Keys to Successful 
Partnerships 

Finding a Fit
A fit for your event can be anything 

that you might need or want for your 
event. Are there components that you’d 
love to add to your event that are not 
available to you due to lack of budget, 
staffing or other resources? Are you look-
ing for a new spin to take your event to 
the next level? First, determine not only 
what you need to create or grow your 
event, but also what you have to offer to 
a potential partner. Next, take a look at 
who is in your community that might 
have those skills, services or products and 
find out what they might be looking for, 
that your event can bring to the table.

If you’re just beginning to think about 
a partnership for your event, be open to 
community suggestions. If you’re not 
sure what you’d like to add to an existing 
event, accept proposals for event en-
hancements and then negotiate to come 
to a mutually beneficial arrangement. 

Nurture the Relationship
So you’ve found someone to partner 

and work with you on your event. Now 
what? You need to get to know your 
partner to grow your relationship so it 
can succeed as a true partnership. Open 
communication will help instill trust. So 
not only do you want to be open about 
what you need to enhance your event but 
you’ll want to listen to what your new 
partner is hoping to achieve out of the 
relationship. 

1.

2.

Work as a Team
Like any relationship, both parties need 

to agree on the outcome and be working 
toward a common goal – in this case, a 
great event. Again, two way communica-
tion is key as is compromise and meeting 
in the middle to ensure that everyone 
involved feels valued and an ROI (return 
on investment) for their contribution. 
Consensus is crucial! 

Respect the Organizational 
Mission of Each Partner
Although there are many creative, great 

ideas we’d all love to pursue, at the end 
of the day, if it doesn’t fulfill the organi-
zational mission or direction, it may not 
be the best direction to take. Be aware of 
why your partner does what they do and 
ensure they know why you do what you 
do. 

Respect the Expectations and 
Limits of Each Partner
Be clear on what you can bring to the 

table and what you would like your part-
ner to contribute. Be upfront regarding 
any restrictions or limitations you may 
have whether it be budget, corporate poli-
cies or other resources that may restrict 
what you can offer to the partnership. 

The Benefits of Partnerships 

Cost Sharing
More and more, we’re all expected to 

do more with less. Finding a partner that 
offers a service or product that perhaps 
you wouldn’t be able to afford can stretch 

3.

4.

5.

1.

your budget. Similarly, if you could never 
afford that large marketing campaign, a 
partner that can split that cost can sud-
denly make the unattainable (e.g. televi-
sion) more affordable. 

Co-op and Reciprocal Marketing 
Opportunities
And speaking of marketing, co-op 

marketing opportunities can be arranged 
through partnerships. Your partner’s logo 
and information can be added to your 
marketing efforts and your partner can 
do the same for you. This may be applied 
to your entire marketing plan or the por-
tion that fits your partnership agreement. 
The most basic reciprocal arrangement 
could be adding each partner’s link to the 
other’s web site. This can be expanded 
through social marketing (e.g. Facebook, 
Twitter, YouTube, etc.), print marketing 
(paid advertisements, brochures, pro-
grams, etc.), and broadcast marketing 
(television, radio, etc.). 

Resource Sharing
Is there ever such a thing as too many 

resources when it comes to event produc-
tion? Perhaps your partner has staff to 
spare? If your partner happens to be a 
corporation, perhaps they have a volun-
teer program to encourage their staff to 
give back to their communities. Find out 
if your partner has access to otherwise 
difficult to secure or expensive talent, or 
knowledge about a new area in which 
you’d like to expand your event. Or per-
haps your partner owns or has access to 
specialized equipment or unique facilities 
that you’d love to have to enhance your 
event. Depending on the nature of the 
partnership, perhaps it’s you that brings 
these resources to the table. 

Workload Sharing
A true partnership is 50/50. In the 

event that you are able to secure this valu-
able relationship, you should find your-
self sharing the workload of your event. 
Perhaps your event is comprised of zones 
in which your partner works with you 
to produce a new zone or themed area. 
Another arrangement might look like one 
partner handling the event logistics with 
the other partner handling the talent and 
programming. As you probably know, 
there is no end to the list of things to do 
in order to produce a successful event, so 
the possibilities are endless! 

Case Study:  
Celebrate the Brant Inn 
The Waterfront at Downtown 
Burlington and danceScape

In 2006, danceScape, a local ballroom 
dance studio, approached Waterfront 
Staff with a proposal to introduce a ball-
room dancing event at The Waterfront. 

2.

3.

4.

A partnership, by definition, is a formal 
agreement between two or more parties who 
have agreed to work together in the pursuit 
of common goals and will mutually benefit 
from the relationship. Applying this concept 
to events can open up a world of opportuni-
ties to enhance your event. Event partnerships 
can range from reciprocal links on websites to 
providing services to taking on a significant 
portion of the event responsibilities.

Interested in developing a partnership for one 
of your events? These steps will help you en-
hance your event with a partnership.
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The Waterfront Team had printed pieces created to market Celebrate the Brant Inn on behalf of 
The Waterfront at Downtown Burlington and their partners, danceScape.

6.875 x 8.625” Process

Celebrate the memories of the 
historical Sky Club with Ballroom 
Dance Studio danceScape and your 
hosts Alex Reynolds and Beverley 
Cayton-Tang. Dance the night away 
under the stars on The Compass 
at Discovery Landing (or in The
Observatory in case of inclement 
weather) at The Waterfront at 
Downtown Burlington.

Register to reserve your seat today through RecExpress!  TTR# 214156 
For more information call 905-335-7766 or visit www.burlington.ca/waterfront

!
Historically and locally, this was a good 
fit for the Waterfront. Discovery Landing 
had just been built at the Waterfront at 
Downtown Burlington and staff was de-
veloping new programming for the site. 
From the 1930’s to the 60’s, this location 
had been home to the internationally 
renowned Brant Inn Night Club, which 
featured Big Bands and dancing. Could a 
ballroom dancing event be developed in 
partnership with danceScape to pay hom-
age to this piece of Burlington’s history? 
danceScape’s studio is located in down-
town Burlington but they were looking to 
bring their offerings out into the commu-
nity and show visitors to The Waterfront 
how much fun ballroom dance lessons 
could be.

Celebrate the Brant Inn would be a 
tribute to the Brant Inn Sky Club and 
feature ballroom dancing performances, 
demonstrations, and lessons set to music 
from the era of the 50’s and 60’s, when the 
Brant Inn was in its hay day. And given the 
recent popularity of shows such as Danc-
ing with the Stars and So You Think You Can 
Dance, we decided to create the event. The 
format of the event was mutually planned 
and numerous discussions took place to 
determine roles and responsibilities. For 
this event, the following was determined: 
(see chart below) 

Responsibilities
This has proven to be a nice balance  

for both teams. The Waterfront team  
has access to a premier Waterfront  
location and facility and is comprised  
of professional event planners and 
marketers. The danceScape team is lead 
by National Ballroom Champions who 
are entrepreneurial by nature. Their team 
features professional choreographers  
and performers, as well as volunteers  
and dance students of all ages. 

Waterfront Team danceScape Team
Logistics – rentals, sound, lighting, etc.

Event venue – permits, bookings

Event staff – set up, tear down, etc.

Marketing – traditional print, broadcast,
media releases, etc.

Local celebrity host – locate and book

Programming – demonstrations,
performances, lessons, music

Photographer, Videographer

Talent – dancers, choreographers

Costumes

Social Marketing – Facebook, YouTube

http://www.burlington.ca/waterfront
email:waterfront@burlington.ca
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Carla Marshall has been involved 
in event planning since 1��5 and 
has worked on a variety of events for 
companies such as Tories, Software 
Spectrum and The Toronto Eaton 
Centre. She is currently at the City 
of Burlington and was previously the 
Waterfront Supervisor where she de-
veloped various events and programs 
for The Waterfront at Downtown 
Burlington including the Discover 
Sandcastles Festival. Recently, the 
Festivals & Events Unit was added to 
her portfolio so she now oversees the 
team that manages and runs events 
city-wide. 

Carla Marshall, Supervisor of Festi-
vals & Events
Festivals & Events Office 
3�0 Brant St., Burlington, ON 
Canada 
Email: marshallc@burlington.ca 
Phone: �05-335-7724 
www.burlington.ca

Event attendees practice their dance moves during a segment of the event that allows for open 
dancing on the 2000 sq. ft. outdoor dance floor overlooking Lake Ontario in Burlington.

Co-op and Reciprocal 
Marketing 

The Waterfront has a marketing budget 
and staff to create traditional marketing 
pieces such as flyers, posters, and print 
ads (e.g. newspapers and magazines). 
Waterfront Staff also write and has media 
releases distributed on behalf of both the 
Waterfront and danceScape. When budget 
allows, broadcast advertising, such as 
radio, is also provided by The Waterfront.

danceScape does not have a large 
marketing budget but they are resourceful 
in their social and face to face market-
ing. Their team appears at numerous 
events throughout the year and encour-
ages their students and fans to attend 
the event. Their presence on the internet 
through their website (www.dancescape.
com), Facebook and YouTube is invalu-
able as The Waterfront Team is part of a 
municipality that does not have corporate 
permission to access to these tools. 

Resource Sharing
For Celebrate the Brant Inn there is an 

equal sharing of resources. The Water-
front provides the venue and logistical 
items: tents, outdoor dance floor, sound 
and lighting while danceScape provides 
the programming, music and performers. 

Workload Sharing
The work required to produce this event 

is also equally shared between the 2 part-
ners. For The Waterfront Team, to create 
the event production documents (critical 
path, minute x minute, etc.) and arrange 
for the logistical components is their 
strength. For the danceScape Team to be 
able to show up to a venue that is all set 
up for them perform is wonderful. They 
can focus on their strengths: Performing, 
teaching and interacting with the crowd.

Over the years, we have worked together 
through various logistical components of 
the event to produce a popular event with 
a loyal following that grows every year. 
There have been many meetings, e-mails 
and phone calls to work out event arrange-
ments that everyone can work with. There 
have been compromises and some ideas 
we put on the back burner to revisit again 
when there’s more resources. It has come 
a long way since that proposal was first 
presented and the event now features an 

outdoor dance floor, professional sound 
and lighting and ticket sales for reserved 
seating. This past July, Celebrate the 
Brant Inn enjoyed its 5th year of bringing 
outdoor dancing to Burlington’s residents 
and visitors. Is the event perfect? While 
this year brought out record numbers and 
both parties were extremely pleased, we’re 
always looking for ways to work together 
in order grow and improve the event.

Partnerships are a great way to enhance 
an existing event or develop a new one. 
If both parties can bring complimentary 
skills and resources to the table, the sky’s 
the limit!

mailto:marshallc@burlington.ca
http://www.burlington.ca
http://www.dancescape.com
http://www.dancescape.com
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 INTERNET 101

Vendors and the Web
 By Michael R. Geisen

If you want to see a great example of how a  
vendor is making good use of the Internet, you 
need go no further than the website of Florence 
May’s company, The Registration System. You’ll 
find a website that immediately gives you the 
feeling of a fun, competent provider of valuable 
services. Some features of this website that I 
believe are particularly well done are:

an attractive, fun, fresh design
an eye-catching photo animation that gives 
you a good idea of what the company does
an uncluttered homepage that clearly dis-
plays the highlights of the company and helps 
me decide in seconds whether this is the 
website I’m looking for
easy-to-read navigation that I can use to get 
the information I need
social media links – a great resource for 
many businesses today.

•
•

•

•

•

www.theregistrationsystem.com


2010 INTERNATIONAL EVENTS 35

Florence started using the Internet to 
offer The Registration Service, TRS 1.0, in 
2001. Since then, the benefits to her cli-
ents of offering TRS through the Internet 
have been so substantial that the service 
has evolved to a third generation; TRS 3.0. 
Florence told me that websites used to be 
mostly informational but that more and 
more, they are helping to create commu-
nity, each website must become the best 
resource for the products and/or services 
offered and, consequently, it becomes 
a stronger and more central part of the 
“web.” For TRS 3.0, the registration service 
also incorporates social media, email and 
text-based communication capability. Flor-
ence also said that we all need to remem-
ber to keep things simple so that we can 
effectively communicate with people who 
have a wide range of knowledge. For that 
reason, she is planning on a new website 
which will use video and other methods 
to explain the benefits and features of TRS.

In this edition of Internet 101, I’ll pro-
vide information about how vendors can 
put the Internet to work for their benefit 
and I’ll share some of the lessons learned 
by vendors with real world experience.

The primary component of any online 
sales business is an ecommerce website. 
In the last edition if Internet 101, I wrote 
a fairly comprehensive description of the 
perfect website for festivals. Much of that 
information also applies to an ecom-
merce website; you’ll want:

a design that presents your company 
and products well
easy-to-use navigation
engaging content – well written 
descriptions of products and services, 
enticing photos and videos, and info 
about your company and its policies
e-commerce software – security and 
ease of use are priorities
website traffic tracking – Google Ana-
lytics and Alexa are good, and free
a social media program – this is where 
the people are
website promotion – a plan to drive 
traffic to your website.

A good design that presents your 
company and products well will make 
a difference in sales, so this is a critical 
consideration. Because it is so easy to 
go to Google and find a collection of 
websites that sell just about anything we 
might be looking for, people will almost 
always compare prices, and websites, be-
fore they buy. So, a good design that sets 
you apart from, or at least keeps up with 
the competition is worth the investment. 
Make a good first impression; you won’t 
get a second chance, especially on the 
Internet. In fact, it can be very helpful to 
do some comparison shopping yourself 
to get a sense of what your competitor’s 
websites look like. If you already have a 

•

•
•

•

•

•

•

website and feel it’s time to upgrade the 
look of your website, you may be able to 
save money by working with a good web 
designer to make some design adjust-
ments rather than a complete redesign.

Whether you’re improving a current 
website or starting a new one, a good way to 
find a web designer is to find 2 – 3 people 
you trust who have websites you like and 
then contact the web designers who made 
those websites. I often remember something 
I read in a book by David Ogilvy, who is 
referred to as “The Father of Advertising,” 
where he describes the best way to select an 
ad agency. He recommended finding the 
agency you want to work with; an agency 
that does good work and communicates 
well. After you find that agency (substitute 
web services firm), then negotiate price. He 
explained that because you’re going to be 
working together with this firm over a long 
period of time, a good relationship should 
be the primary factor, not cost. I agree with 
this logic and believe it applies to selecting 
a web services firm – ask people you trust 
which firm they recommend, interview 
those firms, request a proposal, select the 
firm you feel will do the best job and then 
negotiate cost. You may end up paying more 
than if you had selected another firm, but 
a good working relationship will save you 
money and, more importantly, a well de-
signed and functioning website will generate 
more sales.

Hiring a web firm to design and build an 
ecommerce website can be very expensive. 
If you’re ready to start selling online but 
you’re working with a tight budget, there 
are some great, low cost options which can 
be used to develop good, secure online 

stores. These options will take more of 
your time than if you were able to hire a 
web firm but at least you’ll be able to start 
your online business. Three very popular, 
low cost options are Yahoo! Merchant 
Solutions (http://smallbusiness.yahoo.
com/ecommerce), Ebay Stores (http://
pages.ebay.com/storefronts/start.html), and 
Volusion, (www.volusion.com). Each of 
these websites has everything you need to 
begin selling online and clear, step-by-step 
instructions to help you set up your store.

Being a vendor, you know how big a 
difference it makes if you get a chance 
to tell people about the value of your 
products. When you think of creating 
or updating content for your website, 
think of capturing that pitch you make to 
prospective customers, think of how you 
present your products and services so that 
the value stands out – that’s what you 
want people to experience when they visit 
your website. The goal with your website 
will be to capture as much of that pitch 
as you can and bring it to your website. 
Work at having excellent photography. 
Add descriptions that go into detail about 
the value of your product and services. If 
there is some way that you can include a 
demo, use the multimedia capabilities of 
the Internet to do that. Be careful to avoid 
clutter. Try to use pop up info panels, 
downloadable information, and other 
tactics to make information available, but 
only when someone wants it.

The content of your website should also 
include information about your company, 
your travel schedule, if applicable, and 
your business policies for customer service 
and product returns. When listing your 

http://smallbusiness.yahoo.com/ecommerce
http://smallbusiness.yahoo.com/ecommerce
http://pages.ebay.com/storefronts/start.html
http://pages.ebay.com/storefronts/start.html
http://www.volusion.com
http://smallbusiness.yahoo.com/ecommerce
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travel schedule, make sure you include 
links to event websites on your schedule 
and, whenever possible, ask the event if 
there is a way for them to include a link 
on their website to yours. Each year, more 
and more event websites are including 
directories of their vendors; this can be the 
perfect way to make this link connection.

There is no limit to what you can add to 
your website to make it more interesting 
and fun and to better promote your prod-
ucts and services. Additional ideas include:

customer testimonials, including writ-
ten comments, photos and videos
an event web cam
videos of products in action
a video of your pitch
links to social media programs, in-
cluding Facebook, YouTube, Twitter, 
Foursquare, etc.

