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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
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PRESIDENT’S LETTER

The Mystery 
of Life

schools through the competition. And 
the organizers of the parades agreed 
that this year, exceptionally, would 
not include competitive scoring of the 
schools in the parades, out of a show 
of sympathy for those who found 
themselves working round the clock to 
create costumes and floats that would 
normally take the better part of a year. 

One member of the Rio Grande 
samba school stated proudly, “The 
school is going to parade with a lot of 
energy. Even more than in past years. 
We won’t win the competition, but we 
will win over those attending.” Proving 
them correct, rehearsals were filled to 
capacity in the first run-throughs fol-
lowing the fire. 

A 19-year old flag-bearer said, “I was 
born in this school. I lived there when I 
was small and this is my first year as flag-
bearer. I felt lost the day of the fire, but it 
has made all of us even more united.”

Two of the school presidents echoed 
the sentiments felt by all. “The fire 
burned everything, but it didn’t burn our 
Carnival spirit. We will show the world 
that there is no community like ours.” 
For others, that passion and commit-
ment may seem like a mystery of life; 
for those of us in the festivals and events 
industry, there is no mystery at all.

The IFEA sends our deepest sympa-
thies, our heartfelt support, and our 
grandest of congratulations to the 
samba schools, parade organizers, 
community members and city officials 
of Rio de Janeiro.

The theme for this year’s Carnival 
parades in Rio de Janeiro, Brazil - often 
billed as the “greatest show on Earth,” 
and a description most who have ever 
attended this spectacular celebration 
would not argue – was “The Mystery of 
Life.” That theme must have run end-
lessly through the minds of the count-
less thousands of parade volunteers, 
organizers and city leaders when, on 
February 7th (only one month before 
this grand celebration, ranked as the 
most important annual event in the 
country, that takes months of prepa-
ration and millions of dollars) a fire 
broke out and devastated the facilities 
of Samba City, a six-year old complex 
of workshops and warehouses near 
Rio’s port, that serves as the preparation 
grounds for the city’s parades. In terms 
of magnitude, it has been compared to a 
disaster befalling the Super Bowl in the 
United States or a Wimbleton tourna-
ment in Britain, but even that is not a 
fair comparison when you consider the 
amount of individual time, effort and 
passion put into the event, by many of 
the city’s poorest residents, who should, 
in theory, have the least to give.

In all, it is estimated that some 
8,400 ornately and painstakingly 
hand-made costumes, in addition to 
many massive and detailed floats and 
props, were lost, representing most of 
the stock and preparations by three 
of the 12 samba schools who share 
the facility. Firemen had to hold back 
members of the schools from trying 

to save their work. Some stood by and 
watched the devastation with tears in 
their eyes as decorations went up in 
smoke and the walls and roofs caved 
in. The director of one school was 
quoted, “It’s just a feeling of pain, of 
loss, of disappointment. Our work of 
the past year has just been crushed.”

But while the mystery of life seemed 
to ignite the fires that devastated the 
samba schools so unexpectedly, it also 
ignited the power of celebration that 
holds so many ‘communities’ together. 
In the weeks following the fires in Rio, 
leading up to Carnival, a new spirit 
rose from the ashes. 

“I’ll do the parade in bare feet if I 
have to,” vowed one of the dancing 
queens chosen to lead the Grande 
Rio School (the worst hit by the fire) 
parade, through her tears. City officials 
promised the event would go forward. 
Rio’s mayor said the city would provide 
assistance to the affected schools, prom-
ising that they all would parade in the 
competition “one way or another,” and 
vowed that the reconstruction of Samba 
City would begin “immediately.” 

The community of Rio’s poorest 
residents, who make up the bulk of 
the parades, organized themselves 
and converged on Samba City to help, 
bringing material, sewing costumes, 
and carrying sewing machines.

Officials from competing schools 
expressed solidarity, offering to lend 
space, materials and professionals 
– whatever it took to see their rival 
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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
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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


CURRENT EVENTS

1 “Invest Before You Brand.” One of 
the most common types of IP law-
suits involves trademark infringe-

ment. Trademarks are essentially trade 
names, slogans, or logos that companies 
use to identify themselves. In the festival 
and event world, the name of your event 
is often hugely important in generating 
interest among potential visitors. At the 
same time, even a great name, logo, or 
slogan can be a problem if it causes a 
claim against you for infringement by 
another event or company that claims a 
previous right to the trademark.

That’s why it’s a good idea to hire an 
attorney to conduct a basic trademark 
search for your event before you brand it 
with a name, logo, or slogan (or, before 
you change your existing brand to a 
new one). While nobody likes to spend 
money on legal fees, you can probably 
negotiate a fixed-rate with an experi-
enced IP attorney who can conduct (or 
have their paralegal conduct) a search to 
determine whether someone else beat 
you to the punch and has priority rights 
over you.

If they do, then it’s a great deal easier 
to re-brand your event before running 
into an IP problem rather than after 
you’ve received a threatening legal letter 
or lawsuit. 

2“Assume Everything is Owned 
By Another.” What I mean by this 
is that, when it comes to music, 

images or videos, there is almost always 
a person or company who owns the copy-
right to that product. In simple terms, 
a copyright is the exclusive right that 
someone has to allow the performance 
or reproduction of a creative work. This 
includes everything from background 
music that you play at your festival to 
images you use on your event’s website. 
Even if you aren’t charging money or 
playing the song or video as a feature 
at your event, you can still be liable for 
copyright infringement if you haven’t 
received the proper permission. 
So, for every image, video, or audio 
product you use—even if just incidental-
ly—make sure you have received permis-
sion. This includes people displaying, 
performing, or otherwise participating at 
your event. And, remember, just because 
it’s on YouTube or somewhere else in the 
World Wide Web doesn’t mean it’s free 
to use. Triple checking to confirm that all 
the correct copyright permissions are in 
place can go a long ways toward provid-
ing legal protection for your event.

3“Build Protections Into Your  
Contracts.” Even when you are  
as diligent as possible, sometimes 

IP problems might slip through the 
cracks. This is most common related to 
exhibitors, performers, or other third 
parties at your event. Under the law, a 
festival can, under certain circumstances, 
be responsible for infringing conduct by 

third parties at your event. This could  
involve a musical performer playing 
songs for which they don’t have permis-
sion or an exhibitor showing videos that 
they don’t own. 

To help guard against infringing third 
parties at your event, you should make 
sure that all contracts you enter into with 
these parties clearly provide that they 
shall not engage in any type of infringe-
ment and, if they do, then they will hold 
your event harmless and indemnify you 
for any damages or legal costs that you 
might incur.

Since many insurance policies don’t 
provide (or severely limit) coverage for 
intellectual property infringement, mak-
ing sure that your third-party agreements 
provide you protection can be a critical 
line of defense in the case of a claim 
against your festival for infringement.

By Chad Emerson

As	an	attorney	who	has	practiced	intellectual	property	law	and	a	law	professor	who	now	
teaches	it,	I	keep	a	pretty	close	eye	on	IP	issues	and	recent	lawsuits.	Lately,	I’ve	noticed		
several	new	disputes	involving	festivals	and	intellectual	property.	It	could	be	just	a	coinci-
dence	but,	nevertheless,	in	light	of	these	cases,	I	thought	it	might	be	a	good	time	for	a	primer	
on	IP	issues	that	festivals	and	events	could	face.	Hopefully,	you’ll	never	need	this	advice,	but	
if	a	problem	does	arise,	here	are	three	basic	strategies	to	have	in	place:	
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Protecting Your Event from  
Intellectual Property Problems 

Chad Emerson	is	a	Professor	of	
Law	at	Faulkner	University	who	
researches	and	writes	in	the	area	
of	amusement	and	leisure	law.		He	
is	a	frequent	lecturer	and	author	on	
industry	matters	and	is	the	principal	
of	Ayefour	Publishing	(www.ayefour-
publishing.com)	which	focuses	on	
amusement	industry	books,	including	
the	recently	released	“Four	Decades	
of	Magic:		Celebrating	the	First	Forty	
Years	of	Disney	World.”

http://www.ayefour-publishing.com
http://www.ayefour-publishing.com
http://www.ayefour-publishing.com


Publisher & Editor Steven	Wood	Schmader,	CFEE,	President	&	CEO
Assistant Editor	Nia	Hovde,	Vice	President/Director	of	Marketing

Advertising	Sylvia	Allen,	Director	of	Partnership	Marketing
Advertising	Sales	&	Expo	Booking	

Art Director	Craig	Sarton,	Creative	Director
Contributing Writers	Gail	Lowney	Alofsin,	Jennifer	Baker,	

Joelle	Baugher,	Gail	S.	Bower,	Mitch	Dorger,	Chad	Emerson,	
Michael	R.	Geisen,	Nancy	Ginter-Miller,	Meegan	Jones,		

Gene	Siciliano,	Doug	Taylor,	Robert	Wilson
Photography	Andrew	Rafkind

For association or publication information:
IFEA	World	Headquarters

2603	W.	Eastover	Terrace	•	Boise,	ID	83706,	U.S.A.
+1.208.433.0�50	Fax	+1.208.433.�812

http://www.ifea.com

With	respect	to	interactions	with	members/customers	or	those	applying	to	
be	members/customers,	the	IFEA	will	not	cause	or	allow	conditions,	proce-
dures,	or	decisions	which	are	unsafe,	undignified,	unnecessarily	intrusive,	or	
which	fail	to	provide	appropriate	confidentiality	or	privacy.	If	you	believe	that	
you	have	not	been	accorded	a	reasonable	interpretation	of	your	rights	under	
this	policy,	please	contact	the	IFEA	office	at	+1-208-433-0�50	ext.	18.

IFEA VISION
A globally united industry that touches 

lives in a positive way through celebration.

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


12	  IFEA’s ie: the business of international events	 Spring	2011

ISO 20121
SUSTAINABLE EVENT MANAGEMENT

The introduction of the new international standard, ISO 20121: 
Event Sustainability Management Systems will see our industry 
transition from ad-hoc or narrow focus on individual ‘greening’ 
elements of an event, to a comprehensive and systematic ap-
proach to embedding sustainability into our event planning cycle. 

ISO 20121 has been in development for a couple of years now 
and is about to go out as a draft international standard for pub-
lic comment. The standard has been developed off the back of 
the BS8901 standard in the UK. Countries all around the world 
have participated in developing the standard. Enquire if your 
country’s standards body has been involved and how you can 
add your comment to the draft standard.

Once it’s launched, what does that mean for your event? If 
you’re currently addressing some sustainability issues, imple-
menting the standard sets you up to have the systems, skills and 
requirements to facilitate successful and comprehensive man-
agement of sustainable development issues associated with your 
event. It is likely the standard will quickly become minimum 
must-take for events if publically funded or for events funded by 
corporations who have constituents they need report CSR per-
formance to. It is also likely to become common practice across 
the entire event industry over time.

A management system is not a scary proposition to implement. 
If you are methodical in your planning for event logistics, then you 
will find it a simple process to implement the ISO 20121. 

So how to implement the standard? The steps are cyclical, and 
include the following; set the scope or boundaries of the event or-
ganisation and its activities (what the management system is going 
to cover); identify interested parties (stakeholders); identify and 
understand your issues and potential impacts and legacies and set 
plans in place to manage them. Feed back through the stakehold-
ers to communicate and engage them and get a good handle on 
potential issues. You set performance objectives and goals.

Important during the initial phase is that the organisa-
tion formalize its commitment to sustainable development 
principles and sets down a declaration about this. Develop-
ing policies to guide the successful implementation of these 
principles is also an important step. Top management of the 
organisation must commit to implementing the management 
system and also to supporting it in resources including time, 
skills, knowledge and possibly budget allocation. Top manage-
ment must also commit to requesting a management review 
and to working towards continual improvement. 

In amongst the system is ensuring the team members have the 
skills and knowledge to understand sustainability and imple-

ment the management system. This may take inductions and 
training, professional development courses, hiring new people 
or engaging consultants to guide you through and teach the 
team at the same time. 

Finally, thorough documentation must be kept, and results 
measured. The results and performance is of course fed back in a 
review cycle and objectives set for continual improvement. 

What about certification? This is an interesting question. ISO 
20121 can be first, second or third party certified. First party is 
where you self-declare compliance. You believe you have tracked 
through the system and kept relevant documentation, and per-
formed successfully. Next is Second party, where you allow an 
independent external party to review your documentation, sys-
tems and performance, and they declare you compliant. Finally 
is Third party, and this is where an auditing company officially 
accredited through your national standard’s body, independent-
ly assesses your systems, documentation and performance. 

Time will tell how the industry progresses to third party 
certification. The challenge will be the required competencies 
in auditors to have the skills and knowledge in management 
systems, auditing, sustainable development and its application 
in the event industry. I believe we will transition to third party 
certification after about five years, but first and second party will 
be most popular during the initial roll out of the standard.

Tools are also available to electronically document the manage-
ment system so keep an eye out for those as they enter the market. 

Now is the time to get your house in order, get your systems 
in place, documentation formalized and staff trained. Then 
you’ll be ready to press go as soon as the standard is launched! 
In the meantime, take a peek at it and add your comments when 
the draft is published for public comment. 

By Meegan Jones

Business	as	usual	within	the	events	industry	can’t	continue.	Our	industry	can’t	keep		
producing	mountain	ranges	of	rubbish,	or	leave	clouds	of	CO2	in	legacy.	No	matter		
the	type	of	event,	every	coming	together	of	people	for	a	purpose	can	be	done	so	with		
consideration	for	sustainability.

Meegan Jones	is	an	event	professional	focusing	her	work	on		
developing	sustainable	management	solutions	for	live	events.	She	
is	the	President	of	Sustainable	Event	Alliance;	Author	of	“Sustain-
able	Event	Management:	A	Practice	Guide;	Director	of	GreenShoot	
Pacific;	and	Head	of	the	Australian	Delegation	of	ISO	20121.	
Sustainable Event Alliance	-	www.sustainable-event-alliance.com	
Sustainable Event Management:		
A	Practical	Guide	-	www.thegreeneventguide.com	
GreenShoot Pacific	-	www.greenshootpacific.com	
She	can	be	reached	at:	meegan@greenshootpacific.com

http://www.sustainable-event-alliance.com
http://www.thegreeneventguide.com
http://www.greenshootpacific.com
mailto:meegan@greenshootpacific.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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When standard pyrotechnic fuse 
is encased in paper, it burns at a 
rate of 60 to 70 feet per second 
which translates into more than 40 
miles per hour. If that same fuse is 
not encased in paper, it will burn 
at a rate of about one foot every 
ten seconds or less than a tenth of 
a mile per hour. 

With a typical fuse for an aerial 
shell being between two and four 
feet long, the fuse that we light 
to send that shell up into the air 
burns in about three one-hun-
dredths of a second. Dr. John 
Conkling, one of the foremost au-
thorities on pyrotechnics explains 
the fast burn rate as follows, “The 
flame and hot gas produced by 
the burning black powder coating 
on the match can’t escape, so the 
flame front/hot gas shoots ahead 
at high velocity.” 

If a shell is being ignited manu-
ally with a road flare, we unwrap 
about four inches so that we have 
a bare portion that will burn slow-
ly, giving our technicians plenty of 
time to move onto another area of 
the display to fire another shell.

Aerial shells and many other 
pyrotechnic products contain two 
fuses – one as described above 
that ignites the lift charge – the 
explosive material that sends the 
shell up into the air. That fuse also 
lights a time fuse that will burn 
slowly and ignites the burst charge 
that blows the shell apart once it 
has reached its maximum height. 

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.

By Doug Taylor

What	burns	at	less	than	1/10	of	a	mile	per	
hour	or	at	more	than	40	miles	per	hour?

The time fuse must burn exactly 
the right amount of time to en-
sure the shell does not explode 
too soon or too late.

All this gives you a better sense 
of what it means when a person 
is described as having a short 
fuse – you do not have time to 
get away before they explode! 
Fireworks are dangerous but with 
the right technical knowledge and 
experience they produce awesome 
displays. Stay tuned for our next A 
to Zambelli of Fireworks Displays 
column as we will discuss yet 
another aspect of the science and 
art of fireworks. 

If you have fireworks questions 
you would like us to address in our 
column, please email me, Doug 
Taylor, President/CEO Zambelli 
Fireworks at dougtaylor@zambel-
lifireworks.com.

mailto:dougtaylor@zambellifireworks.com


www.ifea.com
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Cindy Verge

IN CONVERSATION

An annual celebration of spring 
held the entire month of April. 
The Skagit Valley Tulip Festival has 
40+ events and activities centered 
around the 100s of acres of tulips 
grown here by Washington Bulb 
Co., Inc. and Tulip Town. Commu-
nities in the region host key events 
including a street fair, bike ride, 
run, Kiwanis salmon barbecue, pa-
rade, art shows, Woodfest and Chili, 
Chowder and Chocolate Cookoff.

How did you get into events?
I answered an ad in the local newspaper looking for a Sponsorship  

Coordinator for the festival. I thought it sounded like a fun job that would 
allow me to use my writing skills. I became Executive Director in 2004.

What has been your biggest professional challenge?
The accounting and bookkeeping aspects of the job are constantly my 

biggest challenge. I have no formal training in accounting, so everything has 
been on-the-job training! The tulip festival is fortunate to have the support of 
a local accounting firm – their CPAs have lent the festival advice and training 
for over 2 decades. 

What do you do to relax?
Read a good book, garden or travel. Each year after the hustle and bustle 

of the festival, getting away (either literally or figuratively) allows me to 
recharge my batteries.

What’s the best advice you’ve ever received?
Two bits of advice: Listen. Wait 24 or 48 hours before responding to  

criticism or bad news.

What is your personal philosophy?
To treat others how I would like to be treated. I also work to have fun 

each and every day. I enjoy my job and like sharing what I do with others.

FACTS ON FILE
Years in the Business:  
11 Years

Degree:  
BA Communications, University of  
Washington

Family:  
Married to Tom for 29 years,  
two daughters, Cora, 22 and Emma, 18.

Last book read:
Atlantis Found 
by Clive Cussler

Last business book read:
They Call Me Coach
by Stephen R. Covey

Cindy Verge
Executive Director
Skagit Valley Tulip Festival
PO Box 1784, 311 W Kincaid St.
Mount Vernon, WA 98273 USA
Phone: (360) 428-5959
Fax: (360) 428-6753
cindy@tulipfestival.org
www.tulipfestival.org

PEOPLE

mailto:cindy@tulipfestival.org
http://www.tulipfestival.org
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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.edgeworksgroup.com/ifea

™

http://www.edgeworksgroup.com/ifea
http://www.quickedgenow.com/ifea
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Now, think of the world and how it has 
changed. There are nations that did not 
exist when I was studying international 
affairs in graduate school, and the politics 
and economics of these nations impact 
each of us and our organizations in ways 
most of us cannot even fathom. Where 
will this global economy and global soci-
ety be in another 10 - 20 years? 

Finally, think about our society. Many 
volunteer-based organizations were built 
around middle management workers. 
Unfortunately, this class of worker has 
almost disappeared -- victims of economic 
cutbacks, technological innovation, and 
organizational restructuring. Think also 
about our family structures. The families 
of Ozzie and Harriet Nelson and Ward 
and June Cleaver do not exist anymore. 
Both spouses are now out in the work 
place trying to earn enough to make ends 
meet in an environment where a year 
at a decent college can now cost nearly 
$50,000 and a wedding can be even more. 
The increase in working spouses has also 
served to drain the volunteer pool. We are 
also changing rapidly as a society (age, 
diversity, etc.). Who our customers were 
and what appealed to them in the past is 
very likely no longer who they are or what 
they are interested in today. We need to be 
able to adjust to this.

I believe strongly that all organizations 
must be prepared to deal with the change 
that has already engulfed us and will con-
tinue to do so in the future. We ignore 

this challenge at our peril. In his book, 
Management Challenges for the 21st  
Century, Peter Drucker wrote, “ … unless 
it is seen as the task of organizations to 
lead change, the organization – whether 
business, university, hospital, and so on 
– will not survive. In a period of rapid 
structural change, the only ones that will 
survive are the Change Leaders.” (Druck-
er, 1999, 73) So how do we do this?

I believe there are two keys to  
dealing with change. I call them the  
twin pillars of success. They are (1)  
good organizational governance and  
(2) effective visioneering. The former 
deals with how organizational leaders 
carry out their responsibilities, particu-
larly those on boards of directors who  
are legally charged with ensuring the 
future success of their organizations.  
The latter is a term coined by author 
Andy Stanley in his book Visioneering. 
He defines the term as “…the course  
one follows to make dreams a reality. It 
is the process whereby ideas and convic-
tions take on substance.” In short, it is 
the “engineering of a vision.” (Stanley, 
1999, 8) In my use of the term, Visioneer-
ing combines comprehensive strategic 
planning with solidly engineered and 
well-executed implementation.

In the coming months I will devote this 
column to writing about both pillars, with 
governance coming first, because it sets 
the stage for visioneering. I will dissect the 
subject of effective governance and offer 

ideas on what makes good governance 
as well what impediments there are to 
good governance in many organizations. 
I will also offer suggestions for overcom-
ing these impediments. Additionally in 
March of this year I address what I call 
“The Dirty Dozen” of bad governance (or 
at least governance that is not operating 
at optimum levels.) This webinar provides 
organizational leaders (board members 
and staff executives) tools that can be 
used to evaluate how effectively their 
organization is in terms of this critical 
area. (If you missed the Webinar, be sure 
to check it out as an IFEA Webinar on 
Demand.) The result of our mutual efforts 
will hopefully be organizations in our 
industry better equipped to grapple with 
the challenges of a changing world. 

