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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

My LinkedIn Machine  
Hasn’t Rung All Day

which numbers or holster notches are 
meaningless. People who will respond 
to you because to them you are impor-
tant; to them you are an ‘influential’. 
From those foundations great ideas 
can take seed, communities can be 
changed, great wrongs can be righted, 
and great visions can be imagined. 

In the past several weeks alone, I 
have had multiple opportunities to 
serve the greater good through the 
network that I have been able to build 
and access during my career as part of 
the common industry that we share; 
through the IFEA; through many of 
you individually; in seven distinct 
global regions, working hand-in-hand 
with one another to create new pos-
sibilities. In some cases that service was 
simply offering an opinion or words 
of encouragement; in others it was 
bringing two or more groups of people 
together who could benefit one-anoth-
er. Some required hands-on assistance, 
use of specific skill sets or influence; 
and in some instances it was more 
about setting examples and sparking 
imaginations of what might be. 

Technology has provided us all with 
many new tools that, when used prop-
erly, can be great resources. When we 
allow them to divide us; to control us; 
to create chasms between us vs. paths 
to unite us; then we have gone too far 
off course. I personally am doubling 
my efforts to avoid that trap, and I 
encourage everyone to protect and 
re-engage the days of human interac-
tion. Our industry, above all, must 
understand the importance of keeping 
people, communities and the world 
connected; ourselves included.

I look forward to your calls. My 
Linked-In machine hasn’t rung all day.

Forgive my whining. It has a  
purpose.

On a regular basis I get an email 
honoring me with an invitation to 
join someone’s LinkedIn or Facebook 
group. The invitation email is not sent 
from the person directly and cannot be 
replied to, so I assume that the person 
authorizing it does not really want to 
link-in with me very badly. In order 
to accept the invitation I am directed 
to create a new LinkedIn or Facebook 
account where I will be able to receive 
an endless flow of non-related messages 
and advertisements (many about U.S. 
Representative Weiner or Charlie Sheen 
I assume) that do nothing to move my 
planned agenda for the day forward, 
but does give me access to countless 
vacation photos of people I don’t know, 
but whom I assume are some degrees 
closer to Kevin Bacon than I am. 

To ensure that I am not appear-
ing to ignore the person (assuming 
I really know them) who authorized 
the robotic email to be sent to me in 
the first place (after the fifth reminder 
email, incredulous that I haven’t yet 
responded to the invitation of add-
ing a notch onto the holster of the 
represented sender), I must now take 
the time to send a new email (now the 
‘pong’ of on-line communications that 
are longer than a ‘tweet’ but shorter in 
length than the Pentagon Papers) or 
make a telephone call apologizing for 
my obvious lack of participation in 
expected technology protocol, and as-
suring them that I really do value their 
friendship and professional collegial-
ity, even without a personal Facebook, 
LinkedIn or Twitter account to prove it.

Further diminishing this new direc-
tion that now cuts across every level 

of our global society, is the shield of 
anonymity and perceptual power that 
technology has provided to those who 
choose to reign in all good sense and 
human caring when they are allowed 
to say and insinuate anything behind 
an assumed moniker on-line, never 
having to identify themselves, raise 
their hand, volunteer to be part of a 
solution, or dignify any conversation 
with proof, facts or actions. It seems 
enough to simply shoot and complain; 
perhaps damage the good that is being 
attempted by others; all without fear 
or risk of being held accountable. Even 
the ‘good old days’ of Letters-to-the-Ed-
itor (Remember newspapers?) required 
a signature to voice an opinion.

Now, I will deny that this admo-
nition and perceptual whining has 
anything to do with age (something 
anyone my age would wisely do), but 
more honestly it is with great concern 
that we are losing the true understand-
ing of what it truly means to be linked-
in; to be a part of something positive; 
to be a part of something bigger than 
each of us as individuals.

There is no question that a world-
wide web exists around us, with 
branches both close to home and 
globally. A network so powerful and 
connected that it can influence actions 
and touch lives in virtually every cor-
ner of our planet. I have the pleasure 
of witnessing, participating in, and 
benefiting from that network every day, 
on and off-line; but it starts by build-
ing one-on-one relationships with 
other people. Through actual conver-
sations and human interaction, that 
leads to friendships and partnerships, 
which lead to trust, and loyalty, and 
respect. That is the real power; without 



3103 Medlock Bridge Road • Norcross, GA 30071 • Tel. 770 825-0220 • Fax 770 825-0880
info@TRIPinfo.com 

TRIPinfo.com
your trip starts here

• Right Audience
    at the

• Right Time
    in the

• Right Place
    with the

• Right Message
    creates the

• Right Results

Travel Pros Spend More Time
on TRIPinfo.com Than ANY
Other Travel Website!*

What Makes 
Advertising Work?

Per Alexa.com - 21 page-views/user, 28 minutes average time on site, 3-4 times more engagement than any other travel site.
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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 • 830-456-3829 
penny@ifea.com 



Chip Baker, CFEE

IN CONVERSATION
How did you get into events?

The first 17 years of my career, I was a hospital administrator. Ten of those 
years were in Dallas, Texas. In 1992, my wife and I moved to Chattanooga to 
manage the Children’s Hospital. An Airshow, featuring the Navy Blue Angels, 
was held just before I arrived in 1992 but continued on every other year. Not 
only was this a fundraiser for the Children’s Hospital I managed but, as a pilot, 
I truly enjoyed running the Airshow. Thus began a career in event management!

What has been your biggest professional challenge?
The Riverbend Festival has always been a great event for our region of the country. 

Unfortunately, like many events, Riverbend had significant financial issues as well as 
relational issues. The challenge was to take a very good event and give it a complete 
makeover, financially as well with numerous community relationships. Our team 
stepped up to the plate and within one year, was well on the road to recovery.

Another challenge was in 2003 when we had to deal with a murder that oc-
curred off the festival site but close enough that the media would use the festival 
name when describing it. Needless to say, efforts were made in every arena (politi-
cal, PR, all media) to evaluate what occurred, where it occurred, deal with what 
occurred, and to move on. It was a challenge that we handled pretty well though it 
rears its ugly head from time to time.

What do you do to relax?
I have 4 children and a great wife so we enjoy doing lots of things together 

like camping, boating and traveling. I also enjoy scuba diving and golfing.  
Before college tuition saving, I enjoyed flying!

FACTS ON FILE
Years in the Business:  
12	Years

Degree:  
Bachelor	of	Arts	in	Biology	from	the		
College	of	Wooster,	Wooster,	Ohio;
Master’s	in	Hospital	Administration	
from	the	George	Washington		
University,	Washington,	DC

Family:  
Wife:	Karlette;	Children:	Shea-18,		
Skyler-16,	Sullivan-14,	Sophie-11

Last book read:
The Blindside 
by	Michael	Lewis

Last business book read:
Customers for Life
by	Carl	Sewell	&	Paul	B.	Brown

Chip Baker, CFEE
Executive Director
Friends of the Festival
180	Hamm	Rd
Chattanooga,	TN,	37405	USA
Phone:	(423)	756-2211
Fax:	(423)	756-271�
chip@riverbendfestival.com
riverbendfestival.com

PEOPLE

Friends of the Festival is a non-profit organization whose pri-
mary business is managing the Riverbend Festival, a nine day 
music festival which operates during the first half of June each 
year. Riverbend operates in downtown Chattanooga, Tennes-
see, along the waterfront of the Tennessee River. The Riverbend 
Festival is one of the top festivals in the southeast and will 
entertain over 600,000 patrons with over 100 musical acts.

In addition, Friends of the Festival (FOF) manages the  
downtown Chattanooga waterfront for the City of Chat-
tanooga and in July-September offers a free Saturday night 
concert series called Riverfront Nights. 

Also, FOF manages the Chattanooga Classic, one of the PGA 
Tours Nationwide series golf tournaments in October.
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Continued	on	page	111
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IFEA VISION
A globally united industry that touches 

lives in a positive way through celebration.
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SUSTAINABLE EVENT MANAGEMENT

Should we continue as usual, count up our greenhouse gas 
(GHG) emissions, pay for an offset, feel great, and tell every-
one about it? And if we do ‘count our carbon’ what are we 
counting anyway? With so many different players on the field 
– carbon offset retailers, environmental consultants, carbon 
calculation tools, industry associations and even carbon certifi-
cations – all advising how to count an event’s GHG emissions 
– it is a muddy field indeed.

So where to start? The first step should always be to cut emis-
sions at the source, making demonstrated reductions through 
our own actions.

In the UK, the British Standards Institution (BSI) has pub-
lished BSI PAS 2060 – Specification for the demonstration of 
carbon neutrality. This standard offers guidance to organiza-
tions on quantifying, reducing and offsetting greenhouse gas 
emissions. It says first to measure business as usual, then to put 
initiatives in place to reduce, and then measure performance 
with a view to neutralizing. It guides us to include all emis-
sions from core event production activities.  But what would be 
considered ‘core’? Some events are measuring electricity only; 
others are going into extravagant detail and measuring every-
thing that has a sniff of GHG about it.

There is no question that GHG emitted by an event is an 
indicator of sustainability performance. The Global Report-
ing Initiative’s draft Event Organizers Sector Supplement 
certainly states several areas of GHG emissions should be 
reported on. 

So assuming we are going to measure GHGs, consider this:
Have we identified what will be included? 
Have we communicated and justified what is included, 
and the methodologies undertaken?
Have we measured and disclosed previous emissions, or 
anticipated what they could be in a ‘business as usual’ 
scenario?
Have we undertaken our own action to make measurable 
reductions?
Have we disclosed performance indicating what reduc-
tions were achieved and how we achieved them?

What Should Be Measured?
The Greenhouse Gas Protocol prescribes that Scope 1 and 

Scope 2 emissions are included in impact measurement. That 
is pretty straight forward;

Scope 1 emissions are those from sources that are owned or 
controlled by the event - ‘direct’ emissions – energy gener-
ated onsite at an event and would include mobile power 
generators, bottled gas for cooking or heating, and fuel used 
in site plant, equipment and vehicles. It would also include 

•
•

•

•

•

•

vehicles owned by the company and used offsite for the 
purposes of the event. It could also include chartered mass 
transport or hired vehicles under this description.
Scope 2 emissions from ‘indirect energy’ – that is energy 
generated at sources owned or controlled by others, but is 
used by the event (mains electricity supply and mains gas 
supply).

The event industry has no commonly used boundary on 
what should be included in emissions calculations over and 
above Scope 1 & 2 emissions, and that is where it gets confus-
ing for everyone. We need to establish parameters to identify 
what Scope 3 emissions are an event organizer’s responsibility 
and what aren't. 

Scope 3 emissions are ‘other indirect’ emissions – these 
are emissions that occur because of an event’s activities but 
occur at sources owned by others. This includes emissions 
embodied in the products purchased or used, transport of 
all people attending the event, energy used to process waste 
(liquid & solid), and energy used to produce and supply 
water. It would also include the transport impacts of these.

Agreement across the industry will mean that one event’s 
emissions declarations makes sense in context of the rest of the 
industry’s emissions declarations.

Do we include audience/attendee travel? If we use the 
premise of 'direct control or significant influence' then in 
some cases audience travel would be included. What about 
emissions from the processing and transport of waste, water, 
sewage? Or embedded energy in materials, food, and supplies? 
Do we include freighting of materials and products, equip-
ment, infrastructure, etc? How do we separate what would be 
considered staff commuting, from crew event transport? Do we 
include only air travel for talent/performers/speakers/VIPs, or 
their ground transport as well?

I believe the event industry needs to get on the same page on 
what Scope 3 emissions to include as ‘core’ and what ‘non-
core’ emissions could also be voluntarily reported which the 
event takes responsibility for. 

Where and How to Offset?
The next step is to learn more about the types of carbon off-

set projects you could invest in.... and that's a whole new story.
I advise anyone considering offsetting to scrutinize the proj-

ects that are being funded, and to actively choose the ones that 
fit you. I believe the events industry should support the Volun-
tary Carbon Standard (VCS)/Social Carbon voluntary offsetting 

•

•

By Meegan Jones

Carbon	offsetting	allows	those	that	emit	planet-warming	gases	to	pay	for	carbon	cuts	by	
others,	as	a	cheaper	or	easier	alternative	to	cutting	their	own.	So	how	does	this	fit	for	the	
events	industry?

Continued	on	page	112
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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
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Whether it is music to make us move on 
the dance floor or fireworks dancing across 
the sky, music enhances the experience. 
Having been on a dance floor, I know that 
my movements and those of other dancers 
are not very exacting. When fireworks are 
choreographed to music, the coordination 
between the effect and the music can be 
refined down to as little as 100th of a sec-
ond. Fireworks choreography is based on 
the artistic interpretation by the designer 
of how to portray the music visually. The 
goal is to provide another layer of senso-
rial input to the spectator that enhances 
the experience. 

So, How Does that all Happen?
Let’s look at several simple examples:
Hearts on Fire – you can all guess that 
you will see hearts in the sky when this 
song is played. This image, though very 
effective does not require close timing.

•

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 About the Technology?
Both the manufacturing of the shell and 

the equipment that is used to choreograph 
and then fire the display play significant 
roles in exacting choreography. Remember, 
the shell must be ignited and climb to the 
peak of its travel up into the sky before the 
burst appears. If it takes 3.8 seconds for a 
specific shell from a specific manufacturer 
to rise, then every shell of that type must 
be the same – not 3.6 seconds and not 4.0 
seconds. The accuracy of the timing of the 
rise depends on both the amount of lift 
charge and the timing fuse.

The equipment used to choreograph 
fireworks to music has to offer the de-
signer the ability to precisely place the 
burst of the effect at the right time and 
incorporate the data about rise time into 
its database. The firing system must then 
eliminate any hesitation in the electri-
cal impulse that ignites the shell. Yes, 
electricity moves quicker than the 40 mile 
per hour fuse we discussed in the last col-
umn but the more sophisticated equip-
ment is designed to eliminate any delay 
that might occur as the electricity travels 
through 100’s of feet of wire.

Well manufactured shells and highly 
sophisticated equipment are tools – the 
true artistry comes from the designer. So, 
the next time you hear Louis sing, think 
of the picture you would paint in the sky 
– you may have what it takes.

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@
zambellifireworks.com.The 1812 Overture – when the finale of 

this traditional music is building, the 
flashes in the sky must occur when the 
spectator hears the music – a boom in 
the music is synchronized with a boom 
and a flash in the sky. Exactness is impor-
tant here – if the flash occurs a second 
later than the boom in the music – you 
will notice. The chance to enhance your 
experience as a spectator will be lost.
It’s a Wonderful World – This song by 
Louis Armstrong is used in many July 
4th shows. The tone of the music is 
pastoral rather than pounding and has 
many color images with which to work. 
When Louis sings “I see leaves of green, 
red roses too,” the choreographer must 
not only place the colors to match the 
words but the effects have to be pasto-
ral in nature, as well – a hanging water-
fall or a soft breaking kamuro shell that 
droops down to the ground.

•

•

Dance	
to	the	Music
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Mary Ann Dilling, CFEE

IN CONVERSATION

Mary Ann Dilling, CFEE, is the Executive Director of 
Fond du Lac Festivals, Inc., located in Fond du Lac, 
Wisconsin, USA. Fond du Lac Festivals is a non-profit 
organization founded in 1983 with a mission to direct, 
promote and support festivals and special events that 
showcase the Fond du Lac Community. The organiza-
tion is responsible for events including Light Up the City, 
Taste of Fond du Lac, and Fond du Lac’s premier event 
Walleye Weekend. Fond du Lac Festivals has received in-
ternational awards for aspects of its events and festivals. 
The organization also assists with various community 
businesses throughout the year on projects and events.

How did you get into events?
Planning events and festivals was something that I had never even 

thought about before, but when I was approached by the president of the 
Association of Commerce with the job, I figured why not? I had been plan-
ning parties all my life that were basically events in their own right. The 
president of the AC thought I would be great for the position so I thought 
I would give it a shot. Little did I know that it would become my life and 
passion over the next 10 years.

What has been your biggest professional challenge?
The biggest challenge is maintaining the unique structure of our largest fes-

tival. The festival takes place in a 400 acre park and we get more than 100,000 
guests each year. What is unique about it is everything in the festival is free to 
our guests, with the exception of food, beverage and alcohol I.D. wristbands, 
and even though our organization is a non-profit itself, the mission of the fes-
tival is also to benefit non-profit organizations (Currently through our efforts, 
almost 200 organizations benefit). Each event within the festival is run by a 
non-profit organization and we make a donation to those organizations for 
their efforts, and each of our concessions is a non-profit organization as well. 
Guests can come and enjoy more than 40 live local, regional and national 
music acts, all at no charge. The festival also boasts more than 90 activities 
and events; everything from inflatable’s, children’s entertainment, mazes, fish-
ing tournaments, Dodgeball, Strongman, Softball, 3 on 3 Basketball, Volley-
ball, and much more! The challenge for our organization is to maintain and 
grow our sponsorship each year, since the only revenue Fond du Lac Festivals 
receives after the festival begins is a percentage of all drink sales. Because of 
this structure, we rely heavily on sponsorship to keep the festival afloat. It 
requires constant brainstorming and creativeness to come up with new and 
innovative ideas. 

FACTS ON FILE
Years in the Business:  
10	Years

Degree:  
Communications,	University	of	Wisconsin-
Platteville,	CFEE,	IFEA

Family:  
Married	to	husband	Al,		
three	children,	Alexandra	Lillian,	21,	
Devin	Lucey,	18	and	Joshua	Allen,	�.

Last book read:
The Lost Choice 
by	Andy	Andrews

Last business book read:
One Minute Manager
by	Kenneth	Blanchard

Mary Ann L. Dilling, CFEE
Executive Director
Fond du Lac Festivals, Inc.
650	North	Main	Street
Fond	du	Lac,	WI	54�35	USA
Phone:	(�20)	�23-6555
Fax:	(�20)	�23-6500
mdilling@fdlfest.com
www.fdlfest.com

PEOPLE

Continued	on	page	112
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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
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We can look back to the Enron collapse 
and the failures of other large multina-
tional corporations in the early years of the 
millennium and to the more recent bank 
failures and ask, "What were the directors 
of these corporations thinking and doing?” 
The answer is clearly that they were not do-
ing their jobs as they should have been. 

The problems of poor governance are 
not limited to the world of big business. 
On the national level, a few years back 
Senator Charles Grassley of Iowa severely 
criticized the board of the American Red 
Cross for the organization’s perceived 
failures following Hurricane Katrina. He 
later expanded his criticism of nonprofit 
governance to other areas noting, “Among 
all charities, of those that have failed their 
mission, I’ve found that poor board gover-
nance unites all of them.” (1:xx) On a local 
note, here in Southern California I am 
aware of three news-making organizational 
scandals over the last decade that were al-
lowed to happen because the boards of the 
organizations involved were not diligently 
exercising their responsibilities. In one 
of these cases, the state Attorney General 
investigated the failure, and there was talk 
that the Attorney General was considering 
legal action against the individual mem-
bers of the board of the organization for 
a failure to carry out their legal responsi-
bilities. As might be imagined, that got a 
lot of people’s attention – and fast. More 
recently we have been reading incredible 
stories about egregious actions on the part 
of senior staff officials at the Fiesta Bowl in 
Phoenix, AZ. The same question regarding 
board diligence apply here as well.

Indeed, smaller for profit corporations 
and nonprofit corporations may be more 
at risk for governance issues than the 
large corporations who retain executive 
search firms to recruit and screen their 
potential directors and for whose services 

they pay handsomely. Smaller corpora-
tions, particularly nonprofit corporations, 
cannot afford this sort of recruiting luxury. 
Instead, board members often come from 
the ranks of organizational members or 
volunteers who may or may not be experi-
enced as a corporate director. 

It is incumbent upon these smaller 
corporations to make sure that the leader-
ship of their boards understands and car-
ries out the best practices in governance 
for the sake of the organization and its 
mission. Faulty board practices that may 
have been invisible to the public or other 
interested stakeholders in the past will 
not go unnoticed today. In the for-profit 
world, there are government regulators, 
rigorous disclosure requirements, finan-
cial analysts and activist investors that 
are examining and critiquing governance 
practices and, in some cases, generating 
positive governance reform. 

The nonprofit world also has its 
watchdogs and critics. Indeed, as one 
recent book noted, “U.S. nonprofits are 
entering an era of the most intense federal 
and state regulation in history.” (1:33) 
Congress, and in particular the Senate 
Finance Committee, has been particularly 
active in attempting to reform nonprofit 
governance. State legislatures have fol-
lowed the lead of the Sarbanes-Oxley 
Act (which creates restrictions and other 
requirements for the for-profit sector) by 
enacting legislation like the California 
Nonprofit Integrity Act aimed at more 
stringently regulating the nonprofit sector, 
and Attorney Generals around the country 
have begun to take notice of questionable 
organizational practices in nonprofits that 
are brought to light by any number of 
investigative sources including the media 
and even organizational members.

The Internal Revenue Service (IRS) has 
also become increasingly mindful of the 

nonprofit world. The reason is that this 
sector of the economy is huge. Various 
estimates exist with regard to how many 
nonprofit entities there are in the country 
(and the answer can vary depending 
upon which types of nonprofits are being 
included in the count), but conservative 
estimates are that the number exceeds 1.5 
million. (1:9) Assets of these nonprofits 
exceed $2 trillion (1:21), and each year 
the federal government foregoes about 
$280 billion in taxes on income earned 
by tax exempt nonprofit organizations. 
(1:ix) This forgone revenue puts an ob-
ligation on nonprofit boards to manage 
the affairs of the organization in a way 
that warrants the public trust and tax ex-
empt status. Those boards failing to do so 
will find any number of investigative eyes 
willing to highlight their shortcomings to 
the public and government watchdogs. 

With this environment of intense gov-
ernance scrutiny clearly in mind, I will be 
spending the next few columns addressing 
the responsibilities of board of directors 
and the duties and obligations of individ-
ual board members. I hope you will watch 
for these articles in coming issues. I urge 
you read about these duties and responsi-
bilities and then undertake an intense in-
ternal look at how well your board believes 
they are carrying out their obligations to 
the community and to the organization.

1.Jill Gilbert Welytok and Daniel S. Welytok, 
Nonprofit Law and Governance for Dummies, 
Wiley Publishing, Hoboken NJ, 2007.

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		

In	the	last	issue,	I	highlighted	the	fact	that	good	organizational	
governance	is	crucial	to	meeting	the	challenges	of	the	future.	
While	that	is	certainly	true,	it	is	more	than	that.	It	is	also	one	of	
the	key	determinants	of	current	organizational	success.