Once your customers have found the 
products they’re looking for, it’s time 
to make a purchase. This is where the 
most critical part of your ecommerce 
website comes into play; the shopping 
cart software. In an ecommerce website, 
this is the software that holds all the 
product information and handles the 
ecommerce transaction. There are literally 
hundreds of options for this software, so 
I’m not going to make recommendations, 
instead, I’ll suggest that, once again, look 
for other websites with online stores that 
you like and find out what they used. To-
gether with your web firm, you’ll be able 
to select the best option for your website.

Two key considerations for your ecom-
merce software should be security and 
ease of use. Regarding security, since 
you will be accepting credit card pay-

•

•
•
•
•

ments through your website, you should 
look into the Payment Card Industry 
Data Security Standard, or PCI Compli-
ance (http://www.pcicomplianceguide.
org/pcifaqs.php). This is a set of business 
standards that is helping to increase secu-
rity for ecommerce. And regarding ease of 
use; how much work is it to add photos, 
descriptions, downloadable documents, 
change prices, etc. – this can vary widely. 
Your web firm should be able to help and 
advise you with these considerations.

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 of our client’s websites 
with Google Analytics, an outstand-
ing, free service offered by Google. We 
also configure 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 
information will give you the ability to 
measure the success of any efforts you 
make to increase traffic on the website.

Another web resource that can be of 
tremendous benefit is Alexa.com. Al-
though I’ve been aware of Alexa for years, 
Mark Browning, recently pointed out 
how valuable this website is for anyone 
who is doing business on the web. Mark 
founded www.TRIPinfo.com, a very  
successful web-based firm that serves the 
travel industry. Mark uses Alexa to track 
a wide range of web metrics and to com-
pare his website to others – something 
that can’t be done with Google Analytics. 
If you’re not already using this resource, 

go to the website, click on the FOR SITE 
OWNERS button and get started.

An active social media program can 
play an important role in helping to 
bring customers to your website. Typical-
ly, this will include links to any accounts 
that you may have on Facebook (exceed-
ed 500 million members in July, 2010), 
LinkedIn, MySpace, Twitter, YouTube 
and Foursquare. This is where people are 
spending their time so, just as you would 
pay for an ad in a newspaper or on a 
billboard; it can make sense to have an 
active social media program. In consider-
ing a social media program, please keep 
two cautions in mind; 1) consider your 
resources, if you’re struggling to keep up 
with your website, then leave social me-
dia for the future and 2) be careful not to 
let your social media program turn into a 
duplicate of your website. The purpose of 
your social media program should be to 
use the resources and tools of the social 
media website to build a network of fans, 
friends, followers, etc. and then to use 
those websites to promote your products 
and get people to your website or to the 
event where they can buy your products.

There are many other ways to use the 
Internet to promote sales online and 
at events where you may exhibit. Email 
marketing is still hugely valuable and one 
of your best options because it is quick, 
measureable and inexpensive. Mark Brown-
ing shared with me that in early November, 
2010, he completed his 10th year of a weekly 
TRIPinfo.com email program that goes out 
to more than 35,000 opt-in subscribers 
– strong evidence of the value and effective-
ness of email marketing. If you are going 
to be traveling to a number of events, you 
can create one or more emails with special 
offers or coupons and use them over and 
over as you move from one event to the 
next – assuming your email list can be seg-
mented by community. Most email service 
providers make list segmentation easy. And 
Mark said that in his experience, topical or 
informational emails are more successful 
than purely marketing emails.

Search Engine Marketing (SEM), which 
may consist of both Search Engine Optimi-
zation (SEO) and Pay-Per-Click Advertising 
(PPC), can also deliver significant increases 
in website traffic, but SEM, and especially 
PPC, usually require a significant budget. A 
fairly simple SEO program could be a cost 
effective option for most vendors.

Now For Some Real World 
Experience. 

Mark Browning is definitely a leader 
in the use of the Internet to promote and 
grow his business, TRIPmedia. In 1996, 
he launched www.tripinfo.com, to bring 
the success of his quarterly print travel 
reference planner to the web. Today, in 
2010, travel professionals spend more 

http://www.pcicomplianceguide.org/pcifaqs.php
http://www.pcicomplianceguide.org/pcifaqs.php
http://www.TRIPinfo.com
http://www.tripinfo.com
http://www.volusion.com
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time on his website than on any other 
travel site. All this highly valuable traffic 
gives him the ability to generate substan-
tial revenue with online advertising from 
many of the top destinations and events.

Henry P. “Pete” Van de Putte, Jr., presi-
dent and CEO of the Dixie Flag Manufac-
turing Company, the company his father, 
Henry, Sr. founded in 1958, says that his 
website, www.dixieflag.com, and other In-
ternet-based marketing tactics have given 
him the ability to communicate better and 
more cost effectively. Pete is expecting to 
launch a new website in December that 
will have substantially improved ecom-
merce capability, which he expects to 
translate into increased sales. He has been 
using Constant Contact for email market-
ing to his different market segments. And 
he has seen benefit from his Facebook 
page, where he can be more informal and 
it is easy to upload photos and informa-
tion and to talk about patriotic events, like 
Veteran’s Day and Independence Day.

Nancy Chapman creates and sells 
her jewelry at state and county fairs and 
through her online store at www.chap-
manjewelry.com. Nancy said that during 
fair season her online sales takes a lot of 
work but that she’s very glad she made the 
decision to start selling online ten years 
ago. During fair season she has a staff 
member whose primary responsibility 
is packaging and shipping orders, which 
usually requires a daily trip to the Post 
Office or UPS. In effect, Nancy is running 
two businesses during fair season. Another 
way to manage online sales would be 
to physically separate the businesses by 
leaving the online business at home; this 
decision is going to be different for each 
company, depending on what it would 
take to finance and manage two separate 
inventories of merchandise and the staff 
required to support the two businesses.

Nancy’s online business has grown 
significantly over the years because she 
has worked hard to promote it. For several 
years, she spent a lot of money on PPC 
advertising and she has always ensured 
that every customer and prospective cus-
tomer gets a card with her website address 
and their personal discount code on it. 
She said that some exhibiters are reluctant 
to promote their website while at the fair 
because people might then decide to wait 
to buy online instead of at the fair, but her 
experience has been that most people will 
buy at the fair and then use the website 
for off season purchases and to share with 
family and friends. Additionally, buying 
at the fair doesn’t incur a shipping cost 
and, no matter how good your website is, 
it’s not the same as actually being able to 
see and touch actual product. And if those 
incentives to buy at the fair aren’t enough, 
there is always the option of setting prices 
online so that they are slightly higher.

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 4�70. 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.

http://www.facebook.com/mgeisen
www.myspace.com/mgeisen
www.linkedin.com/in/mgeisen
http://twitter.com/mgeisen

Jeff Thornberry, owner of Gadgets and 
Neat Stuff (www.blackopsflashlights.com) 
also recognizes the tremendous value of 
online sales. Like Nancy, his company has a 
large number of products, but unlike Nan-
cy’s jewelry business, where almost all her 
products are small and can be packed in the 
closet of her motor home, Jeff’s inventory 
requires a fair amount of space and during 
fair season it stays packed for traveling in a 
way that makes much of it inaccessible for 
quick packaging and shipping. So Jeff has 
decided to go online with a selected list of 
products to minimize the work required to 
get product in the mail to customers.

In recent years, according to Jeff, the 
daily effort of packaging and shipping 
has become a lot easier with the help 
of products and services offered by the 
major shippers and the Post Office. For 
example, with the products and services 
of Endicia (www.endicia.com), Jeff has a 
scale that is connected to his computer so 
that he can weigh a package and print out 
and apply postage in seconds. With a cel-
lular USB device for broadband internet, 
he can process the day’s purchases and 
have them ready for drop off at the Post 
Office in minutes. Sometimes he is even 
able to skip the drive to the post office 

because some fairs have daily mail pick 
up at their front office.

In closing, I encourage you to start your 
online sales or, if you’re already selling 
online, continue working to improve 
your website. Over a period of 2 – 3 years, 
anyone can make a lot of progress.

http://www.dixieflag.com
http://www.chap�manjewelry.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
http://twitter.com/mgeisen
http://www.blackopsflashlights.com
http://www.endicia.com
http://www.TRIPinfo.com
http://www.pcicomplianceguide.org/pcifaqs.php
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The impact of a major event is likely 
that of a substantial number of human 
footprints followed by an enormous 
amount of waste: Thousands of water 
bottles, cans and other trash on the 
ground; Boxes of extra event shirts, 
credentials and other inventory; Pollu-
tion from traffic; Hundreds of printings 
and mailings; Leftover food thrown out; 
Enormous power expenditure.

Getting Started on the  
Green Path

What can your event do to lessen the 
ecological impact and be a good commu-
nity partner?

Begin by considering the key opportuni-
ties your event has to Reuse, Recycle and 
Renew. The following paraphrased list is 
used by the Council for Responsible Sport 
for their event certification program. 

Waste – Recycling is an obvious start-
ing place. Are your plates and utensils 
recyclable? Are your recycle bags different 
colors from landfill trash bags? Do you 
have a composting program? And is there 
an emphasis on waste reduction?

Climate –How is your event powered? 
Are renewable energy sources and/or 
alternative fuels utilized where possible? 
Have you checked with energy companies 
and renewable partners in the area to  
assess your options? Is your food  
sourced locally?

Equipment & Materials – Are you 
implementing reusable options for signs, 
storage and apparel? Are you handling all 
registration and follow-up material online? 

Community & Outreach – What 
mechanisms exist for volunteers, par-
ticipants and spectators to take part in 
sustainable practices? Car pools, mass 
transit, bike/walk trails are all options. 

Evaluation & Innovation – How will 
you assess to see if the green team efforts 
were successful? 

Will you gather additional ideas  
and encourage constant improvement? 
(Tip: SurveyMonkey provides free online 
survey tools)

Gather Ideas and Partners
Moving forward? Form a volunteer 

green team to do the event assessment, 
gather opportunities and discuss im-
plantation strategies. You will likely have 
interested participants within the existing 
pool of event volunteers.

Your green team should also include 
partners from the local waste manage-
ment firm, local recycling business, local 
energy providers, and local electric/hybrid 
car dealerships. 

Check with the local university. Many 
schools have new renewable energy 
programs. And don’t forget local renew-
able energy businesses. Depending on 
the location, new opportunities in wind, 

solar, kinetic and water energy may be 
accessible to your event.

New green team partners may even 
provide green team volunteers to help 
implement the strategies. 

Set goals
Consider how your green team will 

document and measure your green strate-
gies. What level of sustainability do you 
want to achieve in the next 3 years? How 
much waste reduction? What % of renew-
able energy will your event consume? 

Implement
The move to go green must be em-

braced by the staff, volunteers and par-
ticipants to make it truly successful. Take 
the extra time during volunteer training 
to educate all the volunteers on the new 
green efforts and how they can assist 
regardless of their festival job. 

Communicate with your community that 
a green initiative is in motion and you need 
their help to achieve sustainable goals.

Clearly marked recycling and composting 
directions on signs will help event attend-
ees understand the expectations. It is also 
recommended that green team volunteers 
are strategically placed to encourage partici-
pants to put trash in the correct containers.

Is Going Green Worth  
Our Time?

In just a few words. Yes.
Doing the right thing always feels good 

but the event will also have the potential 
to reap the benefits of good PR, new part-
nerships and the reduction of costs.

More Resources
Greener Events (Green Contest for  
Festivals) www.agreenerfestival.com
Council for Responsible Sport  
(Green Certification) www.resport.org/

•

•

Florence May is President of TRS 
– The Registration System. TRS pro-
vides online registration, expert con-
sultation and technological support 
for volunteer managers. TRS clients 
include the 2011 North Texas Super 
Bowl LOC, Kentucky Derby Festival, 
Indy 500 Festival, Cisco Ottawa 
Bluesfest, 2011 NCAA Men’s Final 
Four, SeaFair, 2011 EuroGames, and 
International Children’s Festival.

Florence can be reached at:
TRS – The Registration System 
846 North Senate Avenue, # 206
Indianapolis, IN 46202 USA 
tel 317.685.�780
cell 317.�66.6�1�
fmay@theregistrationsystem.com

EcoFriendly 
Volunteers 

 
Ask volunteers to bring their  
own reusable water bottle. 
Event must supply readily avail-
able water refill stations for this 
to be effective. (Saves $$) 

Talk to your volunteer t-shirt 
vendors. Shirts made of recycled 
and bio-degradable materials 
are now readily available through 
many vendors. 

Go paperless. Volunteers can reg-
ister online. (Saves $$ and time.) 

Eliminate snail mail. Confirm 
volunteer schedules automatical-
ly online. Send waivers, maps and 
updates by e-mail. Most online 
registration systems have these 
features. (Saves $$ and time.) 

Recycle volunteer credentials. 

Create volunteer t-shirts that 
will be re-worn because they are 
clever and fit right! Short supply? 
Have a t-shirt trading table. If 
shirts don’t fit request a trade by 
size. (Great event promo!) 

Set up volunteer car or shuttle 
pools online. Promote mass 
transit options to the event. 
(Check out pickUPpal.org as  
a mechanism to coordinate  
volunteer car pools.) 

Establish a beautification  
program with the neighborhood 
surrounding the event facility. 
In the weeks prior to your event 
have volunteers plant trees, bush-
es or flowers. Ask the neighbors 
to join in and help with picking 
up trash. (Community spirit!) 

Bring in fresh food from local 
vendors and/or farmers for the 
volunteers. Ask vendors to elimi-
nate wrappings and packaging 
as much as possible. (Healthy!) 

Ask volunteers to help keep  
electricity use to what is  
required. Turn off lights  
when not needed.

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

http://www.agreenerfestival.com
http://www.resport.org
mailto:fmay@theregistrationsystem.com
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In 2001, the International Special Events Society (ISES) con-
ducted a study to determine the impacts of the economic reces-
sion upon the special events industry within the United States. 
This study revealed that despite the challenging economic times, 
event planners who continued to aggressively market their 
services and events, were relying more and more on technol-
ogy and were generally hopeful about the mid and long term 
prospects for their industry. 

In 2010, the International Festivals & Events Association (IFEA) 
conducted a study of the global financial crisis of 2008 and 2009 
and discovered responses were similar, yet also significantly different 
to that of the 2001 study. As a result of the current and continuing 
global financial crisis, IFEA event professionals expressed concerns 
about the future of their industry and indicated they are now using 
new approaches to help them move forward. 

What is the way forward, according to IFEA members, in 
order to not only survive but also thrive, despite a continuing 
economic downturn? What lessons may be learned from this 
economic crisis that may help IFEA members better prepare for 
future dramatic economic fluctuations? As you will find within 
this article, IFEA members portray a unique and conservative ap-
proach to creating a sustainable financial future for the festivals 
and events industry. 

The Five Big Questions
For the purposes of this landmark study, the researchers 

sought to find out: 
How the current global economic recession has and will affect 
the festivals and events industry. 
Identify the principle challenges for festival and event profes-
sionals in an economic recession. 
Will/has the number of attendees and average budget of par-
ticipating festivals and events increase(d) or decrease(d) for 
the current year and subsequent years? 
Is there any difference in the understanding of, and response 
to, the current recession based upon work experience in the 
festivals and events industry and the size of organization (e.g., 
number of full time employees)? 
What strategies will festival and event professionals use to 
build successful businesses to move forward?

Defining the Economic Recession
The generally accepted definition of a recession in the field of 

formal, neoclassical microeconomics is:

“The reduction, in terms of GDP, of a country’s production for two or 
more consecutive quarters.” 

In the United States, the National Bureau of Economic Re-
search (NBER) defines when a given recession starts and ends 
based on the identification of 11 recessions between 1945 and 
2007 (Source: National Bureau of Economic Research). 

The last recession prior to the current recession, started the first 
quarter of 2001 and continued until the end of the fourth quarter 
of 2001. Since the 2001 U.S recession, a series of significant 
events occurred that had a tremendous impact on the tourism & 
hospitality industry in addition to the festivals & events industry, 
including: the 9/11 terrorist attack (which occurred during the 
last recession), the tsunami in Thailand, SARS, major earthquakes 
in Tahiti and Peru, and the Volcano eruption in Iceland affecting 
travel across Europe and beyond. While the last recession lasted 

•

•

•

•

•

for a year according to the NBER’s definition, the current reces-
sion, which started from the third quarter of year 2007, has lasted 
more than 2 years globally. (See Chart One).

Chart 1: GDP PerCent ChanGe From PreCeDinG PerioD between 

2000 anD 2010 with reCession inDiCateD

Source: National Bureau of Economic Research

The 2010 IFEA Study
A total of 416 festival and event professionals responded to the 

on-line survey conducted by the International Festivals and Events 
Association. However, only 288 people of the 416 people who 
started the survey actually completed the entire survey (69.2 % re-
search completion rate). This should be noted and requires a care-
ful analysis of some responses in the later part of the survey for 
in-depth understanding. The authors included all answers to cap-
ture the most of respondents opinion no matter if they completed 
the entire questionnaire or not. The total number of responses on 
each question are listed in each chart. Chart Two and Three, and 
Table One, depicts the profiles of the study respondents.