Recently	retired	as	the	CEO	of	the	
Pasadena	Tournament	of	Roses,	Mitch	
Dorger	brings	to	his	new	consulting	
practice	more	than	40	years	of	work	
experience	including	20	years	as	a	chief	
executive	officer.	His	experience	as	a	
CEO	was	consistently	characterized	by	
successful	performance	improvement	
programs	and	high	employee	morale	
and	achievement.	He	believes	the	fun-
damental	goal	of	leadership	is	to	inspire	
teamwork	and	the	spirit	of	continuous	
improvement.	He	has	recent	expertise	
in	the	world	of	non-profit	organizations	
and	is	well	versed	in	corporate	gover-
nance,	volunteer	management,	financial	
planning	and	management,	government	
relations,	and	large	event	management.	
As	a	public	speaker	he	has	lectured	on	
non-profit	organizational	management,	
strategic	planning,	change	management	
and	leadership.	He	has	also	served	as	a	
keynote	speaker	for	four	different	festi-
val	and	event	association	conventions.	
	
Mitch	Dorger,	Principal	
Dorger	Executive	Consulting	
Pasadena,	California.		
mitch@dorger.com		

One	thing	I	have	learned	over	time	is	that	we	live	in	a	world	where	
the	only	constant	is	change.	I	don’t	consider	myself	old,	but	I	have	
been	through	radical	technological	and	social	revolutions	in	the	
span	of	my	work	career.	Think	for	a	moment	about	working	in	an	
office	with	no	computers,	no	smart	phones,	no	internet,	no	Wi-Fi,	
no	copy	machines,	and	no	social	media.	That	was	how	it	was	when	
I	went	to	work.	Our	organizations	are	now	critically	dependent	on	
technologies	that	did	not	exist	40	years	ago	or,	in	some	cases,	
even	10	years	ago.	And	I	have	heard	it	said	that	organizations	a	
decade	from	now	will	be	critically	dependent	on	technologies	that	
do	not	even	exist	today.	The	thought	is	staggering.	

By Mitch Dorger In the Board Room

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

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

For IFEA Sponsorship Opportunities, Call Sylvia Allen at 732-�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

www.ifea.com
http://www.hwins.com
http://www.zambellifireworks.com
http://www.kaliff.com
http://www.kandkinsurance.com
http://www.dixieflag.com
http://www.zambellifireworks.com
http://www.hwins.com
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THE UN-COMFORT ZONE

Jeanne Louise, however, did not initially 
motivate herself. It was someone else who 
drew the line in the sand. But, it became a 
line she was determined to cross. 

In motivation we talk about getting 
outside of one’s comfort zone. It is only 
when we are uncomfortable that we 
begin to get motivated. Usually to get 
back into our comfort zone as quickly as 
possible. 

Born into the family of a middle-
class store owner, Calment was firmly 
entrenched in her comfort zone. At age 
21 she married a wealthy store owner 
and lived a life of leisure. She pursued 
her hobbies of tennis, the opera, and 
sampling France’s famous wines. Over 
the years she met Impressionist painter 
Van Gogh; watched the erection of the 
Eiffel Tower; and attended the funeral of 
Hunchback of Notre Dame, author, Vic-
tor Hugo. 

Twenty years after her husband passed 
away, she had reached a stage in life 
where she had pretty much achieved 
everything that she was going to achieve. 
Then along came a lawyer. The lawyer 
made Jeanne Louise a proposition. She 
accepted it. He thought he was simply 
making a smart business deal. Inadver-
tently he gave her a goal. It took her 30 

years to achieve it, but achieve it she did.
Are you willing to keep your goals 

alive for 30 years? At what point do you 
give up? Thomas Edison never gave up, 
instead he said, “I have not failed. I’ve 
just found 10,000 ways that won’t work.” 
Winston Churchill during the bleakest 
hours of World War II kept an entire 
country motivated with this die-hard 
conviction: “We shall defend our Island, 
whatever the cost may be, we shall fight 
on the beaches... in the fields and in the 
streets... we shall never surrender.”

Many of us give up too soon because 
we set limits on our goals. Achieving a 
goal begins with determination. Then it’s 
just a matter of our giving them attention 
and energy. 

When Jeanne Louise was 92 years old, 
attorney François Raffray, age 47, offered 
to pay her $500 per month (a fortune 
in 1967) for the rest of her life, if she 
would leave her house to him in her will. 
According to the actuarial tables it was a 
great deal. Here was an heir-less woman 
who had survived her husband, children, 
and grandchildren. A woman who was 
just biding her time with nothing to 
live for. That is until Raffray came along 
and offered up the “sucker-bet” that 
she would soon die. It was motivation 

enough for Jeanne, who was determined 
to beat the lawyer. Thirty years later, Raf-
fray became the “sucker” when he passed 
away first at age 77.

When asked about this by the press, 
Calment simply said, “In life, one some-
times make bad deals.” Having met her 
goal, Jeanne passed away five months 
later. But on her way to this end, she 
achieved something else: at 122 years 
old, she became the oldest person to have 
ever lived. 
In future articles we’ll examine further the 
ways in which motivation works. How 
to motivate ourselves, our employees, 
customers, friends, loved ones and chil-
dren. I would like to get your feedback 
on which of these areas of motivation are 
of most interest to you. Please email me 
with your suggestions. 

By Robert Wilson

What’s Pushing 
Your Buttons?

Robert Evans Wilson, Jr. is	a	mo-
tivational	speaker	and	humorist.		He	
works	with	companies	that	want	to	
be	more	competitive	and	with	people	
who	want	to	think	like	innovators.		
For	more	information	on	Robert’s	
programs	please	visit	www.jumpstar-
tyourmeeting.com.

What	motivates	you?	That’s	the	question	I’d	like	to	ask	in	
this	inaugural	column	on	motivation.	Are	you	motivated	by	
fame,	fortune	or	fear.	Or	is	it	something	deeper	that	fans	
the	flames	inside	of	you.	Perhaps	you	are	like	Jeanne	Louise	
Calment	whose	burning	desire	enabled	her	to	do	something	
that	no	other	human	being	has	done	before.	A	feat	so	spec-
tacular	that	it	generated	headlines	around	the	globe,	got	her	
a	role	in	a	motion	picture,	and	landed	her	in	the	Guinness	
Book	of	World	Records.	A	record	that	has	yet	to	be	beaten.

http://www.jumpstar-tyourmeeting.com
http://www.jumpstar-tyourmeeting.com
http://www.jumpstar-tyourmeeting.com


 CFEE
Maybe it’s Time to be Recognized 
for What You Bring to the Table.

As a professional in the Festivals & 
Events Industry, you know the difference 
between Good and Great. You’ve dedi-
cated yourself to the “whatever it takes” 
approach that has become your hall-
mark. You understand the importance 
and value of continuing to hone your 
skills, growing your knowledge base,  
expanding your professional network, 
and surrounding yourself with others 
who have reached the top levels of their 
careers as well. 

CFEE (Certified Festival & Event Execu-
tive), the IFEA’s professional certification 
program, provides the essential difference  
between good and great among profes-
sionals in our industry. It signifies the 
highest level of achievement. Attainment 
of your CFEE certification provides recog-
nition of your commitment to excellence,  
experience, and to your career, placing you 
in an elite group of the top festival and 
event professionals in your field. It’s a state-
ment of quality that you bring to the table.

For more information about the IFEA’s professional certification program, and our 2011 CFEE  
FastTrack® Program, contact Bette Montieth at bette@ifea.com or call +1-208-433-0950.

The	CFEE	Professional	Certification	Program	is	Sponsored	by

Good Great

mailto:bette@ifea.com
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=128&Itemid=106
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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.
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They were born knowing about budgets,
They learned about budgets in  
kindergarten, or
Their parents taught them about  
budgeting their $5 a week allowance.  

Of course, virtually none of these as-
sumptions is true. As a result, the actual 
steps to managing a budget often get 
overlooked, and therefore under-learned. 
Aside from the obvious, like accurate 
bookkeeping and understandable reports, 
here’s a quick checklist of six basic tech-
niques for managing the details of a bud-
get. And by managing, we mean sticking 
to the budget, not creatively explaining 
why you didn’t.  

1Look at the budget before you 
commit funds. It seems logical to 
assume that you have to know what 

you’ve budgeted to spend before you 
make a spending decision, but it rarely 
works that way. Look first, then commit. 

2Use “that’s all I have in the bud-
get” to negotiate price. Your budget 
is a perfectly legitimate objection 

to a vendor proposal that exceeds the 
budget. If you’re not authorized to spend 

•
•

•

more than is in the budget, tell your 
vendor—this isn’t unfair or illegal. They 
may want the sale badly enough to meet 
your constraint. 

3If you absolutely have to spend 
money for something that’s not in the 
budget, remove or postpone a like 

amount of money from something else that 
is in the budget. This is called a trade-off. 
Spend a little more here, a little less there, 
and make things balance at the bottom. Al-
most never does every dollar have to be spent 
the way you originally planned it. 

4If revenue doesn’t develop as 
planned, plan to under-spend ac-
cordingly. The budget is about the 

bottom line, ultimately. If revenue is less 
than planned, you likely don’t need as 
much expense to support it. So determine 
what was planned to support revenue 
that didn’t come in—and don’t spend it. 

5Timing is not trivial—don’t spend 
ahead of schedule. If you must 
spend before you planned to, post-

pone something else in the same time 
period until you can catch up. This is 
another trade-off.

OK,	We	Have	a	Budget.	

NOW	WHAT? 6	Tips	for	Effectively		
Managing	Your	Budget	

By	Gene	Siciliano

Gene Siciliano, CMC, CPA,	is		
an	author,	speaker	and	financial		
consultant	who	works	with	CEOs	
and	managers	to	achieve	greater	
financial	success	in	a	dramatically	
changing	economy.	As	“Your	CFO	
For	Rent”	and	president	of	Western	
Management	Associates,	Gene	has	
spent	more	than	20	years	helping		
his	clients	build	financial	strength		
and	shareholder	value	through	
applied	knowledge	and	process	
improvement.	Gene	also	helps		
non-financial	CEOs	and	senior		
executives	understand	finance		
and	apply	it	to	their	companies	and	
careers.	Gene’s	books,	“Finance		
for	Non-Financial	Managers”		
(McGraw-Hill,	2003)	and	“Financial	
Mastery	for	the	Career	Teacher”	
(Corwin	2010),	are	available	in	book-
stores	and	online.	More	information	is	
available	at	www.GeneSiciliano.com.	

6“Oops!” is not a good explanation 
for overspending. If you inadver-
tently overspend, drop something 

else that’s in the budget, or at least defer 
it until you can make up the difference, 
even if it’s a later period. This is still 
another form of trade-off, best avoided by 
referring to technique #1. 

Most CEOs would agree that these steps 
will make their company budget more 
effective. That is, most CEOs of companies 
that actually have budgets, which is not 
most companies. Most CEOs will also say 
their managers should do a better job at 
budgeting, while others might say these 
CEOs should do a better job of training 
their managers. Me? I’m just sayin.’

Much	has	been	written	about	the	value	of	having	a		
budget	to	manage	the	financial	affairs	of	a	business.	And	
the	premise	of	all	those	paragraphs	of	prose	is	correct:		
A	budget	is	the	most	powerful	way	to	achieve	profit	
goals.	However,	the	assumption	seems	to	be	that	once	
you	have	a	budget,	your	work	is	done	and	your	staff	will	
inherently	know	what	to	do	with	it.	This	is	because:

in five years…

http://www.GeneSiciliano.com
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Sponsorship Realities: 

5 Predictions for 2011 
By Gail S. Bower

If you’ve been operating at a frenetic 
pace, trying to outsmart the economy, 

you may not have stopped to look 
around and notice what’s going on  

in the world around you – the  
sponsorship world, that is. Here are 

five observations I’ve made that  
absolutely will have an impact on 

organizations and festivals’ abilities to 
generate revenue through partnerships 

with the corporate sector. Consider 
this insider intelligence to help you 

plan your 2011 sponsorship strategy.

1Nonprofit organizations that make the paradigm 
shift from highly generic to high impact will see 
results. The world of corporate giving has changed, 

and most corporations expect quid pro quo, but not  
in the form of a bigger logo on a brochure or more  
banners at your event. They want benefits that will  
move the needle for their businesses, not a menu of 
generic benefits providing recognition. The gold-silver-
bronze model is dead.

Nonprofit leaders who make this paradigm shift in 
their approaches with corporate decision makers will  
be rewarded with:

Better conversations with decision makers.
Deals that generate new dollars for their organizations.
New ideas about how to engage corporations.
Having way more fun generating this revenue.
And, with all this new energy and recognition of more 
possibilities, feeling increasingly committed to their 
missions and strategies.
A client I was coaching told me about a meeting she 

had with a bank president. Anticipating “the ask” at their 
first meeting, he asked her how much she was looking 

•
•
•
•
•
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for. (Ugh. Can’t you just feel the heavi-
ness of this conversation?)

Because of our work together, she con-
fidently shifted that energy and the whole 
conversation by asking if they could remain 
focused on his goals. It was like a breath of 
fresh air had just wafted into the room for 
him. She saw his body language change. 
Then he told her all about his goals.

For your consideration: Are you and 
your development staff members skill-
fully navigating conversations like this? 
Or are you mailing out generic menus, 
hoping for the big checks? 

2 ROI will remain critical. This is 
not new news; I (and others) have 
urged sponsorship seekers to focus 

on your partners’ return on investment 
for years. This focus has been mandatory 
during the recession, and it will remain 
so as we slowly, cautiously move out of 
the economic doldrums.

In my coaching and consulting work 
with clients, one of the key challenges 
I see for sponsorship seekers is their 
recognizing the value they have to offer 
the corporate sector and translating that 
value into meaningful programs for part-
ners. My work can assist you here. If you 
don’t have this foundation clear, you will 
have the feeling that you’re begging. That, 
of course, is not a position of strength.

For your consideration: Is your team 
asking the right questions to uncover 
what your partners need? How will they 
measure the success of your partnership?  

3More nonprofits will miss op-
portunities to engage corporate 
partners and the public in their 

own causes. As the recession heated up, 
unemployment rates rose, and bailouts 
were bestowed, the rhetoric and sound 
bites began, contributing to consumer 
fears and anxieties. Consumer trust in big 
institutions – in corporations, the govern-
ment, and maybe even some nonprofit 
organizations – has been on the decline. 

To win back that trust, shine up their 
images, and align themselves with a more 
socially oriented consciousness and value 
system, more corporations have aligned 
themselves with causes. Think Pepsi Re-
fresh, the countless organizations hawking 
pink products, and numerous retailers’ 
self-congratulatory ad campaigns celebrat-
ing the millions of dollars they’ve contrib-
uted to their communities or causes. 

While this all sounds great for causes 
and nonprofit organizations, I’ve noticed 
a trend that disturbs me for nonprofit 
organizations. Corporations are creat-
ing their own platforms around causes 
as ways to engage customers, especially 
through social media, and thereby con-
trolling the storyline. The problem is that 

the nonprofits that should own these 
causes are absent (or buried many clicks 
away) from the stories. 

In a conversation about my observa-
tion with colleague David Hessekiel, 
President of the Cause Marketing Forum, 
he said, “Oh yeah, we call it ‘causeless 
cause marketing.’” Precisely!

Take Timberland, for example. Side-by-
side with its shopping website, “Shop,” 
is Timberland’s “Community” website 
(www.community.timberland.com). Click 
on the “Earthkeeping” tab, and you’d 
think you were at the site of a global envi-
ronmental group. Click on “Tree Plant-
ing,” and you’d assume that Timberland 
is licking deforestation on its own. 

Don’t get me wrong. I love what Timber-
land is doing. It’s a smart strategy. By creat-
ing a platform about environmentalism:

their products are the stars of the show, 
their sustainability initiatives are high-
lighted with tremendous context, and
they engage customers aligned with 
their values.
My concern: where are the environ-

mental causes? They’ve been preempted.
While the recession has made many 

changes necessary, there are other changes 
upon us that have come about from other 
forces. Technology, for example.

For your consideration: Where’s your 
platform? How are you engaging corporate 
leaders, their customers, and your eventgo-
ers through social messages and events? Are 
you thinking as globally and as big as you 
need to in order to compete? An outside 
perspective may jump-start that process. 

4 Corporate sincerity will be ques-
tioned. While it’s tremendous that 
so many corporations have jumped 

in to support causes and organizations so 
vital to our communities, undoubtedly 
there are businesses only on the cause 
bandwagon to further their own agen-
das and not so committed to the causes. 
(Similarly, I see some pretty questionable 
partnerships that make me wonder about 
some nonprofit commitments, too.)

As our culture’s values have shifted to 
being socially concerned, we also run the 
risk of cause fatigue. Every cause is urgent, 
making nothing urgent because it all 
blends together. Social media, however, 
helps keep people honest, increasing 
transparency about actions and messages.

And so, I predict that in 2011 we’ll 
begin to hear rumblings about the oppor-
tunistic partnerships, those not designed 
with the integrity of each partner.

For your consideration: Is your organi-
zation acting in complete alignment with 
your vision for your future and in honor 
of your mission? Are you attracting part-
ners truly committed to your mission? 
How do you know? 

•
•

•

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	experi-
ence	managing	some	of	the	country’s	
most	important	events,	festivals,	and	
sponsorships	and	implementing	mar-
keting	programs	for	clients.	Launched	
in	1�87,	today	Bower	&	Co.	improves	
the	effectiveness	and	results	of	clients’	
marketing	strategies,	events,	and	
corporate	sponsorship	programs.	For	
information,	visit	http://www.Gail-
Bower.com.

5 More people will be competing 
for corporate dollars, raising the 
bar for everyone. Besides national 

and regional sports teams, fairs, festivals, 
rodeos, conferences, expos, attractions, 
concerts, tours, associations, trade shows, 
consumer shows, universities, nonprofit 
organizations, arts organizations, and 
causes competing for corporate spon-
sorship dollars, there are some newer 
players:

Destinations and convention and visi-
tors bureaus which face major state 
funding cuts since most states in the 
country have hit a wall of insolvency.
Media outlets, including newspapers, 
magazines, radio stations, and new 
online news/entertainment sites, have 
begun producing events, recognizing 
the value of experiential marketing.
Government entities including subway 
stations (AT&T Station in Philadelphia), 
parks, city-run events, and much more.
Some of these organizations have 

pretty sophisticated offerings and sales 
processes, not to mention entire sales 
teams to sell.

Feeling defeated? Don’t. Every organi-
zation has a unique offering, and I bet 
yours does, too. However, what it also 
means is that businesses are increasingly 
sophisticated about what’s out there, 
what they want, and what they’re willing 
to invest. Translation: you need to make 
sure that your operation keeps pace with 
the change.

For your consideration: How sophis-
ticated is your sponsorship operation? 
How are your staff skills? As the leader 
over this operation, how are yours?

Take a few moments to think through 
what these predictions mean for your 
organization. Do you have a strategy 
outlined for 2011? Is your staff ready and 
eager? Here’s to your success and great 
results this year. 

•

•

•

http://www.community.timberland.com
http://www.Gail-Bower.com
http://www.Gail-Bower.com
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Growing up, my parents always taught 
me to share. I remember my mom saying, 
“It’s always nice to share, so share with 
your brother and sister. You know how 
nice it feels when they share with you.” 
Now my brother’s and sister’s idea of 
sharing was more like taking, but when 
they finally did genuinely share their toys 
or snacks, or include me in their plot to 
sneak a peek at Santa, Christmas Eve night 
- I do remember how gratifying it was.

As we get older and begin working in the 
“real world,” we sometimes find that shar-
ing is not one of the easiest things to do and 
people are not always so open to others’ 
ideas or expertise. Things like competition, 
turf wars, and jealousy often get in the way 
of coming together to learn from each other 
and make progress in the projects that we 
are developing. 
However, in the events industry and the 
organization that I work for, this is not the 
case. At the Mayor’s Office Of Special Events 
(MOOSE), our mission is to host, create 
and market special events for the City of 
Lancaster, Pennsylvania. In addition, we 
are also charged with being a resource to 
those who wish to host events in the City 
of Lancaster’s public spaces - to share with 
others our expertise in event planning and 
marketing so that other individuals and 
organizations create great events that will 
benefit the residents, workers, visitors and 
business owners of the City.

We are currently working with IFEA 
on a new strategic plan for MOOSE; a 
plan that will give us direction on how 
we market our organization, enhance 
our events and become less reliant on fi-
nancial support from the City. Thirty-five 
percent of MOOSE’s revenue comes from 
the City to cover operating expenses in-

cluding salaries, benefits, office space and 
supplies. All of MOOSE’s programming 
expenses (event production and market-
ing) are funded by local sponsors, grants 
and non-sponsorship revenue. While 
it is essential that MOOSE maintains a 
strong partnership with the City, it is also 
critical that we become a self sustaining, 
financially stable organization. With the 
political climate ever changing, it’s im-
portant that we engrain our organization 
into the fabric of the community so that 
we hopefully withstand the changes and 
continue to enhance the quality of life for 
our residents through special events.

After conducting surveys and interviews 
with board members, city officials, and 
community partners, five strategic goal 
areas were developed to lead MOOSE 
to financial stability. A primary tactic to 
becoming financial stable outside of the 
City’s budget is for MOOSE to enhance its 
role as an event planning resource to not 
only City residents, but to also expand its 
services to the general public.

As we prepare to implement our new 
strategic plan, we must take a look at the 
following questions:

How do we take that role to the  
next level? 
How do we expand our role? 
What are the benefits? 
What are the next steps to expanding 
our resource role? 
What is the timeline to put the  
program into action?
If you find yourself or organization in a 

similar situation of wanting to grow your 
services beyond your current landscape, 
hopefully our work in progress in evaluat-
ing taking this next big step will give you 
some insights on how to proceed.