In the Board Room
By Mitch Dorger 
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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
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THE UN-COMFORT ZONE

Unfortunately, a new one was too 
expensive, so I looked in the newspaper 
every day for a used one, but I was always 
more than $1,000 short. At 17 and half 
years old, borrowing my parents car was 
painful. The desire and the peer pressure 
to own a car – any car – was nearly over-
whelming, and my dream was wavering. 
My friends began suggesting cars that I 
could afford. Then my Dad introduced 
me to a car wholesaler. When I met with 
him, I reluctantly gave him a list of cars 
I thought I could afford. As we talked 
about them, he seemed to sense my lack 
of enthusiasm. He pressed me, “Are there 
any others you’re interested in?” “Well... 
there’s the Toyota Celica,” I replied, “but I 
know I can’t afford it.” He jotted it down 
and said, “You let me worry about that.” 
My eyes lit up as he asked me about 
colors and options. Then he drew a big 
circle around the word Celica. Less than a 
week later, he phoned me. He found one 
I could afford. It had a small dent in the 
fender which I could fix for under $100. 
Cha-ching Desire satisfied.

When was the last time you were ob-
sessed with something? Desire is a power-

ful motivator, but unlike Fear it cannot 
be easily triggered. Oh, sure, I can create a 
television ad depicting a thick juicy steak 
sizzling on a grill and make your mouth 
water. Maybe I can even get you off the 
couch and into your car to go get one. As 
a marketer, an employer, or even as a par-
ent, I can plant the seeds of desire, but in 
order for it to blossom, it must develop 
from within. Once it takes root, Desire 
has the amazing ability to drive itself. 
When it becomes very powerful, we call it 
Ambition. So few people reach this level 
that we use the word Hunger to describe 
it because that is a Desire that everyone 
can understand.

When you observe the world’s most 
successful people - - in business, sports, 
or politics - - you see that Desire takes 
precedence over every other aspect of 
their lives. As Frank Sinatra sings in I’ve 
Got You Under My Skin: “I’d sacrifice 
anything come what might.” Most of us 
have many things we are unwilling to sac-
rifice. Family and friends are two of the 
most common. Winners give their Desire 
complete attention, focus and energy. 
Michael Jordan is an excellent example; 

he became one of the greatest basketball 
players by making 2000 practice shots 
everyday. Are you that dedicated to your 
dream?

On the other hand, perhaps you gain 
more satisfaction from your hobbies than 
your work. In that case, you probably 
wish you could spend more time pursu-
ing them instead of your job. That is 
because pleasure is the force that fans the 
flames of Desire. Marsha Sinetar in her 
book Do What You Love the Money Will 
Follow writes: “When you study people 
who are successful...it is abundantly 
clear that their achievements are directly 
related to the enjoyment they derive from 
their work.” Are you ready to give up 
everything for your Desire?

By Robert Wilson

What Drives Your Desire?

Robert Evans Wilson, Jr. is	an	
author,	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,	please	
visit	www.jumpstartyourmeeting.com.

It	was	love	at	first	sight.	I	was	a	15	year	
old	working	as	a	parking	lot	cashier,	when	
a	brand	new	car	pulled	up	to	the	booth.	
I’d	never	seen	anything	like	it;	it	was	a	
new	model	from	Toyota	called	Celica.	Ap-
proaching	the	legal	driving	age,	I	dreamed	
of	owning	a	car.	Now	my	dream	had	a	
form.	For	the	next	two	years,	I	saved	all	
my	money	and	during	that	time	a	Celica	
couldn’t	come	within	my	peripheral	vision	
without	my	noticing	it.	It	was	the	only	car	
I	wanted.	I	went	to	the	showroom	dozens	
of	times	to	sit	in	it,	feel	it,	smell	it.	I	talked	
with	every	owner	of	one	who	passed	
through	my	parking	lot.	I	was	driven.	



 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
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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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in five years…

That being said, this topic is more of  
a ‘police’ matter rather than an insurance 
matter. A festival/fair through the IFEA 
and/or in conjunction with the IFEA 
should determine if they have the right  
to bar concealed (or holstered) firearms 
and other weapons. A festival/event can 
generally bar any non-legal weapon 
(knives w/blades over 4”, martial arts-
type of weapons, etc.), but if the state 
has granted concealed carry permits to 
citizens, the event organizers have to 
determine if they can prohibit concealed 
handguns that are otherwise permitted 
by the state in public places. Many events 
are in some fashion a quasi-government 
entity and may be able to bar handguns. 
Other private, not-for-profit, and  
otherwise not run by a branch of  
the local state government would  
require research.

Most festival and event organizers work 
very closely with their local governmen-
tal entity and should work with them 
to obtain an exemption from concealed 
carry and be able to prohibit carrying a 
handgun on site. This would take local 
research into each state ordinance that 
grants concealed carry to its citizens to 
determine how far that privilege goes.

In a state that grants concealed carry 
privileges, and will not allow a festival/
fair to ban handguns, the festival/fair 
has no more or less liability than in a 

state that does not allow 
concealed carry. Liability 
is determined by the cir-
cumstances, and whether 
reasonable precaution was 
taken. All major events 
should institute some 
screening of patron’s hand-
bags, etc…for contraband, 
illegal weapons and such. 
If the state allows concealed 
carry and someone is carrying 
a firearm legally, the festival 
may want to note or ‘register’ 
that the individual’s presence is 
on the premises as a precaution.

For	70	years	Haas & Wilkerson 
Insurance	has	been	one	of	the	largest	
providers	of	insurance	representation	to	
the	entertainment	industry.	The	agency	
is	national	in	scope,	with	approximately	
100	associates	providing	technical	
expertise	and	quality	insurance	repre-
sentation	at	a	competitive	price.	Beyond	
the	standard	price	quotation,	services	
include	coverage	analysis	and	recom-
mendations	at	no	additional	cost.	Our	
clients	include	fairs,	festivals,	carnivals,	
amusement	parks,	rodeos	and	special	
events	throughout	the	United	States.	
For	more	information	contact	Carol	
Porter	�13-676-�258.

Firearms	At	Festivals	–	A	Liability	Issue?

INSURANCE INSIGHTS
By Susan Greitz

Firearms	at	festivals	and	events	are		
probably	not	what	you	had	in	mind	when		
you	started	organizing	your	event,	but	do	you	
have	the	authority	to	bar	them?	While	there		
is	limited	federal	law,	48	states	have	passed	
laws	allowing	citizens	to	carry	certain	concealed	
firearms	in	public,	either	without	a	permit	or	after	
obtaining	a	permit	from	the	local	law	enforce-
ment.	Thirteen	states	allow	both	concealed	and	
open	carry	of	a	handgun.	Each	state	has	jurisdic-
tion	on	the	regulation,	permit	type	and	training	
requirements.



The annual Oktoberfest in Mt. Angel, Oregon is a tradi-
tion that dates back nearly five decades. Each year several 
hundred thousand visitors flock to this small town – an 
influx 100-times that of Mt. Angel’s population of 3,700. 
Many come for the authentic German atmosphere and 
culture and the array of culinary treats, not to mention 
the traditional German beer. But while the entertainment 
venues will be filled with people, no cash will be chang-
ing hands. That’s because the festival switched to tokens 
12 years ago to simplify their security and cash control. 

Simplicity (not Cash) is King 
Oktoberfest uses tokens rather than cash in their 

entertainment venues: the beer garden, the wine garden 
and the Alpine garden. Each of these venues has several 
points of sale where customers can purchase beer, wine 
or delicious authentic German food; everything from 
schnitzel and strudel to brats, metts and pastries. Prior to 
converting to tokens, each of these points of sale handled 
cash. And since the event is entirely staffed by volunteers, 
event organizers were eager to simplify the cash handling 
process.

“The wine garden alone had 12 points of sale,” recalls 
PR Director Jerry Lauzon. “Now we have two large token 
booths which are the only places where cash is used.” 

Custom	Tokens	Simplify	
Cash	Control	for	Oktoberfest
				By	Jim	Wahl
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But while the process works very 
smoothly now, reducing the number of 
places where cash is used, and making 
volunteer’s jobs easier, Lauzon recalls 
their initial discussions and thought 
process. He remembers being “concerned 
that people would have to wait in two 
lines: one to buy tokens, and then an-
other to buy whatever they wanted.”

But the tokens have actually sped 
up the process of purchasing food and 
beverage items. That is because every item 
in the entertainment venues is priced in 
even dollar increments, and the tokens 
are valued at $1 each.

“So we are able to process the sale a lot 
quicker than we could if we had to make 
change, say for example if someone gives 
you a twenty dollar bill for a $4 glass of 
wine” says Lauzon. “It is a lot easier to 
collect the 4 tokens, so sales move a lot 
quicker at the point of sale.”

In addition to speeding transactions 
and simplifying the work of the 7,500 
volunteers, tokens also mean there are 
fewer places to collect cash during the 
4-day event.

“Reducing the number of places where 
we have to pick up cash and process cash 
to get to the bank has been a great advan-
tage for us.”

Having fewer places where money is 
being handled, in Lauzon’s estimation, 
“is the greatest advantage (of tokens).”

Purchasing the tokens is as easy as 
spending them. Customers can purchase 
tokens pre-bagged in lots of 10 or 20. 
Oktoberfest installs two ATM machines 
by each token booth. And customers can 
also purchase tokens with a credit card at 
the token booth.

That, says Lauzon, presents another 
benefit. “We’re not running credit card 
operations at all of the places where we 
used to have cash. It would be very awk-
ward having separate lines for credit card 
machines at each booth.”

Tokens are well accepted at Oktober-
fest as evidenced by the volume in use 
– nearly 500,000 tokens are in circulation 
throughout the 4-day festival. Each token 
sold at Oktoberfest has been minted by 
Cincinnati’s TokensDirect. With a secure 
online store and easy ordering in low 
minimum quantities, TokensDirect allows 
customers like Oktoberfest to purchase 
whenever it is convenient for them.

But while there are plenty of tokens 
circulating throughout the event, not all of 

them make it back to the till as Oktoberfest 
winds down . . . which is fine by Lauzon.

Every year since they started using 
tokens, Oktoberfest has had a new supply 
of tokens minted – typically two to three 
thousand. While the overall design is the 
same, the dates are changed. This allows 
some branding to occur by including the 
Oktoberfest logo, while generating some 
“souvenir appeal” promoting tokens to be 
kept as keepsakes rather than redeemed.

“Each year we put the year on them, so 
the tokens become collectible,” says Lau-
zon. “About 1,200 to 1,300 tokens go away 
every year and never come back. I know 
some people who have a full collection 
displayed on their walls or bookshelves.”

This is where the economics of tokens 
really makes a positive difference to the 
events bottom line. While the tokens have 
a $1 face value, they are purchased for far 
less than that; typically about 15 cents 
each (a figure which includes custom die 
charges and freight). So each token that 
“walks away” represents a profit of 85 
cents. Based on the volume that are sold 
and never redeemed, this represents an 
additional profit of $1,050 (1,200 x 0.85) 
which will easily fund the next year’s 
purchase of 2,000 – 3,000 tokens ($450 
based on cost of $0.15 per token).

Because tokens have perceived (as well 
as stated) value, they are rarely discarded. 
Some of these tokens may very well show 
up back at next year’s event since each 
time a token is seen in pocket change, in 
a car’s cup holder or on the bureau, the 
owner is reminded of the fun and festive 
atmosphere at Oktoberfest. That is why 
some festival operators refer to tokens 
as “mini billboards” . . . they are always 
broadcasting your message, making the 
nominal charge to customize the token 
with the Oktoberfest logo well worth the 
cost. Even if half of these tokens do make 
it back the next year, the profit potential 
for “walkaways” is significant and one 
which easily funds the additional token 
purchases for the following year. 

Other Marketing Opportunities
In addition to the branding that occurs 

each time a customer views the Oktober-
fest logo on their tokens, there are other 
marketing opportunities inherent with 
tokens that are not available from cash. 
Tokens are easily affixed to direct mail 
pieces, making a memorable and effective 
mailer. Festivals and fairs which are intro-
ducing new foods may wish to promote 
them with token mailers, such as “We’re 

so sure that you’ll like the new Chocolate 
Strudel that the first one is on us!” 

They can also be sold at local vendors 
to stir up pre-event excitement. Volume 
discounts can be applied to re-sellers, who 
then keep the difference between purchase 
price and sale price as their profit for 
handling the transaction. While no local 
retailers are selling Oktoberfest tokens cur-
rently, this is one example of how tokens 
facilitate working with area retailers.

Durable for Use Season after 
Season

Unlike paper tickets, durable tokens 
can be reused season after season, allow-
ing event organizers to amortize their cost 
over years. Lauzon estimates that many 
of the original tokens purchased 11 years 
ago are still in circulation. 

Since aluminum tokens are impervi-
ous to moisture, they can be counted on 
standard weigh counters – a vast time 
savings over paper ticket redemption and 
counting. Lauzon and his crew have de-
vised a tool to quickly count the tokens, 
speeding their processing into $10 and 
$20 bags for sale at the token booths. 

In addition to the operational ad-
vantages of token based events, custom 
tokens also provide unequaled marketing 
and branding opportunities. 

Green Tokens 
In addition to the profit potential 

inherent with tokens, especially custom 
tokens with enhanced “souvenir appeal,” 
aluminum tokens minted by TokensDi-
rect are also completely recyclable mak-
ing them ideal for “green events.” And 
they are made in the USA to comply with 
the Buy American Act. 

There are many reasons to consider 
tokens rather than cash when planning 
fairs, festivals and other large venues. 
From simpler transactions to fewer cash-
handling areas, tokens simplify the work 
of volunteers – the lifeblood of many 
events. Incenting patrons to keep rather 
than spend tokens further enhances their 
economic appeal. Clearly there are many 
reasons why “cash isn’t king of Oktober-
fest” and those reason have more than a 
“token” value.

TokensDirect	is	a	division	of	Osborne	
Coinage	Co.,	America’s	oldest	private	
mint.	For	more	information,	visit	www.
tokensdirect.com.	To	speak	with	a	sales	
specialist,	contact	TokensDirect	at	
(866)	274-0868,	or	via	mail	to	Tokens-
Direct,	2851	Massachusetts	Avenue,	
Cincinnati,	OH	45225,	or	via	e-mail	at	
ask@tokensdirect.com	or	directly	to	Jim	
Wahl	at	jim@wahlmarketing.com.
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Imagine taking on the task of creating 
a VIP event within your main event, espe-
cially designed for the fan. You accepted 
the new task of creating this exclusive 
promotion for your upcoming local event 
that offers a VIP - red carpet opportunity 
for your patrons to purchase. You take 
on the tasks of forming a committee, 
presenting ideas to the board, developing 
a plan and selling the experience to your 
community. In order to separate yourself 
from the competition, you need to design 
something special where the VIP can 
receive an amazing experience making 
them want to return event after event . . . 
year after year! 

But where do you start? There’s cer-
tainly a lot of planning that needs to 
take place, so let’s start with the “6 ‘D’ 
Approach”: Define – Decide – Design 
– Delegate – Day of – Discussion. 

DEFINE the Experience 
                                     by Answering  
the Who, What, Where, When and 
Why questions: 

WHO is your target 
                          audience? 
There are different types of VIP pack-
ages that can be designed: The well 
known Sponsor VIP event where spon-
sors receive business exposure, signage 
and preferential treatment for them-
selves and their preferred customers; 
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Creating	a	VIP	Experience	
that	Makes	Your	
Event	Unique!
By	Brenda	Farney	Merrill

and the Artist VIP event built around 
a particular celebrity appearance. The 
majority of the time these “meet and 
greet” sessions with the artist go on as 
planned when coordinated with the 
concert producer and the road man-
ager. However, for the purpose of this 
article, you are developing a fan VIP 
event for those in your community 
who would like to socialize in a stress 
free environment and enjoy privileged 
access to the event. 

WHAT is your main 
                             event? 
It is important to tie your package 
into your overall event theme. Is this a 
celebration for the 100th anniversary of 
the town? Is your event based around 
one specific type of sport? Will this take 
place at the rodeo? At the concert? At 
the derby? At the parade?

WHEN does the 
                                event run?
When will be the best time for the fan 
based VIP event to be held? Will it be 
available all day or a portion of the 
day? Is it good for all events or only 
a specific event? The length will help 
determine your food and beverage 
requirements per person. If they attend 
only one event, is there another event 
they can participate in for free, i.e. buy 
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a fan VIP for a concert and go free to 
the art exhibit the next night? 

WHERE will you host 
                                     the VIP Event? 
Location, Location, Location! Will your 
VIP event be in a tented area on the 
grounds? On a terrace at the building? 
In a special section of the grandstand 
or designated arena flooring? Off to 
the side of the stage? Or on an elevated 
riser? Be sure to limit access to the back 
stage area as it is generally cleared of all 
non working personnel.

WHY are you providing the 
                        VIP Event? 
This is the fun part! You’re providing 
it to reward your festival fans with a 
unique way to build fond memories of 
the event and to have fun! 

You have an opportunity to use this 
VIP hospitality area as a tool to provide 
relaxation to others in a protected location 
with a privileged view of the event. By of-
fering something in the pre-show package 
that is hard to obtain such as best seats at 
a ticketed event or a chance to have partial 
access to restricted areas, the fan VIP event 
enhances the appeal of the overall main 
event. The return-on-investment is intan-
gible. The patrons could choose to spend 
their money on other events similar to 
yours, but they picked yours! 
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DECIDE What Steps
                                       are Needed 

As you plan out your next steps to take, 
keep in mind you must have good orga-
nizational habits, strong communication 
skills, the ability to set goals and manage 
the plan while respecting the different 
work styles of your co-workers. During 
this process you will need to:

Devise a time line of duties
Talk about your expectations of the fan 
VIP experience and write down your goals
Break down the steps and manage your 
expectations
Appoint an Event Coordinator and a 
Hospitality Chair
Develop a strategy for the day of the 
event by breaking the day in to one 
hour increments and determining what 
will occur each hour
Determine financial resources and 
manage your hospitality funds 

Is there a way anyone or any group 
can help share the costs of this  
experience?

Keep some funds uncommitted in case 
of special needs.

DESIGN it as More 
                                         Than Just 
a Nice Thing To Do

The VIP area is the place to be and it 
must be designed to have a sense of im-
portance. When creating this experience, 
be sure to take note of the following:

Name and brand your VIP event with a 
short slogan such as “Our VIP Experi-
ence Delivers Fun!” 
Pay attention to details such as the exact 
time, date and location of each activity
Adhere to advertising guidelines and 
create a campaign that includes a social 
marketing strategy
Determine if there are accessibility 
issues with the location and if it is in 
compliance with ADA rules
Is alcohol being served? Determine 
how that will be set up and how the 
money will be handled
Establish equipment and A/V needs
Check the lighting, staging/risers and 
chairs. Is any of the area sheltered?
Have an operations tent or RV to use as 
your on site office 
How many port-a-lets are needed? Are they 
designated just for the fan VIP patron?
Are there any special health permits, 
food and beverage licenses or extra 
security needs?
Where will you need trash containers and 
when is removal or recycling pick up? 

Every dollar spent on an item for 100 
people, costs about $100, in addition to 
personnel and time. Try to give as much 
luxury as possible for the dollar amount 
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you’ve been given to spend. Brainstorm to 
find inexpensive or free things to add to 
the VIP package such as: premium camp-
ing spots; parking spaces; short back stage 
tours after sound check; priority entrances; 
early arrival times; smaller entrance lines 
and transportation or shuttles to and from 
the parking lot for these patrons. 

Before the main event, feature enter-
tainment with local solo musicians or 
acoustic duos. Hire comedians, magi-
cians, a karaoke host or even play soft CD 
music in the fan VIP tent as a way to cre-
ate a different atmosphere than where the 
general public congregates. One festival 
we work with provides a cool dark tent 
with a flat screen TV and comfy chairs 
for their fan VIPs to escape from the heat 
before the evening concert. Another gives 
complimentary head and neck massages 
along with a package of aspirin and a 
bottle of water. Make available items like 
band aids, ear plugs, sunscreen, fans and 
orange juice to provide extra comfort 
while dealing with the elements.

 If a meet and greet session can be 
arranged with the celebrity, it will add a 
little more excitement. Since those are 
limited, consider holding a drawing to 
see which fan VIP gets to go backstage 
and meet the artist. Possibly the same 
type of arrangement can be made for 
photos with the celebrity or at least an 
autographed photo. 

Flowers can be enjoyed longer and do 
double duty by serving as centerpieces 
and table decorations. They then can be 
given away in drawings or donated to the 
local nursing home. Gift baskets, goodie 
bags, commemorative items like T-shirts, 
patches, mugs, hats, event laminates, event 
programs or something personalized, are 
all items people like to collect at festivals.

 And what’s a party without food? Ar-
range for a full smorgasbord of refreshing 
treats, snacks, delicacies and beverages 
or keep it simple with a cold buffet or 
gourmet boxed lunches. Host an ice cream 
and dessert bar or something hardier like 
a taco or pasta station. Set up a private bar 
away from the public area and give away 
a couple of free drinks. You can then turn 
it into a cash bar or go all out and provide 
unlimited beer and wine. Something easy 
to do is serve ice cold drinks, not just cold 
drinks…it’s all in the details. 

DELEGATE and 
                                                      Involve 
Others to Maximize this Investment 

You can’t do everything, it takes a 
team to put everything on, so be sure to 
rely on your team to pull everything off! 
Your event coordinator is responsible for 
all aspects of the VIP experience. They 
can create a welcome package to send 
to the patrons with information on the 

VIP experience in addition to including 
the appropriate passes, vehicle parking 
information, name tags and the name of 
their hostess for the day. Whereas your 
hospitality coordinator is in charge of all 
the food, beverage, comfort details, as 
well as lining up one hostess or butler for 
each group of ten guests. And finally your 
budget manager handles and manages 
the outgoing money to keep it in line 
with the budget.

 DAY OF EVENT
Like a good scout, arrive early and 

be prepared. You and the hostesses will 
answer endless questions about parking, 
personal comfort, seating, food, drinks, 
the entertainment lineup and show times. 
Each hostess is responsible for welcoming 
and helping their group throughout the 
experience. The response every hostess is 
looking for from every patron is “every-
thing was done for me!”