Chart 2: ProFile oF iFea resPonDents

Among the IFEA members who responded to this survey, 
75% of them were full-time employees, which was higher than 
that of non-members (60%). About 31% of the respondents 
answered that their work status was either as a volunteer or 
another similar status. 

“What lessons may be learned
from this economic crisis that 

may help IFEA members better 
prepare for future dramatic 
economic fluctuations?”

The Current and  
Future Impacts of  
the Global Financial  
Crisis Upon Festivals 
and Events:
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Chart 3: ProFessional CateGory

It must be noted that only nine percent of the respondents iden-
tified themselves as international and therefore, the results of this 
study is mainly a reflection of respondents from the United States. 

table 1: DemoGraPhiC inFormation oF resPonDents

Profit Margin Over the Last 2 Years
When asked how their event organization’s profit margin had 

changed over the last 2 years, the response was as follows:
Decreased (15.8%)
Slightly decreased (31.9%)
Remained the same (25.9%)
Slightly increased (19.8%)
Increased (6.6%)

Overall, 73.6% of respondents expressed that their profit mar-
gin did not increase over the past 2 years while 47.7 % of them 
actually expressed set back in their profit margin. 

Throughout this article, the results of the 2010 IFEA Study have 
been compared to that of the 2001 Economic Impact Study of U.S. 
members of the International Special Events Society. This study 
was also conducted by the same researchers of the current 2010 
IFEA study. Compared to the 2001 study in which a total of 78.% 
of respondents stated their gross income in the past year (2000) in-
creased; only 26.4% of the 2010 respondents noted an increase in 
profit margin. Therefore, it is highly indicative and clearly evident 
that the current global recession has severely impacted the festival 
& event industry and is more serious than that of 2001. 

Factors Which Influenced Profit Margins
Participants who experienced an increase or slight increase of 

their profit margin over the past 2 years stated that the primary 
factors which impacted these results were: 

Sponsorship (35.8%)
Expense Budget Cut/Adjustment (27.5%) 
Increased Marketing Efforts (24.5%) 
Ticket Sales (22%) 
F&B Sales (20.3%)

Social network marketing, now widely accepted as a new mar-
keting channel, has risen as a new factor of such increased profit 
margin in this study. If “Social Media Marketing” is combined 
with the response: “Increased Marketing Efforts,” the total re-
sponses (87) would surpass that of the number one contributed 
factor, “Sponsorship”(81). Alternatively, those who experienced 
a decrease or slight decrease of their profit margin, indicated 
that the primary factors which impacted such results were: 

Decreased Sponsorship (49.1%)
General Effect of Economic Recession on All Revenue  
Sources (40.0%) 
Increased Product/Service Cost (26%).

Future Festival and Event Business Forecast
Almost 60% of respondents (58.9%) replied that they 

thought the economy’s rate of growth will slightly increase or 
increase, while 41.2% of respondents expect it would remain the 
same or decrease in the next 2 years. In regards to the expected 
profit margin of their organization for the next 2 years, only 
34.1% expected that it would increase. Compared to the noted 
58.9% regarding economy’s growth rate, it is determined the 
respondents of this survey expect a slower bounce back of the 
festival & event industry than the general economy.

Charts Four through Eight depict the previous and projected 
business performance by the festival & event organizations dur-
ing the past and next two years.

•
•
•
•
•

•
•
•
•
•

•
•

•

“Social network marketing,  
now widely accepted as a new  

marketing channel, has risen as  
a new factor of such increased  

profit margin in this study.”
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Chart 4: orGanization’s ProFit marGin Past 2 years vs. next 2 

years (n=350)

Chart 5: averaGe revenue exPenses (n=351)

Chart 6: averaGe exPense buDGet (n=351)

Chart 7: number oF Festivals/events (n=351)

Chart 8: averaGe number oF attenDanCe (n=351)

Based on the comparison charts of the past 2 years and the 
next 2 years, it is clear that industry professionals view the next 
2 years more optimistically but at a very conservative pace. 

The Long Term View
According to the survey respondents, they believe the current 

global recession will also affect the industry in the long term 
(decade). When asked if the recession will have an effect on certain 
areas of the industry, they responded the recession would result in:

A new level of creativity (71.9%)
A permanent loss of some existing festivals and events (67.8%)
Cancellation and/or temporary loss of some existing festivals 
and events (63.6%)
Less corporate sponsorship available (60.7%)
A permanent decrease of free or discounted municipal sup-
port services (47%)
Higher costs for many products/services (45.3%) 
Increased focus on and use of economic impact studies to 
justify festival/event value (41.1%). 

Developing strong political support for festival and events as 
a public service to enhance the overall quality of life is also im-
portant in order for these organizations to survive the expected 
diminishing benefits from municipal supports services.

How to Reduce Your Future Financial Exposure and Risk
As noted in Chart Nine, methods that festival and event 

professionals will use during the next two to five years to reduce 
their financial exposure are compared.

Chart 9: methoDs to reDuCe Future FinanCial exPosure.

•
•
•

•
•

•
•
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The Critical Importance of New and Emerging 
Technologies

Chart Ten illustrates the specific technological tools festival 
and event professionals currently are using and will use in the 
future to manage and market their businesses, in addition to 
highlighting the top technologies being used to advance the 
industry. The use of social media to promote, survey and distrib-
ute tickets is expected to grow significantly during the next two 
to five year period. 

Chart 10: the role oF Current anD Future teChnoloGy in  

Festivals anD events

Experience Matters
Individuals with five to ten years experience, (See Chart 

Eleven), appear to have greater confidence in the future profit 
margins within the festivals & events industry. Similarly, Chart 
Twelve depicts those with more industry experience and have 
a more positive view of the overall future performance of the 
festivals & events sector.

Chart 11: years in the inDustry vs. ProFit marGin ForeCast (n=285)

Chart 12: years in the inDustry vs. exPense buDGet (n=285)

Number of Full-Time Employees
Among the respondents, 64.2% answered that their orga-

nization has less than 4 full-time employees. About 80% of 
the respondents work for an organization that has less than 
10 full-time employees. There was no significant difference in 
average revenue budget and the forecast of average number of 
attendance in the next 2 years among the groups with different 
number of full-time employees. Chart Thirteen demonstrates 
there may be a great reliance by festival and event organizations 
upon volunteer labor.

Chart 13: number oF Full-time emPloyees vs. number oF events/

Festivals in the next 2 years

Significant Change in the Past Decade
Table Two depicts the key changes between the 2001 and the 

2010 festivals and events economic forecast and trends studies. 
The responses of “increase” to the most economy and business 
related questions (economy’s rate of growth; revenue; number 
of events; average size of events) were higher in the 2001 study 
than those of the 2010 study.

“Individuals with five to ten years experience, appear to have greater confidence 
in the future profit margins within the festivals & events industry.”
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Seungwon “Shawn” Lee, Ph.D. is an assistant professor in 
the School of Recreation, Health, and Tourism at George Ma-
son University in Fairfax, Virginia. Professor Lee’s professional 
work and research focuses on meeting & event management 
and the impact of technology on the meeting & event industry. 
Dr. Lee is also a former meeting coordinator and director of 
special events for various organizations in the U.S.

Professor Joe Goldblatt, CSEP is the executive director 
of the International Centre for the Study of Planned Events 
in the School of Business, Enterprise and Management 
at Queen Margaret University in Edinburgh, Scotland. His 
twenty-first book, “Special Events: A New Frontier for the 
Next Generation” was published by John Wiley & Sons, Inc. 
in 2010. He is the author and editor of a total of twenty–one 
books in the field of planned events. He was inducted into 
the IFEA Hall of Fame in 2008.

This study was conducted and contributed by Drs. Lee and 
Goldblatt on behalf of the International Festivals & Events 
Association. IFEA would like to thank both Dr. Lee and Dr. 
Goldblatt for conducting and compiling the survey, and for 
their important contribution to the future of our industry. In 
addition, IFEA would like to thank the industry professionals 
who participated in the survey.

table 2: siGniFiCant ChanGes between 2001 anD 2010.

A total of 94.1% of the respondents in the 2001 study said 
they would remain at the same level or increase the use of 
technologies in an economic downturn. Special event profes-
sionals considered Internet and Web marketing/websites as the 
primary factor that have increased their revenues in 2000. The 
comparison shows that technology has become much more im-
portant to current business today. In addition, sponsorship and 
diversifying various revenue sources play a major role in helping 
festivals & event businesses get through the tough economy fol-
lowing the recession. 

Table Three depicts the key changes in the use of technology 
between the 2001 and the 2010 festivals and events studies. The 
top ranked technologies were similar in both studies, such as 
laptop, desktop, internet, website, and mobile communication 
(cell phone). However, the use of social media to promote, sur-
vey and distribute tickets is expected to grow significantly during 
the next two to five year period. 

table 3: ComParison oF tyPe oF teChnoloGy useD/usinG be-

tween 2001 anD 2010 stuDy.

Conclusions and the Possible Way Forward
The top strategies festival and event professionals indicated 

they are using to build a successful business moving forward 
was to:

Increase marketing efforts
Work to reduce expenses overall
Increase the use of technology 
Increase non-sponsorship revenues
Diversify sponsor base 
Secure more multi-year sponsorship agreements.

Based on these results:
Financial planning regarding revenue for future festivals and 
events should be conservative due to the continuing economic 
uncertainty as confirmed by the respondents’ forecasts. 
Technology was strongly measured as a very important meth-
od to reduce future financial exposure of the respondents’ 
organizations as compared to the 2001 ISES study. 
On-line social media/networking (Facebook, MySpace, Twit-
ter, LinkedIn, etc.) and electronic surveying of attendees and 
other groups in addition to the usual business technology 
(computer, internet, mobile communication) were valued as 
important tools. (It should be noted that online social me-
dia/networking sites and electronic surveying of attendees and 
other groups are new additions in the 2010 study that reflect 
the change of technology in the business.) 
Increased adoption of social media/network websites for 
businesses is clearly expected to happen in the event/festival 
industry along with greater use of the internet and website.

•
•
•
•
•
•

•

•

•

•

“…sponsorship and diversifying  
various revenue sources play a  

major role in helping festivals & event 
businesses get through the tough 
economy following the recession.”



46 INTERNATIONAL EVENTS 2010



2010 INTERNATIONAL EVENTS 47

The Industry Compass panel discus-
sion is always a much-anticipated event 
at IFEA’s conventions—a chance to get 
an inside look from a global perspec-
tive of what is happening in the world 
of festivals and events from the people 
who live and work there. This year’s 
panel, however, was exceptional, with five 
participants representing winners of the 
inaugural IFEA World Festival and Event 
City Awards program. 

The fifth annual Industry Compass panel 
discussion took place at IFEA’s 55th Annual 
Convention & Expo in St. Louis, Mis-
souri (USA), with representation from the 
association’s affiliate organizations around 
the world. In addition to the outstand-
ing caliber of panelists, what was unique 
about this year’s session was the dedica-
tion and commitment of its participating 
audience members who, after two hours, 
elected to return for a third, unscheduled 
hour of discussion, giving up what would 
have otherwise been free time.

COMPASS 101
A compass is only as good as its refer-

ence points. In the case of navigating 
through international issues and trends 
to arrive at the opportunities they pres-
ent, it is important to note that the global 
economic tsunami which started in 2008, 
is still with us. 

Unemployment in the United States 
hovers around 9% (U.S. Bureau of Labor 
Statistics, October 2010), down from 
10.6% in January, and those corporations 
who received TARP “bailout” mon-
ies from the U.S. government are not 
allowed to sponsor festivals and events 

until they have repaid their debt. The 
ripple effect is obvious.

As we go to press, the eurozone is ner-
vously eyeing the economies of Ireland, 
Spain, and Portugal, and wondering, in 
light of the May 2010 creation of a US$1 
trillion fund by the European Union and 
the International Monetary Fund (Wash-
ington Post, Nov. 15, 2010), whether there 
is enough rescue money to go around if 
multiple countries need assistance at the 
same time. The fund was created after the 
financial meltdown in Greece. Ireland 
has now applied for assistance, expected 
to be in the range of €80-€90 billion 
(US$109-$123 billion). Greece received 
€110 billion last spring to save it from 
bankruptcy, according to the New York 
Times. European Union Council Presi-
dent Herman Van Rompuy “warned of ‘a 
survival crisis’ for the currency union and 
the E.U.’s broader experiment in econom-
ic and political integration.” (Washington 
Post, Nov. 17, 2010.)

While the U.K. is not one of the sixteen 
nations using the euro, unemployment 
at the end of September 2010 was 7.7% 
according to the Wall Street Journal (Nov. 
17, 2010), with the country’s austerity 
program of government spending cuts, 
pay freezes, job cuts, and an upcoming 
sales tax (VAT) increase of 2.5% making 
most of its citizens cautious about 2011. 
The one bright gleam of hope for 2011: 
the upcoming marriage of Prince William 
to Miss Catherine Middleton. If the Royal 
Wedding of Crown Princess Victoria of 
Sweden to Mr. Daniel Westling this past 
June is any indication, the economic 
impact to the U.K. could be significant. 

(Read Branding, Brides, and the Business of 
Love at www.internationaleventsltd.com .)

Conventional wisdom says that until 
the global economy recovers, most festi-
vals and events throughout the world will 
face reduced resources. For those who 
work internationally, either importing 
or exporting talent or goods, currency 
fluctuations can present serious budgetary 
challenges unless addressed in advance.

With homage to the ancient Roman god 
Janus, looking ahead, looking behind, here 
are some of the top trends and opportuni-
ties in the world of festivals and events—
our own version of today’s 3G universe.

THREE TOP TRENDS

1. The “Genius of Place”
Andrew Kerr, in his closing address at 

the Behind the Scenes of the Edinburgh Fes-
tivals seminar produced by International 
Events earlier this year, introduced the 
term the “Genius of Place.” An Edinburgh 
lawyer, Kerr served as the Secretary of 
the Festival Fringe Society for over thirty 
years and offered an unmatched perspec-
tive of the city and its festivals. According 
to Kerr, one key factor in the immense 
success of the Edinburgh International 
Festival and the Edinburgh Festival Fringe, 
two mutually dependent festivals accord-
ing to their respective directors, is the 
uniquely and complexly beautiful city 
of Edinburgh itself, filled with historic 
and architectural wonders, and offering a 
delightful abundance of both impromptu 
and formal performance venues (260 this 
year for just the Festival Fringe!). Indeed, 
the branding of Scotland’s capital city is 

Industry Compass 2010:

Global Issues, 
Trends, Challenges, and  

Opportunities Impacting the 
World of Festivals & Events

By Charlotte J. DeWitt, CFEE

http://www.internationaleventsltd.com
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“Edinburgh: Inspiring City.”
Edinburgh won the IFEA World Fes-

tival and Event City Award as the most 
outstanding global entry for cities in the 
population category of 100-500,000. It 
hosts twelve major festivals annually, 
seven of which take place simultaneously 
in August—in and of itself, a world record.

Other festival cities throughout the 
world are discovering that they, too, have 
their own “Genius of Place” and large or 
small, have woven that into the fabric of 
their urban celebrations. 

Australia
Sally Edwards, General Manager, Opera-

tions and Communications, of Events 
NSW in Sydney, Australia, points to the 
creative and innovative use of Sydney’s 
natural harbor environment and iconic 
buildings, such as the Sydney Opera 
House, that leverage the city’s great climate 
and outdoor lifestyle. Her job: to create 
events promoting Sydney’s strengths, such 
as Breakfast on the Bridge, a marquee event 
during the Crave Sydney International Food 
Festival. Over 6,000 people showed up on 
a sunny Sunday morning to picnic on the 
Sydney Harbor Bridge, which had been 
closed to traffic and laid with turf. (See 
related article this issue.)

The bridge is also the star of Sydney’s 
spectacular New Year’s Eve celebration, a 
large-scale free fireworks display on Syd-
ney Harbor attended by over one million 
people, a celebration that positions Syd-
ney to the rest of the world. Note: timing 
is everything. The New Year arrives “Down 
Under” before anywhere else in the world.

Vivid Sydney is another highly success-
ful new event for the city. Held annually 
in June, which is winter in Australia, in 
2010 the two-year-old festival welcomed 
300,000 people to a city whose unusual 
buildings were dramatically illuminated. 

The Sydney Opera House became a color-
ful son et lumière showcase of lighting 
effects mirrored across the harbor, accom-
panied by a specially created soundtrack. 

Sydney won the IFEA World Festi-
val and Event City Award as the most 
outstanding global entry for cities in the 
over-one million population category.

Canada
Few cities carry as much cultural 

messaging as national capital cities, and 
Ottawa is no exception. According to Guy 
Laflamme, Vice-President of Capital Ex-
perience, Communications and Market-
ing Branch at Canada’s National Capital 

Commission (NCC), the challenge of 
rising competition from other cities is 
countered by enhancing Ottawa’s extraor-
dinary natural beauty and iconic build-
ings on Parliament Hill through high-
tech celebration solutions, “green” events, 
and edutainment experiences enriched by 
interactive technology.