•

•
•
•

•

There are some true benefits of sharing 
your ideas and expertise with others. Not 
only will they learn from your experiences 
and skills, but you too can add value to 
your organization. You will be able to form 
new partnerships or strengthen current 
relationships – benefitting you by the co-
marketing of events, sharing of resources, 
and strategic alliances that will help to 
promote the missions of each organization.

Like many others in the industry, 
MOOSE is currently looking for alterna-
tive funding streams for our events and 
operating costs. No longer can we rely on 
government and businesses headquartered 
in our towns to write the big check. As 
we expand our role as a resource, we can 
potentially add an additional funding 
stream. We currently provide techni-
cal assistance to local individuals and 
organizations at no charge. Additional 
revenue may include registration fees for 
workshops or seminars, paid advertising 
opportunities on our website, collateral 
materials and event planning tool kits and 
sales of planning tool kits. Another option 
could be meeting with an organization 
initially at no cost and then charge them 
for subsequent meetings and assistance.

Other benefits we also see include help-
ing to enhance the quality of life for our 
residents and enhancing the City as an 
events destination for visitors. Special events 
are part of what makes our City vital. We’ve 
seen the economic development benefits of 
special events -- and we’ve seen that events 
in the City help build a sense of community 
pride. Block parties and neighborhood festi-
vals are a great way for neighbors to interact 
and connect. The core purpose of MOOSE 
is to help create excitement and enthusi-
asm for the City of Lancaster – to develop 
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events that will instill a sense of pride in our 
residents, encourage people to visit, spend 
money and maybe ultimately live here.

To take that next big step in expanding 
our services to those in our community, 
we need to determine the feasibility of it 
all. In the coming months we’ll be evalu-
ating the following areas to see if this is 
the right next step.

Scope of Services
With only a staff of two people at 

MOOSE, we need to ensure that our hu-
man resources aren’t stretched thinner 
than they already are. Aligning specific 
event planning skills – such as marketing, 
logistics, sponsorship – with the needs of 
our customers is critical in evaluating the 
staff time involved with each event.

Geography
Along with determining the scope of 

services, we will also need to see how 
far reaching our services should be. Our 
limited resource services now serve the 
residents and organizations of the City of 
Lancaster. What are the possibilities to ex-
pand to the greater Lancaster County area?

Costs
What costs are involved in promoting this 

role? What are the costs in developing the 
tangible resources? A feasibility study will 
be needed to see if organizations are willing 
to pay for these services. If they are willing, 
what should we charge others for our time 
and expertise? Determining the return on 
investment will be a key deciding factor in 
developing and expanding our services.

Our goal is to grow these services and 
put MOOSE on the right track to becoming 
financially self-sustaining and in turn help 
to enhance others’ events by sharing our 
knowledge, expertise and time with them. 
And who knows, maybe down the road 
we will actually be at a point to be able to 
service as a grant awarding organization to 
city organizations to allow them to create 
their own neighborhood events – enabling 
us to truly make a definite impact on the 
quality of events that are produced here 
and build the City as an events destination.

“Our Best Thoughts Come From Oth-
ers.” Ralpho Waldo Emerson

At the IFEA’s 55th Annual Convention 
& Expo this past September in Saint Louis, 
Missouri, I realized that I’m not the only 
one who likes to share – special events 
experts from around the world came 
together to learn from one another and 
share their expertise with their peers. It 
was an incredible experience to join with 
others who were so willing to freely tell of 
their best practices and encourage you to 
take their ideas and run with them.

So remember, share with others, as you 
know how nice it is feels when someone 
shares with you.

Jennifer Baker	has	been	part	of	the	meeting	and	event	planning	industry	for	15	
years.		She	is	currently	the	Director	of	the	Mayor’s	Office	of	Special	Events	for	the	
City	of	Lancaster,	PA.		Jennifer	oversees	the	planning	and	promotion	of	seven	annual	
events,	as	well	as	numerous	community-based	events	and	activities	throughout	the	
year.		She	is	also	responsible	for	developing	and	implementing	marketing	initiatives	
for	the	City	and	its	special	events,	fundraising	for	MOOSE,	and	outreach	aimed	at	
engaging	volunteers	and	residents	in	City-sponsored	events	and	promotions.	

How MOOSE Currently Shares Its Expertise 
With Others

Serves	on	a	variety	of	local	organizations’	event	commit-
tees	–	assisting	them	with	the	planning	and	execution	of	
their	events
Works	with	other	non-profit	organizations	in	promot-
ing	events	through	a	shared,	online	events	calendar	and	
through	cooperative	advertising
Assists	event	planners	and	neighborhood	block	party	
organizers	in	completing	applications	for	the	use	of	public	
space	or	street	closures.	

Potential Ways to Expand Our Role
Expand	the	Audience

Lend	expertise	to	those	doing	events	outside	of	the	City	limits
Consulting	for	other	cities	who	are	looking	to	start	or	
grow	a	special	events	department

Proactively	Market	Our	Role	as	a	Resource
Promote	MOOSE	resources	to	local	residents	and		
organizations
Create	a	“MOOSE	Supported”	logo	–	a	seal	of	approval.
Strengthen	partnerships	with	both	City	and	County-wide	
organizations

Create	Tangible	Resources	for	Others
Block	Party	Planning	Tool	Kit
Preferred	vendors	lists
Toolkit	for	those	hosting	events	in	the	City,	including	guide-
lines	and	applications	for	use	of	City	parks	and	facilities.	

Proposed Timeline for Implementation
Late	2011

Conduct	brainstorming	meetings	and	focus	groups	with	
residents,	community	partners	and	industry	professionals
Determine	the	feasibility	of	the	resource	role

Mid-late	2
Formulate	strategy	and	fee	structure	if	so	determined

2013	and	beyond
Launch	programs
Evaluate	programs	on	an	on-going	basis.

•

•

•
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After 4 years as the 500 Festival Vol-
unteer Manager, I felt like an expert in 
managing large groups of volunteers and 
confident that my experience would be 
valued by the clients of TRS – The Regis-
tration System, my new employer. 

My first job assignment for TRS was to 
interview nine volunteer managers from 
a variety of festivals, sports commissions 
and hospitals to gather tips, techniques 
and lessons learned related to common 
challenges. 

I wondered what gems of wisdom these 
interviews would deliver but quickly 
discovered a wealth of lessons learned 
from this experienced and talented group 
which included:

David Blank, Volunteer Manager, San 
Antonio Sports
Eric Corning, Vice President, Seafair
Jackie Johnson, Director of Volunteers, 
Team Ortho Foundation
Jason Means, Events Manager, Chick-
fil-A Bowl
Yolanda Michaux, Coordinator - Mem-
bership & Volunteer Services, Detroit 
Metro Convention and Visitors Bureau
Tom Norton, Events Manager, Gator 
Bowl Association
Tammy Parent, Director of Volunteer 
Services, Cisco Ottawa Bluesfest
Adam Scott, Community Affairs Liai-
son, St. Vincent Health 
Tricia Siegwald, Director of Event 
Production and Volunteers, Kentucky 
Derby Festival

•

•
•

•

•

•

•

•

•

Recruiting 
Make New Friends. There is no doubt 

that recruiting can be difficult. We have to 
constantly look for new angles and con-
nections to recruit volunteers who have 
the skills and dedication our organiza-
tion is seeking. Eric (Seafair) and Tricia 
(Kentucky Derby Festival) both work with 
corporate sponsors to extend volunteer 
opportunities to their employees. Tricia 
says, “It is a good way to build their part-
nership, as both parties benefit.”  
Corporations often have internal com-
munications sites specifically geared to 
official volunteer opportunities. They may 
look for options to “own” a specific shift 
or area, such as the information booths, 
water stations or food booths. 

Eric suggests working with your event 
sponsorship team to help find the right con-
tacts and build effective volunteer options 
for corporations in your area. This approach 
can also help introduce new businesses to 
partnerships with your organization.

Build a Team. David (San Antonio 
Sports), Tom (Gator Bowl Association) 
and Jason (Chick-fil-A Bowl) understand 
that one of the best sources for new 
volunteers is the network of existing 
volunteers. They each seek approaches 
to ensure their volunteers have a great 
experience. Obviously they want the 
volunteers to treat event guests well and 
make the event run smoothly. But we 
invest in volunteers so they will become 
part of the event team, so they will return 

the next year and as a by-product, so they 
will encourage friends, families and col-
leagues to join them.

David works all year to make his volun-
teers feel like they are “part of the group” 
and get their commitment to the event 
and organization, but also on a more 
personal level, “they don’t want to let me 
down, so in turn I won’t let them down.”

Make it Fun. Jackie (Team Ortho Foun-
dation) uses a fun incentive program to 
help recruit volunteers, “we offer 1000 
‘bones’ for each hour they volunteer. The 
bones can be redeemed for race entries 
and some of our race gear. It gives the 
volunteers a choice of rewards and the 
incentive fits with our Ortho brand!” But, 
she warns, that “it is important to be clear 
with incentives so everyone consistently 
gets the same options – I have, in a panic, 
offered additional incentives to try to get 
last minute volunteers and then had a 
hard time managing those incentives.” 
Now when she creates a new incentive 
plan, she makes sure she is fair and con-
sistent to all of her volunteers. 

Make it Easy. During year-round 
recruiting efforts, Adam (St. Vincent 
Health), “constantly includes reminders 
about volunteer opportunities within our 
various communication tools.” Adam 
also tries to make accessing the St. Vin-
cent online registration site and register-
ing for volunteer jobs a simple task, “our 
hope is that every associate who signs up 
to volunteer has a good experience on the 

Volunteer Managers Share  

TIPS FROM 
THE TRENCHES  

 
By	Joelle	Baugher 
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[registration] site and will then recom-
mend the site to their colleagues.”

Good Match? One piece of advice from 
Eric (Seafair), “understand who your 
volunteers are and make [the volunteer 
opportunity] a good match.” For example 
Eric partners with military groups for 
some of the Seafair set-up, because the 
soldiers are willing to, “be up at 5 or 6 am 
and move equipment and then wait a few 
hours only to move [everything] again.” 
Carefully consider the skills, unusual 
demands or personal traits required for 
the volunteer job before you start filling 
positions. The goal is to recruit volunteers 
with a long-term relationship in mind. 

Communication
Am I getting through? When I asked 

the group of expert volunteer managers 
about communication, it was with the 
assumption that they, like most volunteer 
managers, use email to communicate 
with their volunteers. This theory proved 
to be true, but our experts also empha-
sized that effective communication is a 
lot more than just sending out emails. 

Too much? Too little? Clear? Confus-
ing? The most often quoted rule is: Com-
municate often! But if you aren’t getting 
the responses from your volunteers you 
want, look at what you are writing and 
ask yourself if it is effective. Communicat-
ing more often might be counter-produc-
tive if you are not clearly articulating your 
message. You have to step back and look 
at the bigger picture.

Jason (Chick-fil-A Bowl) has strict email 
communication rules. Only he and his 
intern are sending volunteer emails to en-

sure “clear and concise” communications. 
They also establish a limit of sending “no 
more than two emails a week” during the 
busy time. They want to make sure not to 
overload their volunteers with emails, be-
cause they are concerned [the volunteers] 
will stop reading the emails and therefore 
miss important information.

Eric is also regimented when it comes 
to Seafair email communication, “we 
send out a single email at set intervals 
prior to the event: 4 weeks, 2 weeks, 1 
week and finally a few days before.” He 
suggests having all your emails written 
prior to the season, so all you have to do 
is tweak last minute changes, copy, paste 
and hit send. This proactive effort will 
save you the time of correcting careless 
mistakes made while you are exhausted 
and make your time more productive 
during your busy festival or event season.

Be in the Know. Tom comments that 
when Gator Bowl volunteers get regular 
update messages they are likely to feel a 
greater connection to the organization, 
“they feel like the organization really cares 
for them. The [volunteers] like to know 
everything and want to feel a part of some-
thing, like they belong and you can do 
this with [consistent] communications.”

Several of our experts commented on 
the importance of giving their volunteers 
an emotional connection to the events. In 
San Antonio, David likes to send emails 
about [a broad array of] event specifics, so 
“they know what I know.” This also helps 
volunteers feel a part of the group and in-
creases their level of ownership. The more 
ownership the volunteers feel, the greater 
the likelihood that they are showing up 

for their shifts, working hard and growing 
their commitment to you and your events. 
As Tom stated previously, this relationship 
starts with good communication. 

Stay in Touch. When you have a large 
gap between events consider alternative 
communication mechanisms. Jackie has 
launched a Team Ortho volunteer news-
letter that comes out on a monthly basis, 
“it is a great way to educate and keep 
volunteers informed between events.” The 
newsletter helps the volunteers stay up-
to-date with your organization when you 
don’t have any events happening. The 
idea is to keep the contact fresh, remind 
volunteers that you are thinking about 
them and value the ongoing relationship.

Those Who Don’t Read. Of course, 
some volunteers will not read regardless 
of how well your communications are 
drafted or displayed, a lesson I learned 
the hard way. As Adam (St. Vincent 
Health) states, “no matter how clearly 
you post information for volunteers on 
TRS and in emails, [some] of them will 
certainly not read it or will miss it. This 
just comes with the territory of volunteer 
management. It’s just something you 
need to recognize and be aware of as a 
volunteer coordinator.” He prepares for 
this type of challenge by recruiting a few 
extra volunteers for each shift in case 
there are no shows.

While some volunteers don’t read or 
skim and don’t follow instructions, it is 
still important to clearly communicate 
information to your volunteers, so they 
know what to expect. The majority will 
read and follow the directions. Well, most 
of the directions!

Problem Volunteers
Understand the Whole Story. There is 

always one in the group! There are prob-
lem volunteers within nearly all events 
and organizations. Our experts shared 
advice on how to handle rough situations 
with finesse and confidence.

The most important thing is to try to 
address the situation right away before it 
gets any worse. Yolanda (Detroit Metro 
Convention & Visitors Bureau) says, “If 
I’m onsite with the problem volunteer, I 
pull them aside to discuss the problem 
or complaint. I also ask for their point of 
view or opinion.” Jason (Chick-fil-A Bowl) 
learned that it’s always best to get all the 
facts, “Do some information gathering 
first by talking with everyone involved in 
order to make the best judgment.”

Protect Your Organization. David (San 
Antonio Sports) agrees that it’s impor-
tant to hear all sides and get everyone’s 
perception. Then pull the person aside to 
chat with them, “some [volunteers] are 
oblivious to what they are doing!” So once 
you bring the concerns to their attention 
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and talk to them, they adjust. If the bad 
behavior still continues, end their shift 
and ask them to leave. In reference to bad 
behavior, Tom (Gator Bowl Association) 
says, “no matter how desperate you are for 
volunteers, you still don’t want that volun-
teer and we would rather the volunteer po-
sition be vacant than have that volunteer.” 
Don’t allow your organization’s reputation 
to be damaged by a bad apple.

No Shows
What Happened? When volunteers 

don’t show up, the first step is to communi-
cate with the absentee volunteer, “let them 
know that you know they didn’t show up,” 
says Tom from the Gator Bowl Association. 
Once the situation is clarified, Tom removes 
the missing volunteers from the game day 
ticket list and does not send them an invite 
to their volunteer appreciation party. 

Adam (St. Vincent Health) also com-
municates with the volunteer who did not 
show up, “we send a polite e-mail, tailored 
to that individual to a) give them an op-
portunity to explain why they did not show 
up, b) stress the importance of volunteers 
coming through for us and c) remind them 
that we closely track and monitor volun-
teers tardiness and attendance for all of our 
events.” Adam offers the absentee volunteer 
a chance to redeem him or herself, but if 
they continue to be unreliable, he will not 
allow them to volunteer in the future.

If you experience a high level of no 
shows, take the time to consider how the 
volunteers who did not show up were 
recruited. Were they all from the same com-
pany? Or were they all people who showed 
up on your e-mail status report as having 
not read or opened any e-mails? Were you 
clear about the directions and check-in 
location? Did you change their job or shift? 
Was it perhaps a poor volunteer match?

Recognize People Who Show Up. 
Adam says, “It’s important to be proac-
tive and always recognize and thank the 
volunteers who do come through for 
you. The positive reinforcement will help 
you build a more loyal and dependable 
group of volunteers.” Those who worked 
in particularly difficult environments, 
inclement weather or undesirable early 
morning shifts should receive special 
kudos. It often takes several years of hard 
work to build a committed, reliable team 
of volunteers, but it’s definitely worth it 
and it will reward you in the long run. 

Gems
Hindsight is always 20/20. It would be 

great to take everything you know now, 
turn back the time and use that knowl-
edge! Well, we can’t turn back time, but 
our experts can offer you some lessons 
learned. Whether you are new to the vol-
unteer management field or a seasoned 

Joelle M. Baugher	is	the	Account	
Manager	at	TRS	–	The	Registration	
System.	Before	coming	to	TRS,	Joelle	
was	responsible	for	the	500	Festival’s	
entire	volunteer	effort	as	the	Volun-
teer	Manager	managing	over	7,000	
volunteers	across	nearly	50	events	
and	programs.	Baugher	then	moved	to	
Program	Manager	where	she	con-
tinued	to	be	in	charge	of	the	award	
winning	Volunteer	Program;	in	addition	
to	the	500	Festival	and	Indianapolis	
500®	Education	Program.	Joelle	can	
be	reached	at:	1.317.644.6�80	or	
jbaugher@theregistrationsystem.com.	
For	more	information	on	TRS,	go	to:	
www.theregistrationsystem.com.

veteran, these gems of advice will offer 
insight into your volunteer programs.

Know The Players. When Yolanda (De-
troit Metro Convention & Visitors Bureau) 
took over managing volunteers several 
years ago, she had no idea what to expect, 
“it was a new position within our company, 
so I had to go with the flow. I had to make 
the best of it. What I’ve learned along the 
way is that you have to be a ‘people person’ 
to deal with and manage volunteers, es-
pecially when you have over 8,000 to deal 
with!” She highly recommends learning the 
capabilities of your volunteers, especially 
your volunteer captains, “it’s nice to know 
who to touch base with when a volunteer 
assignment comes up at the last minute.”

No Knee Jerk Reactions. Jason (Chick-
fil-A Bowl) warns to limit changes during 
your first year. He suggests spending time 
learning and listening, especially to those 
longtime volunteers. You can make neces-
sary changes your second year, “learn and 
get to know your volunteers. Gain their re-
spect so when you do have to make a tough 
decision or change, you have their buy-in.” 
Jason strives to provide good customer 
service to make them feel appreciated and 
important. Chick-fil-A Bowl volunteers are 
required to pay for their uniforms but this 
is not a detriment to volunteer return each 
year. Volunteers quickly fill online registra-
tion year after year, “we try to provide a lot 
of value to them if they volunteer – this 
includes having raffles for great prizes and 
honoring their years of service.”

It is Never Too Early. Eric (Seafair) says 
that you can never start too early, “you have 
to spend time getting your ducks in a row, 
designing and executing a plan. Take the 
time to properly develop your volunteer job 
descriptions and expectations. Think about 
who you need and how you can get them 
[involved in your event].” He believes that 
this extra work up front contributes to how 
quickly the Seafair volunteer positions reach 
their maximum number needed. Eric also 
advises to keep communicating with the 
volunteers who signed up early, “they might 
not hear from you for months, so they will 
forget and may in turn become a no show. 
Send them a message to keep them engaged, 
even if it’s just – we’ll be sending out more 
info in a few weeks – type of message.” This 
kind of continuous communication will 
help volunteers stay involved and will help 
decrease no shows.

Stay Dynamic. Tammy (Cisco Ottawa 
Bluesfest) warns that, “You can never 
get too comfortable. Your program has 
to be as dynamic as the people that 
donate their time to your organization. 
You have to stay on top of the constant 
changes that affect your program. You 
have to constantly review your program, 
right down to the perks or privileges you 
offer to them to keep attracting the right 

people, or to keep the experienced people 
coming back.” It is important to review 
year after year and adjust to attract the en-
ergized, committed volunteers on which 
you are dependent for success.

Volunteer Management is EVERY-
ONE’S Job. Jackie (Team Ortho Founda-
tion) states that, “just because you are in 
charge of recruiting volunteers doesn’t 
mean that the rest of the event staff is off 
the hook when it comes to managing and 
preparing for the volunteers. Other mem-
bers of your team should know how to 
work with volunteers as well.” It is a team 
effort, because the volunteer manager 
can’t be in several places at once, espe-
cially during event time. She also believes 
it’s important to have the best interest of 
your volunteers in mind, “put yourself 
in their shoes and think about how you 
would like to be treated. The event will 
run a lot better in the end.”

Get Dirty. David (San Antonio Sports) 
has similar beliefs, “don’t ask someone to 
do something you wouldn’t do yourself. 
The volunteers won’t respect you if you can’t 
get down in the trenches with them and get 
dirty.” He finds that managing volunteers 
can be very humbling, “you meet all kinds 
of people, but you don’t know where they 
come from unless you get to know them.”

In Closing
Take A Step Back. My final advice is: 

Take a step back from the continuous mo-
tion of the event world to ensure that you, 
the volunteer manager, get grounded with 
a well-thought out plan, clear communica-
tions, uniform policies, and time to build 
an energized team of volunteers. The im-
portance of strong relationships with your 
volunteer corps is important to the event 
operations but in turn it will increase your 
passion for your work as it has for our 
team of experts and as it did for me. Thank 
you to the 500 Festival Volunteers for four 
great years and so many friendships!

mailto:jbaugher@theregistrationsystem.com
http://www.theregistrationsystem.com
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By no means is this intended to be a 
complete list of ideas, so if you would 
like to discuss these options or others fur-
ther, please feel welcome to contact me.

By making decisions early and taking 
action to implement those decisions, you 
can enhance your internet program in 
ways that will deliver benefits for years to 
come, so let’s get to work.