DISCUSSION 

on the Success of the Event

Assessment and review of the VIP ex-
perience will help you know how to im-
prove the experience next time. Did fans 
have a good time? Was it appropriate in 
length and value? Did all guests show up? 
Did they arrive on time? Were any late, 
and if so, why? How was the food quality 
and quantity? How were the beverages? 
How did the day of event operations go? 
Were the hospitality hostesses welcoming 
and helpful? Were instructions carried 
out and easy to follow? Did guests ex-
press that they would like to come back? 
Were there any major problems? Is there 
another event you can create an experi-
ence for? 

Each and every VIP event is different, 
with different elements, components, and 
a different audience. But hopefully by fol-
lowing the “6 ‘D’ Approach” you’ll be off 
to a good start in the planning process, 
no matter what type of VIP experience it 
is. The main goal however, is to treat your 
VIP to the ultimate experience creating 
them into valued ambassadors for your 
event, year after year!

Brenda	Farney	Merrill	M.A.	is	co	
owner	and	Vice	President	of	Winter-
set	Concert	Events,	LLC.	She	has	
offices	in	Nashville,	Denver	and	Rapid	
City.	Brenda	can	be	reached	at	(615)	
754-5003,	brenda@wintersetcon-
certevents.com	or	www.wintersetcon-
certevents.com



By Florence May

My friends often ask me. “What exactly is your job?”

The response is often, “Everyone thinks I sell software 

but really I provide pain management tools 

for volunteer directors of festivals, 

marathons and big events.”
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TECHNOLOGY 
THERAPY

Volunteer Management Series



Sounds too good to be true? The right 
volunteer management system should 
provide life/work balance. The software is 
the tool that makes you efficient because 
it forces you to follow the best practices 
of both volunteer management and on-
line operations. 

What does that mean? Don’t volunteer 
managers just automate their existing reg-
istration process? How hard can that be? 

Many people think that volunteer man-
agement is an easy job. The reality is that 
managing a large number of volunteers, 
a wide variety of jobs, numerous shifts, 
schedules and locations is often a very 
complicated and time consuming process. 

Volunteer programs differ greatly in 
size, complexity and budget. How does a 
volunteer manager know which software 

to buy? Aren’t all volunteer management 
systems the same? 

Please use the chart below as a guide to 
compare a variety of manual and online 
options for automating your volunteer 
management operations.

Consider the best approach for you 
and your organization by contemplating 
the following three questions:

1How much is your time worth? 
Volunteer managers are frequently 
under-valued. One perception is 

that if volunteer managers just work 
harder; they will be more productive. 
This sentiment is one reason the turnover 
in these jobs is relatively high. Ask your 
organization to demonstrate how they 
value their volunteers by investing in the 

volunteer manager’s process and time. 
For example, many event organizations 
do not have the staff or time available to 
manually enter volunteers into a sys-
tem or track people from year to year. A 
system that automates these tasks saves 
time for the volunteer manager allowing 
him or her to focus on improving their 
volunteer program versus wasting time 
and resources doing administrative work. 
If you could automate, how much would 
your volunteer program improve and/or 
expand? What more could you accom-
plish with extra time? 

Many of our clients have expanded 
their volunteer management program by 
adding more events and volunteers. They 
have focused on becoming the volunteer 
hub of their community and therefore are 

SOLUTION FEATURES COST EFFICIENCY RATING

Excel/	Access	
Database	with		
email	and	phone	

All	processes	manual	 $ Very	Low,	works	for	organizations	with	
less	than	75	volunteers	for	an	annual	
event.	

Online	Volunteer		
registration	form

Automated	information	
gathering

$ Low,	volunteer	data	must	be	typed	
into	a	database.	Works	for	very	
small	organizations.	
Saves	10	–	20%	of	staff	time.
	

Basic	Volunteer		
Management	
System

Basic	online	registration,	
communications,	reports.	
Limited	customization	and	
minimal	customer	support.	

$$ Low	to	Mid.	Works	for	organizations	
with	basic	needs.	Additional	fees	
for	more	robust	features.
Saves	20	–	40%	staff	time.	

Robust	Volunteer	
Management	
System

Numerous	built	in	reports,	
tracks	e-mail	status,	
templates,	text	option,	
links	to	other	systems	in	
your	office.	Customizable	
features	and	design.

$$-$$$ High.	Built	for	process	efficiency.	
Allows	customization	for	unique	
types	of	volunteers	(eg.	Team	
leaders,	Job	Certified).	High	quality	
training	and	customer	service.
Saves	50	–	75%	staff	time.	

Custom	Volunteer	
Management	
System

Custom	to	fit	your	
organization.

$$$$$ Depends.	Appropriate	for	
organizations	with	one	of	a	kind	
process	and	structure.	Extremely	
rare	in	the	event	world.
Time	saving	varies	greatly.	
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providing a better return on investment 
for their own organization. 

2What tasks are consuming your 
time? Calculate how much time 
you are spending on entering data, 

individual communication with volunteers, 
creating and running reports (if available) 
and the actual tasks required to do your job 
and run your event. Categorize your tasks 
by registration, communication and reports.

Registration - Are you tired of manually 
entering registration forms into a database? 
Are you putting volunteers into shifts for 
them? If you are spending time manually 
entering volunteers into a database and 
assigning them shifts, having a volunteer 
management system that will do all this for 
you will not only save you time and make 
you efficient, but it will also save your san-

1Software is magic. It will not solve all your problems. It will improve 
efficiency, but you must have good processes in place to support the soft-
ware. Bad process is still bad process. You have to adopt best practices and 

good processes to compliment the software and overall improve your program. 
Make sure the software company provides you with best practices to guide you 
through the process because it will be an adjustment. Also, make sure to get the 
support you need from your vendor.

2Online services are your knight in shining armor. There is no such thing 
as the perfect fit that will save the day! Not everyone has the same needs 
as you, so it’s important to prioritize your needs and focus on the most 

critical for you and your volunteer program. Also, software cannot force your 
registrants to read and follow instructions. It allows you to lay out all the direc-
tions, expectations, etc., but your registrants will still have to read it, which as 
we all know too well doesn’t happen all the time! Overall, it should put you in a 
position to better your volunteer program. 

3You are the only volunteer manager looking for an online registration 
solution. Sorry to burst your bubble, but you aren’t the first and you won’t 
be the last! There are people who have already gone through this pro-

cess. Ask for references. Call 3 – 5 of them and ask them about their experience. 
Gather pros and cons in order to make an educated decision. Make sure to talk 
to the person who is actually using the software on a daily basis. 

4Your event and volunteer management needs are completely unique. 
Your event may be complex, large or unusual, but key functions almost 
always carry across volunteer opportunities throughout all kinds of events. 

5Your volunteers will never use online registration. You will be stunned 
by how many of them dislike your existing offline system. They are seek-
ing better use of their time. You will also be surprised at how quickly 

your shifts fill up! There might be some volunteers who are uncomfortable at 
the thought of online registration, so you have to take the time to walk them 
through the process. In the end, even they will think the system is easy after they 
see, understand and use it. 

6Online volunteer registration services are too expensive for my organi-
zation. Consider the administrative hours you are spending now. If you 
are spending all your time on administrative tasks in the office and away 

from your volunteers, you are inhibiting yourself from doing the important 
recruiting, relationship building and volunteer managing that your events need.

ity. Will the system allow the volunteers to 
select their own activities and shifts? More 
and more, volunteers want to be in control 
of their own schedule and time and select 
their own activities and shifts. 

Communication - Do you need help 
speeding up your communication process? 
Do you want to be able to email your 
volunteers assigned to a specific shift or 
those volunteering for a certain activity 
with ease? Or do you want to quickly send 
out reminders to volunteers regarding their 
upcoming shift(s) or quickly notify them 
of any changes? Providing good commu-
nication with your volunteers keeps them 
interested and engaged and starts their vol-
unteer experience with a strong foundation.

Reports - Do you need to know how 
many volunteers need a large shirt? Do  
you want to know the breakdown of the 

number of years volunteered across your en-
tire volunteer database? Maybe you need to 
track volunteer hours for your organization 
or keep better track of attendance so you 
aren’t sending your appreciation party invi-
tation to those people who never showed up 
for their shifts. At a glance, would you want 
to see how many volunteers you still need 
and in which shifts? Do you want to print 
check-in lists efficiently? You must have 
good reporting features to be able to gather, 
sort and track this information. 

3What are your critical volunteer 
program pain points? Are you or 
your staff burnt out spending more 

time on administrative tasks rather than 
operational or management? Are you expe-
riencing staff turnover? Have you invested 
time and money in tools/systems that aren’t 
improving your efficiency? If so, it might 
be time for a new volunteer registration 
system. Make a list of areas that are causing 
you pain. Burn out is common when staff is 
spending too much time on administrative 
tasks and not enough time on actually man-
aging volunteers. Meanwhile your volunteer 
program is suffering because there isn’t 
any time to improve it. Providing a good 
experience for the volunteer will increase 
your return rate, but if you don’t have time 
to improve upon their experience, you are 
continually losing volunteers. 

The quantity and quality of your work 
is improved when your time is valued, 
you complete your tasks efficiently 
and you reduce your pain points. As a 
technical therapy patient (oops I meant 
client) once told me, “When my com-
pany invested in volunteer management 
software, I felt this was an investment in 
me and the quality of my work and my 
attitude improved dramatically.” Finding 
the right volunteer management software 
is one solution to help you achieve that 
life/work balance we are all searching for. 

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

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



32	  IFEA’s ie: the business of international events	 Summer	2011



Not all sport events are sport tourism 
events. A three-on-three street basketball 
tournament may fill the downtown with 
sport and look impressive but the hoop-
sters are mostly locals and day-trippers 
who spend little money – and mostly on 
fast food and convenient store items. Those 
who stay overnight are likely crashing on 
their friend’s couch and not spending large 
amounts of cash in the local economy. 
With a few changes though, this sport 
event could become a tourism magnet.

Is there a sport event in your town that 
needs a makeover? Perhaps there is an 
annual softball tournament, swim meet, 
5K run, or holiday wrestling match that is 
nice but could be so much more - more 
competitive, exciting, popular, and valu-
able? Makeover television shows are a hit 
- let's make over your sporting event!

Sport tourism events create more op-
portunities for business relationships than 
vanilla sport events. Lodging establish-
ments, transportation service providers, 
entertainment and other businesses may 
be keen to associate with an event that 
brings visitors and their money to town. 
This article describes how event market-
ers can transform generic sport events 
into sport tourism events, and add greater 
value for their stakeholders in the process.

One of the first ways is to cheat! 
Grow your own sport tourism event so 
you don’t have to re-create it! That’s 
what Williamsport, Pennsylvania and 
Little League Baseball did with the Little 
League World Series over 70 years ago. 
Little League Baseball started in Wil-
liamsport 1939 with three teams; today 

there are 176,000 teams in 102 countries. 
The Little League World Series is held 
annually in August and is one of the most 
popular youth sporting events in the 
world, attracting 300,000 spectators and 
international media coverage. In 2001, 
the tournament expanded from eight 
to 16 teams and every team has at least 
one game televised by ESPN or ESPN2. 
Teams and fans from Latin America, Asia, 
Europe and North America flock to this 
community, filling hotel rooms in a 100-
mile radius.

The World Series format is conducive 
for tourism. Teams play a round-robin 
tournament within their divisions and 
the four winning teams then play a 
domestic and an international semi-fi-
nal game, after which the two winners 
play for the Little League title while the 
two losing semi-finalists play a conso-
lation game. All expenses are paid by 
Little League Baseball for teams in the 
World Series; players and coaches travel, 
stay and eat for free in the Little League 
compound with all other teams during 
the tournament. The Little League World 
Series is the pinnacle of athletic compe-
tition for 12 year-old baseball players, 
and the families who travel to see them 
compete, spend money like there is no 
tomorrow! There really is no tomorrow 
for these athletes - most will be too old 
to compete the following year. The Little 
League World Series took years to grow 
into a world-class event. However, there 
are many ways that your town or organi-
zation can add value to a sporting event 
with an immediate impact.

The nature of the sport event compe-
tition format, whether team, dual, or 
individual, may influence consumer be-
haviors and tourism. For example, World 
Cup style competitions with round robin 
or pool play followed by an elimination 
tournament extend the length of stay and 
economic impacts. Running races need 
not only be for the swiftest of the swift 
but may include age-gender categories, 
walks, kids races, and relays to expand the 
pool of possible participants.

Sport tourism events typically attract a 
heterogeneous group comprised of resi-
dents, visitors, participants, fans, media, 
sponsors, and interested by-standers. 
“Casuals,” persons in town for reasons 
other than to attend the event but who 
participate nonetheless, are another seg-
ment of a sport tourism event market. 

Sport tourism events are not all gold 
medals and big money. There can be real 
costs and negative consequences: Pol-
lution and environmental degradation, 
price gouging, social and economic costs. 
Residents are important to the success of 
a sport tourism event. After all, they will 
be some of the event spectators and may 
encounter visitors. Politically, if residents 
are not supportive of an event it will be 
more difficult to organize. “Homestayers” 
are residents who opt to stay in the host 
community because of the event. The 
allure of the event is so powerful that it 
keeps them from traveling elsewhere for 
holiday, and thus retains their income for 
the host economy. Conversely, “Run-
aways” are those residents who perceive 
an event’s costs to be so great that they 

MAKEOVER:
Transforming	Sport	Events	into	

SPORT	TOURISM	EVENTS
By	Douglas	Michele	Turco	&	Amy	K.	S.	Scott

THE
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appeal to each of the different segments. 
Grandparents may be more interested in 
historical sites while parents and other 
siblings may prefer amusement and water 
parks. Friends and extended family may 
have different interests altogether.

There may also be differences in tourist 
characteristics between spectators travel-
ing to watch their friends and relatives 
who are elite athletes and those who are 
amateurs, warranting future investiga-
tion. One would surmise fewer travelers, 
shorter length of stay, and less spending 
by the sport event WFRs of amateur ath-
letes but this is not always the case. Seri-
ous sport tourists, those who pursue their 
sport as a leisure “career” or passion, may 
spend considerable amounts of money to 
compete.

 

2Reach out to distant markets. Sport 
event tourist spending is positively 
influenced by the distance traveled 

to the destination. All things being equal, 
sport tourists who travel greater distances 
spend more money. As the geographic 
origins of sport participants changes from 
year to year, so too will their impacts on 
the host economy. 

Moneymakers. Sports that are expen-
sive to play i.e., sailing, alpine skiing, 
horse racing, triathlon, etc. often attract 
event participants and fans that are big 
spenders. Destination marketers seeking 
high-value tourists may stage events for 
these upscale sports. 

Target the "Casuals." These are visitors 
who are in the area for another reason 
but decide to attend the sporting event. 
Market your event in both the local press 
and the tourist literature. Have informa-
tion available at the Chamber of Com-
merce, Tourist Bureau, local hotels and 
other tourist sites. Work hard to make the 
event known to those who are in town 
even for a few days.

3First-timers. It’s nice to have repeat 
customers but first-time sport tour-
ists typically stay longer, engage in 

more “tourist” activities, and spend more 
money than repeat visitors. Do all that 
you can to attract first-timers through 
advertising, clinics and the internet. 
Consider a “Bring a friend” price discount 
promotion for race registration. Offer 
novice and development programs. Of-
fer reasons for athletes to try your event 
- either through unique event, prestige or 
interesting location. 

Once you do have those first time 
guests, take steps to ensure they return. 
Even if their subsequent spending is 
smaller, the return customers are im-
portant to the event's overall economic 
impact. Run a well organized, fun event 
and they will return.

will purposely leave their homes to avoid 
its negatives. Runaways take their income 
from the event host city and spend it else-
where thus adversely affecting the event 
host economy.

How can a sport event become a sport 
tourism event and generate an econom-
ic boost for the host community? Here 
are eight ways: 

1Encourage athletes to bring 
relatives or friends to the event. 
Visitors with relatives or friends 

participating in the event spend more 
money than those not associated with 
competitors. Event organizations can 
market supplemental attractions to lure 
these Watching Friends and Relatives 
(WFRs) and influence their consumer 
behaviors with spouse or family pack-

ages, discount tickets to parks, museums, 
casinos, restaurants, etc. 

Go young. Some destinations have 
strategically targeted youth sport events 
since these often attract an entourage of 
parents-guardians who watch their loved 
ones compete. Visitors who are watch-
ing friends and relatives (WFRs) include 
proud parents, siblings, grandparents, 
etc. who travel to watch their relations 
perform, and can be a significant and lu-
crative niche for event marketers. Disney’s 
ESPN Wide World of Sport complex in 
Florida was created for this purpose – and 
to drive theme park visitation for families 
during the summer when kids are playing 
sports. If you build it they will come. Disney 
built it (sport facilities on 220 acres) 
and now holds 180 events annually for 
250,000 participants. 

Invite the family. For parents living 
vicariously through their children’s com-
petitive sport participation, it seems that 
any price will be paid to see them excel, 
occasionally pushing beyond reasonable 
limits. That was before the Great Reces-
sion. In the current economic climate, 
there are limits to what some families 
(and other consumers) are willing and 
able to spend on sport events. Consider-
ing the accumulated costs to support their 
young athletes for months, sport WFRs 
may be short on money by the time your 
event is held. Parents of young athletes 
who frequently travel to competitions 
become adept at cost saving strategies, 
thereby minimizing the impacts of the 
host economy. Ride sharing, bringing pre-
pared meals and snacks, and taking motor 
homes or camper trailers are among the 
practices used by parents who travel with 
their young athletes to competitions.

Target specific groups of WFRs. Distinc-
tive segments of the WFRs have different 
interests. Have events and activities that 

	



4Promote area attractions. What is 
there for visiting athletes and fans 
to do in your community when 

they are not competing? Offering sport 
event participants complimentary or 
discount passes for nature parks, theme 
parks, aquatic centers, shopping, his-
toric sites, etc. will incent their visitation 
and their friends and relatives. Visitors 
may be interested in sport halls of fame, 
museums, stadium tours, etc. Bundle 
your sporting event with a mini-vacation 
through discounts and packages to entice 
visitors to come, stay and spend.

5Prestige matters. The relative pres-
tige of an event as perceived by the 
sport tourist influences upwards the 

size of the visitor group, their length of 
stay, and their local spending. All things 
being equal, a more prestigious event 
will elicit more spending by participants. 
Throwing more money at an event will 
not automatically raise its prestige; 
rather prestige can be a derived demand. 
What can you do to increase the prestige 
of your event? A marathon featuring a 
certified BQ (Boston Marathon Quali-
fier) course may be more perceived as 
more prestigious than others. Events 
are prestigious if they are deemed ex-
tremely difficult to enter (U.S. Open Golf 
Championships) complete and/or win 
(e.g. Ironman triathlon), and are scarce 
(one FIFA World Cup every four years). 
Strategic advertising including perception 
of exclusivity, team/athlete selection and 
quality event will all increase an events 
prestige.

6Core product extensions. In endur-
ance sports, the race itself is the core 
product for a marathon, triathlon, 

or ultra marathon. Adding a pre-race ex-
position, celebrity speaker, dinner and/or 
post-event gala may extend length of 
visitor stays and generate more spending. 
The Little League World Series added a 
“Parade of Nations” in downtown Wil-
liamsport the day prior to the opening 
game, extending visitors’ length of stay 
and generating more foot traffic for local 
merchants.

7Buy local. When possible, the event 
organizing committee should enlist 
local allied businesses for subcon-

tracted services i.e., t-shirts, prizes, enter-
tainment, catering, to stimulate the host 
economy and minimize leakage. Focus on 
local vendors and specialties. Runners at 
the New Orleans marathon expect (and 
want) to be served local cuisine. Tout 
your local area before, during and after 
your event.

8Grow your own event. Sport gov-
erning bodies require competitive 
bids to receive the rights to their 

events, and at some point, the rights 
may be lost and the event relocated. This 
occurred in Illinois when Peoria outbid 
Champaign for the Illinois High School 
Association boys state basketball tourna-
ment. Community organizations that 
grow their own events are less likely to 
move them, permitting co-branding and 
legacy benefits. Consider the Indianapo-
lis 500 – it is hard to imagine this event 
anywhere else!

These few simple changes can com-
pletely makeover your local sport event 
- going from drab to attention grabbing 
with a large economic impact – adding 
tourists in the process.

Douglas Michele Turco	is	the	As-
sociate	Professor	of	Sport	Manage-
ment	at	Drexel	University.	He	can	be	
reached	at:	douglas.turco@drexel.
edu.	Amy	K.	S.	Scott	is	the	Associate	
Professor	of	Business	at	DeSales	
University.	She	can	be	reached	at:	
amy.scott@desales.edu
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WHY	YOU	SHOULD	CREATE
A	BUSINESS	PLAN

By	Gene	Siciliano
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As it happens, I often ask small busi-
ness owners if they believe business plan-
ning is an important management tool. 
I don’t think anyone has ever said "No." 
But when I follow up with the question, 
"Do you have a current business plan?" 
only one in 10 answers "Yes." 

This will not surprise 90 percent of 
those reading this article, I’m sure. But 
why is it that most business owners (in 
my admittedly unscientific surveys) see 
the value in business planning and then 
almost universally forego it? Could it be 
because business planning is seen as:

Not very easy?
Not very much fun?
Not guaranteed to produce what we 
want?
Not on the list of things we got into 
business to do?

Have I missed any of your personal 
favorites?

The truth is that business planning is not 
as much fun as creating your own busi-
ness. And it’s certainly not guaranteed to 
accomplish anything, unless we actually 
do something with our business plans, 
which of course means more work. Busi-
ness planning wasn’t on my list of reasons 
for starting a business, either. But want to 
know something? It works. And that goes a 
long way in my book toward making up for 
its shortcomings in the fun department. If 
it does in yours, too, then read on.

Four Reasons to Plan
We’ve all agreed that business planning 

is important, but why is it important? 
After all, that’s a pretty big idea to accept 
on faith. I believe there are four powerful 
reasons to create a written business plan:

1Clarity: The ability to see exactly where 
you are going is greatly enhanced by 

the simple act of writing it down. Unless 
you have extraordinary conceptual capac-
ity, you will only know what you want 
your business to look like by writing it 
down. Include all the details you can think 
of to enhance the picture. Some people 
are gifted with that kind of vision without 
ever picking up a pencil, but for most of 
us the picture needs to be more concrete. 
The more detailed the description of the 
end result, the more easily you will recog-
nize what you must do to get there.

•
•
•

•

2Roadmap: When you are traveling to 
a place you’ve never visited before, 

you probably need a roadmap to help 
get you there: to recognize which roads 
to take and which ones to avoid because 
they lead in the wrong direction. Your 
business plan serves the same purpose in 
getting you to your business goals, which 
is another “place” you’ve never been to 
before. It’s much easier to avoid wrong 
turns when your best path is laid out for 
you in writing.