With the objective of increasing the 
relevance of its public programs in refer-
ence to its mandate, the National Capital 
Commission has been moving away from 
purely “animation” and is now apply-
ing an edutainment approach to all of its 
events. As its name implies, edutainment 
is a hybrid of education and entertain-
ment, a sophisticated, non-verbal way 
of conveying a national message of rich, 
educational content-- without moralistic, 
pedagogical overtones.

The difference is in the delivery of the 
message. Festival patrons in Canada’s 
Capital Region are changing, expecting 
greater technology and interaction. Thus, 
in the production Mosaika, the story of 
Canada was explored through sound and 
light, as well as through the faces and 
voices of Canadians. By recording and 
uploading video-testimonials online, Ca-
nadians were able to share their stories or 
views on Canada and the capital and, as 
part of the show, be projected onto Par-
liament, Canada’s most iconic building.

The public wants to participate in the 
complete festival experience: before, dur-
ing, and post-event. This includes “liking” 
official Facebook pages, signing up for 
Twitter feeds, sharing digital pictures on 

VIvid Sydney

Mosaika, Ottawa
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Flickr groups (as done in the Orchestra in 
the Park photo contest in collaboration 
with the National Arts Centre) and more.  

Festival-goers can engage with celebra-
tions months in advance through social 
networking. Online communities can 
discuss their favorite bands and activities 
through Canada Day Facebook and Twit-
ter networks, find friends, and plan their 
visit — the potential is there for fans to 
even influence the event itself. During the 
celebration or event, interest peaks as at-
tendees post comments, blog, and upload 
pictures and videos of the festivities. The 
experience is also shared with those at 
home through measures like NCC web-
cams or the Canada Day Live Stream (in 
partnership with Radio-Canada and the 
CBC). “Genius of Place” becomes virtual.

Following the event, user-generated con-
tent – blog postings, vodcasts (video pod-
casts), photographs, filmed performances 
– can easily become online “content” with 
a lifespan beyond the event itself. Can 
these be viewed as edutainment experiences? 
The NCC believes this to be the case.

In the winter, Ottawa’s frozen Rideau 
Canal is the natural lifeline of the city’s 
internationally acclaimed Bal de Neige/ 
Winterlude festival, where festival-goers 

can ice skate from one event to the next, 
and the magic of snow and ice sparkles 
in a temporary, crystalline environment 
of sculpture, carvings, and sporting 

activities. In this instance, the “Genius of 
Place” is frozen in time.

Ottawa won the IFEA World Festival and 
Event City Award as the most outstand-
ing North American entry for cities in the 
500,000-1 million population category.

Africa
For Joseph Okelo, Director of Makini 

College in Nairobi, Kenya, “Genius of 
Place” is also what makes Kenya’s festivals 
unique. In this instance, it is the festivals’ 
use of the African environment. The Inter-
national Camel Derby is run in the north-
ern part of Kenya, which is a desert. The 
Lamu Cultural Festival, now in its 9th year, 
takes place on the Indian Ocean coastline, 
while the Lewa Marathon is run across one 
of the most beautiful conservation areas 
in Kenya that is also an animal sanctuary. 
(And congratulations to Edna Kiplagat of 
Kenya for winning the women’s division 
of the recent New York City Marathon. 
Additionally, seven of the top ten finalists 
in the men’s division were African; four of 
these were from Kenya.)

 
Europe

European cities are also jumping on the 
urban brandwagon, some more success-
fully than others. Stockholm has morphed 
from the “Venice of the North” into the 
“Capital of Scandinavia,” a distinct shift 
away from positioning itself as a city built 
on fourteen islands looking out at another 
25,000 islands in its beautiful archipelago. 
Nearby Copenhagen hangs its hat on be-
ing open and “green”, as in COPENhagen, 
with supporting logos. 

The city of Rotterdam, The Netherlands, 
however, has found “Genius of Place” by 
remaining true to itself. A precursor to 

Lewa Marathon, Africa

Fire Limits, Rotterdam
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Sydney’s “Vivid” campaign, Rotterdam 
became the self-proclaimed “City of Archi-
tecture” in 2007, bathing its buildings in 
purple lights and décor. Johan Moerman, 
Director of Rotterdam Festivals and 2010 
Chairman of IFEA World, feels strongly 
about authenticity. One of the most 
visually striking and emotionally memo-
rable events during the “City of Architec-
ture” was “Fire Limits,” a one-day visual 
interpretation on May 14, 2007, of the 
bombardment of Rotterdam during World 
War II sixty-seven years earlier. The nearly 
twelve kilometer (7.5 mile) border of the 
city area destroyed in 1940 was outlined 
and illuminated by powerful lights.

Rotterdam won the IFEA World Fes-
tival and Event City Award as the most 
outstanding global entry for cities in the 
500,000-1 million population category.

2. Government
From the Arabian gulf region to Asia, 

most governments continue their sup-
port of festivals and events as important 
cultural and economic drivers. William 
O’Toole, a global events development 
consultant, notes that the biggest trend 
around the world is the development of 
events strategies by governments them-
selves—cities, regions, and nations—as a 
method of guiding the development and 
benefits of their festivals and events. In the 
Kingdom of Saudi Arabia where O’Toole 
is a frequent advisor, events are done to 
foster “nation-building” and to encourage 
domestic tourism as an antidote to the 
seasonal mass exodus by some two mil-
lion of its residents each summer.

Fellow Australian Sally Edwards says that 
the government of New South Wales now 
sees itself as an investor and a sponsor of 
events, rather than a funder or grant-giver 
due to its increased understanding of the 
value of events. The government has invest-
ed some AU$40 million (US$39M) into 
events, developing a structured events cal-
endar and looking ahead to major events 
legislation. It now looks for a return on 
investment in the form of economic value, 
strategic marketing value, and community 
engagement, a local/regional version of 
nation-building. Crave Sydney and Vivid 
Sydney, mentioned above, are two concrete 
examples of this new strategy.

New Zealand’s Warwick Hall, Manager 
of Event Marketing for the Lake Taupo 
District, points to the New Zealand 
government’s role in hosting the upcom-
ing Rugby World Cup for eight weeks 
from September 9-October 23, 2011. 
With a national population just over four 
million, virtually all of this small, island-
based country will be potential audience 
members of some sort. An additional 75-
80,000 international visitors are expected 
during the two-month period.

In terms of government, the Rugby 
World Cup has been a catalyst for a “na-
tional event practice audit” in New Zea-
land, including major legislation reviews 
and changes, such as for liquor licensing 
of festivals and events, plus major events 
funding and lottery funding. 

Traditionally, the only government 
funding available to festivals and events 
in New Zealand has been via the Major 
Events Development Fund, valued at 
roughly NZ$3.3 million (US$2.5M). 
However, due to the demands of hosting 
the Rugby World Cup next year, a special 
allocation of NZ$8.5 million (US$6.5M) 
has been created, funded by the Lot-
tery Commission, which administers 
the national lottery and redistributes its 
profits to good causes. Those wishing to 
create special events that fit in with the 
2011 Rugby World Cup could apply for 
funding. This lottery funding amounts to 
NZ$2 per person of the entire Kiwi popu-
lation. To put this in perspective, if the 
U.S. used this formula, the fund would 
be the equivalent of NZ$600 million 
(US$460M) according to Hall.

Residents and visitors alike can expect 
to be captivated by the Real New Zealand 
Festival, scheduled concurrently dur-
ing the World Cup and featuring such 
cultural megastars as singer Dame Kiri 
Te Kanawa on October 22nd, the Bay of 
Islands Seafood Tournament, and the 
Marlborough Wine Festival Village, show-
casing fifty vineyards.

Lake Taupo, New Zealand, won the IFEA 
World Festival and Event City Award as the 

most outstanding global entry for cities in 
the under 100,000 population category.

Europe
Few will forget the tragedy of Duisburg, 

Germany’s techno-pop Love Parade festival 
in July 2010, where nineteen people were 
trampled to death and another 340 were 
injured by a stampeding crowd of 500,000 
incoming revelers joining the one million 
people already on site. The predictable 
result has been stronger government regu-
lations which, in many cases, are indis-
criminately applied to any festival or event 
regardless of its audience profile. 

Rotterdam’s Johan Moerman points 
out that there needs to be a way for cities 
to use discretion in their interpretation 
of the new regulations or it will become 
much more expensive to have a festival. 
“You don’t need the same rules for events 
with alcohol as you do for an event with 
an audience comprised of people over 
fifty years old,” he says.

Moerman is Director of Rotterdam Festi-
vals, the organization that oversees most of 
the city’s 100+ festivals. The trend, he says, 
is for the city to encourage those festivals 
that focus on the celebration of an identity. 
“We have over one hundred festivals which 
we will trim to fifty or sixty within five or 
six years, and then trim again to ten iconic 
events that are representative of the cultural 
identity of our city.” It is important for 
these festivals to have an authenticity, a 
connection with the place where the event 
takes place. His organization talks with all 

Edinburgh Festival Fringe
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stakeholders, with the goal of improving 
the festivals each year.

Scottish Minister for Culture and 
External Affairs Fiona Hyslop presented 
a positive, pro-active view of the role of 
government during her opening remarks 
at the Behind the Scenes of the Edinburgh 
Festivals seminar earlier this year.

“Given the financial and wider benefits 
of (sic) the cultural celebrations brought 
to Edinburgh by the festivals, the Scottish 
Government thought it only right to look 
at ways of enhancing our involvement 
and support to the Edinburgh festivals. 
Over the last three years the Scottish 
Government has invested £6million 
(US$9.6M using today’s rates) through 
our Edinburgh Festivals Expo Fund to 
support the costs of new productions, 
events or exhibitions which involve Scot-
tish-based participants and are premiered 
at any of the Edinburgh Festivals. Many 
of these then go on to tour both nation-
ally and internationally. “

Much of the Scottish Government’s work, 
says Minister Hyslop, is focused around 
using cultural activity to promote Scotland, 
as well as to define its national and cultural 
identity. This is critically important if Scot-
land is to prosper and achieve its goal of 
sustainable economic growth.

Edinburgh Festival Fringe Chief Executive 
Kath Mainland speaks strongly in favor 
of government’s role. “The relationship 
between the Fringe and the city is crucial,” 
she says, “and this is something that we 
as the Society are careful to protect and 
strengthen. The Fringe could not happen 
without the support of the city at every 
level, from the Government Ministers to 
the residents. It is a constantly evolving 

and mutually beneficial relationship, but 
the importance of the city itself to the 
history and success of the Fringe cannot 
be overstated. The city has embraced the 
Fringe and in many ways has allowed it 
to grow into the largest arts festival in the 
world.” In 2010, there were 2,453 indi-
vidual shows taking place at the Festival 
Fringe, with more than 21,000 performers 
and more than 40,000 shows taking place 
in 260 venues.

South Korea
These are the magic words in South Ko-

rea: “I’m from the government, and I’m 
here to help you.” AND… they’re serious. 

The Korean Cultural Tourism Festival 
System is supported by the Korean Min-
istry of Culture and Tourism, which has 
invested some US$19 million in support-
ing key Korean festivals (US$6million 
in 2010 alone) since the program started 
in 1995. The return on investment has 
been significant: an economic impact of 
US$500 million, with approximately 15 
million domestic visitors, according to 
Professor Gang-Hoan Jeong, PhD, Dean 
of Pai Chai University’s Graduate School 
of Tourism Management in South Korea, 
and President of IFEA Korea.

The country has some 1,200 festivals, 
of which 80% are owned by the gov-
ernment. The key to the success of the 
Cultural Tourism Festival System lies in 
the ranking and evaluation of the festivals 
by a government team of experts, which 
creates competition. 

The stakes are high: Only thirty Korean 
festivals out of 1,200 received govern-
ment sponsorship in 2010. The amount of 
government funding received by a festival 

is based on its evaluation results, with 
two of the 1,200 festivals designated each 
year as the country’s official “Representa-
tive Festivals.” The top two each receive 
the equivalent of US$680,000 in govern-
ment funding, as well as overseas publicity 
sponsored by the central government. In 
2010, these two “Representative Festivals” 
were the Boryeong Mud Festival (US$2.6 
million budget; 1.2M visitors) and the An-
dong International Mask Festival (US$1.7M 
budget; 700,000 visitors). 

  Two South Korean cities—Jinju-si and 
Boryeong-si (also known as Daechon)-- 
tied for the IFEA World Festival and Event 
City Award, top Asian city, population 
100-500,000; and one South Korean city-- 
Geumsan-gun-- won the distinction of the 
top Asian city, population under 100,000. 

Geumsan is most known for the Ge-
umsan Insam (Ginseng) Festival, now in its 
30th year. Jinju hosts many cultural events 
throughout the year, including Jinju Nam-
gang Lantern Festival; the Nongae Festival; 
the Korean Drama Festival; the Gaecheon 
Arts Festival; the International Yudeung 
Festival of Namgang; and the Jinju National 
Bullfighting Contest. The annual nine-day 
Boryeong Mud Festival has turned the town 
of Boryeong’s ocean mud flats into a tour-
ism bonanza.

United States
In stark contrast to the examples men-

tioned above, Memphis in May Internation-
al Festival CEO Jim Holt, CFEE, notes that 
while the U.S. government desires to be 
more competitive nationally and globally, 
there is no federal funding for American 
festivals and events as there is in other 
countries. While the Memphis, Tennessee 
(USA) festival has generated some US$5 
million in income over expenses which 
it spins off into funding other events, 
in 2010, revenues were down twenty 
per cent. In addition to unique music 
(particularly the blues) and food such 
as Southern barbeque, Memphis in May 
International Festival features the culture of 
a different country each year and ties it in 
with an in-school educational program.

All is not lost, however.
The U.S. National Endowment for the 

Arts has just released its latest study, Live 
from Your Neighborhood, the first-ever 
survey of U.S. outdoor arts festivals. The 
survey analyzes data from 1,413 outdoor 
festivals in nearly every state and Wash-
ington, DC. The survey reflects a cross-
section of outdoor arts festivals in artistic 
disciplines such as music, visual arts and 
crafts, dance, folk and traditional arts, 
theater, literature, and film. Festival audi-
ences, programming, staffing, and finances 
are also reviewed. The study confirms 
that outdoor arts festivals are “creative 
placemakers, and are integrated into the 

Andong International Mask Festival, Korea
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community. More than half of the festivals 
surveyed (59 percent) have occurred in 
their host communities for more than 10 
years.” They have diverse arts forms and 
serve as a gateway to the arts. They provide 
education and employment.

Now all that remains is to convince the 
NEA to put funding behind the find-
ings. Europe and Asia have done this for 
decades. Check out http://www.nea.gov/
news/news10/NEA-Festivals-Report.html .

3. Globalization

Event Management – International 
Competency Standards (EMICS)

International networking and partner-
ship are 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 2006. The project is now in its final 
phases after two years of development 
and testing by over 170 practitioners and 
professionals from twenty countries.

Soon to be launched in Canada, the 
emerit® Event Management Certification 
Program (EMICS) will consist of an exam, 
a practical evaluation, and on-the-job 
experience, according to Eva Schaus-
berger, Director of Foreign Credential 
Recognition/ Directrice du programme de 
reconnaissance des titres de compétence 
étrangers. Although this was an initiative 
of the Canadian government, great care 
was taken to solicit input from an interna-

tional panel of professional educators and 
festival specialists. In today’s increasingly 
mobile society, once adopted internation-
ally, the program will greatly improve 
transnational recognition of professional 
competency—a real asset for employers 
and prospective employees alike, regard-
less of geography. The certification pro-
gram will be available for free download 
in both English and French soon.

Eventually the Canadian Tourism 
Human Resource Council will look for 
partner organizations to implement the 
guidelines throughout the world. With 
nine affiliates on six continents, IFEA is a 
good candidate.

Sports
If we fast-forward from ancient Athens, 

sporting competitions like the Olympics, 
held in Vancouver this year; the inaugural 

World Youth Olympics held in Singapore 
this past August; and the FIFA (World 
Cup Football/Soccer) held in South Africa 
this year are all outstanding examples of 
globalization. Their economic benefits are 
easy to understand, perhaps because sports 
has always been a universal language. Both 
participants and patrons of these events are 
international, and while sporting competi-
tions live in a different part of the cultural 
world, they do, nonetheless, leave behind a 
legacy that is valuable to national and local 
festivals and events by virtue of the infra-
structure improvements they require.

To Brazil’s credit, more than half of the 
venues for 2016 are already built, and win-
ning the bid to host the 2014 FIFA/World 
Cup Soccer has resulted in other construc-
tion. The twelve cities that will host the 
games of the 2014 World Soccer Cup in 
Brazil will be, in alphabetical order, Belo 
Horizonte, Brasília, Cuiabá,Curitiba, For-
taleza, Manaus, Natal, PortoAlegre, Recife, 
Rio de Janeiro, Salvador, and São Paulo, 
according to Daniel Baldacci, IFEA Latin 
America and the Brazilian Festivals and 
Events Association.

The UK has two major sporting events 
on its horizon: the London Olympics 
in 2012, and the 2014 Commonwealth 
Games in Glasgow, Scotland, where 
athletes from the fifty-four nations of the 
British Commonwealth will compete.