Make Sure You’re Using What 
You’ve Already Paid For

For most of us, the internet and all its 
bells and whistles is pretty new. Even if 
you’re already tweeting, texting and Face-
booking, there is so much going on in 
the wonderful world of the internet that 
there’s always more to learn. Also, you’ll 
need to give some thought to the people 
who will be visiting and using your 
website and to others who may work with 
you that may need to work with your 
internet program. I recommend starting 
with an inventory of the tools you’ve al-
ready paid for and an honest assessment 
of whether you’re getting the most out 
of them. If you have a Constant Contact 
account (or Exact Target, or our Ntelligent 
Suite Communications Module), are you 
actively recruiting subscribers, sending 
interesting email newsletters to promote 
events and evaluating the success of your 
campaigns? Do you have a Facebook 
account with more cobwebs than status 
updates? Is the content on your website 
almost as old as your organization?

Because these new internet marketing 
strategies usually require some adjust-
ment, they often go unused while we 
continue to use less effective, less efficient 
and more expensive traditional media, 
because it’s familiar and comfortable. 
The off season is the best time to educate 
yourself and your staff, get training if 
available, and possibly reassign respon-
sibilities (some people adapt to new 

methods better than others). Ask yourself 
and your team questions like the below 
examples, and do your best to find good 
answers well before the busy season.

Are you updating content on your web-
site (text, photos, videos)?
Are you keeping your website’s event 
calendar full of interesting information 
for events well into the future?
Have you considered developing a ver-
sion of your website for smart phones? 
Are you measuring traffic on your web-
site? (Google Analytics and Alexa, both 
free, are recommended)
Are you creating and sending out good 
email newsletters that drive traffic to 
your website and increase sales?
If you’re sending out email newsletters, 
are you evaluating their success and 
adjusting future newsletters?
Are you using your ecommerce system 
to sell tickets and merchandise?
If you have a Facebook (or Twitter, 
YouTube, MySpace) account, are you 
posting comments, photos, videos 
regularly?
At the very least, use this off season to 

come up with at least three ways you can 
make much better use of what you’ve 
already got in place – then set concrete 
objectives so that you actually improve 
performance of your internet program 
this year. If you follow through on this 
one recommendation, the benefits will 
likely be substantial.

Also, if you find yourself wonder-
ing where the budget for your internet 
program will come from, if you also have 
a budget for traditional media (print, TV, 
radio, outdoor, etc.), I believe that is a 
likely place to look because those mar-
keting channels are less efficient, more 
expensive, slower and generally cannot be 
tracked for performance. I’m reminded 
of an interview I saw recently where Marc 
Andreessen, founder of Netscape and 

•

•

•

•

•

•

•

other very successful tech companies and 
an active tech leader in Silicon Valley, 
was asked what he thought newspapers 
should do to survive. He said they should 
stop printing newspapers now and work 
on developing an online business model. 
I think Marc’s right; we all need to be 
looking for opportunities to replace tra-
ditional marketing and business methods 
with online versions that usually are 
more effective and less expensive.

Website Redesign
When people start thinking about im-

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

In making your redesign decision, I 
recommend that you ask yourself and 
other decision makers in your team if the 
design of your current website adequately 
communicates the fun and excitement 
of your events (design and content) and 
if people can easily find the information 
they need (navigation). If the consensus 
to either one of these questions is no, the 
next question is how much of a redesign 
is needed. A redesign can range from a 
makeover of the current site to a com-
plete redesign. If you decide to go with a 
complete redesign, when you develop the 
budget for that project, don’t forget the 
cost of transferring content from the old 
website to the new website; this can be a 
significant cost in itself.

If your website needs a complete 
redesign, you can substantially reduce 
that cost if you are able to find an-
other website that can act as a model or 
template for your new website. By using 
another website as a template for your 
new website you can substantially reduce 
the project cost because it is a lot of work 
to create a new design.

We work with a lot of fairs, which do 
not generally compete with one another, 
so it usually won’t matter to anyone if 
the websites of two different fairs have 
very similar designs. This is the thought 
behind our Small Fair Internet Program, 
where our clients pick from two design 
templates for their new website – yield-
ing substantial savings because they are 
selecting a design rather than having us 
create a new one for them.

Typical costs for a complete redesign of 
a website ranges from $5,000 - $20,000, 
depending on the size of the website and 
how creative you want to get in “commu-
nicating the fun and excitement” of your 
fair. If you decide on an update of your 
current website, that cost will typically 
range from $2,000 - $10,000.

This	 is	 off	 season	 for	 many	 IFEA	 members,	 which	
means	 it	should	be	peak	season	for	 reviewing	your	
internet	(I	decided	to	stop	capitalizing	“internet”	be-
cause	I’m	seeing	more	media	organizations	come	to	
their	senses.	Also,	I	don’t	capitalize	“web”	or	hyphen-
ate	email	or	write	website	as	 two	words.	And	now,	
back	 to	our	 regularly	scheduled	program.)	program	
to	find	 the	 lowest	cost	strategies	 for	making	better	
use	of	the	internet	in	2011.
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Email Marketing
In a previous edition of Internet 101, I 

said that I get evangelical (almost) about 
email marketing. I still feel that way. In 
my opinion, there is no other marketing 
method that comes close to delivering 
the return on investment that you can get 
from email marketing. At a cost substan-
tially lower than traditional marketing 
methods (print, radio, TV, outdoor), you 
can create a good looking, engaging email 
newsletter, send it to the email inbox of 
hundreds or thousands of people who 
have asked to hear from you, get nearly in-
stant information about how many people 
viewed the email, clicked on the links in 
the email, and visited your website or pur-
chased tickets. With email marketing you 
can know how many dollars of revenue 
are generated for each marketing dollar 
you spent. Traditional media cannot give 
you that kind of information; I know, I 
worked for an ad agency for four years.

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

Constant Contact  
www.constantcontact.com
Exact Target  
www.exacttarget.com
Ntelligent Systems  
www.ntelligentsystems.com
For 2011, a good goal would be to 

ensure that you plan an email marketing 
campaign to promote your events and, 
if you rent out your facilities, a separate 

•

•

•

campaign to promote those events. To 
make sure that these campaigns are car-
ried out, I highly recommend that you 
develop the email newsletters during the 
off season and then transmit at the ap-
propriate time during the fair. All email 
marketing services provide the ability to 
create email and test it and then leave it 
in place until you’re ready to send. Most 
systems also give you the option of sched-
uling the email transmission, so that you 
can have a fully automated campaign in 
place before you get busy. If you wait to 
create your email campaign until you’re 
busy, it probably won’t get done.

Another critical goal would be to de-
velop an active program to gain new sub-

scribers. This can include prize drawings, 
discount coupons, contests, etc., which 
are promoted through your website, 
email marketing campaign and your of-
fline marketing. I have seen good promo-
tions generate over 10,000 – 20,000 new 
subscribers.

Ecommerce
While internet programs can be expen-

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

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

Here are some tips for your ecommerce 
program:

Have you been doing a good job of 
promoting online sales? There are 
many options for driving traffic to 
your website including contests, prize 
drawings and email marketing. With 
advance planning, a relatively inexpen-
sive promotional campaign can make a 
big difference in sales revenue.
If you’re getting started with online ticket 
sales, the first step would be getting refer-
rals for ecommerce systems from other 
colleagues who are already selling tickets 
online. This will help you find potential 
ecommerce vendors and define what you 
need for your ecommerce program.
If you already have an ecommerce pro-
gram, are there new options or system 
upgrades that are likely to deliver a 
good return on investment?
Avoid contracts more than two years in 
length; this is a competitive business 
and technology is always changing so a 

•

•

•

•

http://www.constantcontact.com
http://www.exacttarget.com
http://www.ntelligentsystems.com
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contract that is a good choice this year 
may be uncompetitive three years later.
Ensure that you will own and have full 
access to the customer information gen-
erated by the ecommerce system, espe-
cially email addresses. If your provider 
does not want to provide this informa-
tion, it’s probably time to switch.
Be conservative in system design, 
especially if you will be redeeming 
barcoded tickets at entry gates. For ex-
ample, relying on wireless connections 
to relay critical data can lead to service 
interruptions. It may be worth the in-
vestment to use hard wire connections. 
There are plenty of stories of ticketing 
systems that stopped working on the 
event’s busiest day because the wireless 
internet connection didn’t work.
Phasing in a system over two or more 
years can give your patrons and staff 
more time to get used to the system.
Following is a list of some of the com-

panies that offer ecommerce solutions to 
the event industry:

Admit One Products,  
www.admitoneproducts.com/eticket_
solutions.php
Etix.com,  
www.etix.com
Interactive Ticketing,  
www.interactiveticketing.com
Ntelligent Systems, Inc.,  
www.ntelligentsystems.com
Ticketmaster,  
www.ticketmaster.com
TyTix, Inc., 
www.tytix.com

Social Media
Unless you’ve been on Pluto, which 

isn’t even a planet anymore, you’ve heard 
about the popularity of social media 
websites like Facebook, MySpace, Twitter, 
YouTube and more. To put it simply, the 
decision about what to do with social 
media really boils down to resources. 
While social media accounts are usu-
ally free, it can take a lot of time (t = 
$$$) to work with them. So, while social 
media can be a great benefit, if you have 
to decide between enhancing essential 
aspects of your internet program like your 
website, or producing an email marketing 
campaign(s), or managing your ecom-
merce system, then I recommend putting 
a minimal effort into social media and 
focusing on those other, more important 
fundamentals.

At least a minimal effort would be a 
good idea though because even a mini-
mal effort can give you the opportunity to 
start learning how the websites work and 
you can start building your community of 
social media friends.

•

•

•
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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	

Text Message Marketing
You would have to have been even 

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

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

Other Ideas
Internet programs can vary widely, 

so there are a lot of other ways you can 
enhance your internet program for 2011, 
including:

Sponsor programs; these can gener-
ate revenue to help pay for your internet 
program in return for visibility on your 
website and/or email newsletters.

A mobile version of your website. This 
would be formatted for easy reading 
by smart phone users and would only 
include essential information from the 
full version of your website. (I recom-
mend ensuring compatibility in this 
order of priority; iPhone, Droid, and 
Blackberry).
Converting books, such as a guide 
to the fair, to downloadable PDFs or 
online magazines.
Ensure you have a good way to mea-
sure website traffic – I recommend 
Google Analytics and Alexa.

•

•

•

Develop a moderated, online forum 
where people can share their experienc-
es in written, photo and video form.
Online surveys can be a great way to 
collect marketing data.
Bring more business functions online, 
such as competitor registration, em-
ployment applications and registration 
and application forms for other events.
In closing, I encourage you to continue 

working to enhance and enlarge your in-
ternet program. The internet is becoming 
increasingly important in our every day 
life and organizations need to embrace 
the internet to communicate, to do busi-
ness and to compete successfully.

•

•

•

http://www.admitoneproducts.com/eticket_
http://www.etix.com
http://www.interactiveticketing.com
http://www.ntelligentsystems.com
http://www.ticketmaster.com
http://www.tytix.com
mailto:michael@ntelligentsystems.com
mailto:michael@ntelligentsystems.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
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What effect will your event have on the 
community and other business properties 
in the area? Do you make an effort to get 
them involved in your event and work with 
a host hotel or resort? You should, because 
the more marketing partners you have the 
better your event will be, with everyone 
pitching in for the same successful goals. 
Hotels make money selling room nights 
along with food and beverage revenue. Is 
your event going to have a negative for a 
positive effect on either of these revenue 
sources? You can make it financially ben-
eficial for everyone involved by working to-
gether, planning ahead and getting creative. 
Create a new sponsorship partner. 

Food and Beverage Revenue
Food and beverage revenue is forecast 

from the number of room nights and the 
length of the guest’s stay. A resort property 
can expect 2 of the 3 daily meals to be eaten 
at the resort, while a convention hotel may 
only get meal revenue from the conven-
tion if luncheons and dinner receptions 
are hosted. Many festivals and events take 
place outside in parks or other large open 
areas and offer up great regional foods, so 

Successful sponsorship for your 
event can come in many forms. 
We’ve all heard that before, but 
have you creatively reached 
out for sponsorship in a new 
way recently? A festival plan-
ner recently told me their event 
sold out all the hotel rooms in 
town but they did not have any 
special room rates for the festival 
attendees or vendors. The hotels 
would just as soon raise the rates 
when their event came to town. 
Their entire event was held out-
side, away from the hotels and 
a lot of food was sold at their 
event. Sponsorship opportuni-
ties were missed.

Developing Successful Sponsorship 
By Nancy Ginter-Miller
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the festival attendee is probably going 
to eat at the event not at the hotel. That 
means very limited food and beverage 
revenue for the hotel property. However, 
there are other ways to work together. The 
festival could host a welcome reception 
or closing dinner ceremony at the hotel, 
include a complimentary beverage or 
appetizer ticket for each participant to 
encourage use of the restaurant facilities, 
a discount coupon to the gift shop or an 
upgrade for a spa treatment. There is an 
extensive range of goods and services you 
can promote together and increase guest 
satisfaction. Remember to ask the resort 
or hotel what would make them happy. 
You can negotiate hours of service, price, 
portions, number of selections, self-ser-
vice or full-service and be sure to ask if 
they would like to become a sponsor! 
A little extra effort working together can 
create a new partnership. There are always 
learning curves and growing pains, but if 
the event is popular and returns each year 
the partnership will be mutually benefi-
cial for everyone involved. 

Rooms – Hotel or Resort
How many rooms will be needed and 

what type of attendees will be at your 
event? This will often determine what 
type of property your festival or event 
should work with. What effect will your 
event or attendees have on the other 
guests of the property? Is it a conven-
tion hotel or a resort? Since resort guests 
pay to be pampered, a resort will only 
have a limited number of group rooms 
available. It is important that the resort 
guest experience stay in place. In conven-
tion hotels, numerous events may be 
scheduled simultaneously and there will 
be large groups of people networking. 
Setting guidelines for your group and 
planning activities in advance can help 
avoid awkward situations. 

Hotels will expect the event group to 
guarantee a block of rooms at a set price. 
Rarely is an entire hotel reserved for one 
group. Repeat customers are a vital part 
of the industry, so they will always need 
to accommodate other guests. The hotel 
will set a cut-off date when the special 
room rate is no longer available to group 
attendees. Only very expensive room 

rates will be available during certain busy 
times of the year. Just think about it like 
the airlines do, it’s all inventory and rate 
control. The hotel would prefer to sell 
the rooms early and have reservations 
guaranteed with staff in place than to sell 
rooms at the last minute and scramble to 
accommodate everyone at an unexpected 
high occupancy.

Options
If you choose a resort rather than a 

hotel, reserve an area for the group where 
you can mingle away from the vacation-
ing honeymooners. Arrangements should 
work for both parties involved. The resort 
may offer to set up a bar for your group 
or present special entertainment to their 
other resort guests during your event. 
Are your closing night ceremonies going 
to include a band or DJ, will it be held 
outside where other guests will hear it, 
will they enjoy it as much as you? In 
Hawai’i no one complains when there is 
Hawaiian music in the air. Play some rock 
and roll at your party and it might be a 
different story with vacationing guests. 
What’s the age group at the resort or ho-
tel? Are you at a five star resort or a three 
star convention group hotel? How late 
do you expect to celebrate, after all, you 
just finished a successful event that took 
11 months of planning and in three days 
it is all over for another year! Be sure to 
ask the host property - they may be able 
to accommodate the group rooms on one 
side of the resort where some late evening 
noise wouldn’t bother other guests. If you 
know you’re going to do it, work with 
the property and prepare so everyone can 
have a great experience. Working together 
builds strong successful relationships.

Packages
Does your event require meeting and 

event space but not too many rooms? 
One way to balance that out is to arrange 
to offer a great value added room package 
that would include event tickets, parking 
or transportation and an upgraded room 
category with breakfast the next day. Have 
a VIP package and offer the best - attend-
ees often travel far and plan ahead for 
the experience, so offer them something 
luxurious. Depending on the size of the 

Nancy Ginter-Miller	is	the	Co-
owner	of	Produce	to	Product,	Inc.	
-	Marketing	Hawaii’s	Bounty	to	the	
World.	Also	included	in	the	company	
is	Mark	Miller	with	Complete	Art	
Service	Hawaii	who	provides	graphic	
design	services.	Nancy	can	be	
reached	at:	phone:	808	76�-0672	or	
email:	nkona@hawaii.rr.com

Developing Successful Sponsorship 
By Nancy Ginter-Miller

event you could work with several hotels. 
A travel agency may want to work with 
the event planner and help coordinate 
packages with airline travel. The overall 
experience for the attendee will positively 
increase and the room, food and beverage 
revenue for the hotel will increase. Most 
hotels will market the special room pack-
age for you and feature it on their reserva-
tions webpage. The hotel builds their 
room revenue and improves the guest 
experience. Negotiated rates, discounts, 
coupons and upgrades are all forms of 
sponsorship. 

What is going to be negotiable? Labor 
is not going to be negotiable. If you have 
a dinner event with service, the labor for 
the service is not going to be negotiable. 
The room rental fee for the ballroom 
is negotiable. Would it be empty if you 
weren’t there? Are you spending your fair 
share - cocktail reception with appetizers, 
buffet dinner or a sit-down dinner with 
full-service and hosted bar? Ask if there is 
a break-even amount to avoid rental fees. 
Are you employing the personnel or just 
using the space? Are you hosting coffee, 
juice and muffins? It will make a differ-
ence. If you are just using the space for a 
meeting or tradeshow there will probably 
be a rental fee. Also, if it is appropriate, 
offer to have someone from the hotel 
speak at your event, they become part of 
your event, sharing the experience. Re-
member to acknowledge their hard work 
and support.

Working together with your host hotel 
or resort can be a challenge, but it can 
also add to the success of your event. By 
exploring new options, you can create 
new sponsorship opportunities and host 
a successful event for everyone involved.

Opportunities for the Event Planner

mailto:nkona@hawaii.rr.com
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Sales slump? 
Burnout? No 
worries, help  
is here!

Let’s face it, in sales, if your phone is 
ringing off the hook, you are an order 
taker, not a sales guru. Your event, venue 
or service is well known, in demand and 
in most cases, an outstanding product or 
a necessity (think ipad).

With the exception of “order takers,” 
everyone faces a sales “funk, slump, lull,” 
call it what you will, at some point. If 
you are in one, ask yourself a few ques-
tions: What has changed for your event 
or venue in the past year? Are your clients 
retracting their investment with you? Is 
the economy to blame? 

Whatever the cause of your slump, let’s 
jump start your sales efforts with the fol-
lowing seven strategies for sales success!

1 Mindset 
YOU are not your last sale

Try not to take your “sales slump” per-
sonally. You are much bigger than your 
last sale. Reflect on the past sales success 
- how did you make those sales? Was it 
through building a relationship, meticu-
lous research, and hard work? 

There is the old adage; we become 
what we think about. Think differently 
and visualize sales success inclusive of the 
clients you want to attract. The goals for 
your event should be both financial and 
philosophical. If you are going to increase 
sponsorship, admissions, beverage sales, or 
vendors by a certain percentage, post that 
number on a spread sheet and brainstorm 
with your team to build the strategy for 
accomplishing that goal. Reach out to other 
people you work with and ask for their ad-
vice. Everyone has something to contribute 
- stop, listen, learn and write it down!

Create new goals that stretch your 
ability! What are you and your colleagues 
truly capable of? As you create your bud-
gets and strategic plans, what are a few 
things you will continue doing, and what 
are some new things you will add to the 
mix to ensure your growth and success?

2 The “Blame Game” 

We all have times when we are “off our 
game.” We tend to blame the competition 
or the economy, anything but ourselves 
when it comes to sales attrition. 

“Six	times	fall,	

				Seven	stand	up.”

– Chinese fortune cookie

Seven Sales Strategies  

   for Success!
               By Gail Lowney Alofsin
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If you are blaming the workplace, 
customers, weather, marketing, or the 
economy, excuses be gone! It is time to 
take full accountability for changes and 
address them head on! Your life will 
always be full of change. There will be 
changes with colleagues, job responsibili-
ties, and external factors each of which 
will present their own unique challenges 
in concert with the economy. 

It is up to you to face the changes that 
you are confronted with and start taking 
responsibility for success by working 
around the challenges. Take a minute to 
write down the changes that are inhibit-
ing you or intimidating you and address 
each obstacle individually. Put your goals 
on paper and as you attempt to renew 
clients or attract new ones, do your very 
best to showcase the value. When you 
meet with them, via phone or in person, 
listen to their needs and assess whether 
or not you have a solution that will in-
crease their sales, introduce their product, 
expand their social media reach. Think 
WIIFT –“what’s in it for them”? 

Companies will buy from you if they be-
lieve your product is a solid investment that 
will enable them to grow their business. 

3 Change your Environment 

Take a walk, get exercise, sleep, and eat 
the right food. Wake up an hour earlier for 
a month and spend time researching other 
companies inclusive of your competition. 
What can you learn from this research that 
will assist you in your sales growth?

Be honest with yourself - are you trying 
as hard as you can? Keep a log of calls 
you are making inclusive of current, past 
and potential clients. When your phone 
is not ringing, pick it up and start dialing! 
Stay focused and work smarter.

4 Gone Surfing? Work Smarter!
 

With the proliferation of technology, 
we become more accessible through our 
e-mail, smart phones and social media. 
Messages coming in via text or e-mail are 
like a “siren” in Greek mythology, beck-
oning you away from tasks at hand to the 
message “popping in” on your day. 

You will work smarter when you man-
age your time. Avoid getting lost in your 
e-mail. Answering e-mails all day is like 

“If you can find a path with 
no obstacles, it probably 
doesn’t lead anywhere.”

As	the	Director	of	Corporate	Partner-
ships	for	Newport	Harbor	Corpora-
tion	in	Newport,	RI,	Gail	oversees	the	
sponsorship	department	for	Newport	
Harbor	Corporation	–	focused	on	the	
Newport	Waterfront	Events,	Newport	
Yachting	Center	venue	and	Newport	
Restaurant	Group.