3Communication: Many of the people 
you meet—employees, colleagues, 

customers, family members and friends—
will be instrumental in helping you 
achieve your goals if you tell them exactly 
what you want to achieve. There is great 
value in having an easy, concise way to 
tell others what your goals are and how 
they can assist you. Making it up along 
the way will send confusing signals to 
those who support you, rather than help-
ing you concentrate the power of their 
support in a common direction.

4Empowerment: Often we hear people 
speak of their dreams and goals in 

a way that tells us they want to achieve 
them, but they don’t really believe they 
ever will, or even can. A clearly defined 
business plan will reveal a series of small, 
achievable steps along the path, and 
you can actually begin to see how they 
fit into your grand design. Accepting the 
possibility of success a step at a time is 
much easier for most of us and can be the 
most important key to achievement. Your 
written business plan makes huge goals 
somehow seem not only manageable, but 
even achievable.

Where Do You Start?
I believe you start with a personal 

value-based vision statement, followed by 
a congruent and carefully formed mission 
statement. Together, these should be the 
foundation of your business plan.

So what is the difference between a vision 
statement and a mission statement? Do you 
need both? I have for many years used a 
plain language definition that goes like this:

Your vision is how you want the world 
to be.
Your mission is your contribution to 
making it that way.

•

•

When you look at it this way, it’s easy 
to see that you should include both in 
your thought process. Whether they 
evolve as one statement or two is unim-
portant. What is critically important is 
that together they are the first step in your 
business planning process.

About now you might be saying to 
yourself, "Sure, all I have to do is decide 
what I’m going to do with my life. And 
after lunch I’ll just zip over and solve the 
Iraq and Afghanistan situations. Give me 
a break here!" 

Hold on, now! I’m not suggesting  
that you only get one shot at this. In  
fact, everyone’s mission statement will 
evolve over time, even if they’re right  
on target, because the world changes  
and where we are in it changes too. 
However, each change in your mission 
and vision statements should be carefully 
considered, firmly adopted, and then 
acted upon.

A good business plan represents a 
sizable piece of work. A life devoted to 
building a business without a plan is 
considerably more work, however, and 
usually for considerably less reward. By 
contrast, a business plan that truly guides 
you in the direction you really want to go 
brings daily rewards. Add up the value of 
greater work satisfaction, the rich experi-
ence of a balanced life and a successful 
business that’s meeting its goals. And un-
less there’s a hole in your bucket, you will 
have earned some very large profits along 
the way, and you’ll have had a heck of a 
good time doing it. 

Hey, is that exciting or what?

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	improve-
ment.	Gene	also	helps	non-finan-
cial	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	bookstores	and	online.	More	infor-
mation	and	free	articles	are	available	
at	www.GeneSiciliano.com.

We	 all	 nod	 knowingly	 when	 anyone	 talks	 about	
the	 importance	 of	 vision,	 mission	 and	 business	
planning—and	 then	most	 of	 us	go	back	 to	what	
we	were	doing	before	the	interruption.	
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The	Importance	of	Professional	
Development	for	Festivals	and	
Events	-	The	Pennsylvania	Model
By	Ira	L.	Rosen,	CFEE One	of	the	greatest	changes	in	our	industry	in	the	

past	fifteen	to	twenty	years	has	been	the	increas-

ing	importance	of	professional	development	and	

education	for	festival	and	event	organizers.	This	

applies	 to	 those	who	are	paid	staff,	but	 is	also	

just	 as	 important	 for	 volunteer	 leadership.	 For	

the	first	40	years	of	the	IFEA’s	existence,	educa-

tion	was	something	done	once	a	year	–	at	 the	

annual	convention.	Of	course,	for	most	of	those	

40	 years,	 computers	did	not	 exist,	 and	no	one	

had	 heard	 of	 Facebook,	 Google,	 Twitter,	 etc.	

Marketing	consisted	of	print	and	radio	ads,	post-

ers	and	flyers	and	our	biggest	risk	management	

concern	was	 that	 someone	was	sneaking	beer	

into	our	festival	in	their	backpack.	In	response	to	

the	growing	need	for	educational	development,	

IFEA	 continues	 to	 develop	 our	 CFEE	 program	

and	other	educational	opportunities	and	we	con-

tinue	to	be	ahead	of	the	curve	by	developing	and	

presenting	 the	 finest	 training	 and	 educational	

programs	in	the	world.
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Five years ago, when Mr. Lenwood 
Sloan, the then Director of Cultural and 
Heritage Tourism for the Pennsylvania 
Department of Tourism/Department of 
Community and Economic Develop-
ment, was interested in developing a 
formalized training program for the 
various Festival and Events throughout 
the Commonwealth of Pennsylvania, he 
turned first to the IFEA. He wanted to 
do more than just provide training for 
these festivals; he wanted to build them 
into a coalition partnership where they 
could share information, experience and 
marketing resources. The first part of this 
coalition was the Pennsylvania Council 
on the Arts, who was in a position at that 
point to provide some funding, as well as 
resources for travel to meetings.

The Pennsylvania Department of 
Tourism and the IFEA entered in to a 
multi-year Memorandum of Understand-
ing (MOU), which outlined some of the 
program goals and expectations and the 
outgrowth of this relationship continues 
today. Throughout this multi-year journey, 
other partners have been added to the 
mix, including most recently, the Pennsyl-
vania Downtown Center. Due to Com-
monwealth requirements, the ongoing 
program is currently directed by Temple 
University’s School of Tourism and 
Hospitality Management’s IFEA Pinnacle 
award-winning Event Leadership Execu-
tive certificate program. As a direct result 
of this partnership, close to 50 festivals, 
events, arts organizations and Downtown 
Partnership groups from throughout 
Pennsylvania have received training semi-
nars, marketing grants and in some cases, 
IFEA memberships. The positive benefits 
have been felt by the thousands of people 
who attend these events.

IFEA member, The Gettysburg Festival, 
has received marketing grants as part of 
this initiative and continues to partici-
pate in the training sessions. Ms. Karen 
Hendricks, their Public Relations Director 
shared that: “Pennsylvania boasts more 
festivals than any other state in the nation, 
and what a joy it is to meet representatives of 
these amazing, diverse and dynamic celebra-
tions. That alone is an invaluable networking 
opportunity, but adding an additional layer of 
practical training seminars tuned to the latest 
trends in the event industry is simply the 
icing on the cake.  The relationship between 
IFEA, the Pennsylvania Department of Tour-
ism and Pennsylvania’s rich treasure trove of 
festivals has resulted in strong festival part-
nerships, more finely tuned festival manage-

ment, and ultimately, higher quality festival 
experiences for all our attendees.”

The 2011 Pennsylvania Festival Market-
ing Training and Grant Program is a 
continuation of the training program 
originally developed by IFEA and the 
Pennsylvania Tourism Department. This 
year’s program includes three, four-hour 
training sessions facilitated by national 
experts in the field of marketing and 
revenue enhancement and a culminating 
seminar and behind-the-scenes experi-
ence at the Gettysburg Festival, which 
takes place in mid-June. This program 
enables the selected festivals to expand 
their marketing impact through coopera-
tive marketing efforts and training.

The goals of this training initiative are to:
Enhance the marketing resources of 
destinations throughout the state
Increase inbound tourism and over-
night hotel stays in Pennsylvania by 
providing marketing grants to Pennsyl-
vania arts, cultural and heritage festivals
Advance festival and event managers 
through professional development.

I have been fortunate enough to have 
been a part of the program since the be-
ginning. Clearly, in these days of increased 
competition for discretionary spending, 
the grants that have been awarded and 
the training programs offered, will enable 
these festivals to market to visitors who 
might ordinarily not travel to their events, 
thereby driving the continued economic 
impact that these festivals have in their 
communities. As the economy continues 
to change, festivals and events need to 
change their business plans and become 
more entrepreneurial in their approach. 
We must show our local communities, leg-
islatures, and governments that we are not 
groups standing in line with our hands 
out for grants, but are rather economic 
engines that bring people to our com-
munities where they spend money. These 
economic challenges extend well beyond 
the borders of the United States and our 
international community will experience 
similar challenges in the future.

Mr. Sloan, who was recently promoted  
to the position of Pennsylvania’s Film 
Commissioner & Cultural Heritage  
Director said, “As we come to the end our 
first phase MOU between IFEA and its 
commonwealth partners, department of 
community and economic development and 
Pennsylvania Council on the Arts, we are 
excited about a renewed effort and expanded 
collaboration.  Development and growth  

•

•

•

of the initial partnership has led to a  
collaboration with Pennsylvania Downtown 
and Temple University to combine the  
resources of festivals and their Main Street 
and Elm Street partners to leverage resources 
and expand audience development and 
outreach. The core of this is training and 
certification that insures best practices and 
the highest quality of delivery of front line 
experiences for the commonwealth’s citizens 
and their visitors.” 

Another participant in the training and 
grant initiative has been the Mayor’s Office 
of Special Events in Lancaster, Pennsylvania. 
IFEA member and Director of the office, 
Jennifer Baker, says, “The training seminars 
that I have attended through IFEA and the 
Pennsylvania Department of Tourism have 
been exceptional.  The education I receive al-
lows me to keep current with industry trends 
and learn best practices from our industry’s 
experts.  I’m able to take away so many ideas 
that I can incorporate into our events at the 
City of Lancaster and also meet fantastic 
people who will be a continual resource for 
me for years to come.”

Clearly, training and development 
have an important role in the growth and 
sustainability of our industry. In challeng-
ing economic times, our first reaction is to 
eliminate or downsize the programs. The 
Pennsylvania model has taken a very differ-
ent approach, one which other states and 
international governmental agencies can 
learn from. As times get tougher, we need to 
learn how to work smarter, how to develop 
new coalitions and partnerships, how to 
maximize our strengths and how to prove 
to others our economic impact. I encourage 
you to explore the many educational op-
tions that are available to you, whether this 
means pursuing a CFEE certification, devel-
oping an economic impact study, bringing 
an IFEA seminar to your city, attending the 
IFEA International Convention, participat-
ing in a webinar, or taking advantage of 
any of the training opportunities that the 
IFEA has to offer. Now is not the time to 
bury our heads in the sand because of the 
economy; now is the time to change our 
standard operating procedure and become 
more aggressive in building our skills. If 
you’re not growing – you’re wilting!

Ira L. Rosen; CFEE	is	the	Director	
of	IFEA	North	America	and	Associate	
Director	of	New	Business	Develop-
ment	for	the	IFEA.	Ira	can	be	reached	
at:	ira@eolproductions.com

	Summer	2011						 IFEA’s ie: the business of international events	 3�



In life and in sales, we are only as good 
as our last “homerun.” Last year’s suc-
cesses will not sustain us financially and 
last year’s sales success will not automati-
cally propel us into a profitable new year.

As you achieve sales success, whether 
you are focused on sponsorship, atten-
dance, food and beverage or other sales, 
below are 8 tips to assist you in hitting 
the ball out of the park!

1.Who’s On First? 
Sales 101 is focused on finding the right 

contact, which is easier said than done. 
There will be several people who position 
themselves as the decision maker. These 

When	major	league	players	begin	a	new	
baseball	season,	they	are	future	focused.
	
In	reflecting	on	their	past	season,	they	will		
review	their	successes,	losses	and	needs		
for	improvement.	There	is	no	benefit		
to	dwelling	on	what	“could	have	
been”	as	disappointments	of	
the	past	season	cannot	
be	changed.

people are usually very knowledgeable 
and excited about their company. Ask 
them for their insight and assistance as 
you navigate towards the right player. 

For instance, if you have reached the as-
sistant of a company that you would like 
to partner with, ask questions about the 
company. Perhaps they can connect you 
to the sales and marketing department 
which is where you really want to make 
contact. If you sell hospitality packages as 
part of your sponsorship proposals, ask 
the assistant if the sales department takes 
clients to sporting events, theatre, or din-
ner functions. Invite the assistant (in ad-
dition to managers he or she has referred 

you to) to your venue to experience what 
you have to offer.

Additionally, you will have clients who 
depart from their company. Stay in touch 
by adding them to your complimentary 
ticket list and welcome them to your hos-
pitality tent. Ask them to bring someone 
who could be a potential client. Stay in 
touch with people when you no longer 
“need” them. 

2.Choose Your Pitches
You are not going to hit all the balls 

pitched to you. 
Do your best to identify the right client 

for your product or service. What other 

By	Gail	Lowney	Alofsin

Hit	the	Ball	Out	of	the	Park!
8	Tips	to	Your	Sales	
Success!
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events or venues are they working with? Is 
this company located in your geographic 
area? Are they sponsoring “like” events in 
your area. 

Another item to consider is whether 
the product you have identified is one 
that will enhance your event. If they do 
not have a cash budget, are there things 
that they can provide that are “in kind” 
and budget relieving? A few examples 
would include catering, hotel rooms, 
restaurant gift certificates, outerwear, and 
transportation?

In kind, budget relieving sponsors and 
products should be welcome assets in 
your sales plan.

3. Strike!
No is not next! A prospective client’s 

“no” may be a “not now, please call me 
again.” Do your best to turn a potential 
client into a viable client.

Now that you have taken the time to 
identify a prospect, invite them to your 
event and introduce them to the product 
or service that you sell. Add them to your 
prospect list. Invite them to experience 
your product. Welcome them when they 
arrive at the main gate and offer excellent 
hospitality. 

4. First Base – The Proposal  
is Sent!

Your proposal has been sent and you 
have had an excellent meeting with your 
prospect, how are you going to stay top 
of mind?

Pay attention on first base while you 
look ahead to home plate and create your 
action plan to get there. Set goals. There 
is interesting research from the American 
Society for Training and Development 
(ASTD) as follows: 

25% of people who decide to set a 
goal, achieve their goal. 
40% of people achieve their goal when 
they create a deadline.
50% of people achieve their goal when 
they have an action plan.
65% of people achieve their goal when 
they commit to someone else.
Your goal should include a follow-

up plan for the potential client. Set a 
deadline with the client and create an 
authentic sense of urgency. While you 
are waiting to hear from that client, keep 
cultivating the “pipeline of possibility” of 
new clients.

•

•

•

•

Be committed to the team and to “the 
game.” Often it may mean enlisting 
the assistance of colleagues or external 
professionals. Make sure that all of the 
stakeholders have their eye on the ball.

5. Second Base
The sale is just the beginning. Once the 

agreement is signed, the real work begins. 
We have all witnessed sales people who 
receive the contract and disappear. This is 
not a time to be Houdini! As a sales pro-
fessional, make sure your agreement out-
lines all expectations. If the client is new 
to sponsorships or experiential marketing 
platforms such as yours, create an action 
plan for their success. This can be from 
the simplest of items (correct logo in high 
resolution) to nearby and reasonably 
priced accommodations, assistance with 
staffing and your awareness of additional 
sales opportunities for your client.

6. Third Base – Activation!
Advance promotion and event activa-

tion is where the client will achieve the 
benefit from your event. If the activation 
is successful and your client achieves their 
objectives in partnering with you, there is 
a good chance of the sale being renewed. 
With activation, you are staring at home 
plate and running as fast as you can to 
score that run! Make sure that the other 
teammates involved know their roles and 
assist you with that final sprint. 

A few suggestions for successful activa-
tion include keeping your operations and 
other team members updated on items 
they need to know to ensure your clients 
success. Coordinate the “simple” details 
– where to park, where their clients will 
park, entrance tickets sent in time, hospi-
tality tent invites, and other things to do 
in your city.

7. The 7th Inning Stretch
Sometimes we get stuck. When this 

happens, take a break. Live in your song, 
put your IPod on and sing out loud to 
“Sweet Caroline” or “Take me out to the 
Ballgame.”

We all have different energy levels, 
talents and skills. Ask for help, don’t take 
on every single task by yourself. Ask for 
assistance from co-workers, your team, 
and interns. Delegate what can be del-
egated, whenever possible so you can stay 
focused on home plate and more runs.

Share ideas and best practices with 
events colleagues that you have met at the 
IFEA (International Festival and Events 
Association) or regional IFEA affiliate 

conferences. Listen to webinars and visit 
the websites of other festival and events. 
Call your counterparts and suggest an 
idea exchange. The events business is very 
friendly and as long as you share valuable 
and interesting information, people will 
want to assist you. Learn from listening 
to others.

Stand up, stretch, smile and get your 
MOJO back! You can do it!

8. It’s a Home Run!
Whether you arrive at home plate 

through a series of hits or a grand slam 
home run, you and your partner will 
both feel good about the event when it 
is a win –win- win. This means a win for 
your client, a win for you and a win for 
the attendee, who is a customer for both 
of you.

You cannot thank your sponsors 
enough, thank you notes are crucial and 
event gifts (t-shirts, hats, bags) are always 
appreciated. When you mail the items to 
your clients with your event recap reports, 
I suggest mailing enough for everyone on 
their team. Never underestimate the value 
of a free t-shirt! In regard to your recap 
reports, you can never include enough 
photos, especially photos of your clients 
enjoying their time at your event. One of 
our clients from a national wine compa-
ny informed us that the photo album we 
sent with her fulfillment report was the 
best event recap she had ever received. 

So get your glove out and get up to bat! 
Create your own blueprint for success 
and hit the ball out of the park!

As	the	Director	of	Corporate	Partner-
ships	for	Newport	Harbor	Corpora-
tion	in	Newport,	RI,	Gail	steps	up	to	
bat	with	the	intent	of	hitting	the	ball	
out	of	the	park	with	every	corporate	
client	she	works	with.	She	inherited	
a	department	well	into	the	red	and	
has	increased	corporate	sponsorship	
over	5700%	in	addition	to	using	her	
entrepreneurial	skills	to	create	signa-
ture	events	on	the	Newport	water-
front.	Gail	will	be	the	first	to	tell	you	
it’s	a	team	effort,	a	lesson	that	she	
is	reminded	of	frequently	by	her	son,	
Sam,	a	left	handed	pitcher.	For	more	
information,	email	gailalofsin@yahoo.
com	or	call	401-640-4418.
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THE BOARD TABLE

and to strengthen partnerships with governments, tourism 
agencies, sponsors and more. If you’re not already consider-
ing entering the IFEA World Festivals & Event City Award for 
2011, I encourage you to consider entering your city in this 
new award program. 

An alarming trend among many U.S. States I’ve noticed 
this year, is to cut marketing and advertising funding to State 
Tourism Agencies. I can’t quite understand the logic involved in 
cutting funds to an industry that generates so much return on 
investment. However, as state tourism agencies lose advertising 
dollars to market destinations, the importance of festivals and 
events in showcasing destinations increases. We all know the 
value and importance of festivals and events, but do our local, 
state and national leaders? The IFEA can be a valuable resource 
for economic impact data, for education and training and for 
recognition. Be sure to take advantage of these benefits.

As you read this, summer is now upon us. I hope the summer 
season brings better weather conditions to all our festivals and 
events. Spring was tough for many communities across the 
United States. Our thoughts and prayers go out to the people in 
communities that were destroyed by tornados and where flood-
ing forced several major festivals to have to move locations days 
or hours before events. It’s not an easy task to move a festival, 
but again it speaks volumes to the importance of events on a 
community. The event industry is rallying around these com-
munities to hold fundraising events to help rebuild what was 
lost, and we’ll be there to help these communities in celebra-
tion when the task of rebuilding is complete. 

Returning to our Board Meeting held this past April, the 
IFEA is pleased to welcome two new members to the IFEA 
World Board: Guy Laflamme, Vice President, Capital Experi-
ence, Communications & Marketing at the National Capital 
Commission in Ottawa, Canada and Cindy Lerick, Executive 
Director at Cultural Festivals, in St. Louis, MO. Both were 
elected to new terms and bring considerable experience and 
knowledge to the table. I am confident that they will be valu-
able additions to the board. Additionally, the board is excited 
for the “Fund For The Future” campaign which is moving 
forward with the full support and participation from both 
the IFEA World Board and the IFEA Foundation Board. If you 
too would like to show your support, please consider making 
a contribution to the “Fund For the Future” campaign. For 
more information on the ‘Fund For The Future Campaign’ 
please contact the IFEA office or just stop one of the IFEA 
Board or Foundation Board Members in the hall at the IFEA’s 
56th Annual Convention & Expo this October 3-5, 2011 and 
they’ll be happy to share some information with you! I wish 
you a safe and successful summer event season and look 
forward to seeing you all in Fort Worth soon! 

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

The board last met in April of this year, in Louisville, 
KY in conjunction with the Kentucky Derby Festival’s 
“Thunder Over Louisville” fireworks extravaganza event. 
On behalf of the board, I want to say thank you to Mike 
Berry and the entire Derby Festival team and to Doug 
Taylor and the Zambelli Fireworks family for the gra-
cious hospitality extended to us in Louisville. If you have 
not been to “Thunder,” be sure to put it on your list of 
must attend events. I have seen plenty of great firework 
shows over the years, but nothing compares with the 
“Thunder Over Louisville” experience. It was, truly, an 
experience! Even more so, a destination experience that 
draws visitors from near and far. On my flight from 
Atlanta to Louisville, I overheard a young lady across the 
aisle from me telling the stranger next to her that she was 
coming from Florida to see the “Thunder Over Louis-
ville” show. For 20 minutes or more, two strangers talked 
about fireworks and events that they had attended. What 
a great testament to the power of festivals and events.

We all know festivals and events drive tourism and 
economic development. But sometimes we all need a 
little help in blowing our own horn regarding quantifi-
able economic impact to our communities. And what 
better source for that information than the global leader 
in festivals and events, the IFEA’s cost effective economic 
impact studies. If you have not looked into this program 
with the IFEA, I highly recommend it. Additionally, the 
IFEA World Festival & Event City Award, created last year, 
is also an excellent way to showcase the value, contribu-
tions and impact that events have on a destination. Re-
cipients from the inaugural year have used their award to 
highlight the significance of events on their communities 

Greetings	from	the	
IFEA	World	Board	

of	Directors!	
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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.



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

THE FOUNDATION

foundations can accomplish. Whether the founda-
tion is instrumental in providing grant money totaling 
thousands of dollars for a charitable cause, or simply 
donating toys to a less fortunate child, every act is 
equally important.