In a strategic move remarkable for its 
foresight in bridging cultural diplomacy 
and sports, the Edinburgh festivals have 
already initiated plans for a program 
called “The World’s Festivals,” inviting 
key countries participating in the 2012 
Olympics and the 2014 Commonwealth 
Games to interface with the city’s twelve 
core festivals to showcase their cultural 
assets in an unprecedented way and on a 
scale virtually guaranteed to garner me-
dia, political, and public attention.

According to Faith Liddell, Director of 
Festivals Edinburgh, the central advocacy 

World Youth Olympics, Singapore

Hydroplane Racing, New Zealand

http://www.nea.gov/news/news10/NEA-Festivals-Report.html
http://www.nea.gov/news/news10/NEA-Festivals-Report.html
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organization for the twelve festivals, 
events included in this strand will be 
projects such as the first collaboration 
between the Edinburgh International Festi-
val, the Edinburgh Military Tattoo, and the 
Marinsky Opera in St. Petersburg, with 
a major new presentation of Prokofiev’s 
grand opera, War and Peace, presented 
on the Esplanade of Edinburgh Castle, 
directed by Andrei Konchalowsy and 
conducted by Valery Gergiev.

Another strand will be themed “New 
Generation, New Talent,” and between 
2012-2014, will focus on young, new 
talent in the same spirit as the original 
Olympics—a cultural Olympiad featuring 
a whole new generation of artists, perform-
ers, composers, writers, choreographers, 
and directors from the U.K. and abroad.

Overall, the intent is not to compete 
with the Olympics and the Commonwealth 
Games, but to build on them via carefully 
crafted cultural activities—in essence, fur-
thering the global reach of the festivals to 
new audiences and enhancing the existing 
festivals’ offerings through expanded inter-
national collaborative programming.

GLOBAL OPPORTUNITIES
Depending on geography, ample op-

portunities exist for those experienced 
festival professionals with sensitivity to 
the culture and history of a region. This is 
particularly true in the Middle East, says 
Bill O’Toole, where the government is just 
beginning to leverage the assets inherent 
in Gulf region festivals and events. 

Joseph Okelo echoes this observation, 
saying that although many ideas regard-
ing festivals in Kenya have not been fully 
exploited yet, the government is slowly 
beginning to realize their importance in 
bolstering the country’s image and tourism. 
Eighty percent of events in Kenya have 
typically been conferences, but as an event 
form, says Okelo, they are the least ben-
eficial to the country. Recognition of this 
has led the government to shift its efforts 
towards training for festivals and events.

Collectively, two major categories of op-
portunities emerged from Industry Com-
pass 2010: global partnering via “Sister 
Festivals” and benchmarking excellence.

1. Sister Festivals
By far, the idea that met with the 

most sustained enthusiasm this year was 
that of establishing a “Sister Festivals” 
network. When time ran out during the 
scheduled Industry Compass panel discus-
sion, participants elected to return for a 
third, unscheduled hour.

The “Sister Festivals” idea was first in-
troduced by Daniel Baldacci at the 2005 
IFEA convention in San Antonio, Texas 
(USA) and has resurfaced several times 
since then. The idea is simple: interna-
tional ties between festivals could be 

strengthened if festivals partnered with a 
“sister” festival in another country, much 
like the Sister Cities program created in 
1956 by U.S. President Dwight D. Eisen-
hower. The program encourages linkage 
between like-minded cities international-
ly, with the ultimate goal of world peace.

More than 700 U.S. communities and 
nearly 2,500 partnerships with sister com-
munities in 134 countries participate in 
the program today. The overall organiza-
tional size is comparable to that of IFEA. 

Advantages of “partnering” with a Sister 
Festival include the ability to exchange 
staff, program components, or indeed, to 
exchange entire festivals. There is the added 
benefit of forming consortia to seek com-
mon sponsorship or government funding.

Festivals could exchange delegations to 
each others’ festivals and events or have a 
presence at another “sister” festival via:

An event within an event
Audience sharing
Bringing a stage to another festival

Examples:
The Roskilde Festival in Denmark con-
tacted Stockholm’s Kulturfestival this 
year. Due to the global recession, the 
popular outdoor Danish music fes-
tival had been losing audience share 
in Sweden, as well as experiencing 
diminishing sales of recordings of 
Danish artists, and they wished to 
market to Swedish pop music lovers 
directly. Kulturfestivalen Director 
Claes Karlsson happily welcomed the 
“sister festival” stage, which came as 
a turnkey operation: stage, sound, 

•
•
•

1.

crew, performers, tech—all with a 
“green” environmental theme. There 
was no cost to Stockholm. 

The Canadian Winter Festivals Coali-
tion dates back to 2002, according to 
Thérèse St-Onge, CFEE, IFEA Canada, 
when winter festivals in the provinces 
of Ontario, Quebec, and Manitoba 
banded together to maximize their 
marketing efforts and benefit from 
cost-sharing certain expenses. There are 
now five winter festivals participating 
in the informal coalition:

Carnaval de Québec  
Jan. 28- Feb. 13, 2011
Bal de Neige/Winterlude, Ottawa 
Feb. 4-21, 2011
Winter City, Toronto   
Jan. 29- Feb.10, 2011
Montréal en lumière  
Feb.17-27, 2011
Festival du Voyageur, Manitoba 
Feb.12-21, 2011
 

   Initially, the group decided to 
focus on one target each year, such as 
cross-promotion, volunteer exchange, 
and artists’ exchange via a program 
managers’ meeting. All shared similar 
themes (frozen Canadian winter) and 
could benefit from pro-rating certain 
expenses. The group is still active.

Boryeong Mud Festival, South Korea, 
established ties with neighboring 
China and sent its entire festival over-
seas. In an innovative move of “going 
global”, twenty tons of Boryeong’s 

2.

•

•

•

•

•

3.

Denmark’s Roskilde Festival in Stockholm
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famous cosmetic mud was exported 
to China’s Dalian Jinshitan Beach in 
2009, giving birth to the first China 
Dalian Mud Festival, which ran for 
fifty days beginning July 26, 2009. 
   Always in the vanguard, South Korea, 
through its Memos of Understanding 
(MOU) Affiliate Partner Agreements, 
actually began establishing relation-
ships with international festivals and 
events in 2004 and over the years has 
built its own informal network.

Looking Ahead: LinkedIn and More
IFEA is pleased to announce the cre-

ation of a LinkedIn site for Sister Festivals. 
The IFEA SISTER FESTIVALS EXCHANGE 
PROGRAM’s purpose is to encourage 
global festival exchange opportunities. 
Those interested can join this program 
to exchange ideas, resources, volunteers, 
professionals, attractions, media, and 
expertise with events around the world.

How does it work?

Go to www.ifea.com and scroll down 
about ¼ page. On the right column, 
click on “Join our Group. IN.” 

Click on “Sister Festivals Exchange 
Program—Global Festival Exchange 
Opportunities” and join the group. 
You can then post your ideas, including 
requests for exchanges. 

There are subgroups for discussions, 
members, jobs, etc.

Two other IFEA resources may also be of 
help. IFEA Europe member Jeroen Mourik 
has a Sister Festivals registration page 
on his website at www.festivalorganiser.
com/IFEA-signup. The website is an online 
community dedicated to festival and pub-
lic event professionals, with specific focus 
in the areas of networking, information, 
and professional development.

IFEA Europe member Holly Payton 
brings together fringe festivals around the 
world via her World Festivals Network. 
Check it out at www.worldfestivalnet.com.

Bill O’Toole, in his opening keynote 
address at the IFEA convention in St. Lou-
is (USA), drew on the work of mathema-
tician Paul Erdos, whose Graph Theory 
is behind the concept of “six degrees of 
separation”—the idea that anyone in the 
world is only six steps away from any 
other person in the world. Festivals and 
events, says O’Toole, reduce this separa-
tion of people and create networks of 
interest groups that unite the world.

2. Benchmarking Excellence
Throughout the world, national and 

regional award programs have sprung up 

1.

2.

3.

recognizing the achievements of leaders 
in the festivals and events industry.

The Middle East Event Awards in 
Dubai, United Arab Emirates, reposi-
tioned to June 2011; the Australian Event 
Awards in October annually; and other 
programs hosted by the Association of 
Irish Festivals, and Events and Festivals 
and Events Ontario, Canada, all pay 
tribute to excellence and give those in the 
industry concrete examples from which 
to draw inspiration. South Korea’s Cul-
tural Tourism Festival System is another 
manifestation of recognizing excellence.

On a global level, the IFEA annual Hall 
of Fame, IFEA/Zambelli Fireworks Volun-
teer of the Year, IFEA/Haas and Wilkerson 
Pinnacle Awards, and the newly inaugu-
rated IFEA World Festival and Event City 
Award program raise the bar higher as 
entrants are evaluated on an international 
level. Due dates are posted at the end of 
this article.

 
“Survival of the Fittest”

Lady Susan Rice, opening keynote 
speaker at International Events’ Behind the 
Scenes of the Edinburgh Festivals seminar, 
likened the challenge of Edinburgh’s stay-
ing the pre-eminent global festival city to 
Charles Darwin’s concept of “survival of 
the fittest” -- that constant evolutionary 
struggle to continue to exist first intro-
duced in his book The Origin of the Spe-
cies. Rice is Managing Director of Lloyds 
Banking Group Scotland, but true to her 
belief in “giving back” to a community, 
also chairs the Edinburgh International 
Book Festival and Edinburgh’s Festivals 

Forum, a group established in 2008 to 
monitor the longer term health of Edin-
burgh as a festival city and to articulate 
and oversee the investment strategy 
required to sustain its position. 

 “Our festivals, individually and collec-
tively,” says Rice, speaking of Edinburgh, 
“celebrate the arts and culture. At their 
core, they inspire and amaze. They excite. 
They make people laugh, sometimes cry, 
and very often think… But there’s a core 
to festivals that acts as a constant even as 
they continually reinvent themselves.

“Our festivals do so much more than 
make artistic connections – they make 
human connections which help break 
down barriers – this is why the festivals 
are so important.

“I don’t believe that what we have here 
in Edinburgh can be created …from a 
written business plan, nor can it be created 
overnight. What Edinburgh offers has been 
sixty years in the making; it’s a story of evo-
lution, of constant reinvention, of survival.

“It’s a story of people with the vision and 
tenacity to follow it through. It’s the story 
of a responsive local infrastructure, a city 
that’s given the festivals room to grow and 
develop. It’s about a sophisticated range of 
interventions and initiatives that nurture 
what today’s generation has inherited.

“And most of all it’s about people who 
care about the arts and culture, who care 
about society and about the legacy they 
leave to the next generation.”

Susan Rice is an eloquent spokesperson 
for us all. Excellence matters. Cultural sur-
vival matters. In the lifecycle of a festival or 
event, it is, indeed, about leaving a legacy.

Korean Affiliate Partners
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Charlotte DeWitt is the 200� in-
ductee to the IFEA Hall of Fame, the 
industry’s highest honor. As president 
of International Events, Ltd., she has 
served as a cultural ambassador and 
events architect in some 2� countries 
since 1�7�, designing and produc-
ing over 150 waterfront festivals 
and international events, including 
Behind the Scenes of the Edinburgh 
Festivals. She consults worldwide on 
festival master plans and tourism de-
velopment, and is the global perspec-
tives editor of i.e. magazine. Charlotte 
is Past Chairman of IFEA/World 
(IFEA) and founder/ past President/
CEO of IFEA Europe. She lived in 
Sweden from 1��4-2004. 

Charlotte J. DeWitt, CFEE, President 
International Events, Ltd.   

24� West Newton St., #8
Boston, MA 02116 USA
M +1 617 513 56�6
charlotte@internationaleventsltd.com 

Johan Moerman
Rotterdam Festivals, The Netherlands

2010 Chair, IFEA World 

Professor  
Gang-Hoan Jeong, PhD

Pai Chai University, South Korea
President, IFEA Korea 

Sally Edwards
Events NSW, Australia

Warwick Hall
Lake Taupo District, New Zealand

Daniel Baldacci,
Groupo Baldacci, Brazil

President, IFEA Latin America 

Bill O’Toole
Global Events Development Specialist

Australia

Joseph Okelo
Makini College, Kenya

Guy Laflamme
National Capital Commission, Canada

Jim Holt, CFEE
Memphis in May International Festival

United States

VIRTUAL CONTRIBUTORS:

Fiona Hyslop
Minister for Culture and External Affairs

Scotland, UK

Andrew Kerr
Former Secretary

Edinburgh Festival Fringe Society
Scotland, UK

Faith Liddell
Director, Festivals Edinburgh

Scotland, UK

Kath Mainland
Chief Executive

Edinburgh Festival Fringe, Scotland, UK

Thérèse St-Onge, CFEE
IFEA Canada 

Lady Susan Rice
Lloyds Banking Group, Scotland

Edinburgh International Book Festival
Edinburgh Festivals Forum, Scotland, UK

Eva Schausberger
Canadian Tourism Human 
Resource Council, Canada
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          Toolbox

 USD 1 =

Euro Zone ....................EUR 0.733��3

UK  ..................................GBP 0.621425

China  ............................CNY 6.64650

Australia .......................AUD 1.01207

New Zealand ..............NZD 1.2�001

Canada ..........................CAD 1.00842

Singapore ....................SGD 1.30246

Kenya .............................KRW 1,135.2�

Brazil .............................BRL 1.72280

Saudi Arabia...............SAR 3.75015

South Korea ...............KRW 1,135.2�

United Arab Emirates ...AED 3.67265

as of 16 November, 2010

Save These Dates!

CONFERENCES 
AND SEMINARS

March 2-5, 2011 Festivals & Events 
 Ontario (FEO), 
 Canada. 
 www.festivalsan
 deventsontario.ca
 
April 2011  Kenya Events, Festivals, 
 Conferences Forum, 
 Nairobi, Kenya. 
 www.kenyaevents.org
 
June 1-2, 2011  IIRME’s Middle East   
 Event Show, 
 Dubai, UAE. 
 www.me-eventshow.com

November 2011 Association of Irish 
 Festivals & Events, 
 Ireland

Sept. 30-  CIOFF Folkloriada  
Oct.5, 2012   Anseong, South Korea

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

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

July 26, 2011 Australian Event Awards  
 Entry Deadline

Aug. 15, 2011 IFEA World Festival & 
 Event City Award Entry 
 Deadline

mailto:charlotte@internationaleventsltd.com
http://www.internationaleventsltd.com
http://www.festivalsan
http://www.kenyaevents.org
http://www.me-eventshow.com
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The 21st Bluesfest Byron Bay, the Sydney 2009 
World Masters Games, the Peats Ridge Festival, 
and the RSPCA’s Million Paws Walk were named 
among Australia’s most outstanding and innova-
tive events at the 2010 Australian Event Awards in 
Sydney on October 7th, 2010.

Attracting hundreds of entries from all across the 
country, the Australian Event Awards is a celebration 
of all the different types of events that Australians 
love and support throughout the year, from sporting 
grand finals and arts and cultural festivals, to charity 
community events and business conferences. 

“From Australia’s expertise in major sporting 
events like the Sydney 2009 World Masters Games 
and the 2010 Santos Tour Down Under, to the com-
munity events in Warrnambool City Council, 
the judges were particularly impressed with the 
calibre and diversity of events from all over 
Australia,” said Sandy Hollway, former CEO of 
Sydney Olympic Games Organizing Commit-
tee (SOCOG) and co-chair of the judges. 

“When Australians go to an event that wins 
an Australian Event Award, they know they 
are going to a good one. In the list of win-
ners for 2010 we are thrilled to see so many 

BLUESFEST BYRON BAY 
STEALS THE SHOW 
AT 2010 AUSTRALIAN EVENT AWARDS
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different types of events being rewarded 
– from Microsoft’s largest annual confer-
ence to beloved family events like the 
Macquarie Visions light festival and the 
Sydney Royal Easter Show!” 

After winning the award for Best Cul-
tural or Arts Event, Australia’s much-loved 
music festival, the 21st Bluesfest Byron Bay 
also took home the most prestigious 
prize of the evening, being named the 
2010 Australian Event of the Year. 

Australia’s expertise in producing events 
overseas was recognized in the category for 
Best Event Export, with David Atkins En-
terprises receiving the award for delivering 
two of the world’s largest live events in the 
past year – the opening and closing cer-
emonies of the Vancouver 2010 Olympic 
Winter Games, and the Opening Ceremo-
ny of the Shanghai 2010 World Expo. 

“These days it is tough to find a major 
international event that doesn’t have 
a creative or strategic Australian mind 
involved with it. Australian experts and 
companies like David Atkins Enterprises 
are continually being sought out by 
major events around the world, creating 
an exciting new export industry for our 
country,” said Sandy Hollway. 

Entertainment legend David Atkins 
joined the Sydney 2000 Olympic master-
mind David Churches on stage when the 
pair were presented with Lifetime Achieve-
ment Awards for their incredible creativity, 
innovation and dedication to Australia’s 
iconic events culture.