Drawing	on	over	two	decades	in	the	
event	marketing	industry	and	an	expert	
in	the	realm	of	corporate	sponsor-
ship,	Gail	Lowney	Alofsin	shares	her	
passion	and	best	practices	for	sales,	
marketing	and	leadership	through	her	
educational	and	inspirational	semi-
nars.	Visit	www.gailspeaks.com,		
email	gailalofsin@yahoo.com	or	call	
401-640-4418	for	more	information

continually answering the phone and 
addressing inquiries unrelated to sales. 
Shut off your email pop-ups to avoid 
distractions and address your e-mail at 
key points throughout the day, whether it 
is every hour or every three hours. 

The same applies to social media. Do 
you really need to check your Facebook 
all day or “check in” with Four Square 
everywhere you go? 

Electronic media is effective when it is 
used efficiently. It can also be an attractive 
yet invasive “time sponge,” which will 
lead you to procrastinate your sales calls 
and follow-ups.

5 10 x 10 

Marketing Expert, Seth Godin’s newest 
tome, Poke the Box, focuses on INITIATIVE. 

Initiative is, indeed, the magic ingredi-
ent in the sales mix. Are you waiting for 
the phone to ring? Pick up the phone and 
make 10 calls by 10:00 a.m. Peruse through 
trade magazines or spend time doing tar-
geted Internet research on companies you 
believe align with your product. Use your 
detective skills to sleuth the correct contact 
or start with a local representative and ask 
for assistance in finding the correct contact 
or one of multiple contacts. 

Visit and research other events or 
venues and observe who are they working 
with. What kind of sponsors and vendors 
are they attracting? What media do they 
appear to be using to build attendance? 
Are there any ideas on their social network 
sites that you could emulate? Surfing the 
web to view what similar events are do-
ing is not a waste of Internet time, it will 
revive you and showcase new ideas that 
could translate to your event or venue.

6 Cup of Coffee 

Your current customers are not only 
your greatest asset; they are integral to 
your business growth. Are there ways to 
expand their current programs with you? 
Do you have new assets that they would 
find attractive? Do they have new prod-
ucts that need additional promotion? Ad-
ditionally, do they know other companies 
who will benefit from working with you 
and your programs? Invite a former or 
current client for a cup of coffee or lunch. 
Make sure you pay for it!

7 Games On! 

Observe the professional sports teams 
– they do not stop training once they win 
a championship. They celebrate and start 
again! The game is still on and you can-
not “coast” due to past success.

Become an expert in your field and 
share the passion you have for your busi-
ness. People will purchase from people 
with passion. When you believe in your 
product, share the benefits and deter-
mine what your product can do for your 
prospective customer, you will hit the ball 
out of the park!

Once you have your client, appreciate 
them! Customers who are treated well 
will like you. When the product you have 
sold them serves them well, they will 
come back. The profit is in the renewal! 
It costs 6 times more to find a new client 
than to keep an existing client “coming 
back for more.” 

In closing, remember, sales slumps are 
temporary. Practice positive self talk! Be-
lieve in yourself and your product. You are 
excellent at what you do so put your shoul-
ders back, stand tall and GO GET “EM!

“Keep Your 
mind Open  
to solutions 
and spring 
into action!”

http://www.gailspeaks.com
mailto:gailalofsin@yahoo.com
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THE BOARD TABLE

South Korea this past October. The IFEA Korea is doing ex-
traordinary work in raising the awareness of the IFEA and the 
importance of festival and event relationships and education. 
Since that trip to Korea, I have shared concepts, photos and 
stories from Korean festivals with festival organizers in North 
Carolina, Tennessee, Georgia, South Carolina, Illinois and 
more. Regardless of the size of our community or the size of 
our events, we can all learn from the global IFEA network. 

During the past year, the IFEA Board of Directors and the 
IFEA Foundation Board has worked together to help secure 
the long-range financial stability of the organization. At the 
IFEA’s 55th Annual Convention & Expo last September in St. 
Louis, MO, we announced a new “Fund For The Future” cam-
paign with 100% commitment from both Boards and IFEA 
staff leadership. Your IFEA Board members are passionate 
about this organization and we look forward to continuing 
to serve the membership in 2011. The IFEA Board is commit-
ted to expanding our network, our resources, and our vision. 
From format changes to the annual convention & expo to 
enhanced online resources and webinars hosted by industry 
leaders, we continue to embrace change and technology and 
look for better ways to serve the industry. 

With all the new technology, the vast online resources 
and the instant cyber-connectivity, I still believe we have the 
need to interact face-to-face with people who do what we do. 
Very few people outside of our industry understand the work 
and knowledge that goes into producing exceptional events. 
Many people enjoy our events, but few recognize the social 
and economic impact on our communities and regions. 
Technology has changed the world, and now Facebook has 
us all talking about the power of the social network. 

While reflecting on this, I realized that through all of the 
change over the past three decades, one thing has remained 
constant….the value of the IFEA as my social network. I still 
get excited about the convention and expo. I still take notes 
at the sessions and am amazed by the knowledge and creativ-
ity of our new industry leaders. I look forward to hugs from 
friends that I only get to see once a year. And, I look forward 
to making new event friends each year that I can stay in 
touch with via Facebook or whatever new technology follows 
that. So, get involved with your IFEA, take advantage of the 
benefits offered and enhance your industry network. I am 
confident that the more you know about your industry lead-
ing organization, the more you will “like” the IFEA.

WRIGHT TILLEY, CFEE
2011 IFEA Board Chair 

Watauga County Tourism Development Authority
Boone, North Carolina, U.S.A.

Tel: +1-828-266-1345
Email: wtilley@exploreboonearea.com

As I was watching the movie The Social Network  
recently, it dawned on me that for the past 21 years or  
so, the IFEA has been my career social network. Well  
before Facebook, Linked-in, and Twitter, the IFEA was 
the network for connecting the festivals and events 
industry. I remember being amazed by the fact that I was 
having a conversation with industry icons and pioneers 
like George Zambelli, Sr. of Zambelli Fireworks, Dan 
Mangeot of the Kentucky Derby Festival and count-
less others. I would get excited as the convention drew 
near and would come home from the annual gathering 
exhausted yet energized to improve my events. Eager to 
learn from the masters, I took pages of notes in every 
session I could get to. I stayed up late into the night, or 
should I say early into the morning, at the dfest™/Dixie 
Flag Event Services Team hospitality suite adding  
contacts to my IFEA “social network.” 

When I joined the IFEA in 1989 there were sev-
eral hundred members, most of whom were in North 
America. Today the membership has grown substantially 
and the IFEA is the global leader in the festival and event 
industry. I am thrilled with the global vision of the IFEA 
and from this, I got to experience the value of learning 
from and networking with industry professionals in 

IFEA,	My		
Social	Network

mailto:wtilley@exploreboonearea.com
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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.

http://www.ifea.com
mailto:Schmader@ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=210&Itemid=385
schmader@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


THE FOUNDATION

very grateful for her efforts. Speaking of the live and silent 
auctions, please make plans to attend the 2011 IFEA Conven-
tion & Expo Oct. 3-5 in Fort Worth, Texas.
Proceeds from the convention’s live and silent auctions go 
towards supporting keynote speakers, convention scholarships 
and many other educational resources. Unique auction items 
are provided by festivals, events, vendors and suppliers in our 
industry, just like you. Donating items for the live and silent 
auctions is a great way to show off your organization, your fes-
tival, event, city, state and anything in between. Please take a 
moment to think about what you would be able to donate to 
the auctions this year. To make a contribution, please contact 
Bette Monteith at bette@ifea.com for more details.

One of the most important components of the IFEA 
Foundation’s mission is the awarding of Legacy Scholarships. 
Over the years, selected individuals and/or groups of indi-
viduals have chosen to honor a professional peer for their 
outstanding dedication to our industry through the establish-
ment of these scholarships. The Legacy Scholarships not only 
help to provide invaluable resources to deserving individuals, 
they also pay lasting tributes to appendant organizations 
and icons of the special events industry. It’s a special way to 
connect today’s professionals with those who have paved the 
way for us all. I personally know of the importance of these 
scholarships – the Daniel A. Mangeot Memorial Scholarship 
is named in honor of my predecessor at the Kentucky Derby 
Festival. Through this fund, individuals can also receive assis-
tance to continue their professional education through IFEA’s 
Certified Festival and Event Executive (CFEE) program.

Another important way to ensure the longevity of the 
IFEA is through the “Fund for the Future,” a joint fund-rais-
ing campaign of the IFEA Foundation and the IFEA World 
Board of Directors. The “Fund for the Future” will provide 
that secure and successful future in three parts: 1) Creation 
of a permanent $250,000 Working Capital Fund that will be 
set up as an interest-bearing operating fund that is accessible 
by the IFEA throughout the year. 2) $50,000 of the “Fund 
for the Future” will be earmarked to keep the organiza-
tion current and viable in its abilities to communicate with 
and serve those in the industry, worldwide. 3) Creation of 
a $200,000 Emergency Reserve Fund to protect against the 
unexpected economic impact on outside partners, members 
and resources that cannot be easily replaced. To learn more 
about this campaign, visit the IFEA website at www.ifea.com, 
click on Foundation and “Fund for the Future.”

Lastly, as we enjoy the coming spring season and the 
rebirth that comes with it, I wish you and your special event 
unparalleled success in 2011. With the Kentucky Derby Festi-
val starting in just a few days, I especially wish that for myself 
and our organization!

MICHAEL E. BERRY, CFEE
2011 IFEA Foundation Board Chair

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

Phone: - 502-584-6383
Email: mberry@kdf.org

Greetings from Louisville, Kentucky, where we have 
finally emerged from a long, cold winter and moved 
into some eagerly awaited warmer weather. It’s been 
a welcome transition for everyone in our community. 
With warm thoughts in mind, I would like to express 
how honored I am to serve as the 2011 IFEA Foundation 
Board Chair – it’s a wonderful entity whose work has 
never been more important.

For those of you not familiar with the IFEA Founda-
tion, it helps to support the mission and vision of the 
IFEA by providing financial support that allows the 
organization to fulfill its educational goals. These are ob-
jectives that further ensure the quality of both the events 
and the professionals who make up our unique industry. 
Your financial donations and support help to make these 
programs possible. The Foundation works to fulfill its 
educational mission through quality publications and 
library resources; the funding of quality speakers and 
seminars; the Certified Festival & Event Executive (CFEE) 
Program; and subsidies for curriculum and scholarships 
to the annual IFEA Convention.

I’d like to send my heartfelt thanks to Kay Wolf for 
her successful service as the 2010 IFEA Foundation 
Board Chair. Many people know Kay as the driving force 
behind the Foundation’s live and silent auctions for the 
past several years. Her dedication to the Foundation and 
the special events industry is unsurpassed and we are 

A	Time	of		
Transitions

mailto:bette@ifea.com
http://www.ifea.com
mailto:mberry@kdf.org


What Did Jane Bring Back from the 
IFEA Annual Convention & Expo?

International Festivals & Events Association

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

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

www.ifea.com

IFEA’s 56th Annual 
Convention & Expo 
Fort Worth, TX, USA 

Oct. 3-5, 2011 

	Spring	2011						 IFEA’s ie: the business of international events	 43

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=247&Itemid=71


44	  IFEA’s ie: the business of international events	 Spring	2011

The recent State of the City address 
for the City of Norfolk was probably not 
much different than other cities around 
the United States. In our case, Mayor Paul 
Fraim talked about the tough economic 
times that remain ahead for states and 
cities across America. He had to review 
difficult subjects such as traffic and 
transportation issues, budget cuts and job 
losses that remain in the foreground of 
big-picture government operations.

As the dark clouds of negative updates 
cleared into rays of positive messages, 
Mayor Fraim presented good news of 
steady wages, better housing and invest-
ments in the public school system. The 
highlight of the speech was the smiles, 
laughter and applause for the all that is 
good for our region in special events. 
The mayor proudly shared some of the 
memories created by Norfolk Festevents 
in 2010 and some spectacular special 
events coming soon in 2011 and in 2012. 
The large convention hall brightened 
even more when it was announced to the 
3,000+ civic, business and government 
leaders that The City of Norfolk was one 
of the inaugural winning recipients of the 

Norfolk, Virginia, U.S.A.
Top North American City for Population Category: 100,000 - 500,000 

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

IFEA World Festival & Event City Award!
For the City of Norfolk, the award rep-

resents so much more than the obvious 
and immediate recognition - it is affirma-

CONGRATULATIONS	TO	

RECIPIENT

The team at Norfolk Festevents, Ltd. accepts the award for the City of Norfolk, Virginia.

tion that the years of hard work, focus, 
commitment and city services that  
have been put towards special events  
have been worth the manpower, cross-
promotions and city services that glue  
an event together.

For Norfolk Festevents, the city’s 
contract agency for special events, the 
award serves as a great reminder that 
festivals and the positive energy these 
special events have created is why so 
many people have chosen Norfolk as 
their favorite place to live, work and play! 
Festevents-produced Festivals are why 
the City of Norfolk’s tagline was created, 
“Life. Celebrated Daily.”

The award confirms that the public / 
private partnership and the investment in 
special events have a value greater than 
even all of the economic impact data can 
offer. The award has inspired city staff, 
created a great sense of pride to build on 
the current success and sparked the Fes-
tevents staff to continue making special 
memories for the community we serve.

We in Norfolk have proudly embraced 
the logo and flag that the award extends 
to its winning cities, but the ability to use 
the “title” to engage city departments, 
connect with media partners and leverage 
partnerships have all been priceless.
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The city of Louisville and representa-
tives of several notable festivals and events 
held locally were thrilled to learn last year 
that Louisville had been selected to receive 
the inaugural World Festival & Event City 
Award from the International Festivals and 
Events Association. This prestigious desig-
nation has created additional momentum 
for a community that fosters a very sup-
portive environment for a wide variety of 
unique festivals and special events.

The city’s governmental leadership, along 
with a strong base of professional and 
volunteer guidance, has helped these events 
thrive, both economically and culturally. 

Louisville is a city that enjoys celebrating 
its unique heritage and the many special 
events that entertain hundreds of thou-
sands of people every year. Louisville’s 
year-round showcase of festivals and events 
helps to drive an economic engine that is 
increasingly fueled by the tourism industry.

The IFEA World Festival & Event City 
Award was presented at a press confer-
ence in downtown Louisville on Dec. 10, 
2010. The presentation, which was emceed 
by IFEA President & CEO Steven Wood 
Schmader, CFEE, and was attended by 
Louisville Mayor Jerry Abramson, Mayor-
Elect Greg Fischer, Marcheta Sparrow, Ken-
tucky’s Tourism Secretary, George Burgess, 
Executive Director of the Kentucky Office 
of Economic Development, Joe Reagan, 
President and CEO of Greater Louisville, 
Inc. (the Metro Chamber of Commerce), 
and representatives of more than a dozen 
local festivals and special events. Attendees 
were presented with individual plaques 
recognizing their efforts in completing the 
IFEA award application and for producing 
outstanding special events.

The Mayor’s office included the IFEA 
World Festival & Event City designation in 
the annual MetroFest Calendar of Events, 
which is distributed via 45,000 printed 
copies, as well as online and in a monthly 
e-blast. Said Mayor Fischer: “We want Lou-
isville to be a city of creative spirit where 
big ideas start and flourish. The IFEA 
honor motivates us to work even harder 

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

and dream even larger to make Louisville 
a world-class destination for unique and 
exciting events and partnerships.”

Joe Reagan, the President and CEO 
of Greater Louisville, Inc. – the Metro 
Chamber of Commerce – said the IFEA 
World Festival & Event City honor will be 
beneficial to marketing efforts.

“It’s very exciting for Louisville to receive 
this recognition,” Reagan said. “It is a re-
flection of our community’s rich quality of 
life. We know that people who experience 
Louisville, love Louisville. The diversity of 
event and festival opportunities are a great 
way for citizens and visitors alike to experi-
ence all that our city has to offer.”

The Derby Festival is using the IFEA 
World Festival & Event City recognition 
to promote the city as a welcoming and 
enthusiastic place for both local residents 
and out-of-town visitors. The Derby Festi-
val cited the success of such international 
attractions as the Breeders Cup Champi-
onships, Ford Ironman competition and 
PGA Golf Championship.

“The city of Louisville has a proven track 
record of strongly supporting major sport-
ing events and other major attractions and 
the IFEA World Festival & Event City Award 
validates those efforts,” said Mike Berry, 
CFEE, President and CEO of the Derby Fes-
tival. “We’re very proud to be part of a com-
munity that has been recognized by the 
IFEA as the only city in North America in 
the “population over one million” category 
to receive this honor. It is something to be 
very proud of and gives our organization 
additional momentum to build on.”

The following organizations, festivals and 
special events participated in the IFEA World 
Festival & Event City Award application for 
Louisville: Abbey Road on the River; Actor’s 
Theatre of Louisville (Humana Festival 
for New American Plays); the Forecastle 
Festival; the Gaslight Festival; Greater Lou-
isville, Inc. – the Metro Louisville Chamber 
of Commerce; Harvest Homecoming; the 
IdeaFestival; the Kentucky Derby Festival; 
the Louisville Convention & Visitors Bureau; 
the Louisville Metro Special Events Office 
(Light Up Louisville, WorldFest, Hike & Bike 
and the Mayor’s Healthy Hometown events 
and programs); the Louisville Zoo (World’s 
Largest Halloween Party); the NuLu Festival; 
the Southwest Community Festival; the St. 
James Court Art Show; the West Louisville 
Appreciation Festival; and WFPK Radio (Wa-
terfront Wednesdays concert series).

Louisville, Kentucky, U.S.A.
Top North American City for Population Category: Over 1 Million 

CONGRATULATIONS	TO	

RECIPIENT

Representatives from more than a dozen local festivals and events accept the award for  
the City of Louisville, Kentucky.
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At the IFEA’s 55th Annual Convention 
& Expo in St. Louis, Missouri in 2010, the 
town of Lake Taupo, New Zealand was 
presented with the IFEA World Festival 
& Event City Award in the population 
category under 100,000!

The inaugural IFEA World Festival & 
Event City Awards generated much interest 
during the Annual Convention with great 
anticipation going into the Awards night. 
The evening did not disappoint! Lake Taupo 
was one of four global population winners 
to be recognised on the World stage with 
the other three winners being: Edinburgh, 
Scotland (population category 100,000 
to 500,000), Rotterdam, The Netherlands 
(population 500,000 to 1 million) and Syd-
ney, Australia (population over 1 million).

The application process was both 
interesting and exhaustive. In effect, a 
complete audit of all things festivals 
and events related. It created a valuable 
opportunity for the town to look inward. 

Throughout the process, every aspect of 
the industry was closely examined to 
determine whether it could be done in a 
different more beneficial way.

The completed application of some 
120 pages has become a valuable resource 
for the town moving forward and can be 
viewed by visiting www.ifea.com or www.
eventscapital.co.nz under Key Documents.

What has winning this prestigious 
award meant to the small town of Lake 
Taupo, New Zealand?

Taupo, with a population of 23,000, 
is heralded as the events capital of New 
Zealand.

Nestled on the edge of Lake Taupo, the 
biggest freshwater lake in the southern 
hemisphere, the small township plays host 
to some of New Zealand’s largest events.

The annual portfolio boasts a plethora 
of fixtures throughout the year generating 
some 20 million in economic return to 
the town.

When news broke of the win, the col-
lective pride and ownership generated 
was immense, the town previously recog-
nised in New Zealand now had global 
prominence and the town celebrated.

Outwardly the landscape has not 
changed significantly, the IFEA World 
Festival & Event City Flag flies from the 
local Government buildings overlooking 
the lake and the award logo appears at the 
base of key pieces of correspondence and 
email. As a cornerstone benefit, it sits high 
on all bid documents allowing an advan-
tage not previously enjoyed in what is an 
increasingly competitive market place.

Where the key change can be felt is in 
the town’s strategic direction, with far great-
er emphasis being placed on the festival 
and event sector than ever before. In a town 
already aiming high, the win has attributed 
a pedigree allowing for even bigger projects 
to be visioned and achieved.

To date, the award has assisted Taupo’s 
bid for sections of the National Cycle Way, 
the National Cycling Centre of Excellence 
and involvement with the Rugby World 
Cup. Success in any of these projects will 
add millions to the town’s coffers.

On a more localised front, the win has 
allowed for true partnerships to be entered 
into. Far greater emphasis is placed on 
marketing what the Town and its reputa-
tion can do for festivals and events being 
touted, rather than simply playing host.

Anecdotally this is borne out by  
most events attracting record numbers. 
Participants know that Taupo will give 
guaranteed bang for their hard earned 
buck. It is with this expectation in mind 
that they keep returning to take part in 
event after event.

An unexpected spin off and benefit comes 
from all those involved in the industry.

Volunteers, marshals, landowners and 
event staff all accept ownership of what 
has been built and treat their involve-
ment as if it were there own event.

On the economic front, the win has 
allowed Taupo to dream even bigger than 
before and there are some big projects 
firmly in the town’s sights. Perhaps more 
importantly is the social good it has 
created. In hard economic times it is a 
precious thing that can gather a whole 
town under one banner and move them 
forward with pride in achievement.

While economic benefit can be mea-
sured, social good is immeasurable.