If I may speak from first-hand experience, the past 
year has been particularly gratifying for the Kentucky 
Derby Festival Foundation. Founded in 1998, the 
501c(3) KDF Foundation receives and manages chari-
table contributions on behalf of the Kentucky Derby 
Festival, Inc. (a 501c(4) organization), its supporters 
and the general public. The Derby Festival’s Marathon 
and miniMarathon road races have long been utilized 
by runners to raise money for charities through indi-
vidual pledges. In 2007, the Festival Foundation cre-
ated an online Charity Module to assist organizations 
in raising money for their various worthy causes. The 
KDF Foundation established criteria for these groups  
to be recognized as Official Charity Partners of the 
races and Foundation board members and volunteers 
were assigned as liaisons to help coordinate the fund-
raising programs of these partners. Eighteen Charity 
Partners participated in the program in 2011, raising 
a combined $392,711 for their respective causes. That 
total is nearly $150,000 more than was raised the pre-
vious year. Derby Festival Foundation board members 
are buoyed by this success and are working hard to 
expand the reach of the program through increased 
fund-raising, additional charity partners and greater 
Foundation involvement.

The KDF Foundation’s race Charity Module is just 
one of many examples of how a non-profit foundation 
can make a real difference in the lives of those who 
need help the most. I encourage you to explore dif-
ferent ways in which your organization could benefit 
from a foundation – current or new – and how it can 
become more involved in reaching out to members 
of the community who may not think about a festival 
or special event as an avenue to provide assistance. I 
can tell you from first-hand experience that to hear the 
personal stories from those who have been helped by 
charitable outreach is a reward in itself. Here’s wish-
ing you and your foundation the best of luck in these 
trying times. And please continue your support of the 
IFEA Foundation. Your involvement has never been 
more important!

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

With the economy still sputtering, the role of 
not-for-profit charitable foundations has never 
been more meaningful. The IFEA Foundation 
fulfills it mission through a variety of industry edu-
cational programs and publications, the provision 
of scholarships and technology training services. 
These are all important efforts to support the 
growth and professionalism of the special events 
industry. At a local level, foundations affiliated 
with individual organizations can make a real im-
pact on their communities by helping to identify 
specific needs and finding the means to address 
them. The tangible results generated by charitable 
foundations help to foster good will and can serve 
as incentives for individuals and companies to 
offer additional assistance. There will always be a 
need for the work of these foundations, no matter 
their mission.

As we catch our collective breath following an-
other frenetic Kentucky Derby Festival, I’m remind-
ed of a quote that helps put things in perspective: 
“We make a living by what we do, but we make a 
life by what we give.” We can keep that message in 
mind when it seems as though our efforts might go 
unappreciated – both on a personal and profes-
sional level. It’s the smallest acts of kindness that 
are remembered most and that’s just what our 

The	Importance		
of	Foundations



Register Early for the 
56th IFEA Annual Convention & Expo…

and Avoid Having 
to Sleep Here!

See You in Fort Worth, Texas, U.S.A., October 3-5, 2011*
*CFEE Certification Classes Offered September 30th – October 2nd, 2011

International Festivals & Events Association

This looks a lot cozier doesn’t it? Make your plans now to stay at the heart of the 
IFEA Convention Headquarters - the Worthington Renaissance Fort Worth hotel in 
downtown Fort Worth, TX - and avoid having the added expense of a taxi each day, 
or the worries of missing a valuable IFEA educational session or event because you 
were staying at a different hotel! But don’t delay, ensure you get your choice of room 
accommodation by making your hotel reservation today!

For hotel reservation and convention information, go to: www.ifea.com and select 
the 56th Annual Convention & Expo button on the front page.

IFEA	•	2603	W.	Eastover	Terrace,	Boise,	ID	83706,	U.S.A.	•	Phone:	+1-208-433-0�50	•	Fax:	+1-208-433-�812



2011 started off on a busy and inter-
national note, with the heads of eight of 
Edinburgh's major festivals flying to India to 
meet artists, thinkers, producers, cultural or-
ganisations and government agencies to talk 
about deepening our relationship with India 
and explore programming for the festivals in 
2012 and 2014, when Edinburgh’s Festivals 
plan to capitalise on the enormous benefits 
associated with the London 2012 Olympic 
and Paralympic Games and the 2014 Com-
monwealth Games in Glasgow. Meanwhile, 
back in Edinburgh, our Festivals Edinburgh 
marketing team has been talking to inter-
national broadcasters about extending their 
Olympics coverage to Edinburgh. 

As we moved from meeting to meeting 
in Dehli and from industry briefings to 
appointments with government officials 
(with the invaluable support of the Brit-
ish Council I should add) I took a mo-
ment to reflect on how far we'd come as a 
collective of festivals. We are reaching out 
to each other, and onto the world in ways 
we would not have previously imagined. 

It all started in January 2007, when the 
festivals employed me two days a week to 
tackle what they had identified as a seri-
ous challenge - to maintain their position 
as a pre-eminent Festival city in the face 
of galloping competition from emerg-
ing festival cities around the world. (The 

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

Edinburgh, Scotland
Judges Selection for Most Outstanding Global Entry – Population 100,000 to 500,000

CONGRATULATIONS	TO	

RECIPIENT

???? 

development, and have set up the Edin-
burgh Festivals Innovation Lab. In the true 
nature of our own pioneering model, the 
Lab is a place where our twelve festivals 
work together to develop and prototype 
solutions that use digital technology to 
improve the festival experience for audi-
ences, artists and the festivals themselves.

 All of the work we do is about ad-
ditionality and opportunity: delivering 
projects that could not be realised inde-
pendently, due to capacity or resource, or 
that are best approached as a collective or 
driven by collective ambition and vision, 
exploiting the full strength of Edinburgh’s 
combined festival muscle. 

 Our collaborative methodology is 
rigorously structured and essentially un-
derpinned by communication. Our work 
requires constant dialogue, robust research, 
vigorous debate and transparent approval 
and decision-making processes. Festivals 
have the power of veto over any project (that 
is, one of them can halt what we are doing 
for any reason at any time) and this has 
been critical to building trust and owner-
ship. Accountability is paramount to our 
Festivals Edinburgh team; we always operate 
with the understanding that the twelve 
individual festivals we work with must 
embrace the projects we are working on and 
contribute to their evolution and success.

Far away from home, India was a great 
opportunity to reflect on just how innova-
tive this collaboration has been, and how, 
in many ways, we are only at the tip of the 
iceberg. Our Directors were promoting 
their individual festival programmes to a 
host of Indian partners, agencies, artists 
and decision-makers, yet doing so as a 
delegation, in the context of an over-arch-
ing cultural diplomacy strategy that they 
themselves had agreed and devised. They 
were promoting Edinburgh’s Festivals as a 
whole, but in a way that didn’t homoge-
nise the appeal of their events, but rather 
made it clear that Edinburgh is so much 
more than the sum of its parts.

January brought a taste of what a busy 
year we have ahead of us, as we talk to 
producers, artists and governments from 
various countries around the world about 
programming for the Edinburgh Festivals 
in 2012. As the world’s elite and emerging 
athletes flock to London for the London 
2012 Olympic and Paralympic Games, we 
aim to welcome the world’s emerging and 
leading artists in Edinburgh too. Being able 

report that examined these threats was 
aptly named ‘Thundering Hooves’). 

 Now, four years on, our turnover has 
increased from £30,000 to over £1m per 
annum and our team has grown to eight 
staff, all working directly with our festival 
colleagues to devise and implement 
major collaborative projects that develop 
audiences, deliver growth and help the 
Festivals remain competitive.

We are an ongoing experiment, but one 
that is deeply rooted in this historical, 
breathtaking city of Edinburgh, in Scot-
land itself, and in the cultural and cre-
ative history that our festivals have built 
over 60 years. That is why we continuous-
ly seek the support and weave the strate-
gic objectives of our funding partners into 
our plans – the Scottish Government, the 
City of Edinburgh Council, EventScot-
land, Scottish Enterprise and Creative 
Scotland. We are sharing our plans with 
VisitScotland and the marketing body set 
up to promote the city of Edinburgh, so 
that together, we can achieve more. 

We have expanded on our initial 
remit and developed additional areas of 
cross-festival collaborative working that 
are key to the growth and sustainability 
of an event that attracts four million at-
tendances year-round. We're looking at 
environmental sustainability, professional 
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Sydney winning the 2010 International 
Festivals and Events Association World 
Festival and Event City Award has proven 
a positive and profile-raising prospect 
for Sydney as an international event city. 
Sydney received the award for world’s 
best city in the over 1 million popula-
tion category last year at the inaugural 
IFEA 2010 World Festival and Event City 
Awards in St. Louis, Missouri.

News of the award in Sydney and 
Australia was received with high praise 
and pride across many industries and 
individuals, with the New South Wales 
Government, industry leaders and media 
strongly promoting and acknowledging 
the win since the announcement of the 
award last September. 

The former Premier of New South 
Wales, Kristina Keneally, embraced the 
news that Sydney had received the award 
in media interviews, press releases, 
speeches and in numerous addresses in 
Parliament.  Throughout her term in of-
fice, the Premier highlighted the achieve-
ment as an important acknowledgement 
of Sydney’s recognition as a global city 
and the best city in Australia and the 
world for events.  

Sydney, New South Wales, Australia
Judges selection for Most Outstanding Global Entry – Population Over 1 Million 

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

This endorsement has continued with 
our new Premier Barry, O’Farrell and 
Minister for Major Events, George Souris 
– having a Minister for Major Events is 
indicative of the importance events play 
in our State’s profile!

Since the initial announcement, the 
award has been regularly mentioned in 
a variety of media releases and media 
opportunities, further supporting the 
promotion of Sydney as a truly successful 
international events city. The award has 
also been used to support Sydney’s strong 
events line-up through its inclusion in 
event bidding documents by Business 
Events Sydney and Events New  
South Wales.

CONGRATULATIONS	TO	

RECIPIENT

Sally Edwards accepts the award for the City of Sydney, New South Wales, Australia.

A recent example of how the award  
has been used was in March this year 
when Sydney was announced as the  
host city for the Netball World Cham-
pionships which will be held in August 
2015. The win is a true accomplishment 
for Sydney, with the championships  
set to draw crowds of interstate and  
international visitors and will again  
endorse Sydney’s ability as to host  
major international events. 

Most significantly the award was used 
extensively in a recent events market-
ing campaign, ‘It’s ON.’ The campaign, 
launched at the end of 2010, ran across 
television, print, radio, online and out-
door media. Central to the messaging of 
the campaign has been the IFEA World 
Festival and Event City Award.  

The ‘It’s ON’ campaign is bold and 
vibrant and promotes the iconic exclusive 
events on offer in Sydney and New South 
Wales to local, interstate and interna-
tional audiences. 

The IFEA World Festival and Event City 
logo was used in all our marketing and 
advertising collateral and on ‘It’s ON’ 
billboards in locations across Sydney, 
Brisbane and Melbourne airports wel-
coming or encouraging visitors to come 
and experience the world’s best festival 
and event city. 

In Melbourne, a rival event city to 
Sydney, the billboards had a particularly 
strong impact where they generated buzz, 
discussion and media coverage.   

The IFEA logo is proudly located on 
the homepage of the Events New South 
Wales website along with a copy of the 
successful bid document. http://www.
eventsnsw.com.au/home.aspx 

The New South Wales Government and 
Events New South Wales will continue to 
promote Sydney as the IFEA 2010 World Fes-
tival and Event City now and into the future.   

Welcome to the World’s  
best festival and event city

eventssydney.com
in sydney 2011
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In Ottawa, the approach of autumn 
brings bright ochre and red hues on 
maple trees, beautiful sunsets, colder 
nights and the wrap-up of the summer 
event and festival season.

Last year, it also brought to Ottawa a 2010 
IFEA World Festival and Event City Award!

Last September, during the 55th IFEA 
Annual Convention in St. Louis, Missouri, 
USA, the City of Ottawa was named the 
top North American entry in the 500,000 
to one million population category.

As Canada’s capital, the City of Ottawa 
offers a unique and distinct experience 
to festival and event organizers. Anyone 
planning, organizing or attending an 
event or festival has a myriad of orga-
nizations working together to make the 
process seamless, efficient and successful. 

“Festivals, fairs and special events have a 
tremendous positive impact on our commu-
nity. Each year, our city hosts over 200 events 
that contribute greatly to Ottawa’s cultural, 
social and economic well-being,” said Jim 
Watson, Mayor of the City of Ottawa. 
“The partnerships amongst our events in-
dustry serve as examples of sharing common 
goals and working hard and harmoniously to 
achieve them. The IFEA Award is a signifi-
cant achievement for the City – the opportu-
nities that arise from this award will open the 
door for future opportunities of leading the 
way, learning and sharing with other cities.”

Collaboration and strong ties amongst 
the many industry organizations in Ot-
tawa were the driving forces behind the 

application process to IFEA and the award 
itself. An inclusive process led by Ottawa 
Festivals, the application was developed 
with input and support from the City of 
Ottawa Economic Development Branch, 
the City of Ottawa Cultural Funding, the 
City of Ottawa Event Central Unit, the 
National Capital Commission (NCC), 
Ottawa Tourism, and approximately 20 
presenting organizations (members and 
non-members of Ottawa Festivals).

“We saw the IFEA World Festival and 
Event City Award as an ideal opportunity to 
highlight the combined efforts of the numer-
ous organizations and volunteers that work 
together to support the more than 200 festi-
vals and events that take place in Ottawa,” 
said Barb Stacey, Executive Director, Ottawa 
Festivals. “Continuing with that spirit, it is 
our hope that this award will be the catalyst 
for an improved environment where we will 
see even tighter relationships with the City, 
and an increased number of partnerships and 
collaborations between partner organizations. 

The City of Ottawa’s Event Central – a 
single point of contact for festival and 
event organizers to obtain permits, support 
and assistance –liaises with Ottawa Festi-
vals, the NCC, the Ottawa-Gatineau Hotel 
Association (OGHA), Ottawa Tourism, and 
many other industry organizations.

The 2010 IFEA World Festival and Event 
City Award has meant an affirmation to the 
event industry that the partnerships and ties 
forged, and the support and collaboration 
shared have paved a path that will continue 

to expand on this tradition of excellence.
“One of the reasons that we, as an indus-

try, have been so successful is because of our 
close relationship with the City of Ottawa 
– and we look forward to continuing to work 
together to strengthen the festival, special 
event and fair industry so that it benefits our 
community through improved quality of life 
and economic activity,” said John Brooman, 
President, Ottawa Festivals.

Meanwhile, many of the City’s industry 
partners have been readying for this year’s 
events and festivals by celebrating the 
accomplishments of 2010 and looking 
forward to even greater success this year

“The National Capital Commission is 
delighted to see Canada’s Capital recognized 
by the International Festivals and Events 
Association with this prestigious award,” said 
Guy Laflamme, Senior Vice-President, 
Capital Experience, Communications and 
Marketing, NCC. “Premiere Canadian cel-
ebrations allow residents and visitors to better 
understand the importance of the Capital as a 
gathering place for celebrations, commemora-
tions and learning. Promoting public activities 
and events in the National Capital Region 
serves to enrich the cultural and social fabric 
of Canada, and fosters pride in Canadians.”

Summer months in the City of Ottawa 
bring out the best the city has to offer. 
While our winter and winter celebrations 
are renowned, it is during the summer 
months that residents, visitors and volun-
teers come out in huge numbers to support 
the majority of the city’s special events. 
Collaboration is a theme that extends not 
only to those in the event industry itself, 
but to everyone in our community.

"Being named an IFEA World Festival and 
Event City is a true honour for Ottawa,” said 
Noel Buckley, President and CEO, Ottawa 
Tourism. “It reinforces what we already know 
at Ottawa Tourism -- that there is always some-
thing vibrant happening here, that visitors have 
a chance to learn, explore, celebrate and com-
memorate when they visit and that our local 
festival community has really raised the bar on 
presenting consistently great events."

As a 2010 IFEA World Festival and 
Event City, our efforts to provide top-
quality events and festivals have been 
put on the world stage, and the City of 
Ottawa welcomes the spotlight. 

“Tourism in Ottawa is gaining momen-
tum, from an already strong base,” said Dick 
Brown, Executive Director, Ottawa Gatin-
eau Hotel Association (OGHA). “A major 

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

Ottawa, Ontario, Canada
Top North American Entry in the 500,000 to 1 Million Population Category

CONGRATULATIONS	TO	

RECIPIENT

Delores MacAdam and Lee Dunbar accept the award for Ottawa, Ontario, Canada.

Continued	on	page	112
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We all love recognition and awards are 
recognition. An IFEA award recognizes the 
excellence of great ideas, smart marketing, 
great design, the unbelievable passion of 
our volunteers and, in our hall of fame, 
outstanding leaders in our industry. 

But, having said that, the importance 
of some awards goes much further than 
recognition alone. And the IFEA World 
Festival & Event City Award is much more 
then recognition. 

After being recognized as the country’s 
#1 festival city for many years, Rotterdam 
felt ready to grow to the next level. We 
wanted to become an international fes-
tival city. We already were home city for 
the world’s biggest indoor jazz festival, 
one of the fastest marathons in the world 
and one of the most respected indepen-
dent film festivals. Other festivals, like 
the Tropical Summer Carnival, our World 
Port Festival, our Classical Music Festival 
and some other festivals become more 
international every year. 

The IFEA World Festival & Event City 
Award was the best possible way too 
compare our festivals and festival infra-
structure with other cities in the world. I 
believe that this award does not only give 
recognition, I also believe that the award 
has the potential to become the ultimate 
international benchmark model for the in-

2010 IFEA WORLD
FESTIVAL & EVENT CITY AWARD

Rotterdam, The Netherlands
Judges selection for Most Outstanding Global Entry – Population 500,000 to 1 Million 

CONGRATULATIONS	TO	

RECIPIENT

Johan Moerman accepts the award for Rotterdam, The Netherlands.

parable cities. A model that helps us to 
improve and to grow with the help of you, 
IFEA members in the rest of the world. 

That does not take away that we cel-
ebrated our award without thinking too 
much about these strategic aspects and our 
future strategy. It was a great recognition 
for what the festival organisers realised 
over many years with the help of the city 
government, sponsors and our loyal audi-
ence. This was the moment to celebrate 
what we build up with festivals, 50 years 
after a war that totally destroyed our inner 
city. All festival organisers in town received 
a letter from the Mayor and a large cel-
ebration cake with the IFEA award logo 
from Rotterdam Festivals. Something that 
was appreciated very much. 

And after celebrating, we started to  
tell it to the world: the logo is and will  
be on every festival brochure, poster and 
festival advertisement all over the coun-
try. It is mentioned in all our mailings,  
on banners and billboards in the city.  
We are sure it will bring us to the next  
level. With the help and support of IFEA 
and all its members we’re aiming to  
become one of IFEA festival & event  
cities of the universe! 

dustry. A model in which we can compare 
all aspects of our festival infrastructure 
with the infrastructure in other, com-



Canadian Urban Winter 
Festivals Coalition

In 2005, Jean Pelletier, General Man-
ager of Québec Winter Carnaval/Carnaval 
de Québec, invited three other winter 
festivals in eastern Canada to a meeting 
to share information about accomplish-
ments, success stories, challenges, and 
possible ways of collaboration. Ottawa’s 
Winterlude/Bal de Neige celebrations, 
MONTREAL HIGH LIGHTS Festival/Fes-
tival MONTRÉAL EN LUMIÈRE, and 
Toronto’s WinterCity festival participated 
in the inaugural discussions, with Win-
nipeg, Manitoba’s Festival du Voyageur 
invited to join the group in 2007, the 
group’s only member from the Canadian 
prairies. 

Historically, because the dates of the 
five festivals all clustered around late 
January/early February, these urban 
celebrations shared many of the same 
challenges common to outdoor winter 
events, including the challenge of bad 
weather, which usually meant too warm, 
rather than too cold. Today, some six 
years later, the Canadian coalition is one 

of the pioneers of the “sister festival” 
concept and offers a concrete model of 
how to get started.

“Solidarity to Counter 
Hibernation”

The slogan “solidarity to counter 
hibernation” best describes the ways in 
which this coalition changes perceptions, 
according to Guy Laflamme, Senior Vice-
President, Capital Experience, Communi-
cations and Marketing for Canada’s Na-
tional Capital Commission. It addresses 
the issue not only of Canada as being 
inhospitable during this time of year, 
but of the five festivals being in competi-
tion—an erroneous perception, he says, 
initiated by the media in hopes of a story. 
Coalition benefits include marketing, 
media relations, and visitor experiences.

 
How it Works

Initially, the group decided to focus on 
one target each year, such as cross-promo-
tion, volunteer exchange, and artists’ ex-
change via a program managers’ meeting. 
All the festivals shared similar themes 

(frozen Canadian winter) and could ben-
efit from pro-rating certain expenses and 
pooling knowledge. Accomplishments to 
date include:

Cross Promotion and PR
The coalition annually develops a joint 
promotional piece highlighting each of 
the coalition members’ events and dis-
tributes this throughout each member’s 
market area.

“Le Festival du Voyageur’s partner-
ship in the Canadian Winter Festivals 
Coalition has been important for us,” 
says Ginette Lavack Walters, Executive 
Director of the festival, “in that there 
is very open dialogue and knowledge 
sharing… We also benefit from cross-
promotion – we advertise in each oth-
er’s guides and/or websites. Rather than 
view each other as competition, we see 
an opportunity for collaboration and 
co-opetition. We are not competing with 
each other but cooperating and work-
ing collectively towards providing new, 
better, and exciting winter program-
ming from coast to coast.”

1.

Canadians	Have	a	Well-kept	Secret:	

COLD	IS	COOL
Minus	six	Celsius	(21F)	is	hardly		
a	convincing	motivation	to		
celebrate	outdoors,	but		
more	than	a	million	visitors		
to	Canada’s	Capital	Region		
annually	challenge	that	prejudice	
every	February.	Cold	IS	Cool,	and	
Ottawa’s	Winterlude	celebrations	
are	just	the	tip	of	the	iceberg,		
so	to	speak.	Another	four	urban	
winter	festivals	from	the	provinces	of	Manitoba,	Ontario,	and		
Québec	ensure	Canada’s	position	as	a	top	winter	tourism	destination.

SISTER CITIES: 
CANADA’S	URBAN	WINTER	FESTIVALS	COALITION

By	Charlotte	J.	DeWitt,	CFEE
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Jean Pelletier of Québec Winter 
Carnaval agrees. “The first step is that 
you must be open-minded. The group 
must believe they can help each other, 
while still recognizing that there is a 
certain degree of competition. Compe-
tition is healthy,” he says, “but it is the 
combination of competition and co-
operation that creates this new energy, 
co-opetition.”