Events South Australia once again took 
home the award for Best Tourism Event, 
winning the award for the 2010 Santos 
Tour Down Under, an eight-day event 
combining Australia’s largest ever profes-
sional road cycling race with associated 
free events throughout Adelaide and forty 
towns in regional South Australia. 

Nominated as a finalist in a record 
three categories, the Macquarie Visions 
light art festival won two awards, with 
production team the Electric Canvas win-
ning Best Achievement in Technical Produc-
tion and Best Achievement in Design. 

The P.A People were rewarded for their 
work on the Sydney Festival, claiming the 
award for Most Innovative Use of Technol-
ogy for their use of the EYEcue Camera 
System during the event to monitor 
crowd control.

Best New Event was awarded to Cam-
bridge Events for the Sydney Harbour 
Island Hopping Festival, part of Crave Syd-
ney, which allowed people from school 
children to grandparents the opportunity 
to explore entertainment and events on 
various islands in Sydney Harbour. 

Event Director Iain Morrison, Humm 
Pty Ltd was presented with the high-
profile Event Manager of the Year Award, 
for his outstanding work delivering over 

Australian Event of the Year
21st Bluesfest Byron Bay 2010

Best Sporting Event 
Sydney 2009 World Masters 
Games – Sydney 2009 World 
Masters Games Organizing 
Committee 
 
Best Tourism Event 
2010 Santos Tour Down Under 
– Events South Australia 

Best Charity or Cause- 
Related Event 
Million Paws Walk - RSPCA

CIM Best Meeting or  
Conference
Microsoft Tech.Ed 2009 –  
Microsoft Australia

Best Cultural or Arts Event
21st Bluesfest Byron Bay 2010

Best Corporate Event
Newmont Boddington Gold  
Official Opening – Rovis Media 
& Bright Communications with 
Newmont Asia Pacific 

I-SEC Group Best  
Community Event
Fun4Kids Festival –  
Warrnambool City Council

Best New Event
Sydney Harbour Island  
Hopping (part of Crave  
Sydney) - Cambridge Events 

Best Achievement in  
Technical Production
The Electric Canvas for their 
work on Macquarie Visions

Best Achievement in Design
The Electric Canvas for their 
work on Macquarie Visions

Most Innovative Use of 
Technology
The P.A. People for their work 
on Sydney Festival 

Best Achievement in  
Catering
Melbourne Convention and 
Exhibition Centre for their 
work on 2010 Good Food & 
Wine Show

SPICE Best Venue
Sydney Convention and  
Exhibition Centre 

Best Product or Service
SPLnet – the P.A. People

Best Education or  
Training Program 
Bachelor of Business  
(Event Management) –  
School of Hospitality, Tourism 
& Marketing Victoria University

Best Export
David Atkins Enterprises

Best Marketing Campaign
Sydney Royal Easter Show –  
Royal Agricultural Society  
of NSW

Young Achiever of the Year
Melissa Park

Best Achievement in  
Sustainability
Peats Ridge Sustainable Arts and 
Music Festival - Peats Ridge Fes-
tival Pty Ltd

Event Manager of the Year
Iain Morrison – Humm Pty Ltd  

Lifetime Achievement
David Atkins
David Churches

LIST OF WINNERS
2010 Australian Event Awards

Continued on page 72
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On Wednesday, October 6th, 2010, senior 
staff from Events New South Wales, Aus-
tralia, met and exchanged ideas with Jean 
Pelletier, General Director of Carnival de 
Québec, Canada, during his visit to Sydney. 
The meeting came about following con-
versations at this year’s IFEA Convention & 
Expo in St. Louis, Missouri (USA) this past 
September, where Sally Edwards, General 
Manager, Operations and Communica-
tions, of Events NSW, met up with Annick 
Marchand, the Communications and Mar-
keting Director of Carnaval de Québec.

Pelletier was in Sydney to attend the  
71st Skål International (Association of  
Travel and Tourism Professionals) World 
Congress on October 7th -12th, 2010.  
While there, he connected with Edwards 
and experienced several Sydney-inspired 
events, including the Australia versus Para-
guay Friendly International football match 
at the Sydney Football Stadium; the Night 
Noodle Markets, where forty tantalizing food 
stalls and live Asian-inspired entertainment 
adorned Sydney’s Hyde Park for two weeks; 
and the city’s unique Breakfast on the Bridge. 

The latter two events are part of the 
Crave Sydney International Food Festival 
– an annual city-wide celebration of 
Sydney’s unmatched food lifestyle, which 
ran from October 1-31, 2010.  

Held annually, this year’s Breakfast on 
the Bridge was another great success, with 
over 6,000 guests, including several of the 
world’s best international chefs, embark-

ing on a once-in-a-lifetime picnic experi-
ence on the Sydney Harbour Bridge. This 
year the event featured a football (soc-
cer)-inspired theme to support Sydney’s 
2022 football World Cup bid.  Several of 
Australia’s international Socceroos team 
members and World Champion Women’s 
football team, the Matildas, joined the 
experience, rolling a large, inflatable 
football down the middle of the bridge, 
adding another truly remarkable dimen-
sion to the event. 

The October outreach was a wonderful 
opportunity for the two event compa-
nies, one Australian, one Canadian, to 
share event experiences and ideas, as well 
as further develop networks across the 
globe.  Both organizations will continue 
to explore opportunities to partner in  
the future.

Contact:
Sally Edwards, General Manager
Operations and Communications
Events NSW
T: +61 (0)2 8114 2400   
Sally.Edwards@eventsnsw.com.au
www.eventssydney.com 
www.eventsnsw.com.au

Jean Pelletier, General Director
Carnaval de Québec
T: +1 418 626 3716
jean.pelletier@carnaval.qc.ca
www.carnaval.qc.ca

Breakfast on the Bridge:
Sydney meets Quebec

Savvy networkers have heard of power 
breakfasts, but Sydney, Australia, has 
taken this to new heights, so to speak.

mailto:Edwards@eventsnsw.com.au
http://www.eventssydney.com
http://www.eventsnsw.com.au
mailto:jean.pelletier@carnaval.qc.ca
http://www.carnaval.qc.ca


2010 INTERNATIONAL EVENTS 5�

Now in its second year, the New 
Zealand Festival of Body Art celebrates ex-
cellence in body painting and theatrical 
prosthetics. If you saw Lord of the Rings 
(filmed in New Zealand), then you have 
seen theatrical prosthetics in the form of 
latex-enhanced monsters and other body 
parts, from Saruman’s noses to the Elves’ 
pointed ear tips.

The 2011 New Zealand Festival of Body 
Art is held January 30 in Lake Taupo, 
and focuses on a cultural heritage theme, 
“Maori Myths and Legends.”

With a whirl of color and movement, 
out-of-this-world creatures, and mind-
blowing sets, the audience is transported 
to a special place and treated to a night of 
wonderful, creative entertainment.

Body painting’s roots stem from 
indigenous peoples adorning themselves 
in often primitive, but always artful ways. 
It is growing in popularity around the 
world. 

 
Contact:
Warwick Hall
Manager Event Marketing
LakeTaupo District, New Zealand
Mobile: +64-21-736-901
Desk: +64-7-376-0407
warwick@laketauponz.com
www.eventscapital.co.nz
www.bodyartawards.co.nz/

Body Art 2011: 
Maori Myths 
and Legends

Lightning Rider was a guest performer 
at Lake Taupo, New Zealand’s New Year’s 
Eve celebration.

The machine used to generate the 
lightning is based on the work of Nikola 
Tesla, who is known and credited as be-
ing the father of electricity. 

The performer wears a specially de-
signed mesh suit protecting him from the 
3,000,000 volts of electricity generated at 
the height of the show.

No need for to much crowd control 
here, when the lightning starts people 
step well back!! 

 
Contact:
Warwick Hall
Manager Event Marketing
LakeTaupo District, New Zealand
Mobile: +64-21-736-901
Desk: +64-7-376-0407
warwick@laketauponz.com
www.eventscapital.co.nz

“Lightning Rider” 
Strikes Again!
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The Singapore 2010 Youth Olympic 
Games swept into the city this past August 
with fanfare, spectacular fireworks, and 
a touch of magic, thanks to a dazzling 
opening ceremony on the floating stage 
on Marina Bay in downtown Singapore.  
Some 27,000 people filled the grandstands 
at ‘the float’ as Singapore welcomed 3,600 
young athletes from 204 National Olympic 
Committees to take part in 26 sports at the 
inaugural Youth Olympic Games.

Singapore had just over two years to pre-
pare for the Games after winning the hosting 
rights in February 2008. It was a whirlwind 
race to the finish, but the city-state has never 
failed to meet an events deadline. 

As the curtain rose on the opening 
ceremony on August 14, 2010, eighteen 
competition venues were in place, twenty-
six cultural and educational programs 
were ready to roll, 1,200 media were 
on hand to capture the moments, and 
20,000 international and local volunteers 
were already working behind the scenes. 
The volunteers came from schools, the 
private sector, national sports associations 
and the Singapore Sports Council (the 
national sports agency), which had organ-
ised the Asian Youth Games in 2009.

As the International Olympic Com-
mittee’s first new event in 85 years, the 
Singapore 2010 Youth Olympic Games were 
a shining tribute to the power of sports to 
bring people together. “The Youth Olympic 
Games have exceeded vastly my highest 
expectations,” said IOC President Jacques 
Rogge in his closing news conference. “I 
always knew it would be well organized, but 
I did not expect this level of perfection...I 
now have 22 Olympic Games under my belt 
but (Singapore) ranks at the very top.”

Singapore 
Scores Big Win 
with Inaugural 
Youth Olympic 

Games

mailto:warwick@laketauponz.com
http://www.eventscapital.co.nz
http://www.bodyartawards.co.nz
mailto:warwick@laketauponz.com
http://www.eventscapital.co.nz
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THE BOARD TABLE

tion. Taking this on during the global financial crisis 
emphasised to me, not only the ‘character and rich-
ness’ of the IFEA Staff, but also the creativity and dedi-
cation they had, working together to bring the best, 
most effective convention to the members. I would like 
to wholeheartedly thank them for their perseverance 
and passion over the past few years. 

 But let’s not stop there! Let’s take the success of the 
new convention footprint and keep the excitement go-
ing. One of the most exciting and promising develop-
ments I saw over the past year was seeing and speaking 
with new IFEA members at the Convention. Many of 
these members representing a new generation in the 
Festivals & Events Industry - an ambitious new genera-
tion that will enrich and refresh the festival world and 
the IFEA with new formats, new ideas and new energy. 
I look forward to seeing where this generation will take 
the industry in the future. 

Leading us in to the future will be our 2011 IFEA 
Chairman, Wright Tilley, CFEE, Executive Director of 
the Watauga County Tourism Department Authority 
in Boone, North Carolina. Wright has without a doubt 
been one of the most capable and loyal members and 
supporters of the IFEA and I know the association 
will be in great hands with Wright as Chairman of the 
Board in 2011. I wish you much success Wright!

As my year as IFEA Board Chair comes to an end, I 
would also like to take a moment to thank the IFEA 
Board and IFEA Foundation Board for their continued 
support. They are leaders of the industry that volunteer 
an enormous amount of time and costs to support the 
development of this industry and I have a deep respect 
for them all. Their joint commitment over the past year 
in keeping the IFEA healthy and prepared for the future 
deserves much admiration and I very much appreciate 
their ongoing dedication and support. 

Wishing everyone continued success in the New Year, 

JOHAN MOERMAN
2010 IFEA Board Chair 

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

Email: directie@rotterdamfestivals.nl

One of the things I most in enjoy in my work is 
the contrast between different festivals. For many 
years my hometown hosted the Dance Parade. A 
Parade of more then 20 DJ’s on trucks followed 
by over 200,000 dancing young visitors that set 
the city on fire until late at night. The next day, the 
event was followed by ‘the day of romantic music’ 
where people enjoyed classical music in a city park. 
The much older visitors of this event, many dressed 
up in 19th century romantic clothing, mixed with 
the younger generation dancers that used the park 
as a lounge space to recover from the dance party 
the night before. Somehow the contrast between 
the two generations emphasised the ‘character and 
richness’ of both events and how they were able to 
work together. 

 For a lot of us, this was also a year of contrasts 
in some ways. Like many of you with your festivals, 
while dealing with the financial crisis that we are 
all struggling through, the IFEA seized the moment 
to evaluate how the Annual Convention was held 
and what they could do to make it better. This pro-
cess resulted in noticeable changes to improve the 
overall footprint and effectiveness of the Conven-

A Year of Contrasts  
and Successes

mailto:directie@rotterdamfestivals.nl


Please submit the following information for 
your nomination:

A.	INDIVIDUAL	SUBMITTING	NOMINEE
	 1.	Name	•	Organization	•	Address	•	City	•	State	
	 		 Zip	•	Phone	•	Fax	•	Email
	 2.	If	your	nominee	is	selected,	will	you	be	willing	
	 		 to	help	ensure	that	they	attend	the	luncheon?
	 3.	If	your	nominee	is	selected,	will	you	be	willing	
	 		 to	assist	the	IFEA	and	the	inductee	in	gather-
	 		 ing	materials	to	prepare	their	induction	video?

B.	NOMINEE	INFORMATION
	 1.	Name	•	Position	•	Address	•	City	•	State	•	Zip	
	 		 Phone	•	Fax	•	Email

C.	NOMINATION	QUESTIONS
	 •	 Please	answer	each	of	the	following	questions	
	 		 citing	specific	examples.	Points	will	be		
	 		 awarded	for	each	question.	Points	awarded	
		 		 are	listed	below.
	 •	 Please	provide	a	1	(one)	page	response	
	 		 (single	sided)	for	each	of	the	below	questions,	
	 		 for	a	maximum	total	of	4	(four)	pages.
	 1.	Explain	how	your	nominee	has	made	a	
	 		 difference	to	the	festivals	&	events	industry.	
	 		 (25	points)	
	 2.	Submit	a	general	overview	of	your	nominee’s	
	 		 career,	including	organizations	they	have	
	 		 worked	for,	positions	held,	titles,	awards,	etc.	
	 		 (25	points)	
	 3.	Describe	the	level	of	involvement	your	nominee	
	 		 has	had	with	the	IFEA	during	their	career.	
	 		 (25	points)
	 4.	What	void	would	there	be	if	he/she	were	not	
	 		 an	event	professional?	(25	points)

D.	ENTRY	FORMAT:	
Please	EMAIL	your	nomination	in	a	Word	document.	
If	you	do	not	have	access	to	email,	please	contact	
Nia	Hovde	at	Phone:	208-433-0950	ext:	*814	to	
make	other	arrangements.

E.	SUBMIT	ENTRIES	TO:	
Nia	Hovde,	Director	of	Marketing	&	Communications	
at	nia@ifea.com

F.	QUESTIONS:
Please	contact:	Nia	Hovde	–	nia@ifea.com		
+1-208-433-0950	ext:	*814

To	view	a	complete	list	of	past	inductees	and	their	stories	
go	to	the	Industry	Honors	section	on	www.ifea.com.

Known as the 
associations most 

prestigious honor, the 
IFEA Hall of Fame recogniz-

es those outstanding individu-
als who, through their exceptional 

work and achievements, have made a 
significant contribution to the Festivals 

and Events Industry. The International Fes-
tivals & Events Association is now accepting 
nominations from its members for those 
individuals who meet this standard for the 
2011 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individu-
als to be honored in to the IFEA Hall of Fame. 
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 56th 
Annual IFEA Convention & Expo, where they 
will be inducted at a reception in their honor.

NOMINATION	CRITERIA
Nominations	must	represent	a	current	or	past	
IFEA	member	who	has	made	substantial	
achievements	and/or	contributions	to	the	

festivals	and	events	industry.	Nominees	
can	be	retired	and	represent	
any	facet	of	our	industry	(i.e.	
vendor,	supporter,	senior	pro-
fessional,	etc.).	(Current	IFEA	
Board	of	Directors	and	Staff	
Members	are	not	eligible	to	
be	nominated).	

*Includes	hotel	and	airfare	only.

Nominations	should	be		
submitted	no	later	than	5:00	PM	
(MST)	Monday,	June	6th,	2011

2011 call for Inductees

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
mailto:nia@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157


Whether the individual acts as a volunteer admin-
istrator of an event or contributes his or her time and 
resources in support of a larger, multi-event organi-
zation with a paid staff, the efforts that are put forth 
deserve our heartiest congratulations and recognition. 
It is for that reason that the IFEA/Zambelli Fireworks 
Volunteer of the Year Award was created.

Nominations are currently being accepted for the 
2011 IFEA/Zambelli Fireworks Volunteer of the Year 
Award. The award recognizes those outstanding event 
volunteers whose unselfish and dedicated service to a 
member festival or event has made a significant differ-
ence in their community and mirrors the commitment to 
success in our professional ranks.