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

Taupo, New Zealand
Judges selection for most outstanding global entry - Population: Under 100,000 

CONGRATULATIONS	TO	

RECIPIENT

Warwick Hall of IguanaNZ accepts the award for the City of Taupo, New Zealand.

http://www.ifea.com
http://www.eventscapital.co.nz
http://www.eventscapital.co.nz


“Recognizing the best in community 
leadership and festival and event 
partnerships around the world.”
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WELCOME
If you are considering applying for this prestigious award, you already understand the important role 

that festivals and events play in your community by:

Adding to the quality of life for local residents 

Driving tourism

Showcasing a positive community brand and image to the media, business community, 

and visitors 

Creating economic impact that translates into jobs, tax revenues and enhanced infrastructure 

improvements

Providing enhanced exposure opportunities for the arts, not-for-profit causes and other community 

programs and venues

Promoting volunteerism and bonding the many elements of the community together

Encouraging community investment, participation, creativity and vision

Building irreplaceable ‘community capital’ for the future.

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

efforts and support that you have successfully developed over the years and should be rightfully 

proud of. Let us help you fly your flag high!

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

Best of Luck with your entry!

TO THE 2011 IFEA WORLD 
FESTIVAL & EVENT CITY AWARD PROGRAM! 

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

International Festivals & Events Association
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OVERVIEW AND OBJECTIVES
The IFEA World Festival & Event City Award was designed and created as a way for the global 

festivals and events industry to openly encourage, support, learn from and recognize positive 

local environments for festivals and events worldwide. Festivals and events create tremendous 

community and economic capital in the markets that they serve, but the partnership with and support 

from the local community, at all levels, is critical to the success and sustainability of existing festivals 

and events, as well as the ability to attract and encourage new events. Through this special award, 

the IFEA is pleased to recognize and fly the flag of those cities and markets who have worked, 

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

In 2010 we were pleased to recognize the following inaugural recipients of the IFEA World Festival & 

Event City Award: 

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

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

component of your community 

A clear positioning statement to encourage continued infrastructure, policy and process 

enhancement and expansion 

A powerful marketing statement for use in recruiting and encouraging new festivals, events 

and businesses.

POPULATION LEVEL:  UNDER 100,000

Taupo, New Zealand

Hidalgo, Texas, United States 

Geumsan-gun, Chungcheongnam-do, Korea

POPULATION LEVEL:  100,000 to 500,000

Edinburgh, Scotland 

Norfolk, Virginia, United States 

Jinju-si, Gyeongsangnam-do, Korea 

Boryeong-si, Chungcheongnam-do, Korea

POPULATION LEVEL: 500,000 to 1 MILLION

Rotterdam, The Netherlands 

Ottawa, Ontario, Canada

POPULATION LEVEL: OVER 1 MILLION

Sydney, New South Wales, Australia 

Louisville, Kentucky, United States 

Salvador, Bahia, Brasil
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APPLICATION REQUIREMENTS & FEES
Applications for the IFEA World Festival & Event City Award may be submitted by the City 

itself or by an event(s) on behalf of their City. It is our hope that the application process 

itself will result in an even closer working partnership and dialogue between the 

Applicant City and the festivals and events who serve that market. Many of our 2010 

entrants and winning cities cited this renewed dialogue as one of the most powerful 

and unexpected benefits of the program.

Cities interested in being considered for the annual IFEA World Festival & 

Event City Award must complete:

An entry form with all contact and payment information.

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

the IFEA World Festival & Event City Award. 

Responses and supporting information for all Section I – VI 

components listed under Application Inclusions. 

(Any element left unanswered may impact judging decisions. 

If a section or element does not apply to you, please 

respond briefly that and why it does not apply.)

All entry responses (not including any 

video support) should be part of one 

singular entry piece/document. For 

examples, please see our 2010 

winning global entries from 

each population category 

at www.ifea.com. 

Requirements continued 

on next page.

http://www.ifea.com


All response information should be provided in English and typed using 12-point Arial font for the text. 

All entries and responses should be provided on a CD, DVD disc, or USB flash drive and mailed to the IFEA 

World Headquarters, or submitted electronically via email in Word, Powerpoint, pdf, tif, jpg or other standard 

formats. All video support inclusions should be encoded for Region 1 or Region 0 DVD capabilities. If you do 

not have electronic capabilities, please contact the IFEA to arrange for other alternatives. 

Entries over one Meg must be provided as a link to a fixed site with no expiration timeframe.

Completed entries for the 2011 IFEA World Festival & Event City Awards must be received by the IFEA no 

later than 5:00 p.m. (Mountain Time Zone) Monday, August 15th, 2011, for consideration, together with an 

application fee of $900 (U.S. dollars). Due to time constraints in judging, late entries cannot be accepted.

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

If Mailed: IFEA World Festival & Event City Award

2603 Eastover Terrace 

Boise, Idaho, 83706 USA

If E-mailed: nia@ifea.com

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

All materials and photos submitted as part of the application will become the property of the IFEA, to be 

shared for professional purposes, and cannot be returned. Copies should be made prior to submitting 

your entry, as desired. Note: Proprietary or sensitive information will not be shared if identified clearly.

Winning applicants agree that the IFEA may use their City name and representative photos in all press 

releases and program marketing materials, both hard copy and electronic versions. 
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JUDGING
Judging of the IFEA World Festival & Event City Awards is done by an 

international panel of festival and event industry experts. Award Recipients 

will be selected annually in four population categories:

Population under 100,000 Population 500,000 – 1 million

Population 100,000 – 500,000 Population over 1 million

And from each of seven global regions:

Africa Latin America (Including South & 

Asia Central America and Mexico)

Australia / New Zealand The Middle East

Europe North America

In addition to our global region winners, one entry from each population 

category will be selected as the top global entry in that category.

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

against similar criteria. 

All entry responses (not including any video support) should be part of one 

singular entry piece/document. For examples, please see our 2010 win-

ning global entries from each population category at www.ifea.com. 

Applicants should begin by providing a short introductory letter of why your City 

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

Working in partnership with community individuals, festivals, events, organiza-

tions and businesses, each applicant City will be asked to provide detailed, but 

concise information in each of six sections designed to provide a clear overview 

and understanding of the festival and event environment in your City/Market: 

I. Community Overview 

II. Community Festivals and Events 

III. Governmental Support of Festivals and Events

IV. Non-Governmental Support of Festivals and Events 

V. Leveraging ‘Community Capital’ Created by Festivals and Events

VI.Extra Credit Programs, Services, Resources and Activities 

Criteria continued on next page.

(Note: Global Regions may be divided further or combined as deemed appropriate by the Judging Panel 
based upon each year’s entries. Politically connected islands and territories should choose the region of 
their most direct affiliation. An ‘Other’ option is provided on the application form to include any City that 
does not feel it fits logically into any of the seven regions.)
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Items to be included or considered under each section are defined in more 

detail in the Application Inclusions section. 

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

support organizations throughout your City to complete them. The application 

process in itself is a great opportunity to evaluate internally the areas where your 

City excels and other areas where you may be able to strengthen your efforts and 

further support local programs.

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

there are no ‘right’ or ‘wrong’ answers and our international judging panel will 

base their decisions on overall impressions after reviewing all of the submitted 

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

the partnerships, benefits and returns to our respective communities from the 

festivals and events that are such an important part of the community fabric and 

we hope to find additional new ideas being implemented from within all of the 

award entries that we can share in the future. 

Responses to the requested information may require a straight-forward numerical 

answer, or a more descriptive definition. While we have placed no limits on length, 

we encourage you to provide the most succinct answers possible that clearly 

make your point.

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

following the responses to each section, within the same document. 

As needed, we may communicate with the primary contact on the application 

to clarify any questions that may arise.

SELECTION AND NOTIFICATION 
All completed entries for the 2011 IFEA World Festival & Event City Awards 

must be received by the IFEA no later than August 15th, 2011. 

Award Recipients will be announced and notified by September 1st, 2011, through 

email communications to the Primary Contact listed on the entry form. Please make 

sure that the IFEA is set as ‘Good E-Mail’ on your computer and server.

All 2011 IFEA World Festival & Event City Awards will be presented in-person 

at the IFEA 56th Annual Convention & Expo (October 3rd-5th, 2011) in Fort 

Worth, Texas, USA, during the IFEA Hall of Fame Luncheon (Sponsored by 

Kaliff Insurance) on Monday, October 3rd, 2011. The top applicant from each 

population category, as judged against all global regions, will be highlighted in 

a brief video presentation. 

Applicants may re-apply for the IFEA World Festival & Event City Award each year.
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AWARD & RECOGNITION
Each winning recipient of the IFEA World Festival & Event City Award will receive an 

engraved award suitable for indoor display and an IFEA World Festival & Event City flag to 

be proudly flown or displayed outdoors or indoors. These will be provided with a personal 

letter of congratulations to each City. Additional IFEA Festival & Event City awards, flags 

and recognition items will be available for purchase by award recipients for those wishing 

to share the honor with the many partners who helped them to win.

Winning recipients will be provided with the rights to use the 2011 IFEA World Festival 

& Event City Award Winner logo on their websites, press releases and other appropriate 

City letterhead, brochures, marketing materials, etc.

The IFEA will announce all IFEA World Festival & Event City Award recipients in an 

international press release to the world’s leading media sources, including all local market 

media contacts provided to the IFEA by selected applicants. 

IFEA World Festival & Event City Award recipients will be featured in a special on-line 

tribute section at www.ifea.com in perpetuity, including video footage as provided, with 

links back to their to each City’s home page to help point the media and others to your 

community, and in a special section of ie: the business of international events, the IFEA’s 

industry-leading magazine.

MAXIMIZING YOUR AWARD
Being selected as an IFEA World Festival & Event City is only the 

beginning of the benefits to be gained from this special honor. 

The IFEA will help each recipient with ideas about to how to 

maximize and leverage your award, with specific 

examples from previous recipients. 
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IFEA World Festival & Event City Award®

2011 APPLICATION

Application Due Date: 5:00 p.m. (MST), August 15, 2011
Announcement of 2011 Award Recipients: September 1, 2011

Presentation of IFEA World Festival & Event City Awards: October 3, 2011

CITY APPLICANT INFORMATION 
Applicant City Name (If including information from surrounding market or suburb communities, please note those in parenthesis):______________________________________

__________________________________________________________________________________________________________________________

State / Province or Territory: __________________________________________________________________________________________________

Country: __________________________________________________________________________________________________________________

Global Region: (Choose one)

Africa Asia Australia / New Zealand Europe Latin America The Middle East        North America 

Note: Politically connected islands and territories should choose the region of their most direct affiliation.

Other (If you choose ‘Other’ please clearly specify location below.)

__________________________________________________________________________________________________________________________

Population Level (select one): Under 100,000 100,000 to 500,000    500,000 to 1 million    Over 1 million

Media: All applicants are requested and encouraged to include a mailing list of local media contacts (in Excel format) for use by the IFEA in 
announcing our selected recipients.

PRIMARY CONTACT INFORMATION
The following information should pertain to the primary individual with whom the IFEA should communicate with, as necessary, throughout the 
award judging and selection process. 

Name: ___________________________________________________________ Title: __________________________________________________

Organization: ______________________________________________________________________________________________________________

Mailing Address: ___________________________________________________________________________________________________________

City, State, Country, Postal Code: _____________________________________________________________________________________________

Phone (Business): _________________________________________________ Phone (Mobile): _________________________________________

Fax: _____________________________________________________________ E-Mail: _________________________________________________

Note: The Applicant City will receive a complimentary membership for one year in IFEA through our appropriate global affiliate. If different from the 
Primary Contact please let us know who should receive this membership. 

PAYMENT INFORMATION
Select your method of payment:

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)

Check (Made payable to International Festivals & Events Association (IFEA) Wire Transfers: Entry fees may be sent by wire transfer. For information please contact 
I / We have enclosed a check for $900 USD along with our entry. Bette Monteith at +1-208-433-0950 extension 2 or bette@ifea.com

Send payment and entry to: 

IFEA World Festival & Event City Award • 2603 Eastover Terrace, • Boise, Idaho, 83706 USA • + 1-208-433-0950
or email to nia@ifea.com (please call to confirm receipt of electronically submitted entries).

Have you: Completed the Application and Primary Contact Information?
Completed your application responses and information, divided by Sections as part of one singular entry piece/document on a disc, 

     USB flash drive, or electronically in Word, Powerpoint, pdf, tif, jpg or other standard formats?
Provided Information and Appropriate Support Materials for All Applicable Areas?
Enclosed Your Payment for $900 (U.S. dollars)? 

mailto:bette@ifea.com
mailto:nia@ifea.com


Please refer to the Application 
Requirements and Criteria information 
for specific entry formats and details. 

Introduction
Please provide a short introductory letter addressing why your City should 

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

Section I. Community Overview
The information in this section will help provide us with a better 

understanding of your community and the infrastructure in place to host 

and / or support those producing and attending festivals and events. 

Please define or describe each of the following as completely and 

accurately as possible. 

(Note: Include Source and Date of Information with each.)

Current City Population 

Current SMSA or LUZ Population (Standard Metropolitan 

Statistical Area or Large Urban Zone)

Population within a 50 Mile Radius of Applicant City

Primary Festival and Event Venues Available (Indoor and Outdoor - 

i.e.: Theatres, Plazas, Bandshells, Parks, Stadiums, Fairgrounds, Sport 

Facilities, Convention Centers, etc., including those facilities planned 

for completion within the next two years, and Estimated Capacities 

for Each. For outdoor venues use a formula of 1 person per 

3 square feet if no other total capacity numbers are available.)

Water and Power Accessibility in Outdoor Venues

Hospital and Emergency Response Availability

Total Number of Hotel Rooms Available

Public Transportation Options

Parking Availability (paid lots, meters, and free)

Walking Paths, Bicycle Lanes

Estimated City Visitors Annually Attributed to 

Festivals and Events

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

APPLICATION INCLUSIONS
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Section II. Community Festivals and Events
The information in this section will provide us with an understanding of 

the diversity and success of current festivals and events that serve your 

city residents and visitors. Please ask each appropriate festival or event 

organization in your community to provide details or descriptions of 

elements a – q listed below. If any organization produces more than 

one festival or event, please ask them to complete the information 

separately for each. To insure that we do not miss anything, applicant 

should include a consolidated master list of all festivals and events at the 

start of the section, preceding the expanded information.

Festival or Event Name

Top Executive Contact Information 

Number of Years Festival or Event has been Produced

Dates (Minimally the month held, with days if clearly defined – i.e.: the 

last weekend in June. If the event is a series, list the starting and end-

ing dates – i.e.: Every Wednesday, June through August.)

Recurrence Cycle (Annually, Every 5 Years, etc.)

Gross Operating Revenues (cash plus in-kind; most current year)

Gross Operating Expenses (most current year)

Total Sponsorship Support (cash and in-kind; please provide a copy 

of your sponsor recognition list.)

Volunteer Count and Estimated Hours Worked

Estimated Combined Aggregate Attendance

Estimated Non-Aggregate Attendance

Primary Targeted Marketing Efforts (Local, Statewide, Provincial, 

Regional, National, International) 

Estimated Percentage of Annual Attendees from Geographical 

Areas (Local, Statewide, Provincial, Regional, National, International)

Awards and Recognition Received 

Management Staff Professional Certifications and / or Degrees in 

Festival & Event Management

Professional Industry Involvement / Memberships

If possible, include a short (no longer than 3 minutes) video 

highlighting your City’s events

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

l.

m.

n.

o.

p.

q.
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Section III. City / Governmental 
Support of Festivals and Events
The information in this section will help us to understand the strength 

and depth of support by the applicant City and other area governmental 

bodies (County, State, taxing districts, etc.) as it pertains to festivals and 

events. Please define or describe each of the following as completely and 

accurately as possible. Where available and appropriate, please provide 

examples and copies.

Defined Public Objectives and Support Statements for Festivals and 

Events by the City and Other Local Government Agencies

Direct Funding Support Provided to and / or Budgeted for 

Festivals and Events from the City or Other Government Agencies

In-Kind Services Support Provided to and / or Budgeted for 

Festivals and Events from the City or Other Government Agencies

Defined Role of the City in Festival and Event Approval

City-Provided Festival and Event Process Coordination and 

Assistance System (i.e.: Existence of City Events Department; 

One-Stop Shopping for Permitting and Planning Needs)

Participation in Official Capacity by City Department Representatives 

on Boards and Planning Committees of Local Festivals and Events

Local Laws, Ordinances, Regulations, Permits and Policies Impacting 

and Supportive of Festivals and Events (i.e.: noise ordinances, 

traffic regulations, curfews, parking fees, fireworks regulations, 

ambush marketing control, alcohol service requirements, taxes, 

food safety, insurance requirements, etc.)

City Provided Festival and Event Training Programs 

(i.e., Marketing, Planning, Budgeting, Risk Management, 

Alcohol Service, City Department 

Introductions, etc.)

Direct Industry Involvement / Memberships 

by City / City Departments 

a.

b.

c.

d.

e.

f.

g.

h.

i.
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Section IV. Non-Governmental Community Support 
of Festivals and Events
The information in this section will help us to understand the commitment to 

festivals and events and direct support provided by community individuals and 

non-governmental organizations. Without this type of support most festivals and 

events could not achieve the level of success that these important partnerships 

help to build. Please define or describe each of the following (if applicable) as 

completely and accurately as possible. (Note: It may be easier to ask each 

appropriate organization to submit information on their own that can then be 

compiled for this entry.) Where available and appropriate, please provide 

supporting examples and copies.

Volunteer Involvement (numbers of non-paid individuals providing person-

al time and expertise to support local festivals and events; Estimate of hours 

served by the same; Note: Refer to information provided by local festivals 

and events in Section II)

Sponsorship Support (availability and active corporate / business 

support of local festivals and events – cash and in-kind resources; list of 

major employers; total combined sponsorship revenues of 

local festivals and events – cash and in-kind; Note: Refer to sponsorship 

information provided by local festivals and events in Section II)

Media Support (estimated value of non-paid media time / space provided 

to festivals and events by local print, broadcast, outdoor, and electronic 

media; may be part of a sponsorship program or PSA campaign)

Chamber of Commerce / Convention & Visitors Bureau Support 

(promotion and marketing activities, familiarization tours, travel writer access, 

material creation, information distribution, grant funding, visitor hosting, etc.)

Downtown Associations (support by Downtown Merchants and Businesses)

Organizations to Assist Individuals with Disabilities 

Local Event Cooperatives

Sports Commissions 

Educational Institution Support

Special Incentives / Discounts Provided to Festivals and Events by 

Local Venues

Access to Industry Suppliers in Local Market (please provide 

a list of local suppliers serving the needs of festivals and events - 

i.e.: banners and decorations; generators; portable toilets; merchandise; 

generators; stage, lights & sound; golf carts; security; chairs; barricades; 

ATM’s; communication services; etc.)

Direct Industry Involvement / Memberships by Any of the Above

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

l.
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Section V. Leveraging ‘Community Capital’ Created
by Festivals & Events
The information in this section will help us to understand how the City and its 

non-governmental partners maximize the ‘community capital’ created by festivals 

and events in your market. Please define or describe how your City uses the 

branding and marketing images / opportunities provided by your local festivals 

and events to leverage return in other areas. 

These may include, among others:

Community Branding

Promoting Tourism 

Convention Marketing

Corporate Recruiting Efforts

Relocation Packets and Information

Familiarization Tours

Out-of-Market Media Coverage

Enhancing Exposure to the Arts and Other Causes

Creating Highly Visible Public Relations Campaigns for City 

Facilities and Services (i.e.: police, parks, fire, EMT’s, 

transportation, venues)

Encouraging Community Bonding, Participation, and Celebration

Highlighting or Developing Underused Venues or Sections of 

the Community

Creating Legacies and Images Beyond the Event

Section VI. Extra Credit
This section provides an opportunity to highlight any other programs, services, resources, 

activities, etc., that may not have been included or covered in the previous sections. Some 

examples may include, among others: 

Skills Development - Availability of Certificate or Degree Programs in Festival & 

Event Management through a Local University or Private Provider

Members of Your Event Community Who Currently Hold a Certified Festival & Event 

Executive (CFEE) Designation

Secondary School System Graduation Requirements that Encourage Volunteerism 

and Community Service during Festivals and Events

A Festival and Event Shared Resource Program in Your City (i.e.: shared 

warehousing, office space, equipment, staff, etc.)

Efforts to Actively Recruit New Events to Your City (include

reference to any applications made / secured if this area pertains)

Other Creative Endeavors

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

l.

a.

b.

c.

d.

e.

f.



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:	208-433-0�50	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		
+1-208-433-0�50	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 indi-
viduals 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 in Fort 
Worth, Texas, October 3-5, 2011, where they 
will be inducted at a reception, sponsored by 
Kaliff Insurance, in their honor.

NOMINATION CRITERIA
Nominations	must	represent	a	current	or	past	

IFEA	member	who	has	made	sub-
stantial	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	
professional,	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
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2011 IFEA / Haas & Wilkerson

Pinnacle Awards
Competition
Call for Entries

Each year, the International Festivals & Events Association recognizes 
outstanding accomplishments and top quality creative, promotional, 
operational and community outreach programs and materials 
produced by festivals and events around the world, with the 

Haas & Wilkerson Pinnacle Awards Competition.
This prestigious awards competition strives for the highest degree of excellence 

in festival and event promotions and operations, and in doing so, has raised 
the standards and quality of the festivals & events industry to new levels. From 
events large or small, cities, festivals, chambers, universities, parks & recre-
ation departments, vendors & suppliers, and everything in between, events 
and promotions of nearly every type and size will have the opportunity to 
be recognized, as entries are categorized into organizations with similar 
sized budgets. From best Event Poster, T-Shirt, Hat, Promotional Brochure, 
Website, TV Promotion and Social Media site to best Volunteer Program, 
Environmental Program, Sponsor Follow-Up Report and Media Relations 
Campaign, there’s a place for almost every element of your event to be 
recognized. The IFEA / Haas & Wilkerson Pinnacle Awards have provided 
many outstanding examples of how event producers can use innovation 
and creativity to achieve a higher level of success.