The coalition has a particularly 
strong commitment to helping each 
other in times of crisis. When the 
weather was too warm for Ottawa’s 
Winterlude in 2007, Québec City’s 
Carnaval helped with public relations, 
letting representatives of Winterlude 
walk in their parade and giving them 
a booth during Carnaval for displaying 
promotional materials.

In return, when an international 
newspaper published an unflattering 
article about Québec Winter Carnaval, 
Winterlude helped improve the public 
relations and set the record straight. 
Toronto’s WinterCity festival invited 
Québec Carnaval’s mascot “Bonhomme” 
to make a guest appearance during the 
festival—a striking visual presence, to 
say the least.

 In 2011, the coalition will collec-
tively seek potential in-kind support 
from the Canadian Tourism Commis-
sion (CTC), working with Greg Klassen, 
VP of CTC Marketing, for online joint 
promotion. The collaborative effort 
proposes to produce video footage 
on all winter events so the Tourism 
Commission could sell an itinerary to 
prospective foreign visitors.

Volunteer Exchange/ Staff Exchange
Whether paid staff or volunteer, 
the exchange of personnel between 
festivals can offer enhanced learning 
opportunities as well as a subtle way 
of rewarding hard-working people.
Ottawa’s Guy Laflamme contacted 
Michel Labrecque, then director of 
Festival MONTRÉAL EN LUMIÈRE, to 
arrange a joint staff meeting between 
the two festivals. Montreal had a well-
established reputation for its culinary 
events, and Ottawa was hoping to de-
velop a “Taste of Winterlude” compo-
nent. The visit, according to Laflamme, 
gave Ottawa three to four years of 
what would have been trial and error 
learning in two hours. The results this 
year were spectacular: a Winterlude 

2.
•

•

opening night dinner featuring Master 
Chef Michael Smith’s interpretation of 
Canadian maritime seafood, held in 
the architecturally magnificent Musée 
canadien des civilisations / Canadian 
Museum of Civilization.
These efforts are not one-sided. Qué-
bec Winter Carnaval hosted Chile one 
year as a visiting country. When Chile 
reciprocated with its own invitation, 
Pelletier checked out the gastronomy 
in Chile for Montreal’s Labrecque, 
compiling a report listing restaurants, 
chefs, and contact information. This 
resulted in Montreal’s inviting Chile 
as an official guest in 2008.
All five festivals invite each other’s 
directors and appropriate board or 
political/tourism representatives 

•

•

SISTER CITIES: 
CANADA’S	URBAN	WINTER	FESTIVALS	COALITION

By	Charlotte	J.	DeWitt,	CFEE

Continued	on	page	53
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Carnaval de Québec 
Jan.	28-Feb.	13,	2011	
(Jan.	27-Feb.	12,	2012)
International	ice	carving	competition,		
canoe	races,	carnaval	parade,	ice	palace.
«	Bonhomme	»	is	a	traveling	ambassador	
to	other	coalition	festivals.
Jean Pelletier, General Manager
T:	+1	(418)626-3716	x	243		
F:	+1	(418)626-7252
www.	carnaval.qc.ca
Jean.Pelletier@carnaval.qc.ca

Bal de Neige/Winterlude, 
Ottawa-Gatineau 
Feb.	4-21,	2011	
(Feb.	3-20,	2012)
Rideau	Canal	Skateway,	the	world’s	
largest	skating	rink.	Ice	carvings,	snow	
sculptures,	snow	slides,	winter	sports,	
arts	and	culture,	culinary	events,	science	
and	technology.
Guy Laflamme, Senior Vice-President, 
Capital Experience, Communications 
and Marketing 
National Capital Commission
T:	+1	(613)	23�	5474
F	:	+1	(613)	23�-5188
guy.laflamme@ncc-ccn.ca
www.canadascapital.gc.ca/winterlude	

WinterCity, Toronto  
Jan.	28-	Feb.	10,	2011		
(Jan.	27	-	Feb.	�,	2012:	Winterlicious;	
WOW	series	to	be	confirmed.)	
Typical	signature	events:	Wild	on	Winter	
(WOW!)	featuring	large	scale	spectacle	
performances,	the	Warm	Up	series	with	
producing	partners	across	the	city,	and	
Winterlicious	"prix	fixe"	fine	dining.	Ice	
sculpting,	skating	parties,	and	spectacu-
lar	aerial	acrobatics.	2011:	Nathan	Phil-
lips	Square	under	construction;	limited	
programming.	2012:	Select	signature	
events,	including	Winterlicious.
Julian Sleath, Programming Manager 
- Special Events Economic Develop-
ment & Culture
City	of	Toronto
T:	+1	(416)	3�5	024�
F:	+1	(416)	3�5	0278
	www.toronto.ca/special_events/

Festival MONTRÉAL EN LUMIÈRE / 
MONTREAL HIGH LIGHTS Festival 
Feb.17-27,	2011	
(Feb.	16-26,	2012)
One	of	the	largest	winter	festivals	in	the	
world.	Gourmet	dining,	superb	entertain-
ment,	White	Night/Nuit	Blanche,	and	
citywide	multimedia	illuminations.
Jacinthe Marleau, Executive Director
T:	+1	(514)	288-1424	x	5528
F:	+1	(514)	525-8033
Jacinthe.Marleau@equipespectra.ca

Festival du Voyageur
(Winnipeg, Manitoba)
Feb.18-27,	2011	
(Feb.	17-26,	2012)
Western	Canada’s	largest	winter	festival;	
celebrates	Canada’s	fur	trading	past	and	
unique	French	culture.	Snow	sculptures,	
snow	shoe	races,	world’s	largest	kitchen	
party.	
Ginette Lavack Walters, Executive 
Director
T:	+1	(204)237	76�2	x	236
F:	+1	(204)233-7576	
www.festivalvoyageur.mb.ca
glavack@festivalvoyageur.mb.ca

MEET THE SISTERS
Canadian	Urban	Winter	Festivals	Coalition
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to visit as VIPs. Seeing is believing, 
and it builds stronger ties.

Artists’ Exchange 
While block-booking international 
performers, chefs, and ice sculptors is an 
obvious benefit to Canadian coalition 
members, on a larger scale, developing a 
fluid relationship with embassies world-
wide is critically important. Any inter-
national exchanges require visas. In this 
respect, as Canada’s capital city, Ottawa 
is the logical place to develop these rela-
tionships, since virtually every country in 
the world maintains an embassy there.  

Knowledge Sharing 
Cold-weather construction and safety 
tips, resource-sharing regarding snow 
and ice sculptors, dog sledding how-
to’s, and eco-friendly ideas are all gen-
erously shared amongst the partners.

Future Initiatives
Improved methodology for  
conducting surveys
Over the years, traditional ways of 
estimating attendance have been inac-
curate. The Urban Winter Festivals 
Coalition hopes to develop a more ro-
bust methodology to do more reliable 
estimates across a multitude of sites on 
a multitude of days, working with IFEA. 
Ideally, one survey form could be de-
veloped for use by all five festivals, and 
possibly could be shared with other 
IFEA members at a future date.

Green Events
Carbon neutral events are of prime 
importance to the coalition, and 
particularly to the National Capital 
Commission in Ottawa, whose goal is 
to achieve this for all its events in the 
capital region by 2013. To be explored: 
the idea of certification as an eco-re-
sponsible event. “Greening” strategies 
are shared amongst coalition members, 
including using less voltage, encourag-
ing public transport, eliminating Sty-

3.

4.

1.

2.

rofoam, and using recycled Christmas 
trees as outdoor décor, later converting 
them to woodchips to use as mulch.

Joint sponsorship initiatives 

“Block-booking” performers, sculp-
tors, artisans and pro-rating costs 

An International Winter Festivals 
Coalition
In 2010, Québec’s Pelletier went to Hwa-
cheon, Korea, and Harbin, China, both 
famous for their winter festivals. The 
three festival directors signed a Memo of 
Understanding to create the first major 
International Winter Festival Coalition 
based on the model of the Canadian 
Urban Winter Festivals Coalition. 

In January 2011, Hwacheon hosted 
the group’s first symposium, where 
Québec Winter Carnaval’s immediate 
past-president gave a presentation on 
the financial basis of Québec Carnaval. 
In turn, Pelletier invited a delegation 
from Hwacheon to be official guests 
as a featured country at Québec Winter 
Carnaval this past February 3-7. In 
December 2011, two representatives 
from Québec Winter Carnaval will make 
a research trip to Harbin, China, as 
guests of its Ice and Lantern Festival. 
Pelletier hopes to add Saporo, Japan, to 
the international coalition in 2011.

Sisters: Getting Started
Building a successful sister festival 

coalition requires two critical ingredients: 
patience and trust. Guy Laflamme says 
such an undertaking relies on relation-
ships of key individuals. “If we didn’t 
have a degree of trust and friendship,” 
he says, “it wouldn’t happen. We don’t 
hesitate to share statistics, sponsorship 
information, and other key areas of 
knowledge, but first, you must start with 
a micro-relationship.”

Thérèse St-Onge, President of IFEA 
Canada and formerly the NCC’s Senior 
Project Manager for Events and Celebra-

3.

4.

5.

tions, agrees. “Trust is the key word. Start 
by trying to host affinity groups, such as 
arts or sporting groups, at each festival. 
Do reciprocal promotion of each others’ 
festivals. Don’t be afraid to share your 
dreams and visions.”

Over a period of time, rather than the 
festivals’ copying each other, membership 
in the coalition has given them an oppor-
tunity to ensure they do different things 
and, at the same time, are linked together.

Each of the five coalition members 
appoints one representative to attend the 
annual coalition meeting, this year held 
April 18th in Montreal. The responsibility 
of hosting the meeting is rotated amongst 
the members on a five year cycle. Ideally, 
each coalition representative is the director 
of his respective festival, which contributes 
to the efficiency of these annual meetings 
and over time, builds the strong micro-re-
lationship recommended by Laflamme. 

“It’s important to be realistic,” says 
Laflamme, “so that participating in the 
coalition doesn’t become a burden. Our 
goal is to take ‘baby steps’ with simple, 
actionable items, and to share informa-
tion. From there, anything is possible in 
this sister festival relationship.”

SPECIAL THANKS TO THE  
FOLLOWING CONTRIBUTORS:

Thérèse St-Onge, CFEE
President,	IFEA	Canada

Daniel Baldacci, President
IFEA	Latin	America
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Scenes of the Edinburgh Festivals.	
She	consults	worldwide	on	festival	
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More than improving my English,  
these exchanges gave me the opportunity 
to experience another culture and a new 
way of life, living with families that I 
adopted as if they were my own, although 
I had never seen them previously.  
After that, my parents also welcomed 
several students from other countries to 
Brazil and since then I have been a fan of 
exchange programs because they presup-
pose a partnership for improving both 
sides, not with money, but with what  
each one has to offer for the betterment 
of the other.

However, in the festival industry, except 
for some occasional initiatives, the prac-
tice of exchange is still little exercised. 
We are still at the point where the most 
common way of getting new ideas is by 

traveling, spying, copying, and trying to 
adapt ideas, solutions, and attractions 
into our own festivals.

This is the usual way of “exchange,” 
but the scope and the results, while they 
don’t end in disappointment, are not 
always what was expected. Why? Because 
simply visiting a festival, reading a book, 
or attending a lecture is not enough to 
guarantee the success of adopting the 
ideas found there. We always spend more 
time and money than expected, not to 
mention stumbling on the rocks along 
our way, the obstacles that nobody taught 
us how to avoid.

With this in mind, in 2005, at the IFEA 
Convention in San Antonio, I first intro-
duced the concept of “Sister Festivals,” a 
program that could stimulate and facili-

tate the exchange of ideas, resources, vol-
unteers, professionals, media, attractions, 
and expertise among events worldwide. 

Over the years, IFEA World and its 
global affiliates and members have of-
fered exchange opportunities through 
various Behind the Scenes programs, and 
IFEA affiliates in Latin America, Korea, 
China, Ireland, and Africa have signed 
Memos of Understanding, basically com-
mitting to working cooperatively with 
each other.

However, despite the increasing num-
ber of such initiatives promoted by IFEA’s 
global affiliates, they are not enough to 
meet the growing demand from hun-
dreds or thousands of events everywhere 
seeking exchange opportunities to help 
improve their activities.

I	was	fifteen	years	old	when	 I	 left	São	Paulo,	Brazil,	 to	study	 in	
Michigan,	 USA,	 through	 an	 internship	 program	 called	 Youth	 for	
Understanding.	The	experience	was	great	but	short,	 lasting	only	
six	months,	so	I	signed	up	again	and	returned	at	age	seventeen	to	
graduate	in	California.

I	was	fifteen	years	old	when	 I	 left	São	Paulo,	Brazil,	 to	study	 in	
Michigan,	 USA,	 through	 an	 internship	 program	 called	 Youth	 for	
Understanding.	The	experience	was	great	but	short,	 lasting	only	
six	months,	so	I	signed	up	again	and	returned	at	age	seventeen	to	
graduate	in	California.

SISTER	FESTIVALS:		
THE	CONCEPT	AND	BENEFITS

by	Daniel	Baldacci,	President,	IFEA	Latin	America
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So again, in 2010, during the Industry 
Compass panel moderated by Charlotte 
DeWitt at the IFEA’s 55th Annual Conven-
tion & Expo in Saint Louis, MO (USA), 
I re-introduced the idea, which was ap-
proved by those participating in the group. 
As a result and as requested, IFEA World 
has created the new affinity group on its 
LinkedIn page, called IFEA SISTER FESTI-
VALS EXCHANGE PROGRAM.

It is the first step to gather festivals and 
events that wish to establish partnerships 
and exchange opportunities with similar 
events around the world, including ideas, 
volunteers, professionals, media, or even 
performers and attractions.

OK, now the program exists, so events 
like yours can take advantage of it. Join 
the group, read the benefits and tips be-
low, and make your way to success with 
your future Sister Event. Good Luck!

The Sister Festivals  
Benefits & Tips

Here are some examples of possible 
benefits you can get with a Sister Festival 
partnership, once you provide compara-
ble opportunities for your partner event.

1Media & Communication Exchange 
Your event could be announced as a 
“Sister Event” for free in all com-

munications and advertising of its sister 
events, such as press releases, folders, 
posters, advertisements, and internet, es-
pecially social media and the official web-
site. In return, you would do the same for 
them at your event and that, in addition 
to not costing you anything, could lend 
more prestige to your festival.

2Exhibit and Promotion Exchange 
Imagine your event being show-
cased at other major festivals 

worldwide, just by giving them in return, 
the same exposure at your own event. 
It doesn’t cost much for you to set up 
one more kiosk, stand, or booth in your 
event, but having one at each sister event 
to show your festival to their visitors is 
priceless. 

A promotional example? You could 
send the “queen” of your festival to be an 
attraction at your exhibit at the sister event. 
There she would be welcomed by the other 
festival’s queen in a festive meeting that 
catches the attention of the visitors and the 
media regarding your event: Which festival 
does she comes from? While she is there pro-
moting your festival, you could get sponta-
neous media and comments worldwide in 
YouTube, blogs, etc. As an alternative, you 
could exchange official character mascots 
with the other festival, interjecting a bit of 
humor in the process.

3Attractions Exchange & New  
Sponsorship Opportunities 
Festivals and events need to be 

constantly improved with new elements, 
such as performers, attractions, or sub-
events. There is nothing better than add-
ing an international element with unique 
features to attract more visitors and spon-
sors. The best, easiest, and least expensive 
way may be by sharing attractions and 
ideas with your sister festivals. You would 
send an attraction or performers to them, 
and they would do the same for you. Pa-
rades and Mardi Gras-style carnivals often 
do this, sending parade floats or march-
ing bands to appear at sister events.

In addition, many cities, regions, and 
countries desire to show their cultural 
richness in other nations, and your event 
may be a good vehicle for that. Depend-
ing on the attendance and media of your 
event, you may find support and even 
sponsorship in the other country. 

However, to take advantage of this, there 
is a long way to go. If you need to con-
vince authorities and producers of another 
country to support you in any manner or 
find sponsors, there is nobody better than 
your sister event to be your representative. 

4Expertise and Know-how Exchange 
Sister festivals may provide Be-
hind-the-Scenes, backstage-tours, 

seminars, webinars, or specific lectures 
to share expertise that will improve each 
other’s event. In the bargain, partici-
pants get free advice and solutions for 
planning, creating new events, logistics, 
management, internet and social media, 
security, set-up, insurance, sponsorship, 
advertising, promotions, sales, exhibi-
tions, training and other common issues.

5Volunteers and Internship Exchange 
When sister festivals provide housing 
similar to that in the exchange stu-

dents’ programs, they will be able to share 
strategic help from international volun-
teers and other internal staff who had an 
outstanding experience at the sister event.

6Multiply the Benefits 
You may multiply the benefits by 
having partnership relations with 

several sister events simultaneously. There 
are no quantity limits on this. In fact, this 
can be useful because different events 
have different strengths and features that 
you may want to add or share.

But remember: quality first, then 
quantity. So, in this case, the limit is 
how many smooth partnerships you can 
handle without letting your partners 
become upset, feeling abandoned by you, 
no matter the reason: lack of time, staff, 
money, or other priorities. 

7Look Afar 
Your next groundbreaking attraction 
might come from a sister festival 

located on the other side of the globe. 
So do not consider distance as a barrier, 
neither the language. My experience with 
China, Korea, and their amazing festivals 
shows that the costs and complexity due 
to these factors are nothing, compared 
with the benefits of a successful exchange 
experience.

8Don’t Search Only for Famous 
“Sisters” 
Becoming associated with a famous 

event is always good, no doubt. However, 
this doesn’t mean that an event of which 
you’ve never heard is not a good sister to 
your event-- not to mention that some-
times a foreign festival, unknown to you, 
may be unique or more successful in its 
own country than its competitor, from 
the same region, which is well-known 
abroad.

9They Don’t Have to Be All  
International 
You may collaborate with national 

events in the same fashion as with inter-
national sister events. While the inter-
national element can add some unique 
cultural features to your festival, national 
ones may share solutions to challenges 
that you only face in your own country.

10Join IFEA and its Sister  
Festivals Program.  
Joining the IFEA is the fastest 

and easiest way to find your sister festival 
and establish a successful exchange 
partnership, among the many festival 
and event professionals and members 
worldwide. 

Go to the IFEA World LinkedIn  
page, join the group “IFEA SISTER  
FESTIVALS EXCHANGE PROGRAM,”  
and write a post about your event and  
the type of partnership that you either 
offer or would like to find. Also, contact 
IFEA global affiliates for suggestions in 
all regions: Latin America, Asia, Europe, 
North America, Australia, Africa, and 
Middle East. Let them know what you are 
seeking and they will be pleased to help 
you in the process.

Daniel Baldacci, President
IFEA	Latin	America	and		
Baldacci	Events	&	Entertainment	
T:	+55	(71)	7812-7454	
danielbaldacci@yahoo.com.br

SISTER	FESTIVALS:		
THE	CONCEPT	AND	BENEFITS

by	Daniel	Baldacci,	President,	IFEA	Latin	America



56	  IFEA’s ie: the business of international events	 Summer	2011

Based on the model of Tanglewood, 
the summer music festival of the Boston 
Symphony Orchestra (USA), the Winter 
Festival is the biggest and most important 
classical music festival in Latin America. 
Its 42nd edition in 2010 attracted more 
than 70,000 people who watched 84 
concerts in seven different concert halls 
during the whole month of July. Dates for 
2011 are July 2-24.

Even though the festival featured pre-
senting performers from several coun-
tries, the number of foreign visitors was 
lower than could be. 

Since the International Winter Festival of 
Campos de Jordao’s main target audience 
abroad is comprised of classical music 
fans who attend this kind of festival in 
other countries, the ideal would be to 
make a promotional campaign of the 
Brazilian festival at similar events in other 
countries. This is where the IFEA Sister 
Festivals network comes into play. 

Besides the internet, one of the best 
ways to achieve this international market-
ing goal is by using all the attendance 
power of similar events abroad to draw 
attention to the event in Brazil. 

How? First, by setting up exhibits or 
kiosks at the best classical music festivals 
in the targeted countries. The name and 
logo of the Brazilian Winter Festival could 
be inserted into all printed materials 
and websites of these foreign events. It 
could organize a raffle, giving the winner 
a trip to Campos de Jordao’s festival. To be 
eligible, visitors would have to fill out a 
form, which also would help to build a 
foreign database, and so on-- all kinds of 
promotional ideas that would make the 
Brazilian Winter Festival known abroad in 
a short period. 

In addition to exchanging talent and 
performers with other festivals, Santa 

Brazilian	Music	
Festival	Seeks	

Sister	Event	
by	Daniel	Baldacci,	President

IFEA	Latin	America
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A difusão artística é um dos principais pilares que 
norteiam as ações do Festival sob gestão da San-
ta Marcelina cultura, ao lado do aprimoramento 
Artístico-Educacional, Desenvolvimento Social e 
Responsabilidade Ambiental.
Em 2010, foram 84 apresentações no total, com a 
grande inovação de que a programação na capital 
paulista ganhou vez nesta edição, sediando 11 con-
certos e contabilizando 12.401 pessoas nas platéias. 
O interesse de milhares de pessoas mostra que a or-
ganização está no caminho certo com a iniciativa de 
levar o Festival também para espaços fora de Cam-
pos do Jordão.
No total, foram oito palcos espalhados entre as 
cidades de Campos do Jordão e São Paulo, além 
de uma apresentação na Casa da Criança de Cam-
pos do Jordão, com os alunos do curso de iniciação 
musical e inclusão social (v. capítulo 4, pág. XX),
mais exibições ao vivo e gravadas de grande parte 
dos concertos pela Rádio e pela TV Cultura.
O público total do Festival chegou a um número 
inédito, com tantos concertos: foram mais de 84 
mil pessoas nas diferentes plateias do even-
to, certamente animadas pela gratuidade em 39 
eventos, além das ações de oferecimento de in-
gressos gratuitos ou a preços populares (v. pág. 
XX).

Todo ano, a Tom Jobim – Escola de Música do Estado 
de São Paulo abre, no primeiro semestre, inscrições 
para jovens músicos participarem do programa de 
intercâmbio artístico-educacional do Festival de 
Campos do Jordão. Bancas de renomados profes-
sores selecionam os melhores entre os inscritos, 
estudantes e profissionais, para ficarem imersos 
durante todo o mês de julho como bolsistas.
Nesse período do Festival, eles estudam, ensaiam 
e apresentam-se para o público em conjunto com 
os melhores profissionais e acadêmicos do mundo,
experientes na arte da música de concerto.