A panel of impartial judges from within the IFEA or-
ganization will select the Volunteer of the Year winner 
from all of the candidates submitted. That individual 
will be honored at the 56th Annual IFEA Convention & 
Expo. As the guest of the IFEA and sponsor Zambelli 
Fireworks , the winner will receive an all expense* paid 
trip to the convention to accept their award. All partici-
pants in the program will be promoted through local 
and national media releases. Available on request. The 
finalist will be featured in a future issue of “ie” maga-
zine, and each semi-finalist will receive a certificate of 
recognition and be acknowledged in “ie” magazine.

Volunteer nominations submitted for the 2010 Award 
may be carried over into the 2011 competition with the 
permission of the nominator. The nominator will have 
the option to re-write the nomination if desired.

Please direct all nomination materials and questions 
to Nia Hovde, Director of Marketing & Communica-
tions at nia@ifea.com or +1-208-433-0950 ext. 3.

The importance of 
volunteers to our 
industry cannot 

be overestimated.

* Includes hotel and airfare only.

To view a complete list of past winners and their nominations,  
go to the Industry Honors section on www.ifea.com

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158


2011 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

A. INDIVIDUAL SUBMITTING NOMINATION INFORMATION:
Name • Organization • Address • City • State • Zip • Phone • Fax • Email

B. NOMINATION INFORMATION:
Name • Address • City • State • Zip • Phone • Fax • Email

C. NOMINATION QUESTIONS:
Please provide a 2 paragraph response for each of the questions below, indicat-
ing which question you are answering. Please include specific examples for 
each. Points will be awarded for each question. Points awarded are listed below.

1. Explain your volunteer’s significant depth of involvement. (20 points)
 
2. Show specific examples of your volunteers roles and responsibilities. (10 points)
 
3. Describe how your volunteer has provided significant enthusiasm, organizational 

assistance and specific expertise. (10 points)

4. Explain how your volunteer has shown initiative and leadership in his or her efforts. 
(20 points)

5. Tell how your volunteer has exemplified his or her dependability. (10 points)

6. Describe your volunteer’s positive attitude. (10 points)

7. Describe how your volunteer has made a difference to the festival or event. What 
impact has your volunteer had on your festival/event? What void would there be 
without him or her as a volunteer? (20 points)

D. ADDITIONAL INFORMATION:
If your nominee is selected we will need the following information for marketing the 2010 
Volunteer of the Year. Please submit the following with your nomination. (Not required at 
time of nomination). 

1. A photograph of the volunteer you are nominating. 

2. A local media list (up to 15 contacts) in order for IFEA to send Press Releases to 
your media.

 • The preferred media list submission is in an Excel format. 

 •  Please include: Name; Organization; Address; City; State; Zip; Phone; Fax; Email

E. ENTRY FORMAT:
• Please email your nomination in a Word document along with photo and media list.

• If you do not have access to email, please contact Nia Hovde at  
Phone: +1-208-433-0950 ext: 3 to make other arrangements.

F. SUBMIT ENTRIES TO: 
Nia Hovde, Director of Marketing & Communications at nia@ifea.com

G. QUESTIONS: 
Please contact Nia Hovde, nia@ifea.com, +1-208-433-0950 ext. 3

NOMINATION 
CRITERIA

To be eligible for consider-
ation for the IFEA/Zambelli 
Fireworks Volunteer of the 
Year Award, the nominee 
shall:

• Be a current volunteer of an 
IFEA member organization

• Have provided significant 
enthusiasm, organizational 
assistance and specific  
expertise

• Be a volunteer of the nomi-
nating festival or event for at 
least 3 years

• Have shown initiative and 
leadership in his or her  
efforts

• Have a positive attitude

• Have exemplified his or her 
dependability

• Have a significant depth of 
involvement

• Have made a difference to 
the festival or event

• Have received no remu-
neration for services directly 
associated with his or her 
volunteer duties

Nominations should be submitted no later 
than Monday 5:00 PM (MST) June 6th, 2011

* Pixels Per Inch   ** Pixels Per Centimeter

mailto:nia@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
mailto:nia@ifea.com


IFEA is pleased to present our 2011 Webinar Series! 
Offering online educational sessions hosted by in-
dustry leaders and special guests, the IFEA Webinar 
series covers a wide variety of topics important 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 presentation 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 live 
presentation. What better way to receive great educational information by 
great presenters while saving both time and travel expenses! 

2011 
 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 

(See separate brochure/regis-
tration form for Webinars on 
Demand)

Calling the IFEA at +1-208-433-
0950 ext: 2 

Individual Webinar Cost: 
$59 - IFEA Members 
$59 - Association Alliance Members 
$79 – Festival & Event Ontario 
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:  
(Call, Mail or Fax orders only, 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

•

•

•

2011 IFEA WEBINAR SCHEDULE
THURSDAY, JANUARY 13, 2011 
“Volunteer Management – Best Practices 101” 
Presented by Florence May, President/Owner 
TRS – The Registration System, Indianapolis, IN 

THURSDAY, JANUARY 27, 2011 
“2011 Online Event Marketing” 
Presented by Bruce Lupin, CEO and Doug Rasch, Director 
of Search Marketing 
Edgeworks Group, Irvine, CA 

THURSDAY, FEBRUARY 10, 2011 
“Find Your Greatness & Share It” 
Presented by Ted Baroody, Director of Development 
Norfolk Festevents, Ltd., Norfolk, VA 

THURSDAY, FEBRUARY 24, 2011 
“Maximizing Non-Sponsorship Revenues”
Presented by Becky Genoways, CFEE, President/CEO
ON THE WATERFRONT, Inc., Rockford, IL

THURSDAY, MARCH 10, 2011 
“First Impressions: Understanding the Uses and Power of Decorations” 
Presented by Pete Van de Putte, CFEE, President & CEO 
dfest® - Dixie Flag Event Services Team, San Antonio, TX 

THURSDAY, MARCH 24, 2011 
“Run It Like a Business: The Keys to Successful Event 
Financial Management” 
Presented by Pam Sartory, Business Manager 
SunFest of West Palm Beach, West Palm Beach, FL 

THURSDAY, ApRIL 7, 2011 
“Writing Sponsorship Proposals That Sell” 
Presented by Bruce Erley, CFEE, APR, President/CEO 
Creative Strategies Group, Broomfield, CO 

THURSDAY, ApRIL 21, 2011 
“Volunteer Management: Navigating Communication Chaos” 
Presented by Florence May, President,  
TRS – The Registration System, Indianapolis, IN 

THURSDAY, JUNE 9, 2011
“Everyone Hates Lawyers Until You Need One - Legal 
Basics 101 for Festivals and Events” 
Presented by Jeff English, Sr. Vice President of  
Administration/General Counsel  
Kentucky Derby Festival, Louisville, KY 

THURSDAY, JUNE 23, 2011 
“Sponsorship Revenue, Promotions and Increased Event 
Attendance . . . There’s an APP for That!” 
Presented by Paul Jacobs, Vice President/General Manager 
and Alexandra Young, Sales and Marketing Manager
JacAPPS/Jacobs Media, Southfield, MI 

THURSDAY, OCTOBER 20, 2011 
“Designing Your Eventgoers’ Experience” 
Presented by Gail Bower, President 
Bower & Co. Consulting LLC, Philadelphia, PA 

THURSDAY, NOvEMBER 3, 2011 
“Achieving Sponsorship Excellence: 7 Keys to Making 
Sponsorship Work Long Term!” 
Presented by Gail Alofsin, Director of Corporate Partnerships,  
Newport Harbor Corporation, Newport, RI 

THURSDAY, NOvEMBER 17, 2011  
Speaker & Topic TBA

THURSDAY, DECEMBER 8, 2011  
“Mobile Marketing: Driving Success to Sponsor Events” 
Presented by Chuck O’Connor, Director of Corporate Partnerships 
National Cherry Festival, Traverse City, MI

64 INTERNATIONAL EVENTS 2010
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Thursday, January 13, 2011

Volunteer 
Management –        
Best Practices 101
Presented by Florence May 
President/Owner 
TRS – The Registration 
System
Indianapolis, IN
Eligible for CFEE Elective Credit: Leadership/Management

During this webinar we will assess five key 
elements of your event volunteer program: 
proper volunteer training, realistic job 
descriptions, adequate risk controls, effective 
volunteer management technology tools and 
evaluation. A self evaluation tool will assist 
you in considering your opportunities for 
improvement.

Florence May is the president and 
owner of TRS – The Registration System 
which she started in 1999. TRS manages 
online registration services and hous-
ing for major events, festivals, meetings 
and conventions including three NFL 
Super Bowls, Cisco Ottawa Bluesfest, Jack 
Nicklaus Memorial Tournament, Ken-
tucky Derby Festival, Indy 500 Festivals, 
Olympic Trials, Rock n Roll Marathons, 
SeaFair, 18 Sports Commissions and 
numerous collegiate level sporting events 
(NAIA, NCAA, ACC, SEC, Big Ten). 
Flory served as the Executive Director for 
Formula One’s US Grand Prix Hospitality 
Committee in 2000 and from 1987-
1999 Flory directed marketing programs, 
national and international tour sales and 
organized major events for the Indiana 
Sports Corporation (1989), Indianapo-
lis Convention & Visitors Association 
(1993-1999) and the Indiana Division of 
Tourism (1989-1992).  

Thursday, January 27, 2011

2011 Online 
Event Marketing     
Presented by Bruce Lupin 
CEO and Doug Rasch
Director of Search 
Marketing 
Edgeworks Group
Irvine, CA
Eligible for CFEE Elective Credit: Current Industry 
Issues & Trends

A straight forward Analysis of the latest 
Online changes as they impact marketing 
Events. This practical presentation will help 
you prioritize where to apply resources for the 
coming year, as you learn what you need to 
be doing and what is hype, through an expert 
review of rapidly changing online trends and 
technologies. Get the 4-1-1 for 20-1-1.

Bruce Lupin brings more than 20 years 
of experience in the interactive industry. 

In 1992, he founded Interactive Devel-
opment Corporation (IDEV), where he 
worked with several online services in-
cluding America Online, IBM WorldAve-
nue, Prodigy, Compuserve, and Microsoft 
Network. In March of 2003, Bruce took 
his passion for online marketing and 
formed Edgeworks Group, an internet 
marketing and development company. 
Clients range in size, scope and industry 
including: non-profits, ecommerce, pub-
lishing, and regional businesses. Bruce is 
the CEO at Edgeworks Group.

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

Thursday, February 10, 2011

Find Your Greatness 
& Share It                
Presented by Ted Baroody 
Director of Development 
Norfolk Festevents, Ltd.
Norfolk, VA
Eligible for CFEE Elective Credit: 
Leadership/Management 

Helping your team to find their greatness 
and then teaching them to share it – All of 
the secrets to getting the most out of yourself 
and your people that are not written in the 
staff handbook! This webinar will rejuve-
nate you and keep you focused on positive 
leadership. We will cover the “rules” that 
are needed to build a productive team; hear 
fresh ideas to keep both new and experienced 
employees energized and review the plans 
necessary to construct a foundation of success 
for your event or organization!

Key Learning Points: 12 steps of success; 
Rules for managing new ideas; Serving the 
greater good.

Ted Baroody is a graduate of North 
Carolina State University, Raleigh, North 
Carolina, USA. After college he moved to 
Norfolk, Virginia to start his own small 
sports marketing company, Victory Pro-
motions. After a couple of years of power 
boat racing production under Victory 
Promotions, he served as Marketing Di-
rector for a group of local radio stations 
in Virginia Beach, Virginia for 5 years. 
From 1996 to the present, he has been 
Director of Development of the not-for-
profit event marketing company, Norfolk 
Festevents, Ltd. known as “Festevents.” 
Ted also works with many non-profit 
organizations as a volunteer, event coor-
dinator and as a board member. 

Thursday, February 24, 2011 

Maximizing 
Non-Sponsorship   
Revenues
Presented by 
Becky Genoways, CFEE
President/CEO
ON THE WATERFRONT, 
Inc., Rockford, IL
Eligible for CFEE Elective:  Economic Impact
 

Want to make more money? During this 
valuable Webinar, we will explore how to 
maximize existing revenue streams, improve 
efficiency and engage the community in the 
process. Find out how using local not-for-
profit groups can expand your volunteer base, 
improve your bottom line and be a win-win 
for the community.

Becky Genoways, CFEE is the Presi-
dent/CEO of ON THE WATERFRONT, 
Inc., a multiple event production 
company located in Rockford, Illinois. 
The company’s flagship event, the On 
the Waterfront Festival, is one of Illinois’ 
largest music festivals - a three-day Labor 
Day weekend event, encompassing 25 
city blocks in the center of the city, and 
includes 80 performers on 5 stages, over 
20 special events, and 50 local not-for-
profit food vendors. Becky has been CEO 
of On the Waterfront, Inc. since 1998 
and involved in the festival and event in-
dustry for over 30 years.  Becky currently 
serves on the Board of Directors and the 
President’s Council of the IFEA.

Thursday, March 10, 2011 

First Impressions: 
Understanding       
the Uses and 
Power of 
Decorations
Presented by Pete 
Van de Putte, CFEE
President & CEO 
dfest® - Dixie Flag Event Services Team 
San Antonio, TX
Eligible for CFEE Elective Credit: Creativity 

What kind of visual impression do you 
create at your event? Pete Van de Putte, CFEE 
has been involved in decorating events all his 
live. In this presentation he draws on that ex-
perience to present strategies that will ensure 
a more spectacular and crowd-pleasing look 
to your event. With the emphasis on value, 
this session highlights such topics as: assessing 
your needs; formulating a long-range decorat-
ing plan; co-oping with other events; and 
using sponsor signage as decorations.

Pete Van de Putte is the President & 
CEO of Dixie Flag Event Services Team 
(DFEST) and has served the festival and 
event industry as a full service event sup-



66 INTERNATIONAL EVENTS 2010

port company that makes flags, banners, 
and decorations for events across the coun-
try.  Pete has served as Chair of the Texas 
Festivals & Events Association (TFEA), the 
International Festivals & Events Associa-
tion (IFEA) World Board, and the IFEA 
Foundation Board, as well serving as a 
board member of the Texas Fairs & Events 
Board, among many other business and 
community related positions.  

Thursday, March 24, 2011 

Run It Like a 
Business:               
The Keys to 
Successful  
Event Financial 
Management
Presented by Pam Sartory 
Business Manager
SunFest of West Palm Beach, West Palm Beach, FL 
Eligible for CFEE Elective Credit: Leadership/Management 

In a turbulent economy, it’s more important 
now than ever to focus on the bottom line. 
Whether you are a for-profit, non-profit or gov-
ernment business/event, it’s time to look at your 
budgets, revenues and expenses and work to-
wards reaching a number that is “in the black,’ 
not “in the red”! From savvy expense cutting to 
creative revenue generation, we will explore the 
“business” aspect of event management.

Pam Sartory is the Business Manager of 
SunFest of Palm Beach County. She obtained 
her degree in Financial Management from 
Clemson University and worked in bank-
ing, non-profit, city government and event 
management industries before joining the 
SunFest team in 2006. SunFest is Florida’s 
largest waterfront music and art festival and 
is held annually in downtown West Palm 
Beach, Florida the first week in May. Her 
responsibilities at SunFest include site cash 
collection and management, budget prepara-
tion and monitoring, processing of accounts 
payable, accounts receivable and payroll for 
an annual budget of $4.9 million.

Thursday, April 7, 2011 

Writing Sponsorship 
Proposals That Sell  
Presented by 
Bruce L. Erley, APR, CFEE
President 
Creative Strategies Group 
Broomfield, CO
Eligible for CFEE Elective Credit: 
Economic Impact 

You just aren’t getting the results you want 
from your sponsorship proposals.  What are 
some of the keys to effective proposals and 
what should they look like?  This seminar 

will provide the attendees with ten keys to 
getting sponsorship proposals read and ap-
proved as well as the Six “C’s” for writing 
proposals.  The importance of including 
specific activation ideas will also be discussed.  
Outlines and examples will be provided.  

Bruce Erley is a 30-year veteran of the 
event marketing and sponsorship field 
and is regarded as a leading sponsor-
ship expert for the festivals industry. He 
founded Creative Strategies Group (CSG) 
in 1995. Prior to that time, Bruce was the 
Vice President for Marketing and Sales for 
the International, educational and cultural 
organization, Up with People, where he 
directed sponsor sales, entertainment mar-
keting and merchandising operations. At 
Creative Strategies Group, Bruce conducts 
all general consultation, including the de-
velopment of property audits, sponsorship 
plans, corporate sponsorship programs 
and training, as well as directs CSG’s ongo-
ing operations. Erley is widely acclaimed 
as a top presenter on sponsorship topics 
for the festivals and events industry. 

Thursday, April 21, 2011 

Volunteer 
Management:         
Navigating 
Communication 
Chaos
Presented by Florence May 
President  
TRS – The Registration 
System, Indianapolis, IN
Eligible for CFEE Elective Credit: Leadership/Management 

Five years ago, event volunteer communica-
tions were largely informative. Messages came 
from the event organizer to the volunteer. 
Today the communication lines are more fluid 
and instantaneous. Email. Smartphones. 
Snail mail. Facebook. Home phone. Twitter. 
FAX. Text. Volunteer management systems. 
How are you communicating with your volun-
teers? Are your communication methods effec-
tive? How do your volunteers want to receive 
and send information? Are you listening to 
your volunteers? Presentation, discussion and 
a self evaluation are included!