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

So what are you waiting for, gather your items, fill out the entry 
form, and send them off to be judged against the best of the best, 
in the festivals and events industry. Then get ready to hear your 
organization’s name announced at the 56th Annual IFEA Conven-
tion & Expo this October 3-5, 2011, in Fort Worth, Texas, U.S.A. 

Gain the recognition your event deserves…

2011 call for Inductees
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THE CONTEST
DEADLINES

EARLY BIRD ENTRY DEADLINE: 5:00 p.m. (MST), 
MONDAY, JUNE 20, 2011

Entries received on or prior to June 20, 2011 will receive the 
Member early bird rate of $30 per entry or $50 per Grand Pinnacle 
entry or the Non-Member early bird rate of $60 per entry or $100 
per Grand Pinnacle entry depending on IFEA Membership status.

FINAL ENTRY DEADLINE: 5:00 p.m. (MST), 
MONDAY, JULY 18, 2011

Entries received between Tuesday, June 21, 2011 and Monday, 
July 18, 2011 will receive the Member final entry rate of $35 
per entry or $55 per Grand Pinnacle entry; or the Non-Member 
final entry rate of $75 per entry or $150 per Grand Pinnacle 
entry depending on IFEA Membership status.

ELIGIBILITY
Entries must have been produced and / or used for the first time 
between July 20, 2010 and July 18, 2011.
Entries must be submitted in their original format unless previously 
approved. For Questions Contact: Nia Hovde, nia@ifea.com.
Payment in full must be received with entries for entries to be 
deemed eligible.
Entries and entry forms must be submitted in English.
Font size for any written text must not be smaller than 10pt.
To receive the member rate for Pinnacle entries you must be an 
IFEA member in good standing.
Each entry form submitted must be completed in its entirety in 
order for items to be judged eligible.

IMPORTANT NOTES
Items submitted are NOT able to be returned.
Judges will not refer to items in other categories, nor will they 
transfer items already judged in other categories (the number of 
entries must equal the number of categories entered).
A separate entry form must be submitted for each entry (copy as 
necessary).
Multiple entries or categories on a single form will not be accepted.
For all entries, please clip or pin entry form to item. Please do 
not glue or tape form to item.
Multiple entries within the same notebook / bound format will not 
be accepted. Please separate entries.
Items required to be submitted in a “notebook” should be 
submitted in some sort of bound format in order to keep the 
materials together. For example, a 3 ring binder; spiral bound; or 
a bound publication.
Please consider the processing of your credit card or the cash-
ing of your check for your Pinnacle entries, notice that your 
entries were received and processed.
Entries required to also be submitted on a disk / thumb drive 
along with printed copy, be sure to label each CD / thumb drive 
and attach to notebook at front of entry. Submit entry as 1 (one) 
pdf or Word doc file if possible.
NEW: When submitting your total entries, please also submit on 
a disk or thumb drive, a high resolution copy of your organization 
or event logo. Attach to overall payment form.

A HOW TO GUIDE
A few changes have been made to the Pinnacle Brochure in an effort 
to help you understand what is needed from each category. 
All categories are listed on the left side of each page 
Any information and requirements needed for each category or 
group of categories, is listed on the right side of each page.
Additional information needed for each category, extra from what 
is listed on the right side, will be listed under the each specific 

•

°

•

°

•

•

•

•
•
•

•

•
•

•

•
•

•

•

•

•

•

•

•
•

•

category on the left (if applicable). This information is unique to 
that specific category. Be sure to provide any necessary informa-
tion listed on the right under the requirements in addition to this 
information listed under the specific category.

THE JUDGES
The judges are recognized professionals in the areas of graphic 
design, promotions and public relations; broadcast, print and on-
line media; and special event planning and management.

SCORING SYSTEM
Some categories in the Pinnacle Awards will be judged using 
a point system for each individual entry. Each entry is scored 
separately. Scores will not be combined.
A possible total of 100 points may be awarded to each entry. 
Be sure to answer and include all necessary information for 
each entry. If a required element within an entry is not applicable 
to your event, please state so within your entry to avoid being 
marked down on points.
The scoring system is not applicable to TV, Radio, Multimedia, 
Print & some Merchandising categories.
We are unable to provide you with the points awarded for each 
of your entries.
Failure to meet all requirements or answer / provide all neces-
sary information will result in a deduction of points.

THE WINNERS
All finalists for the IFEA / Haas & Wilkerson Pinnacle Awards will 
be notified by email the 3rd week of August, 2011. Notification 
will go to the primary IFEA Member in addition to the contact 
listed on the Awards entry form.
The 2011 IFEA / Haas & Wilkerson Pinnacle Award winners 
will be announced at the 56th Annual IFEA Convention & Expo, 
October 3-5, 2011, in Fort Worth, Texas, U.S.A.
If you are not present at the Awards Presentation to accept your 
award(s), they will be mailed to you after the Annual Convention. 
Expect 3-4 weeks for delivery.
Organizations submitting entries for the Grand Pinnacle category 
must register at least one person for the 56th Annual IFEA Conven-
tion & Expo this October 3-5, 2011, in Fort Worth, Texas, U.S.A. or 
arrange for a representative to accept any award won on your behalf.
Gold, Silver and Bronze winning entries will be on display during 
the 56th Annual IFEA Convention & Expo.

RELEASE & USAGE
By submitting your entry to the IFEA / Haas & Wilkerson 
Pinnacle Award Competition, you automatically grant the IFEA 
the right to use any materials and / or photos from your entries for 
editorial, analytical, promotional or any other purpose without ad-
ditional compensation or permission. In addition, you acknowledge 
your entry / iesare not returnable. Your entry into the competition is 
acknowledgement of these terms.

SHIP ENTRIES TO:
IFEA Pinnacle Awards Competition
International Festivals & Events Association 
2603 W Eastover Terrace, Boise, ID 83706, USA 
Phone: +1-208-433-0950 ext: *814

Please try to avoid using packing peanuts when shipping your entry.
For packing tips, go to the Pinnacle Awards Section on www.ifea.com 

QUESTIONS?
Contact: Nia Hovde, Director of Marketing & Communications at 
Phone: +1-208-433-0950 ext: *814 or Email: nia@ifea.com 
For additional information and FAQ’s, go to the Pinnacle Awards 
Section at www.ifea.com
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THE GRAND PINNACLE
GRAND PINNACLE

ENTRY INFORMATION FOR GRAND PINNACLE:
Submit entire Grand Pinnacle Entry within one (1) notebook. 
In addition, also submit your entry on a CD or thumb drive. 
Be sure to Label CD / thumb drive and attach to notebook 
at front of entry. Submit entry as 1 (one) pdf or Word doc file 
if possible.
Please submit your entry in the order listed here.
Points will be awarded to the individual sections of your 
entry, in addition to the overall Judges Criteria points.

Judging Criteria for Grand Pinnacle: (10 points)
The Grand Pinnacle Entry will be judged based on the follow-
ing criteria. Please refer to the Entry Information / Require-
ments for further details. The following Judging Criteria is 
applicable to both the individual entry and the overall event. 

Is the entry / event well organized? 
Is the content professional? 
Is the message clear? 
Is the entry / event designed and laid out well? 
Is the event creative and / or unique? 
Does the entry relay the image of the event? 
What is the overall impression? 
Have all supporting materials and measurable results been 
provided?
Does the entry match the purpose / mission for the event? 
Have all requirements been met? 

Entry Requirements for Grand Pinnacle:

Introductory Information for Grand Pinnacle: (20 points) 
Within a maximum of 4 pages (total), provide an overview of 
your event, stating your event’s:

Purpose / Mission
History
Overall Revenue and Expense Budget
Attendance
Staffing Numbers and Positions
Volunteer Count & Demographics
Event Dates
Types of Activities Included Under the Festival / Event 
Umbrella
Founding / Incorporation Date and Management System 
(i.e.: 501©3 non-profit staff & volunteer board; city man-
aged; profit-making partnership, etc.)

1)

•
•

•
•

•
•
•
•
•
•
•
•

•
•

1.

a.
b.
c.
d.
e.
f.
g.
h.

i.

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

What did you do to update / change the event from the 
year before? Were your updates / changes successful? 

If the event is a new event, please answer the following 
question instead: 

“What challenges / obstacles did you foresee / encoun-
ter in creating the event, and how did you handle them?” 

Please provide measurable results / examples for question (a).
What makes the event stand out as an internationally 
recognized event?
Why should the event win the IFEA / Haas & Wilkerson 
Grand Pinnacle Award?

Additional Requirements (40 points) and Supporting 
Materials (20 points) for Grand Pinnacle:
Additional Requirements: Include a detailed overview of 
each of the areas listed below (a-h) for your festival / event, 
using no more than 2 pages for each area. 

Make each area a separate tab in your notebook in order 
for the judges to clearly identify them.
If your event does not include one or more of the areas 
listed below, please provide an overview as to why your 
event does not include that element, or what you provide 
instead, so as not to lose points.
Promotional & Marketing Campaign
Media Outreach
Merchandise Program
Sponsor Program
Volunteer Program
Community Outreach Programs
Website / Multi-Media Programs
Descriptions of any other Special Programs

Supporting Materials: Provide supporting materials for any of 
the areas listed above within that area. Please limit your support-
ing materials to a maximum of 10 examples for each area (a-h).

Additional Notes:
Be sure to answer and provide information for every section 
and area listed in the entry requirements. Failure to provide 
information for each section / element will result in a deduction 
of points.
Display boards are no longer required with the Grand Pin-
nacle entry. Your entry will solely be judged on the contents 
of the notebook submission.
This entry is separate from all other categories and divisions. 
Judges will not refer to, or transfer items from other categories.
Organizations submitting entries for the Grand Pinnacle category 
must register at least one person for the 56th Annual IFEA Con-
vention & Expo, October 3-5, 2011, in Fort Worth, Texas, U.S.A. 
or arrange for a representative to accept any award your behalf.

2.

a.

•

°

b.
c.

d.

3.

•

°

°

a.
b.
c.
d.
e.
f.
g.
h.
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•
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CATEGORIES

BEST TV PROMOTION 
(Ad Spot or PSA)

BEST FULL LENGTH TV PROMOTION 
(Local Promotion)

BEST FULL LENGTH TV PROGRAM 
(National Promotion / Syndication)

BEST EVENT VIDEO 
(For Sale)

BEST RADIO PROMOTION 
(Ad Spot or PSA)

2)

3)

4)

5)

6)

ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORIES 2-6:

Submit television entries in basic DVD format. 
Please do not submit Blu-Ray Disks.
Submit Radio entries on a CD.
For Radio entries, submit an audio file burned to a regular 
audio CD (Not on a DVD, or as MP3 files) i.e.: a .wav file.
Label DVD / CD and attach entry form to case. 
Only one video / radio spot per DVD.
These are standalone items and no written information is 
required.
Make all DVD’s / CD’s set to Auto Play.

Judging Criteria for Categories 2-6:
Does the entry relay the image of the event? Is the item creative 
and / or unique? Is the message clear? Is the item organized? 
What is the “Usability” factor? What is the overall impression?

•
•
•
•

•
•
•

•

•

BEST EVENT WEBSITE 
(Submit web address only – list on entry form.) 

BEST ORGANIZATION WEBSITE 
(Submit web address only– list on entry form.)

BEST EVENT / ORGANIZATION 
E-NEWSLETTER 

(Submit three consecutive issues on a CD or thumb drive.)

BEST MISCELLANEOURS MULTIMEDIA 
(If possible, submit in format used. Or, submit printed for-
mat.) (Includes, but is not limited to items such as: Screen 
Savers, Live Web-casts, Electronic Billboards, Phone 
Application, etc.)

BEST SOCIAL MEDIA SITE 
(Submit Social Media Site Address – list on entry form.)

7)

8)

9)

10)

11)

ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORIES 7-11:

For categories 7 & 8, website will be reviewed online 
by judges. 

Be sure to make the website link go to exactly where you 
wish the judges to go first.

Refer to any additional entry information listed next to 
each category.
These are standalone items and no written information 
is required.

Judging Criteria for Categories 7-11:
Does the entry / item relay the image of the event? Is the 
item creative and / or unique? Is the message clear? Is the 
entry / item organized? What is the “Usability” factor? What 
is the overall impression?

•

°

•

•

•

Television & Radio

Multimedia
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CATEGORIES

BEST EVENT PROGRAM 
(Interior 3 or less colors)

BEST EVENT PROGRAM 
(Interior 4 or more colors)

BEST NEWSPAPER INSERT / SUPPLEMENT 
(Submit entry in original format if possible.)

BEST PROMOTIONAL BROCHURE 
(3 or less colors)

BEST PROMOTIONAL BROCHURE 
(4 or more colors)

BEST EVENT / ORGANIZATION NEWSLETTER 
(Submit three consecutive issues.)

BEST MISCELLANEOUS PRINTED MATERIALS 
(Includes but not limited to: direct mail pieces, 
cookbooks, annual reports, etc. - One item per entry.)

12)

13)

14)

15)

16)

17)

18)

ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORIES 12-18:

These are stand alone items and no written information 
is required.
Submit categories 12-18 with the entry form securely paper clipped to the back.
Do not mount on display board.

Judging Criteria for Categories 12-18:
Does the entry relay the image of the event? Is the item creative and / or 
unique? Is the item designed / laid out well? Is the message clear? Is the 
item organized? Is the item usable / functional? What is the overall 
impression?

•

•
•

•

Bound / Multiple Page Entries

BEST PROMOTIONAL POSTER 
(Not for Sale) (Do not mount. Submit in poster tube.)

BEST COMMEMORATIVE POSTER 
(For Sale) (Do not mount. Submit in poster tube.)

BEST COVER DESIGN 
(Submit cover only.)

BEST SINGLE NEWSPAPER DISPLAY AD 
(Submit entry in original format if possible.)

BEST SINGLE MAGAZINE DISPLAY AD

BEST AD SERIES 
(Submit a maximum of 5.) (May be mounted on 
poster board together or individually.)

BEST EVENT PHOTOGRAPH 
(Photo Dimensions: 8 inches x 10 inches)

BEST MISCELLANEOUS PRINTED MATERIALS 
(Includes but not limited to fliers, maps, etc.) 
(Only one item per entry.)

BEST OUTDOOR BILLBOARD 
(Submit photo or print out of billboard.)

BEST EVENT INVITATION 
(Multiple page invitation accepted in this category.)

BEST STREET BANNER 
(Submit photo or printouts of banner only.)

19)

20)

21)

22)

23)

24)

25)

26)

27)

28)

29)

ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORIES 19-29:

Submit categories 19-20 rolled up in a poster mailing tube. Do not fold. Do 
not mount on poster board.
Submit categories 21-29 each mounted on a single, black display board 
with a maximum of 2 inch margins. 
Only one entry per board.
These are standalone items and no written information is required.

Judging Criteria for Categories 19-29:
Does the item / entry relay the image of the event? Is the item creative and 
/ or unique? Is the item designed / laid out well? Is the message clear? 
Is the item organized? Is the item usable / functional? What is the overall 
impression?

•

•

•
•

•

Single Page Entries

	Spring	2011						 IFEA’s ie: the business of international events	 67



BEST SPONSOR SOLICITATION PACKAGE 
Please provide a sponsor solicitation package that 
was actually used to target a specific sponsor, and as 
provided to the sponsor. (Okay to substitute name of 
sponsor for generic name for confidentiality.)

BEST SPONSOR FOLLOW-UP REPORT 
(Print or Electronic Format accepted.)
Please provide a sponsor follow-up report that was 
actually sent to a specific sponsor, andas provided to 
the sponsor. (Okay to substitute name of sponsor for 
generic name for confidentiality.)
Please send exactly in the format and with any other 
additional materials that were sent with the report, to 
the sponsor.

31)
•

32)

•

•

ENTRY INFORMATION FOR CATEGORIES 31-32: 
For all entries, please provide the following information, in addi-
tion to any specific information listed next to each category.

Submit category 31-32 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Categories 31-32: (20 points)
Is the item / entry well organized? Is the content profession-
al? Is the message clear? What is the overall impression? 
Have all supporting materials and measurable results been 
provided? Have all requirements been met? Would you rec-
ommend or support this opportunity if in a position to do so?

Entry Requirements for Categories 31-32: 
Overview Information: (40 points)

At the beginning of the notebook, provide a 1-2 page 
detailed overview explaining:

The presentation; its effectiveness; success; and any 
other necessary explanation. 

Supporting Materials: (40 points)
Provide any supporting materials / examples as provided 
to the sponsor, or as noted next to specific category.

•
•

•

1.
°

•

2.
°

BEST SPONSOR SOLICITATION VIDEO 30) ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORY 30

Please provide a sponsor solicitation video that was actually 
used to target a specific sponsor. (Okay to substitute name 
of sponsor for generic name for confidentiality.)
In addition, please note how the video was provided to the 
sponsor (i.e.: sent electronically as a link; on a disk as part of 
a packet, etc.)
Submit in basic DVD format (please do not submit Blu-Ray disks)
Label DVD and attach entry form to case
Make DVD set to auto-play.

Judging Criteria for Category 30: 
Is the item / entry well organized? Is the content profes-
sional? Is the message clear? Is the item / entry designed 
and laid out well? Is the item creative and / or unique? What 
is the overall impression? Would you recommend or support 
this opportunity if in a position to do so?

•

•

•
•
•

•

Sponsorship / Fundraising

CATEGORIES
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CATEGORIES

BEST NEW FUNDRAISING PROGRAM
(For the benefit of the Festival / Event)

Description of target audience for the program?
Purpose of fundraising efforts
Measurable results

BEST SINGLE NEW SPONSORSHIP PROGRAM
(New activity / program within Event created to recruit a sponsor)

Description of the targeted sponsor for the program.
Why the sponsor was targeted for the program?
Explain the synergy between the event and sponsor.

BEST OVERALL SPONSORSHIP
PROGRAM

(for entire event)
List of all current sponsors for event and levels of support
Description of all sponsorship benefit packages available
Description of sponsor research targeting and sales process process
Longevity of current sponsors
Sponsor renewal process & retention rate
Sponsor service team and plans in place after opening of agreement?
Copy of Sponsor Agreement Sales Packet / Proposal
Copy of Sponsorship Follow Up Report
Sample of Sponsor Agreement

BEST SPONSORSHIP PROGRAM FOR INDIVIDUAL
SPONSOR
Description of sponsor
Level of sponsorship (cash / in-kind)
Details of sponsor benefit package provided
Length of sponsorship / partnership
Program / event sponsored 
Sponsor benefits / appreciation efforts

33)

a.
b.
c.

34)

a.
b.
c.

35)

a.
b.
c.
d.
e.
f.
g.
h.
i.

36)

a.
b.
c.
d.
e.
f.

ENTRY INFORMATION FOR CATEGORIES 33-36:
For all entries, please provide the following information, in addition to any specific 
information listed next to each category.

Submit category 33-36 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb drive. Submit entry 
as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Categories 33-36: (10 points)
Is the program / entry well organized? Is the content professional? Is the 
message clear? Is the program / entry designed and laid out well? Is the 
program creative and / or unique? What is the overall impression? Have 
all supporting materials and measurable results been provided? Have all 
requirements been met? Would you recommend or support this opportunity 
if in a position to do so?

Entry Requirements for Categories 33-36: 
Overview Information: (70 points)
Please provide a detailed overview explaining the following, using no more 
than 2 pages to explain each area: 

Introduction & description of event / program
Overall effectiveness / success of the program
Please also provide a response to the additional information required, 
listed alongside each individual category.

Supporting Question: (10 points)
What did you do to update / change this program from the year before? 
Were your updates / changes successful? Please provide measurable 
results / examples.

If the program is a new program, please answer the following 
question instead. 

“What challenges / obstacles did you foresee / encounter in creating the 
program, and how did you handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materials for the program. 
Please limit your supporting materials to those actually sent / used with 
sponsor:

Printed materials (brochures / programs etc.)
Promotion / marketing / media materials
Supporting photographs
Measurable results

•
•

•

1.

a.
b.
c.

2.
•

°

•

3.

•
•
•
•

BEST SPONSOR37) ENTRY INFORMATION FOR CATEGORY 37: 
Submit category 37 within one (1) notebook. 
In addition, please also submit each entry on a CD or thumb drive. Submit entry 
as 1 (one) pdf or Word doc file if possible.

Judging Criteria and Entry Information for 
Category 37 – (20 points)

Is the entry well organized? Is the content professional? Is the message 
clear? What is the overall impression? Have all requirements been met? 

Entry Requirements for Category 37: 
Overview Information: (80 points)
Please provide a detailed overview explaining the following using no more 
than 2 pages per area:

About the sponsor
How the sponsor stands out over all other sponsors
Quantity and quality of support to event by sponsor
Length and levels of sponsorship (cash & in-kind)
Goals and success of relationships for both event and sponsor.

•
•

•

1.

a.
b.
c.
d.
e.

Sponsorship / Fundraising
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BEST ENVIRONMENTAL PROGRAM
What “Green” initiatives were used (i.e. – recycling; alternative methods of 
transportation; renewable energy etc.) 
How were these initiatives promoted to the public? Include marketing 
materials.
Education programs pertaining to your environmental 
program (for public, sponsors, volunteers etc.)
How was environmental program enforced / encouraged, tracked, and staffed?
Who assisted in your environment program (vendors, 
volunteers etc.)
Measurable results – how much was recycled; savings / cost of Environ-
mental program; carbon footprint reduction
Non-tangible results: education; awareness; involvement etc.

BEST VOLUNTEER PROGRAM
Volunteer demographics (age, gender, individuals, charities, schools etc.)
Volunteer job descriptions
Recruitment methods / materials / applications
Communication methods / materials
Training guides / programs / handbooks / materials
Organization & schedule information / materials
Volunteer perks / benefits
Appreciation / recognition
Retention methods
Measurable results: ratio of volunteers to guests; # of volunteers; # of 
volunteer hours; # of volunteers in database; estimate of the financial value 
of your volunteers.