Capítulo 3

núcleo de intercâmbio 
artístico-educacional

180 bolsistas

17 bolsistas estrangeiros

28 artistas ofereceram 38 master classes e 3 palestras

63 músicos residentes como professores

26 músicos residentes estrangeiros

Participantes de 18 diferentes países

Mais de 20 mil horas-aula

21 apresentações de professores residentes e/ou bolsistas

71 palestras de formação de público

Em 2010, foram selecionados 180 bolsistas para 
a imersão com 63 músicos profissionais de alto 
nível. No total, eles tiveram mais de 20 mil horas 
de trabalho duro entre master classes, aulas indi-
viduais, ensaios e estudos no Preventório Santa 
Clara, em Campos do Jordão.
É uma experiência única, que faz com que cada um 
retorne a suas escolas e orquestras com o apren-
dizado dos 30 dias. Essa é uma das vertentes que 
faz com que o nome do Festival Internacional de 
Inverno de Campos do Jordão seja a maior refe-
rência em ensino musical da América Latina.

The	International Winter 
Festival of Campos de 

Jordao,	Brazil,	is	a	good	
example	of	a	potential		

Sister	Event.

Marcelina Cultura, the non-profit organi-
zation which produces the Winter Festi-
val, could share its expertise in conduct-
ing music education and social inclusion 
programs for 8,000 “at risk” students who 
live in the vulnerable suburban areas of 
São Paulo. 

Is this a very difficult and expensive 
process? Not at all if there is a sister  
festival partnership with similar events 
that, in return, will get the same  
benefits from this great Brazilian event. 
And remember, Brazil’s winter is the 
northern hemisphere’s summer!

Santa	Marcelina	Cultura-Festival	
Internacional	de	Inverno	de	Campos	
do	Jordao
Paulo	Roberto	Ferraz	von	Zuben,	
Executive	Manager
Largo	General	Osorio,	147
Luz-	Sao	Paulo	CEP	01213-010
Brazil
T:	+55	11	3585	�888
F:	+55	11	3585	�888
Desenvolvimento@santamarcelina-
cultura.org.br
www.festivalcamposdojordao.org.br
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SISTER	FESTIVALS:	EUROPE
NICE	AND	VIAREGGIO

By	Charlotte	J.	DeWitt,	CFEE
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So close are these ties that this year  
both Nice and Viareggio celebrated the 
150th anniversary of the unification of It-
aly, honoring the Italian patriot they both 
claim: Giuseppe Garibaldi, who was born 
in Nice. Many of the parade floats in Nice, 
such as cartoonist Chad Crowe’s Fellini, 
pay tribute to this Franco-Italian connec-
tion, while the Viareggio parade featured 
papier-mâché treatments of Garibaldi  
shaking hands with Vittorio Emanuele,  
the first king of a unified Italy.

In terms of spectacle, the two parades 
are the foremost examples of their kind in 
Europe: three- and four-story tall, me-
chanically sophisticated floats, topped with 
caricaturized sculptural elements symbolic 
of their cultural views. Nice offers tongue-
in-cheek commentary on tourists and iconic 
Nice symbols in traditional garb. Embracing 
new technology and materials, this year’s 
King Carnaval float by the Povigna atelier 
was the tallest ever built in the history of 
Nice Carnaval. In keeping with the 2011 
theme King of the Mediterranean, schools of 

colorful inflatable fish “swam” through the 
skies above the parade route. 

 
Two Carnivals, Two Different Styles

In Viareggio, Italy, the carnival arts follow 
traditional lines, perpetuating the old ways 
of construction and artistic decoration. As 
many as 300 costumed, choreographed par-
ticipants ride on the floats with additionally 
themed revelers dancing before and after the 
floats as they go down the streets. 

In terms of satire, no politician, Italian, 
American, or otherwise, is spared. 

This year, Italy’s Prime Minister Silvio 
Berlusconi was the focal point of the 
prize-winning float entitled ReXpubblica by 
Alessandro Avanzini-- a leering, decaying, 
dinosaur skeleton decorated with clip-
pings from newspapers (of which he owns 
many). It is debatable whether this is an 
improvement over his 2010 appearance 
as Edward Scissorhands, signifying Italian 
views on his cutting education and social 
benefits. In either instance, the message is 
the same: Italians have had enough.

For over 138 years, two Mediterranean 
events have maintained close ties due  
to their commonality as major European 
carnival celebrations with highly skilled 
artisans.

The carnival parades of Nice, France, 
and Viareggio, Italy, have many similari-
ties beyond being two sisters “of a certain 
age.” Both take place in the three weeks 
leading up to the Christian observance 
of Lent, although Viareggio’s parade is 
only on Sundays. Parade floats in both 
Nice and Viareggio are well-known for 
their sculptural elements using what is 
described as “the plastic arts” of papier-
mâché, although Nice builders now use a 
light-weight sculptural substitute instead 
of the traditional paper paste. In subject 
matter, both parades make extensive use 
of satire, but Niçoise satire comes from 
the commentary and float designs of 
political cartoonists, while Viareggio’s 
perspective is more typically an exposé of 
the darker side of politics, religion, envi-
ronmental issues, and life itself.

SISTER	FESTIVALS:	EUROPE
NICE	AND	VIAREGGIO

By	Charlotte	J.	DeWitt,	CFEE
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 On a second float, U.S. President Bar-
rack Obama wields his wand as an 18M 
(59’)-high vaudevillian magician orches-
trating the performances of oversized 
papier-mâché “big heads” (grosses têtes) 
depicting the likes of Germany’s Angela 
Merkel, Britain’s David Cameron, and 
Iran’s Mahmoud Ahmadinejad. Overhead, 
oil-drenched doves of peace circle the float 
with weapons of mass destruction in their 
talons, while an armed Arab symbolizing 
terrorist Osama Bin Laden (symbolically 
very much on Obama’s mind) waves a 
replica of an AK-47 from Obama’s top hat. 

The float’s name? Barack-adabra and the 
Great Circus of Fleas. The implication, ac-
cording to Alessandro Santini, President of 
Fondazione Carnevale di Viareggio, is that 
Obama surely must be a magician to deal 
with all the global problems he has been 
handed. “Yes We Can,” proclaims the but-
ton on his chest. It is one of the few floats 
with a positive, albeit satirical message.

 
Sisters

Nice and Viareggio have maintained a 
congenial relationship for more than a 
century, visiting each other’s parades and 
exchanging artistic ideas and techniques.

Nice regularly sends VIPs and tourism 
officials, as well as float designers and 
marketing people, to visit other carnivals 
and, in reciprocation, welcomes to Nice 
those carnival parade organizers such as 
Jean Pelletier from Carnaval de Québec  
in Canada. 

According to Isabelle Billey-Quéré, 
Press Service Supervisor for Nice Tour-
isme, Nice officials have “sister festival” 
relationships not only with Carnevale di 
Viareggio, but also with carnivals in Rio 

sister festival relationships ensure that its 
programming is always new and vibrant. 
Next year’s theme: King of Sport, in honor 
of the 2012 Olympics.

There are many different “families” one 
can create with a sister festival network, 
whether that is carnivals and parades, 
winter festivals, music festivals, or water 
festivals. The first step is to reach out via 
IFEA’s Sister Festival LinkedIn network. 
Long before the days of internet technol-
ogy, the Pasadena Tournament of Roses 
Parade connected with Nice Battle of 
Flowers in 1890, followed by San Anto-
nio’s Battle of Flowers Parade in 1891… 
just imagine if they had had LinkedIn!

de Janeiro, Brazil; Sousse, Tunesia; Kobe, 
Japan; and Barranquilla, Columbia, to 
name but a few.

Like many parades, Nice also regularly 
invites international performing groups 
to participate in their carnival parade.

 With a €6 million (US$8.7M) budget, 
the city of Nice enjoys a €35 million 
(nearly US$51M) economic impact and a 
90% occupancy rate of its hotels, rising to 
100% over the carnival weekend dates. Its 

It’s a Date!
IFEA hosts a LinkedIn site for Sister 
Festivals. The IFEA SISTER FESTI-
VALS EXCHANGE PROGRAM’s 
purpose is to encourage global 
festival exchange opportunities. 
Those interested can join this pro-
gram to exchange ideas, resources, 
volunteers, professionals, attractions, 
media, and expertise with events 
around the world.

How does it work?

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

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

There are subgroups for discus-
sions, members, jobs, etc.

1.

2.

3.
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As a twenty two year member  
of the IFEA, and having seen 
the results first-hand of a long 

association with the International  
Festivals and Events Association, I 
would like to extend to you a personal 
invitation to come to Fort Worth, Texas 
this October 3-5th, 2011 for the IFEA’s 
56th Annual Convention & Expo.

Joining together with a matrix of 
award-winning festivals and events 
throughout the Metroplex such as 
Mayfest here in Fort Worth, Grapefest 
and Main Street Days in Grapevine, 
the Wildflower Music and Arts Festival 
in Richardson and the Taste of Addi-
son in Addison, the red carpet will be 
extended for you. 

The five-star Worthington Renais-
sance Hotel, our host hotel, is unsur-
passed in the quality of its service and 
amenities, and Sundance Square has 
more restaurants, shopping and night-
life experiences than you can enjoy in 
a lifetime, much less a week. You can 
get everywhere by walking, or taking 
our new, “Molly the Trolley” service, 
connecting all parts of Downtown. 

Known as the City of Cowboys and 
Culture, we invite you take time to 
visit the Cultural District with three 
world-class art museums, or the His-
toric Stockyards and get a taste of the 
Old West. And yes, you’ll see long-
horns too, twice each and every day 
of the year.

You’ll leave with not only a wealth 
of information, but also with Texas-
size memories! 

We’re working closely with the IFEA 
and fellow Metroplex IFEA members to 
present a convention program you won’t 
soon forget. Great venues. Fabulous 
speakers. Superb networking. And fun.

So, Y’all come on down to North 
Texas, and to Fort Worth - Where the 
West Begins. We’re looking forward to 
seeing you!

Jay Downie, CFEE
Director, Events

Downtown Fort Worth, Inc.
Downtown Fort Worth Initiatives, Inc.

DEAR	FELLOW	IFEA	MEMBERS:
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The IFEA understands that Return-On-Investment (ROI) is and 
should be a primary consideration of every leader – events, 
sponsors, municipalities, tourism organizations and others. 
With that at the forefront of our minds and conversations, we 
have designed the 56th Annual IFEA Convention & Expo to 
provide the highest level of return possible, from every angle 
– time, resources, information, creativity and access to the 
strongest network of professionals in our global industry.
Whether you are a first-time or a long-time IFEA Convention 
& Expo attendee, it won’t be difficult to recognize our new 
and expanded opportunities for networking; our all-inclusive 
registration, with no separately-ticketed events; our conve-
nient, centrally-located Fort Worth destination (host of Super 
Bowl XLV) with event programming designed around easy in-
and-out travel schedules; tremendous hotel values for both 
single and double occupancy options; convenient access to 
professional certification courses prior to the official start of 
the convention (as your schedule may allow); and much more, 
including a plethora of educational sessions and ready ac-
cess to IFEA Expo vendors and suppliers, convention speak-
ers and other global industry leaders, who, together, are the 
foundation of the IFEA experience.

THE CONVERGENCE OF  

PEOPLE, ART AND BUSINESS

There are three parts to every successful festival 
and event: art (creativity), business (operations) 
and people. Without understanding all three, 
and how they cross over, intertwine and weave  
continually together to create the final product, 
one may as well resign themselves to mediocrity. 
To focus on only one or two components of the 
three, is not enough. While you may create an 
effective illusion, the true power of possibility 
is not released until all three converge; a point 
where ideas and conviction join together and 
start to become reality.

We invite you to join us at that point of convergence: The 
56th Annual International Festivals & Events Association 
(IFEA World) Convention & Expo. Where global industry lead-
ers come together to share their creativity, best practices and 
a world of experience. Where geographic and virtual barriers 
are erased. Where new conversations result in new possibili-
ties and unlimited opportunities.
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“The best events in the world are  

those that are built on a model of  

creativity, good business, and  

interconnected relationships. Where 

those three converge, there is little 

that cannot be achieved.”



PROFESSIONAL 
   EDUCATION

For 56 years the IFEA has provided the very 
best in professional education; a tradition that 
continues in Fort Worth. The IFEA prides itself 
on providing up to 90% new topics and speakers 
each year, insuring that attendees at all levels 
- first-timers and repeat attendees, new to the 
industry or seasoned professional - can all find 
the answers and creative new ideas that you 
are looking for. A sampling of this year’s topics,  
presented by the top leaders in our industry, 
include*, among others:

(* subject to change)

Sponsorship/Revenues
The Southwest Difference: Sponsorship Done Right
Reality Sponsorship - What's It Really Take to Seal the Deal?
Viva la Difference: Two Styles to Sponsorship Sales
10 Ways to Snap Out of a Sales Slump 
The New World of Merchandising for Festivals: On-Site; 
On-Line; and In-Store
Fully Connected: Anatomy of a Successful Sponsorship
10 Critical Things that Your Sponsorship Success Depends On
Show Me the Money: Maximizing Non-Sponsorship Revenues
"Signed, Sealed, Delivered, I'm Yours": 7 Customer  
Service Insights for Sponsorship Success
High Interest Returns: The New View from Bank Sponsors

 
Technology, Creativity and Innovation

Today's Online Event Marketing or "Hey, Baby, What's  
Your QR Code?"
Delivering the World to Your Attendees: The Value and 
‘How-To’ of International Tributes at Your Event
Sponsorship Revenue, Promotions and Increased Event 
Attendance…There's an APP for That!  
Designing Festivals Like a Theme Park: Controlling  
the Event Experience
Speed Meeting: Growing Your IFEA Professional Network 
Firsthand

•
•
•
•
•

•
•
•
•

•

•

•

•

•

•

THE CONVERGENCE OF  

PEOPLE, ART AND BUSINESS
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Squeezing Success Out of a Grape Market
Engaging Children at Your Event
Social Media Campaigns for Festivals & Events
Off the Shelve Software to Manage Your Event
The Art of Keeping Your Event Fresh and Creative 

Operations
Volunteer Management: Assessing the Key Elements of 
Your Volunteer Program
The Current Threat Level is Orange? Contingency Planning 
and Risk Analysis Workshop for Events
The Top 10 Things That You Can Do to Help Control Your 
Insurance Costs
Operations ‘Open Mic’: Peer to Peer Input and Solutions for 
Any Operational Event Question
Inside Perspective: The MAIN ST. Fort Worth Arts Festival
Staying in Tune with the Live Entertainment Market
Volunteer Management: Navigating Communication Chaos
'Significant Others': Maximizing the Parks and Event  
Relationship
The New DHS Protective Measures Guide for the U.S. 
Outdoor Venues Industry
Inside the Insurance Fine Print: What You Really Need to 
Protect Against
Explosive Success: Using Fireworks to Maximize Any Event
The Powerful Partnership Between Events and Police 

Marketing, Branding and Media Relations
Defining Events: What Makes Your Event Attractive to  
Media Sponsors
Industry Focus: New Efforts to Define Accurate  
Attendance Counts
Building a Festival Brand
Build It and They Will Come – How to Get Bus Tour  
Groups to Your Event
Hand-in-Hand: The Marketing Partnership Between  
CVB's and Events
Driving Tourism in the New Economy
How to Create Media Hype Around Your Event
Successful Radio Partnerships in an iTune World
Using Events to Leverage a Message

•
•
•
•
•

•

•

•

•

•
•
•
•

•

•

•
•

•

•

•
•

•

•
•
•
•

The Changing Face and Challenges of Tourism
Tracking & Protecting Your Event History
Strengthening the Brand through Year-Round &  
Community Outreach Programs 

Leadership & Management
Creatively Never Doing the Same Thing Once
Industry Compass: A Look at Global Trends, Issues and 
Opportunities
The Dirty Dozen of Poor Governance: Overcome These 
Common Mistakes to Improve Board Governance
Hosting America's Largest Sporting Event
Event - City Partnerships: Best Practices from the 2010 
IFEA World Festival & Event Cities 
The Next Frontier for Special Events
Little Town, BIG Results
Effective Budgeting for Your Event 
China Rising: Using Festivals and Events to Build & Drive 
Tourism in Shanghai
Building a Long-Term, Financially Healthy Event Organization
Middle of the Road: A Generational Conversation About the 
Past, Present & Future of the Festivals & Events Industry
Everyone Hates Lawyers Until You Need One - Legal  
Basics101 for Festivals & Events
The Over / Under Bet on the Future of Events in the  
New Economy
Live from Your Neighborhood: The NEA Study of Outdoor 
Arts Festivals
On the Shoulders of Experience…Lessons on Leading & 
Learning
Lessons Learned Living and Working on the Fringe 

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

Macy*s Thanksgiving Day Parade and Annual Events
Memphis in May International Festival
Shanghai Tourism Authority, China
Houston Livestock Show and Rodeo

•
•
•

•
•

•

•
•

•
•
•
•

•
•

•

•

•

•

•

•
•
•
•

PROFESSIONAL 

   EDUCATION

Continued from last page
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"We can't solve problems by using the same kind of thinking 
we used when we created them." 

Albert Einstein

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

Southwest Airlines
Edinburgh Fringe Festival
Derby Festival
AT&T Cotton Bowl
National Recreation & Parks Association
Walt Disney World
Pai Chai University, Korea
Amica Insurance
MAIN ST. Fort Worth Arts Festival
Skyline Talent & Events
ON THE WATERFRONT
Exelar Consulting
Silver Dollar City / Herschend Family Entertainment
NFL Super Bowl
U.S. Department of Homeland Security
Pasadena Tournament of Roses 
Events New South Wales, Australia
American Bus Association
Portland Rose Festival
CBS-DFW
2010 IFEA World Festival & Event Cities
Haas & Wilkerson Insurance
U.S. Bank
Dorger Executive Consulting
National Capital Commission, Canada
Zambelli Fireworks
Edinburgh Institute for Festival & Event Management,  
Edinburgh Napier University, Scotland
Allstate Arena, City of Hidalgo
Brazilian Festivals & Events Association
Newport Harbor Corporation
Philadelphia Flower Show
Association of Irish Festivals & Events
San Jose Holiday Parade
Las Vegas Events
Grapevine Convention & Visitors Bureau
Norfolk Festevents
Valero Alamo Bowl
IguanaNZ, New Zealand
Fort Worth Star Telegram
Kaliff Insurance

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

•
•
•
•
•
•
•
•
•
•
•
•
•

Creative Strategies Group
Temple University
Rotterdam Festivals, The Netherlands
Orlando Repertory Theatre
Fort Worth Police Department
SunFest of West Palm Beach
National Cherry Festival
JacAPPS/Jacobs Media
Watauga County Tourism Development Authority
International Centre for the Study of Planned Events, 
Queen Margaret University, Edinburgh, Scotland
Prosody Creative Services
Chattanooga Riverbend Festival
Fort Worth Convention & Visitors Bureau
TRS – The Registration System
National Endowment for the Arts
Entertainment On Location
Texas Travel Industries Association
Allen Consulting
Edgeworks Group
International Events…and More

•
•
•
•
•
•
•
•
•
•

•
•
•
•
•
•
•
•
•
•
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“AFFINITY GROUP” SESSIONS 
IFEA convention attendees have a unique opportunity to 
share “common ground” with your professional peers, while 
discussing current trends and issues during our popular 
“Affinity Group” Sessions, (Monday, October 3rd, 3:30 p.m. 
– 5:00 p.m.) including those for:

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

Bring your questions and input to these valuable open topic 
exchange sessions, scheduled early in the convention program 
to allow the opportunity to expand your conversations beyond 
the sessions.

•
•
•
•
•
•
•
•
•

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

Panel Presentations
Industry Compass: A Look at Global Trends, Issues, and 
Opportunities
Event - City Partnerships: Best Practices from the 2010 
IFEA World Festival & Event Cities
Driving Tourism in the New Economy
Defining Events: What Makes Your Event Attractive to 
Media Sponsors

•

•

•
•

SPECIAL FOCUS 

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

Jean McFaddin
President

McFaddin Associates, LLC;
Past Producer of the Macy*s Thanksgiving Day Parade for 25 Years

Middle of the Road: A Generational Conversation About the 
Past, Present & Future of the Festivals & Events Industry
Viva la Difference: Two Styles to Successful Sponsorship 
Sales
Operations ‘Open Mic’: Peer to Peer Input and Solutions 
for Any Operational Event Question
On the Shoulders of Experience…Lessons on Leading & 
Learning
Staying in Tune with the Live Entertainment Market

“Leading Edge” Roundtable Sessions
Our re-imagined “Leading Edge” Roundtable Sessions are 
scheduled as an innovative and creative start to the opening 
morning of the convention (7:00 a.m. – 8:00 a.m.). Designed 
to keep everyone aware of the latest products, services, re-
sources and trends, in a more informal back-and-forth conver-
sational / Q&A format, topics will be available on-line at www.
ifea.com as they are finalized. From marketing to operations 
to technology and more, join your professional peers on the 
“Leading Edge”. 

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

OPENING MORNING BREAKFAST RECEPTION
The 56th Annual IFEA Convention & Expo officially opens on 
Monday morning, October 3rd. From 8:00 a.m. - 9:00 a.m. 
you’re invited to our Opening Morning Breakfast Reception 
in the Grand Ballroom Foyer. Get your day and the convention 
off to a great start by connecting with old friends and new from 
around the world, before enjoying our Convention Opening and 
Keynote Speaker.

•

•

•

•

•

FIRST-TIMER’S CONVENTION COMPASS
Before you hit the ground running, stop by to meet some of the 
IFEA Staff and Board on Monday morning during our “Leading 
Edge” Roundtable Sessions (7:00 a.m., just prior to the con-
vention's official Opening Morning Breakfast Reception) at our 
‘First-Timer’s Convention Compass’ table. We look forward to 
welcoming our first-time convention attendees and to sharing 
some valuable tips and advice on how to maximize your con-
vention experience. 
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 SPECIAL FOCUS 

      OPPORTUNITIES

CONVENTION OPENING AND KEYNOTE SPEAKER
The Art, Business and People of the Festivals and Events 
Industry converge for the 56th Annual Convention Opening 
and Keynote Presentation:

“Creatively Never 
Doing the Same 

Thing Once” 
Gene Columbus
Former Manager of Entertainment  

Staffing, Walt Disney World

Executive Director,  
Orlando Repertory Theatre

Author, The Complete Guide to  
Careers in Special Events

Among the icons at Walt Disney World, Gene Columbus, the 
resort’s much beloved former manager of entertainment staff-
ing for 38 years, is as much a legend for his storytelling abili-
ties as for his interviewing techniques. And with a background 
that runs from theatre to movies to theme parks and events, 
he has lots of stories and lots of lessons from along the way to 
share. Come join us for a special morning with a very special 
friend to our industry.