Florence May is the president and own-
er of TRS – The Registration System which 
she started in 1999. TRS manages online 
registration services and housing for ma-
jor events, festivals, meetings and conven-
tions including three NFL Super Bowls, 
Cisco Ottawa Bluesfest, Jack Nicklaus Me-
morial Tournament, Kentucky Derby Fes-
tival, Indy 500 Festivals, Olympic Trials, 
Rock n Roll Marathons, SeaFair, 18 Sports 
Commissions and numerous collegiate 
level sporting events (NAIA, NCAA, ACC, 
SEC, Big Ten). Flory served as the Execu-

tive Director for Formula One’s US Grand 
Prix Hospitality Committee in 2000 and 
from 1987-1999 Flory directed market-
ing programs, national and international 
tour sales and organized major events for 
the Indiana Sports Corporation (1989), 
Indianapolis Convention & Visitors As-
sociation (1993-1999) and the Indiana 
Division of Tourism (1989-1992).  

Thursday, June 9, 2011

Everyone Hates 
Lawyers Until         
You Need One - 
Legal Basics 101 
for Festivals and 
Events
Presented by Jeff English 
Sr. Vice President of 
Administration/General Counsel  
Kentucky Derby Festival, Louisville, KY
Eligible for CFEE Elective Credit: Leadership/Management

There are continuing education sessions 
that are the proverbial cheeseburger and fries.  
Fun, creative, juicy, i.e. “that sounds like fun 
so I’ll give it a shot!”  Then there are sessions 
where you chow down on grilled chicken and 
vegetables because it’s good for you.  Consider 
this grilled chicken smothered in nacho cheese!

Contracts, insurance, risk management, 
trademarks, copyrights, indemnification, col-
lections, waivers, litigation, safety procedures.  
These are all legal issues that Festivals and 
Events must confront in a litigious society.  Gone 
are the days asking volunteers to show up with-
out signing a waiver.  Say hello to protecting a 
Festival’s financial future with indemnification 
and assumption of risk provisions in contracts.  
Gone are the days of not being concerned about 
the value of an event’s brand equity in a com-
munity.  Say hello to protecting the intellectual 
property rights of an event whose name has real 
value.  What are the appropriate steps to protect 
your Festival if a patron is injured at an event?  
What is the “real world” implementation of the 
“risk management” check lists that your insur-
ance company gives you?  

These are complex and difficult questions 
to correctly answer without the advice of a 
lawyer.  Please join Jeff English as he provides 
insight into these legal issues and others dur-
ing this webinar.  

Jeff English is the Sr. Vice President of 
Administration/General Counsel of the 
Kentucky Derby Festival. After graduating 
from Washburn University School of Law 
(Topeka, KS) in 2004, Jeff worked in poli-
tics and practiced law before joining the 
KDF staff.  As General Counsel for KDF, 
he is charged with overseeing all of the 
Festival’s legal issues, along with serving 
as its risk management officer.   
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Thursday, June 23, 2011

Sponsorship 
Revenue,                  
Promotions and 
Increased Event 
Attendance… 
There’s an APP 
for That!
Presented by Paul Jacobs, 
Vice President/General Manager  
and Alexandra Young, Sales and  
Marketing Manager
JacAPPS/Jacobs Media, Southfield, MI
Eligible for CFEE Elective Credit: Current Industry 
Issues & Trends 

Smartphone ownership has exploded, 
as consumers are now depending on their 
mobile devices for much more than talking 
and texting. Today, mobile applications have 
become an essential part of any marketing 
plan. jacAPPS, one of the largest developers 
of mobile applications in the United States 
will provide you with an overview of the 
smartphone market, discuss the process of 
creating an app, and share the secrets behind 
a successful mobile marketing effort.

Paul Jacobs is a partner in jacAPPS/
Jacobs Media and has been running its 
operations since 1991. When jacAPPS was 
created in 2008, he took over the manage-
ment reins and today guides its staff and 
overall operations. Prior to joining the 
company, Paul’s career was centered in ra-
dio and marketing. He began his career in 
radio sales, but took a detour to work for 
a marketing services agency in Chicago. In 
that capacity, he managed promotions and 
marketing for Philip Morris, Seagram’s, 
and Vivitar. Returning to radio, he moved 
up the ranks, working for ABC in Detroit 
and then working as a General Manager 
for radio stations in Dallas and Detroit.

A graduate of Michigan State University 
with a B.A. in Advertising, today Paul not 
only leads the company, but is a frequent 
speaker at conventions and group meetings 
on the topic of mobile marketing, sales 
strategies, and generational marketing.

Alexandra Young is the Sales and Mar-
keting Manager for jacAPPS, the mobile 
marketing division of the media consult-
ing firm Jacobs Media. Alex works closely 
with jacAPPS customers and develop-
ment team to help create interactive and 
strategic applications.

Thursday, October 20, 2011

Designing Your
Eventgoers’                
Experience
Presented by Gail Bower
President 
Bower & Co. Consulting 
LLC, Philadelphia, PA
Eligible for CFEE Elective Credit: 

If you’ve ever produced an event from start 
to finish, you know that you can’t control 
every detail every second of the time. But how 
do some festivals and events feel so perfect 
- with everything in place and everything 
happening “just like magic”? How are these 
events able to create that magical experience?

In every stage of a festival or event’s life 
cycle, there are different challenges and 
opportunities that you face. During this webi-
nar, you will find out what you can do to take 
advantage of these challenges and opportuni-
ties and make them into potential turning 
points to create that “magical” experience. 
You’ll also discover that in fact you don’t 
actually need ‘magic’ to occur to create a per-
fect event, but instead a good solid strategy 
to bring everything together and create the 
‘magical’ experience you desire.

Gail Bower, author of How to Jump-
start Your Sponsorship Strategy in Tough 
Times, is President of Bower & Co. 
Consulting LLC, a firm that assists clients 
with dramatically raising their visibility, 
revenue, and impact. She’s a professional 
consultant, writer, and speaker, with 
nearly 25 years of experience managing 
some of the country’s most important 
events, festivals, and sponsorships and 
implementing marketing programs for 
clients. Launched in 1987, today Bower & 
Co. improves the effectiveness and results 
of clients’ marketing strategies, events, 
and corporate sponsorship programs. 

Thursday, November 3, 2011 

“Achieving 
Sponsorship           
Excellence: 7 Keys
to Making
Sponsorship 
Work Long Term!”           
Presented by Gail Alofsin 
Director of Corporate 
Partnerships, Newport Harbor 
Corporation, Newport, RI
Eligible for CFEE Elective Credit: 
Economic Impact 

Gail Lowney Alofsin is the Director of 
Corporate Partnerships for Newport 
Harbor Corporation, a leading hospital-
ity company based in Newport, Rhode 

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

Thursday, November 17, 2011  
Speaker & Topic TBA 

Thursday, December 8, 2011 

Mobile Marketing 
Tour Partnerships:  
Best Practices to 
Maximize Revenue 
and Deliver Goods
Presented by 
Chuck O’Connor 
Director of Corporate 
Partnerships 
National Cherry Festival, Traverse City, MI
Eligible for CFEE Elective Credit: Current Industry 
Issues & Trends 

Tapping into your audience’s passion 
for your event through an on-site mobile 
marketing experience can be one of the best 
activation tools you own. Learn best practices 
related to this lucrative experiential marketing 
asset which delivers crucial ROI to the spon-
sor, while enhancing the experience of your 
guests and increasing your event revenue.

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

Webinars On Demand
Looking for a different webinar topic – don’t forget to check 

out our Webinars OnDemand – previously recorded webinars 
that are now available for download. For a complete list of 
available Webinars On Demand, just go to the IFEA Bookstore & 
Resource Center.

How Webinars Work
IFEA Webinars are Website-enabled seminars that function 

much like a teleconference. They use your computer’s Website 
browser to display presentation materials and other applications 
important to the Webinar topic, with the audio portion of the 
presentation provided either through your computer speakers 
or over the phone.

Once your registration has been submitted, you will receive 
an email from the IFEA confirming that you have been regis-
tered for the Webinar. The day before the scheduled Webinar, 
you will receive an email with specific instructions on how to 
log in for the Webinar. You will receive this email again, the day 
of the Webinar.

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

Log In To The Webinar: To start the Webinar, log in to the 
specific website address that you received for the Webinar and 
connect to the presentation. Webinars can be viewed on virtu-
ally any computer with a high-speed internet connection.
Listening To The Webinar: After you’ve logged in and gained 
access to the Website, you have two options to listen to the 

1.

2.

audio portion. You can either dial the telephone number pro-
vided to hear the webinar via a conference call, or if you have 
computer speakers, you may listen via your computer speak-
ers. (The phone number provided will not be an 800 number, 
so all costs for the call will be incurred by the registrant.)
Sit Back and Learn: Once you are logged in, all you need to 
do is sit back and learn! It’s just like any other seminar, except 
you’re sitting comfortably at your own desk! Throughout 
the webinar, you are able to ask questions to the presenter 
using the online Question/Answer messaging system that is 
part of the Webinar screen. The Webinar Organizer will view 
your question and present it to the speaker at the end of the 
presentation.
Along with the Webinar itself, all registered attendees will 

receive a copy of the presentation used for the webinar prior to 
the webinar start time in addition to the recorded copy of the 
webinar after the webinar presentation.

System Requirements
PC-based attendees - Required: 

Windows® 2000, 
XP Home, 
XP Pro, 
2003 Server, 
Vista 

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

3.

•
•
•
•
•

•



IFEAWebinar Series

2011 UPCOMING LIVE WEBINARS: To register please make your selection by checking (√) from the webinars below:

REGISTRATION CONTACT INFORMATION

Webinar Participant:  ___________________________________________________________________________________________________________  

Webinar Participant Email: _______________________________________________________________________________________________________

Organization: ________________________________________________________________________________________________________________  

Address: __________________________________________________________________________________________________________________  

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

PURCHASE INFORMATION
 IFEA Member  Festival & Event Non-IFEA Member Total
 Association Alliance Ontario Members

Individual Webinars:________Quantity X  $59 (USD)  $79 (USD)  $99 (USD)  ___________ 

Purchasing Webinars in Bulk:
BUY 3 Webinars and Receive 1 FREE  $177 (USD)  $237 (USD)  $297 (USD)  ___________
(Up to $99 in savings)

BUY 5 Webinars and Receive 2 FREE  $295 (USD)  $395 (USD)  $495 (USD)  ___________
(Up to $198 in savings)

BUY 10 Webinars and Receive 5 FREE  $590 (USD)  $790 (USD)  $990 (USD)  ___________
(Up to $495 in savings)
                TOTAL  ___________

PAYMENT INFORMATION

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

Print Cardholder Name:  _________________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________

Credit Card Number: ___________________________________________________________________________________________________________  

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

Upcoming Live Webinar Presentation Registration  Form

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

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

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

Thursday, January 13, 2011 
Volunteer Management – Best  
Practices 101
Florence May, TRS – The Registration System

Thursday, January 27, 2011 
2011 Online Event Marketing
Bruce Lupin, CEO and Doug Rasch, Edgeworks 
Group, Irvine, CA 

Thursday, February 10, 2011 
Find Your Greatness & Share It
Ted Baroody, Norfolk Festevents, Ltd.

Thursday, February 24, 2011 
Maximizing Non-Sponsorship Revenues
Becky Genoways, CFEE, ON THE WATERFRONT, Inc.

Thursday, March 10, 2011 
First Impressions: Understanding the  
Uses and Power of Decorations
Pete Van de Putte, CFEE, dfest® - Dixie Flag  
Event Services Team

❍

❍

❍

❍

❍

Thursday, March 24, 2011 
Run It Like a Business: The Keys to 
Successful Event Financial Management
Pam Sartory, SunFest of West Palm Beach 

Thursday, April 7, 2011 
Writing Sponsorship Proposals That Sell
Bruce Erley, CFEE, APR, Creative Strategies Group

Thursday, April 21, 2011 
Volunteer Management: Navigating 
Communication Chaos
Florence May, TRS – The Registration System

Thursday, June 9, 2011
Everyone Hates Lawyers Until You 
Need One - Legal Basics 101 for 
Festivals and Events
Jeff English, Kentucky Derby Festival 

❍

❍

❍

❍

Thursday, June 23, 2011 
Sponsorship Revenue, Promotions 
and Increased Event Attendance… 
There’s an APP for That!
Paul Jacobs and Alexandra Young
JacAPPS/Jacobs Media 

Thursday, October 20, 2011 
Designing Your Eventgoers’ Experience
Gail Bower, Bower & Co. Consulting LLC 

Thursday, November 3, 2011 
Achieving Sponsorship Excellence: 7 Keys 
to Making Sponsorship Work Long Term!
Gail Alofsin, Newport Harbor Corporation

Thursday, November 17, 2011 
Topic - TBA
Speaker - TBA 

Thursday, December 8, 2011  
Mobile Marketing: Driving Success 
to Sponsor Events
Chuck O’Connor, National Cherry Festival

❍

❍

❍

❍

❍

www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=122&Itemid=105
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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
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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AMUSEMENT RENTAL

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

BANNERS/FLAGS

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

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

CABLE PROTECTION

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

EQUIPMENT RENTAL

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

FIREWORKS

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

INFLATABLES

DYNAMIC DISPLAYS - Designs, manufacturers, rents – costumes, props, floats, helium 
balloons and activities in the inflatable medium. Offers a complete and flexible service 
package, internationally. 37 years of parade/event experience. Address: 6470 Wyoming St. 
Unit 2024, Dearborn, MI 48126; 1142 Crawford Ave., Windsor, ON N9A 5C9; 1805 Wilson 
Ave. #212, Toronto, ON M9M 1A2; Phone: 800-411-6200 Toll Free; 519-254-9563; Fax 519-
258-0767; Email: steve@fabulousinflatabels.com; Website: www.fabulousinflatabels.com.

INSURANCE

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

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

INTERNET

QUICKEDGE™ (EDGEWORKS GROUP LLC) - Since 1994 our mission has been to 
drive more business through your website. We plan, design, build, and market successful 
websites by integrating customized online strategies including search engine optimization, 
affiliate marketing, email marketing, and more. If this kind of experience and approach is 
what you’re looking for, we’d love to hear from you. Address: 26361 Crown Valley Parkway, 
Suite 203, Mission Viejo CA 92691; Phone: 866-888-7313 x701; Email: info@edgeworks-
group.com; Website: www.edgeworksgroup.com.

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

SPONSORSHIP

IEG - Leading provider of information/expertise on sponsorship. Publisher of IEG: Sponsorship 
Report, Directory of Sponsorship Marketing, Legal Guide to Sponsorship. Producer: Event Market-
ing Seminar Series. Analysis: IEG Consulting. Contact: Lesa Ukman; Address: 640 N. LaSalle, 
Ste. 450, Chicago, IL, 60610; Phone: 312-944-1727; Fax: 312-944-1897; Email: lukman@
sponsorship.com; Website: www.sponsorship.com.
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with attendance reaching maximum 
capacity on the days South Africa played, 
as well as the semi finals and final.

One of the challenges faced by Scan 
Display during this period was the 
juggling of activations for a variety 
of events across the country at the 
same time. For example, Scan was 
also responsible for building a media, 
office and exhibition headquarters for 
Adidas; constructing Sony hospitality 
villages at the main stadiums; creating 
Budweiser trophy cases for display at 
the stadiums; setting up nine informa-
tion centers across Cape Town for the 
City of Cape Town; providing the in-
frastructure for Globex’s international 
history of soccer exhibition; building 
Fan Park-and-Ride kiosks; and more. 

2010	FIFA	World	Cup	Public	Viewing	Area	Industry	
Perspective	continued	from	page	18

eighteen successful major events in 
the last twelve months, including the 
iconic Sydney Festival. 

The Young Achiever of the Year 
Award went to Melissa Park, who 
produced over fifteen events in the 
past year including the Youth Off the 
Streets Scholarship Dinner, the Sydney 
World Masters Games, the Picton 
Music and Harvest Festival, and War-
ragamba Dam Festival. 

Other proud award recipients 
included the RSPCA’s Million Paws 
Walk for Best Charity or Cause Related 
Event, Microsoft Tech.Ed 2009 for CIM 
Best Meeting or Conference, and Mel-
bourne Convention and Exhibition 
Centre who received Best Achievement 
in Catering for their work on the 2010 
Good Food and Wine Show. 

About the Australian  
Event Awards

The 2010 Australian Event Awards 
is the national awards program to 
reward innovation, recognise excel-
lence and unite the entire Australian 
Events Industry. Entries are open 
to any event staged between 1 July 
2009 and 30 June 2010. http://www.
eventawards.com.au 

For more information about the 
Australian Event Awards, to enter or 
to register for updates, visit http://
www.eventawards.com.au and join 
our Facebook Page

MEDIA CONTACT:
Avviso Public Relations
02 9368 7277 / 0401 281 153
Nicole Tiedgen 
Nicolet@avviso.com.au
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