BEST EDUCATIONAL PROGRAM
Provide a detailed description of the education program / curriculum
Who provided the education and in what setting
Involvement by local educational institutions and professional education (if any)
What was the take-away for attendees / participants?

BEST EVENT / PROGRAM WITHIN AN EVENT TO
BENEFIT A CHARITY

Why / how was the charity selected?

BEST COMMUNITY OUTREACH
PROGRAM

What was the impact of the program on community?

BEST NEW PROMOTION
Description of what was being promoted (merchandise, event, company, 
entertainment; etc.)
What makes this promotion different from any other 
promotions done?
What makes the promotion unique and creative?

BEST EVENT (WITHIN AN ExISTING FESTIVAL)
What makes the event unique & creative?

BEST NEW EVENT
What makes the event unique & creative?

BEST CHILDREN’S PROGRAMMING
What activities and entertainment were provided?
What was the main target age group?
Was there any involvement from local schools?
What makes the program unique and creative?

BEST PUBLIC SAFETY / SECURITY PLAN
FOR AN EVENT

Please submit a detailed documentation of the security plan used 
at your event. 

38)
a.

b.

c.

d.
e.

f.

g.

39)
a.
b.
c.
d.
e.
f.
g.
h.
i.
j.

40)
a.
b.
c.
d.

41)

a.

42)

a.

43)
a.

b.

c.

44)
a.

45)
a.

46)
a.
b.
c.
d.

47)

a.

ENTRY INFORMATION FOR CATEGORIES 38-47:
For all entries, please provide the following information, in addition to any 
specific information listed next to each category.

Submit categories 38 - 47 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb drive. Submit 
entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Categories 38-47: (10 points)
Is the entry / program well organized? Is the content professional? Is the 
message clear? Is the entry / program designed and laid out well? Is the 
program creative and / or unique? What is the overall impression? Have 
all supporting materials and measurable results been provided? Have all 
requirements been met?

Entry Requirements for Categories 38-47: 
Overview Information: (60 points)
Please provide a detailed overview explaining the following, using no more 
than 2 pages to explain each area: 

Introduction and background of the program / event
Purpose / objective of the program
Target audience 
Duration of program (start to finish) and years program has been part of 
event (if applicable)
Description of sponsor / charity / volunteer / school / other group 
involvement with event / program and benefits to each (if applicable)
Tie-in of program to main event
Overall effectiveness / success of program
Overall revenue and expense budget of specific program / event 
Attendance / number of participants
Measurable results: tangible & intangible
Please also provide a response to the additional information required, 
listed alongside each individual category.

Supporting Question: (10 points)
What did you do to update / change this program from the year before? 
Were your updates / changes successful? Please provide measurable 
results / examples.

If the program is a new program, please answer the following question 
instead.
“What challenges / obstacles did you foresee / encounter in creating 
the program, and how did you handle them?” 

3. Supporting Materials: (20 points)
Please also include any necessary supporting materials for the program 
- limiting materials to no more than 10 examples in each of the following 
areas (if applicable): 

Printed materials (brochures, handbooks, Recruiting materials, evalua-
tion forms, signage, etc.)
Promotional / marketing / media materials
Merchandise materials (photographs accepted)
Information provided to participants / volunteers / sponsors / students 
/ charities etc.
Supporting photographs
Measurable results.

•
•

•

1.

a.
b.
c.
d.

e.

f.
g.
h.
i.
j.
k.

2.
•

°

•

•

°

°

°

°

°

°

Community Relations

CATEGORIES

70	  IFEA’s ie: the business of international events	 Spring	2011



For effective media campaigns that generated news coverage, 
instead of paid or donated advertising time.

BEST PRESS / MEDIA KIT
Provide actual media kit used to send out for your event.
Target audience / demographics for the media
Target location (communities / cities / states) for media
Types of mediums used for media outreach
Measurable results Indicating: 

Number of publications / cities / states targeted
Percent of distribution that covered news
Longevity of media coverage
Increase / decrease in media from previous years.

MOST CREATIVE / EFFECTIVE
NEWS STUNT

A detailed description of the news stunt.
How did the news stunt fit in to the overall media campaign 
for your event?
Sponsor / charity involvement (if any) and why.
Was there an increase in media coverage for your event as 
a result of the stunt?

BEST MEDIA RELATIONS CAMPAIGN
A detailed outline of your entire media relations campaign 
for your event.
Purpose / objective of the media relations campaign
Overall effectiveness of the campaign
Target audience / demographics for the media
Target location (communities / cities / states) for media
Types of mediums used for media outreach
Measurable results indicating: 

Number of publications / cities / states targeted
Percent of distribution that covered news
Attendance results based on media outreach / campaign
Income results based on media outreach / campaign
Longevity of media coverage
Increase / decrease in media from previous years.

48)
a.
b.
c.
d.
e.
°

°

°

°

49)

a.
b.

c.
d.

50)
a.

b.
c.
d.
e.
f.
g.
°

°

°

°

°

°

ENTRY INFORMATION FOR CATEGORIES 48-50:
For all entries, please provide the following information, in 
addition to any specific information listed next to each category.

Submit categories 48 - 50 in one (1) notebook each.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Categories 48-50: (10 points)
Is the entry / campaign well organized? Is the content 
professional? Is the message clear? Is the entry / campaign 
designed and laid out well? Is the campaign creative and / or 
unique? What is the overall impression? Have all supporting 
materials and measurable results been provided? Have all 
requirements been met? 

Entry Requirements for Categories 48-50
Overview Information: (60 points)
Please provide a detailed overview explaining the following, 
using no more than 2 pages to explain each area: 

Introduction & background of campaign / event
Please also provide a response to the additional information 
required, listed alongside each individual category.

Supporting Question: (10 points)
What did you do to update / change this promotion from 
the year before? Were your updates / changes successful? 
Please provide measurable results / examples.

If the promotion is a new promotion, please answer the 
following question instead. 

“What challenges / obstacles did you foresee / 
encounter in creating the promotion, and how did 
you handle them?”

Supporting Materials: (20 points)
Please include any necessary supporting materials for the pro-
gram. Please limit your supporting materials to no more than 
10 examples in each of the following areas (if applicable): 

Printed materials (press releases, news clippings, etc.)
Promotional materials
Video / audio documentation (Please limit to 1-2 examples 
– provide written explanation of further examples)
Supporting photographs

•
•

•

1.

a.
b.

2.

•

°

3.

•
•
•

•

Media Relations

CATEGORIES
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BEST T-SHIRT DESIGN
(No collared or long sleeve shirts.)

BEST PIN OR BUTTON
(Please mount on poster board with 2 inch 
margins maximum.)

BEST HAT

BEST OTHER MERCHANDISE

BEST MISCELLANEOUS CLOTHING

BEST NEW MERCHANDISE

51)

52)

53)

54)

55)

56)

ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORIES 51-56:

Submit actual merchandise items for categories 51- 56 as is. 
These are standalone items and no written information is required.
Do not mount merchandise items on poster board – except 
Best Pin or Button.

Judging Criteria for Categories 51-56: 
Is the item well organized? Is the message clear? Is the 
item designed and laid out well? Is the item creative and / or 
unique? Does the item relay the image of the event? Is 
the item usable? What is the overall appeal? What is the 
overall impression?

•
•
•

•

BEST OVERALL MERCHANDISING
PROGRAM

57) ENTRY INFORMATION FOR CATEGORY 57:
Submit category 57 with one (1) notebook.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file if possible. 

Judging Criteria for Category 57: (10 points)
Is the entry / program well organized? Is the content 
professional? Is the message clear? Is the entry / program 
designed and laid out well? Is the program creative and / or 
unique? What is the overall impression? Have all supporting 
materials and measurable results been provided? Have all 
requirements been met? 

Entry Requirements for Category 57:
Overview Information: (60 points)
Please provide a detailed overview explaining the following, 
using no more than 2 pages to explain each area: 

Description of merchandising program
Overall revenue and expense budget for 
merchandise lines
Target market for merchandise program 
(population / location)
Marketing efforts tied to merchandise program
Community support in selling / distributing merchandise
Overall effectiveness of merchandise program
Measurable results (Including number / variety of items; 
outlets selling items, etc.)

Supporting Question: (10 points)
What did you do to update / change this program from the 
year before? Were your updates / changes successful? 
Please provide measurable results / examples.

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

“What challenges / obstacles did you foresee / 
encounter in creating the program, and how did you 
handle them?” 

Supporting Materials: (20 points)
Please include a sample selection of actual merchandise 
items available.
Also include photographs of all merchandise items 
available in your merchandise program. 

•
•

•

1.

a.
b.

c.

d.
e.
f.
g.

2.

•

°

3.
•

•

Merchandise

CATEGORIES
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BEST VENDOR / SUPPLIER
(Festival or Event must submit this entry)

61) ENTRY INFORMATION FOR CATEGORY 61:
Submit category 61 within one (1) notebook.
In addition, please also submit each entry on a CD or thumb drive. Submit 
entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Category 61: (20 points)
Is the entry well organized? Is the content professional? Is the message 
clear? What is the overall impression? Have all requirements been met? 

Entry Requirements for Category 61: 
Overview Information (80 points)
Please provide a detailed overview explaining the following, using no more 
than 2 pages to explain each area: 

Description of vendor / supplier
How the vendor / supplier stands out over all other vendor / suppliers
Quantity and quality of service and support to event by Vendor / Supplier
Length of relationship between vendor and event
Tangible benefits of relationship to both event and vendor.

•
•

•

1.

a.
b.
c.
d.
e.

For Suppliers or Associations

BEST SINGLE DISPLAY AD

BEST COMPANY IMAGE PIECES
(Includes but is not limited to: Letterhead, envelopes, logo, etc). 
(One item per entry)

BEST DIRECT MAIL PIECE OR BROCHURE

58)

59)

60)

ENTRY INFORMATION / REQUIREMENTS FOR 
CATEGORIES 58-60:

Submit categories 58 – 60 each on a single, black display board (margins 
2 inches max).
Only one entry per board. Only one item per entry.
They are standalone items and no written information is required.
Points will be awarded based on the overall Judges Criteria. 

Judging Criteria for Categories 58-60: 
Does the item relay the image of the event? Is the item creative and / or 
unique? Is the item designed / laid out well? Is the message clear? Is the 
item organized? What is the overall impression? 

•

•
•
•

•

BEST NEW PRODUCT OR SERVICE62) ENTRY INFORMATION FOR CATEGORY 62:
Submit category 62 within one (1) notebook.
In addition, please also submit each entry on a CD or thumb drive. Submit 
entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Category 62: (20 points)
Is the entry / product well organized? Is the content professional? Is the 
message clear? Is the entry / product designed and laid out well? Is the 
product creative and / or unique? What is the overall impression? Have 
all supporting materials and measurable results been provided? Have all 
requirements been met? 

Entry Requirements for Category 62: (60 points)
Overview Information
Please provide a detailed overview explaining the following, using no more 
than 2 pages to explain each area: 

Description of new product or service
Goals & objectives of product or service
Overall effectiveness of product or services
Target market
Measurable results

Supporting Materials for Category 62: (20 points)
Please also include samples or photos of new product or service. Please 
limit your supporting materials to no more than 10 examples.

•
•

•

1.

a.
b.
c.
d.
e.

2.

CATEGORIES
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BEST 2 YEAR EVENT MANAGEMENT
DEGREE

BEST 4 YEAR EVENT MANAGEMENT
DEGREE

BEST EVENT MANAGEMENT
CERTIFICATION PROGRAM

BEST ONLINE EVENT MANAGEMENT
TRAINING PROGRAM

BEST FESTIVAL & EVENT
MANAGEMENT MASTERS PROGRAM

BEST FESTIVAL & EVENT
MANAGEMENT PHD PROGRAM

63)

64)

65)

66)

67)

68)

ENTRY INFORMATION FOR CATEGORIES 63-68:
Submit categories 63-68 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Categories 63-68: (20 points)
Is the entry / program well organized? Is the content profes-
sional? Is the message clear? Is the entry / program designed 
and laid out well? Is the program creative and / or unique? What 
is the overall impression? Have all supporting materials and mea-
surable results been provided? Have all requirements been met? 

Entry Requirements for Categories 63-68: (60 points)
Overview Information
Please provide a detailed overview explaining the following, 
using no more than 2 pages to explain each area: 

Purpose / objective
History
Overall effectiveness
Overall revenue and expense budget
Date program was founded
Number of staff members & student to staff ratio
Number of students enrolled / graduated
Time frame of course
Tuition costs
Testing requirements
Writing requirements for students
Speaking requirements for students
Alumni success

Supporting Materials for Categories 63-68: (20 points)
Please also include:

Student recruiting materials; student application materials; 
marketing materials for program; complete outline and syl-
labus of course(s); reading requirements list for students; 
sample testing Materials
Please limit your supporting materials to no more than 10 
examples in each of the above areas.

•
•

•

1.

a.
b.
c.
d.
e.
f.
g.
h.
i.
j.
k.
l.
m.

2.

•

•

Educational Institutions Offering Event Management Programs

CATEGORIES
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CATEGORIES
BEST PROMOTION PUBLICIZING AN
IFEA / HAAS & WILKERSON PINNACLE
AWARD WIN
(No Charge to enter this Category)

69) ENTRY INFORMATION FOR CATEGORY 69:
Submit category 69 within one (1) notebook.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file if possible.

Judging Criteria for Category 69: (10 points)
Is the entry / promotion well organized? Is the content 
professional? Is the message clear? Is the entry / promotion 
designed and laid out well? Is the promotion creative and / 
or unique? What is the overall impression? Have all support-
ing materials and measurable results been provided? Have 
all requirements been met? 

Entry Requirements for Category 69: (30 points)
Overview Information
Please provide a detailed overview explaining the following, 
using no more than 2 pages to explain each area:

Purpose / objective
Overall effectiveness
Target audience
Types of mediums used for promotion
Measurable results (Indicating number of publications / 
cities / states targeted)
Measurable results (Indicating percent of distribution that 
covered news)
Years participated in awards program
Average number of entries submitted / won each year

Supporting Questions for Category 69: (30 points)
Please answer the following Questions:

What has winning an IFEA / Haas & Wilkerson Pinnacle 
Award meant to your event?
How have you used it to your advantage?
How has it enhanced your presence within your community?
How has it increased leverage / funding / sponsorship for 
your event?

Supporting Materials for Category 69: (30 points)
Please also include:

Measurable results; samples; photos of promotion; media 
clippings; signage; examples of IFEA / Haas & Wilkerson 
Pinnacle Winner logo placement
Please limit your supporting materials to no more than 10 
examples in each of the above areas.

•
•

•

1.

a.
b.
c.
d.
e.

f.

g.
h.

2.

a.

b.
c.
d.

3.

•

•

Just For Fun
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ENTRY FORM REQUIREMENTS

Please submit one overall entry form with total payment - list all en-
tries submitted on this form. (Be sure to complete sections 1 & 4.)
Please also submit TWO copies of each individual entry form 
– one to be attached to each individual entry – and one to be 
submitted with payment and overall entry form. (Complete sec-
tions 1, 2, 3 on each entry form.) 
If one organization is entering items for multiple events produced, 
please submit a separate payment form / overall entry form for 
each event to allow for proper credit to be given to that event. 
Please be sure to list your organization and event name correctly 
– as that is how it will appear on any award if won.
NEW - Please submit on a disk or thumbdrive a high resolution 
copy of your organization or event logo. Only one needed for all 
entries entered. Attach to payment form.

Sections 1, 2 and 3 must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.

1. ENTRANT INFORMATION (Required for each entry) (Tip: Complete Section 1. Then make copies to complete form for each entry.) 
Organization: ________________________________________________________________________ Membership #: ____________________________

Contact Person:_________________________________________________________________________________________________________________

Name of Event (if different from organization): ________________________________________________________________________________________

Name of Program, Sponsor, Vendor etc. being entered in category: ______________________________________________________________________

Address: _______________________________________________________________________________________________________________________

City:____________________________________ State: _____ Zip Code: _____________________ Country:__________________________________

Phone:______________________________________________ Fax: ______________________________________________________________________

E-mail: ______________________________________________ Website: __________________________________________________________________

2. BUDGET INFORMATION (Required for each entry)

Organization’s Event Expense Budget: (USD, include all cash outflows). Each entry category is divided into the budget categories below. Gold, Silver and 
Bronze Awards will be given in each budget category unless the number of entries warrants budgets to be combined into over and under $750,000.  

under $250,000      $250,000 - $749,999      $750,000 - $1.5 million       over $1.5 million

3. ENTRY INFORMATION (Required for each entry)

Category Name (required):_____________________________________________________________ Category Number (required): ________________

To help identify your entry – please provide a brief description of entry: 
(i.e.: black T-shirt with fish; or Photo entitled “Fireworks over Capital”) ____________________________________________________________________

4. PAYMENT INFORMATION    Complete section 4 ONCE. Attach payment for all entries combined.

Entries received with payment by 5:00 p.m. June 20, 2011 (MST) will receive the Member early bird rate of $30 per entry or $50 per Grand Pinnacle Entry; 
or the Non-Member early bird rate of $60 per entry or $100 per Grand Pinnacle entry, depending on IFEA Membership Status. Entries received between 
June 21, 2011 and July 18, 2011 will receive the Member final entry rate of $35 per entry or $55 per Grand Pinnacle entry; or the Non-Member final entry 
rate of $75 per entry or $150 per Grand Pinnacle entry, depending on IFEA Membership Status.

Early Bird Final Entry Early Bird Final Entry
Member Rates Member Rates Non-Member Rates Non-Member Rates

Grand Pinnacle: $50 x _____= $_______ $55 x _____= $_______ $100 x _____= $_______ $150 x _____= $_______

Pinnacle Entries: $30 x _____= $_______ $35 x _____= $_______ $60 x  ______= $_______ $75 x ______= $ _______
(Categories 2-68)

Category #69: $ 0 x _____ = $_______  
(Just for Fun Category)

Categories Entered: List which categories you are entering and how many of each. This is so we can account for all of your entries when they arrive. 
(e.g. 1, 2, 2, 3, 5, 7…): ___________________________________________________________________________________________________________

TOTAL NUMBER OF ENTRIES: ___________________________ TOTAL AMOUNT ENCLOSED: $ ______________________________________

Check (Make checks payable to IFEA)   Visa    MasterCard American Express

Print Cardholder Name: __________________________________________________________________________________________________________

Signature:______________________________________________________________________________________________________________________

Credit Card Number:_____________________________________________________________________________________________________________

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

DID YOU REMEMBER TO

Include your payment for total entries along with 1 overall entry form listing each category number entered    Include 2 individual entry forms for 
each item – one with item, one with payment    Review all rules for entry submission – go to: Pinnacle Awards section at www.ifea.com for more info

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 U.S.A. • phone: +1.208.433.0950 • fax: +1.208.433.9812 • web: www.ifea.com

•

•

•

•

•

AWARDS
2011

RELEASE AND USAGE

By submitting your entry to the IFEA / Haas & Wilkerson Pinnacle Awards, you 
automatically grant the IFEA the right to use any materials from your entries for edito-
rial, analytical, promotional or any other purpose without additional compensation. 
In addition, you acknowledge your entry / ies are not returnable. Your entry into the 
competition is acknowledgement of these terms. 

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

WEDNESDAY, FEBRUARY 16, 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, MARCH 31, 2011 
“The Dirty Dozen of Poor Governance: Overcome These Common 
Mistakes to Improve Board Governance”
Presented by Mitch Dorger, Principal
Dorger Executive Consulting, Pasadena, CA 

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, ApRIL 28, 2011
“The Power of Social Media with Events”
Presented by Corrine Zawaduk, Production Manager
Shambhala Music Festival, 
Salmo, British Columbia, Canada 

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  
Derby Festival, Louisville, KY 

THURSDAY, JUNE 23, 2011 
“Sponsorship Revenue, Promotions and Increased Event Atten-
dance . . . 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 10, 2011
“Budgeting For Your Event for 2012”  
Presented by Jeff Curtis, Executive Director  
Portland Rose Festival Foundation, Portland, OR
 
THURSDAY, DECEMBER 8, 2011  
“Mobile Marketing: Best Practices to Maximize Revenue and Deliver Goods” 
Presented by Chuck O’Connor, CFEE, Director of Corporate Partnerships 
National Cherry Festival, Traverse City, MI

mailto:nia@ifea.com


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	in	Fort	Worth,	Texas,	October	3-5,	2011.	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	participants	in	
the	program	will	be	promoted	through	local	and	na-
tional	media	releases.	Available	on	request.	The	finalist	
will	be	featured	in	a	future	issue	of	“ie”	magazine,	and	
each	semi-finalist	will	receive	a	certificate	of	recogni-
tion	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	+1-208-433-0�50	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

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


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:	+1-208-433-0�50	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,	+1-208-433-0�50	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	remunera-
tion	for	services	directly	as-
sociated	with	his	or	her	vol-
unteer	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
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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.

CABLE PROTECTION

CHECKERS INDUSTRIAL pRODUCTS, INC., GUARD DOG® CABLE pROTECTORS 
WITH ADDED TRACTION – For increased traction, GUARD DOG® Cable Protectors 
are now available with optional anti-slip rubber pads for use on smooth surfaces. Protect 
electrical cables and hoses from damage while providing a safe crossing for vehicle 
and pedestrian traffic. Hinged lid allows easy access to cables/hoses. Easy to setup, 
disassemble, and store. www.cableprotector.com 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.

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.

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.

MARKETPLACE
An Essential Ingredient

For Your Festival or Event
Studies indicate that adequate 

restroom and handwashing facilities 

Request a FREE
“Guide to Clean Portable Restrooms.”

Portable Sanitation 
Association International 

Phone: 1-800-822-3020
Fax: 952-854-7560
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