   CELEBRATING SUCCESS &       ACHIEVEMENT 

IFEA / HAAS & WILKERSON 
PINNACLE AWARDS
Join us as we put a memorable cap on the first day of the conven-
tion (Monday, October 3rd) with the most anticipated event of 
the year. The IFEA / Haas & Wilkerson Insurance Pinnacle 
Awards pay tribute to both creativity and excellence in multiple 
categories, from marketing and merchandise; operations and 
sponsorship; to the coveted Grand Pinnacle Award. This is the 
Academy Awards Ceremony for the festivals and events industry. 
The IFEA / Haas & Wilkerson Insurance Pinnacle Awards, 
recognizing festival and event excellence for 17 years, are proud-
ly sponsored by IFEA Association Partner Haas & Wilkerson 
Insurance. Don’t miss this unopposed special event as we all 
wait to hear… “And the Pinnacle Award goes to…”.

(Note: The IFEA/Haas & Wilkerson Insurance Pinnacle Award final entry 
deadline is July 18th. For more information go to www.ifea.com.)

Celebrating and recognizing the outstanding 
achievements of friends and peers, while expanding 
our creative horizons, is a big part of what makes 
the IFEA Annual Convention both valuable and 
memorable. As we celebrate our own 56th edition 
of the IFEA Convention & Expo we are pleased to 
continue raising that experience to new levels.

“There are three responses to a new  
idea – yes, no, and WOW! Wow is  

the one to aim for.”

Milton Glaser
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   CELEBRATING SUCCESS &       ACHIEVEMENT 

IFEA HALL OF FAME  
AWARDS LUNCHEON 

There are few things that mean more than being recognized 
by your professional peers. Don’t miss the 2011 IFEA Hall of 
Fame Awards Luncheon (Monday, October 3rd), sponsored 
by Kaliff Insurance, as we pause to pay tribute to the people 
who have made/make our industry great and continue to light 
the way through their commitment and creativity.

Join your global peers as we:
Award the 2011 IFEA / Zambelli 
Fireworks Volunteer of the 
Year Award, recognizing the 
contribution of all volunteers to 
the success of our events;
Recognize the Recipients of our 
2011 IFEA World Festival & 
Event City Award; and
Pay tribute to the 2011 IFEA 
Hall of Fame Inductee, the 
highest honor bestowed in our field, in acknowledgment of 
their tremendous dedication to and impact on the festivals 
and events industry.

For entry details for these awards programs go to www.ifea.com

•

•

•
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INFORMAL 

   GATHERINGS

One of the best parts of any professional  
convention is the chance to spend some  
dedicated time with friends and peers, recon-
necting, looking ahead, planning that next great 
idea, sharing a laugh, a challenge, or a special 
memory. The IFEA 56th Annual Convention & 
Expo provides plenty of opportunities for those 
special informal gatherings.

FORT WORTH: COWBOYS AND CULTURE AWAIT
Sunday evening, prior to the start of the IFEA Convention, is 
free for attendees to enjoy Fort Worth while networking with 
your professional peers. A plethora of restaurants, entertainment 
and shopping, served-up with a large portion of world-famous 
Texas hospitality, are calling you to explore this safe, friendly and 
truly remarkable city. Plan ahead to meet up with old friends and  
new in the dfest® / Dixie Flag Event Services Team Hospi-
tality Suite between 6:00 and 8:00 p.m. before heading out to 
explore all that Fort Worth has to offer. Fort Worth CVB staff will 
be on-hand to make recommendations and get you started on a 
memorable evening.
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    INFORMAL 

      GATHERINGS

“CONNECTIONS CAFÉ”
“Connections Café” is the center of IFEA daytime gatherings 

and this year the Worthington Renaissance ‘Starbucks’ is 
partnering with us to give it even more of a café style 
feeling. “Connections Café” is open every day through-
out the convention, providing coffee and a relaxing at-
mosphere conducive to doing business one-on-one 
or simply catching up with friends. Promoting human 
connections – while cyber ones are accessible here 
too – this comfortable venue is always a popular hang-
out, providing daily schedule updates and announce-
ments, and a chance to strengthen those personal 

connections that are so important to everyone’s suc-
cess. For those who would like more than just a regular 

cup of coffee, Starbucks specialty coffees and drinks will 
be available for purchase and our Fort Worth baristas will 

be happy to help you out!

dfest® / DIXIE FLAG EVENT 
SERVICES TEAM HOSPITALITY SUITE
The dfest® / Dixie Flag Event Services 
Team Hospitality Suite, sponsored by long-
time IFEA supporter dfest®, is as much a 
part of the IFEA Convention as our breakout sessions, and the 
dfest® team looks forward to extending a warm Texas welcome 
to everyone! Open Sunday night (6:00 p.m. – 8:00 p.m.) and 
Monday and Tuesday nights (10:30 p.m. – 2:00 a.m.), the dfest® 
/ Dixie Flag Event Services Team Hospitality Suite provides  
convention attendees with a time and a place to unwind,  
relax and connect outside of scheduled sessions and functions.  
Historically, the dfest® / Dixie Flag Event Services Team  
Hospitality Suite is recognized as the hub of the IFEA’s convention  
networking system.
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ONE-ON-ONE OPPORTUNITIES
The 56th Annual IFEA Convention & Expo offers all attendees the 
unique opportunity, in one place and at one time, to be exposed 
to global industry leaders from festivals and events, large and 
small; tourism organizations; corporate and media representa-
tives; cities and municipalities; academic institutions and more. 

WHO WILL YOU MEET AT THE IFEA CONVENTION?
Seasoned Festival & Event Professionals
Those New to the Festivals & Events Industry 
Festival & Event Board Members 
Key Volunteers
Festival & Event Sponsors/Sponsorship Agencies
Suppliers to the Festivals & Events Industry

•
•
•
•
•
•

Industry Consultants
The Creative Sparks Behind IFEA Award-Winning  
Events & Cities
Tourism Organizations, CVBs, and Chambers of  
Commerce
Municipalities/Parks & Recreation Staff
Educational Institutions/Faculty/Students
Media Representatives
Representatives from Allied Associations
Professional Peers from Around the World
Anyone with an Interest in the Festivals & Events Field

Start building and adding to your professional network today.

•
•

•

•
•
•
•
•
•
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The most successful festivals and events in our 
industry share an important commonality; an 
understanding that the suppliers and vendors 
who support our industry are a critical part of 
keeping our events fresh, dynamic and part of the 
leading edge. They help us build the foundations 
from which to grow our successes.

The IFEA Expo trade show is one of the most important 
components of our convention. Unopposed by any other ses-
sions, so that you can spend your time effectively exploring 
and interacting with the unlimited creativity and possibilities 
that await inside, the IFEA Expo is your key to future suc-
cesses and information. Geared specifically to festival and 
event decision-makers, the IFEA Expo features the most cre-
ative and leading edge ideas, products and services for all 
things imaginable, including: merchandise, insurance, giant 
parade inflatables, parade floats, children’s performers, food 
and beverage products, marketing and web support, fenc-
ing, sponsor gifts, decorations, security, fireworks, lasers, 
university programs, face-painting, sand sculptures, portable 
restrooms, bleachers, entertainment and attractions, ticket 
control, confetti cannons, generators, tents, awards, radios, 
printing needs, sponsorship software and services; credit 
card services, photography, publications, costumed mascots, 
staging, lights and sound, and much, much, more; and usually 
at special convention pricing! Bring your list, your creativity, 
and your challenges and you will find many of your answers at 
the IFEA Expo! (Tuesday, October 4th, 11:30a.m.-2:30p.m.; 
Wednesday, October 5th, 8:00a.m.-10:00a.m.)

   IFEA EXPO: BUILDING   FOUNDATIONS FOR 
        SUCCESSFUL EVENTS 



COWBOYS AND CULTURE  
IFEA FOUNDATION NIGHT PARTY AND AUCTION
On Tuesday evening, October 4th, (7:00p.m.– 10:00p.m.) the 
IFEA Educational Foundation encourages everyone to join 
them, together with our Texas friends, for a very special eve-
ning supporting a very special cause. A night filled with food, 
fun and entertainment, the IFEA Foundation Night Party & 
Auction is a highlight of the IFEA Convention and, best of all, 
it is included in your registration!

The IFEA Foundation plays an important role in helping the 
IFEA to fulfill our educational goals and mission throughout 
the year and the IFEA Foundation Auction allows you to be a 

part of that support, with a unique opportunity to bid on one-
of-a-kind, untouchable packages, including travel, products, 
services, VIP Event Experience opportunities, and much more. 
This is your chance to get some great bargains – for you and 
your event - while supporting a great cause! Mark your calen-
dar now for this very special evening and the largest network-
ing opportunity of the convention! 

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

“Opportunities multiply as 
they are seized.”

Sun Tzu
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   NO HIGHER 

       VALUE 

There is no higher value available in our industry 
today than the IFEA Convention & Expo. Conven-
tion registration provides you with the following 
all-inclusive benefits: All Educational, Roundtable 
and Affinity Group sessions; the Opening Morning 
Breakfast Reception; the IFEA Hall of Fame Awards 
Luncheon; the IFEA/Haas & Wilkerson Insurance 
Pinnacle Awards presentation; the IFEA Expo (in-
cluding Lunch and Continental Breakfast); the IFEA 
Foundation Night Party & Auction; the dfest (Dixie 
Flag Event Services Team) Hospitality Suite; Con-
nections Café/Coffee Breaks; Convention Program 
Book; Session Handouts; and much more.

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

CONVENTION SCHOLARSHIPS

Since its founding in 1993 the IFEA Foundation has provided 
scholarship assistance to nearly 200 students, new profes-
sionals and financially challenged events, allowing them to 
attend the annual IFEA convention, regional training seminars 
and other special programs. Scholarship recipients are able 
to return home with new ideas, information and motivation to 
take their own events and careers to the next level. 

Sixteen IFEA Foundation Legacy Scholarships are available 
each year to those who meet the qualified criteria. If you are 
interested in applying for an IFEA Foundation Legacy 
Scholarship, more information and applications are 
available in the Foundation section of the IFEA home 
page at www.ifea.com. Application deadline for Legacy 
Scholarships is Monday, July 18th, 2011.
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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.
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   RAISE   THE BAR 

CFEE FastTrack© PROFESSIONAL  
CERTIFICATION CLASSES
Sponsored by K&K Insurance, the  
IFEA’s Certified Festival & Event  
Executive (CFEE) FastTrack© program allows festival and 
event professionals to complete their professional certifica-
tion and all required program components in one year and 
at special pricing that represents a substantial savings over 
class-by-class scheduling. 

CFEE classes, a required component toward the achieve-
ment of professional certification, are taught by leading pro-
fessionals in our field and are open to all who desire to attend. 
Three of the six required core curriculum classes are offered 
each year leading into the convention on a rotating basis. 
New 2011 CFEE participants can potentially complete all of 
their required classes, electives, and written/speaking obliga-
tions in time to receive their CFEE Professional Certification 
at the 2012 Convention! And those who started in 2010 may 
be receiving yours in Fort Worth!

The 2011 full-day CFEE seminars include the following:

CFEE FastTrack© – Administration / Management 
Friday, September 30th, 2011; 9:00 a.m. – 4:00 p.m. 
Using the development of a model business plan as a guide, 
this course will explore and reveal the process by which suc-
cessful administration and management programs are de-
veloped. Session attendees will explore the ins and outs of 
managing a board of directors, building an effective leader-
ship and administration team, identifying budget targets and 
making them work, establishing marketing plans, identifying 
competition and establishing a business paradigm that will 
give more "gravitas" to an event-producing organization. 
Instructor: Ira Rosen, CFEE; President            
                  Entertainment On Location

Pre-Convention Education Opportunities

CFEE FastTrack© - Marketing / Media Relations
Saturday, October 1st, 2011; 9:00 a.m. – 4:00 p.m. 
A strong marketing vision, direction, and ultimately a plan is 
essential in the successful promotion of any company’s prod-
ucts or services. This area of instruction is designed to look at 
and provide an overview of marketing and media relations and 
specifically how these functions can be used to the unique 
needs of the festival and special events industry.
Instructor: Becky Genoways, President
      On the Waterfront

CFEE FastTrack© - Sponsorship / Sponsor Service
Sunday, October 2nd, 2011; 9:00 a.m. – 4:00 p.m.
Over the past generation, the sponsorship of festivals and 
special events has evolved from the quasi-donation of money 
by a local business to a sophisticated marketing relationship 
involving the exchange of mutual value. The development of 
a comprehensive sponsorship plan and successful fulfillment 
program involves the coordination of numerous details and the 
working knowledge of a variety of factors. This area of instruc-
tion is designed to cover the fundamentals of sponsorship.
Instructor: Chuck O’ Connor, CFEE; Director of Corporate  
         Partnerships, National Cherry Festival

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

Registration for CFEE FastTrack© Courses are separate from the IFEA's 
Annual Convention Registration, but can be done using the same form.  Please 
contact Bette Monteith at +1-208-433-0950 ext: 2 or bette@ifea.com for 
more information. 

Note: All IFEA training session topics and presenters are subject to 
change.
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* Connections Cafe is open all day during the convention hours for coffee breaks and networking.

SATURDAY SUNDAY MONDAY TUESDAY WEDNESDAYFRIDAYTIME

7:00 a.m.

9:00 p.m.

8:00 p.m.

8:30 p.m.

7:30 p.m.

6:30 p.m.

6:00 p.m.

5:30 p.m.

5:00 p.m.

4:30 p.m.

4:00 p.m.

3:30 p.m.

3:00 p.m.

2:30 p.m.

2:00 p.m.

1:30 p.m.

1:00 p.m.

12:30 p.m.

12:00 p.m.

11:30 a.m.

11:00 a.m.

10:30 a.m.

10:00 a.m.

9:30 a.m.

9:00 a.m.

8:00 a.m.

7:30 a.m.

9:30 p.m.

7:00 p.m.

10:00 p.m.

10:30 p.m.

8:30 a.m.

CFEE FastTrack©

Class

CFEE FastTrack©

Breakfast

Lunch on Own

Leading Edge
Roundtable
Discussions

IFEA Expo
Trade Show
and Lunch

Educational
Sessions

dfest® Hospitality Suitedfest® Hospitality Suite

Free Time

CFEE FastTrack©

Breakfast
CFEE FastTrack©

Breakfast

CFEE FastTrack©

Class
CFEE FastTrack©

Class

Lunch on Own Lunch on Own

CFEE FastTrack©

Class
CFEE FastTrack©

Class
CFEE FastTrack©

Class

Attendee
Free Evening

dfest®
Hospitality Suite

Happy Hour
Welcome

Attendee
Free Evening

Opening Morning
Breakfast Reception

Convention
Opening &

Keynote
Speaker

IFEA
Hall of Fame

Luncheon

Educational
Sessions

IFEA/Haas
& Wilkerson

Pinnacle Awards

Attendee
Free Evening

Educational
Sessions

Educational
Sessions

IFEA
Foundation
Night Party

&
Auction

IFEA Expo
Trade Show

Educational
Sessions

Closing Session
and Speaker

Departure or
Free Time

Attendee
Free Evening

Attendee
Free Evening

Affinity Group
Sessions

CFEE FastTrack©

Class

CFEE FastTrack©

Breakfast

Lunch on Own

Leading Edge
Roundtable
Discussions

IFEA Expo
Trade Show
and Lunch

Educational
Sessions

dfest® Hospitality Suitedfest® Hospitality Suite

Free Time

CFEE FastTrack©

Breakfast
CFEE FastTrack©

Breakfast

CFEE FastTrack©

Class
CFEE FastTrack©

Class

Lunch on Own Lunch on Own

CFEE FastTrack©

Class
CFEE FastTrack©

Class
CFEE FastTrack©

Class

Attendee
Free Evening

dfest®
Hospitality Suite

Happy Hour
Welcome

Attendee
Free Evening

Opening Morning
Breakfast Reception

Convention
Opening &

Keynote
Speaker

IFEA
Hall of Fame

Luncheon

Educational
Sessions

IFEA/Haas
& Wilkerson

Pinnacle Awards

Attendee
Free Evening

Educational
Sessions

Educational
Sessions

IFEA
Foundation
Night Party

&
Auction

IFEA Expo
Trade Show

Educational
Sessions

Closing Session
and Speaker

Departure or
Free Time

EDUCATION          NETWORKING/SOCIAL          CONTINUING EDUCATION          FREE TIME

Attendee
Free Evening

Attendee
Free Evening

Affinity Group
Sessions

56th Annual Convention & Expo - Schedule At-A-Glance
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HOTEL INFORMATION: The Worthington Renaissance Fort 
Worth in downtown Fort Worth, Texas will serve as the headquarters 
for the IFEA Annual Convention. By staying at the IFEA desig-
nated hotel, you help us to keep our other convention costs 
down. For hotel reservation information, go to: www.ifea.com and 
select the 56th Annual Convention button on the front page for more 
information. Once registered, you will receive an email confirmation 
of your paid convention registration. 

IFEA 56th Annual
Convention & Expo

October 3, 4, 5, 2011• Fort Worth, TX - U.S.A.

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

Organization: ______________________________________________________________________________________________________________   

Name:  ____________________________________________________________________________________________________________________    

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  __________________________________________________________________________________________________________________  

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

Phone: _______________________________________________________________  E-mail:  _____________________________________________  

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

2. REGISTRATION FEES IFEA (Please submit all monies in U.S. Dollars only.)
  IFEA Member Non-Member
Special Early Bird Rate – 1st Attendee (by August 1st, 2011)  $695  $895  $ ___________
1st Attendee Rate (After August 1st, 2011)   $795  $995  $ ___________
2nd, 3rd, 4th Attendee (Same Organization)  Qty. _____ x  $595 each   $795 each  $ ___________
5th Attendee or More (Same Organization)  Qty. _____ x  $495 each   $695 each  $ ___________
Full Time Student (School ID Required)    $345 each   $545 each  $ ___________
Qualified Volunteer (Contact IFEA for Definition)    $345 each   $545 each  $ ___________
Spouse/Guest (Social Activities Only)    $345 each   $545  $ ___________
REGISTRATION FEES INCLUDE: All Educational Sessions of the main convention, Opening Breakfast Reception, IFEA Pinnacle Awards Presentation, 
IFEA Hall of Fame Luncheon, Expo Day 1 Lunch, Expo Day 2 Continental Breakfast, All Coffee Breaks, Hospitality Suite and Convention Program Book. 

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

CFEE FastTrack© – September 30th, October 1st, 2nd:    $500  $865 $ ___________
FastTrack© Registration Fee Includes All 6 Required Core Curriculum Courses. Days 1, 2, 3 Offered During the 56th Annual Convention & Expo. Days 4, 
5, 6 to be Offered During the 57th Annual Convention & Expo. (If completing the second phase of the Convention Fast Track, contact bette@ifea.com)
Individual CFEE Day Registration: 
CFEE Seminar Day 1 – Friday, September 30th:   $175  $335  $ ___________
Administration / Management
CFEE Seminar Day 2 – Saturday, October 1st:   $175  $335  $ ___________
Marketing / Media Relations
CFEE Seminar Day 3 – Sunday, October 2nd:   $175  $335  $ ___________
Sponsorship / Sponsor Service
CFEE (Enrolment Fee)    $200   $350  $ ___________
If starting the CFEE Program, this fee must be paid in addition to the FastTrack© Registration Fee.
Final CFEE (Certification Fee)   $250  $350 $ ___________
If finishing the CFEE Program and graduating at this years convention, this fee must be paid. (Must be an IFEA Member to Graduate.)

4. IFEA 56th ANNUAL CONVENTION & EXPO COLLECTORS LAPEL PIN  

Purchase your IFEA 56th Annual Convention Collectors Lapel Pin Qty. _____ x  $10  $10 $ ___________
By purchasing a pin you will be entered into a drawing at the convention to win a 1st attendee registration to the 57th Annual Convention & Expo in 2012. 
  TOTAL amount enclosed: $ ___________  

5. PAYMENT: All fees are payable in U.S. Funds. Your registration form CANNOT be processed until payment is received. To ensure that you are pre-  
    registered for the 56th IFEA Annual Conference & Expo, return your signed registration form with full payment by Friday, September 23, 2011. 
    After that, please call Bette Monteith to make sure your registration has been received at +1-208-433-0950 ext: *812. 

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

Print Cardholder Name: _____________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

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

6. CANCELLATION POLICY: There will be a cancellation fee of $150 through Tuesday, September 6, 2011. After that date, we regret that cancellations  
    cannot be accepted and no refunds will be provided. Please contact Bette Monteith for questions or cancellations (bette@ifea.com or 
    call +1-208-433-0950, Ext. *812).

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



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

www.ifea.com

Association Partners

56th



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…



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 
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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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•

•
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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

 Summer 2011       IFEA’s ie: the business of international events 85



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 SPONSOR 37) 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
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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 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 SERVICE 62) 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. 



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

IFEA WORLD
FESTIVAL & EVENT CITY
                2011 AWARD PROGRAM



WELCOME



WELCOME
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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



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.
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 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. 



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.)



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 1�th, 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 �6th Annual Convention & Expo (October �rd-�th, 2011) in Fort 

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

Kaliff Insurance) on Monday, October �rd, 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.



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. 



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) 

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

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

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

 __________________________________________________________________________________________________________________________  

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

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

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

Name:  ___________________________________________________________ Title:  __________________________________________________

Organization:  ______________________________________________________________________________________________________________

Mailing Address:  ___________________________________________________________________________________________________________

City, State, Country, Postal Code:  _____________________________________________________________________________________________

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

Fax: _____________________________________________________________  E-Mail: _________________________________________________

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

PAYMENT INFORMATION
Select your method of payment: 

m Visa      m MasterCard      m American Express  

Print Cardholder Name: _____________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

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

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

Send payment and entry to: 

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

Have you:  m Completed the Application and Primary Contact Information? 
 m 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? 
 m Provided Information and Appropriate Support Materials for All Applicable Areas? 
 m Enclosed Your Payment for $900 (U.S. dollars)? 
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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



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 � 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 � minutes) video  

highlighting your City’s events

a.

b.

c.

d.

e.

f.

g.

h.

i.

j.

k.

l.

m.

n.

o.

p.

q.



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

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

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

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

accurately as possible. Where available and appropriate, please provide 

examples and copies.

Defined Public Objectives and Support Statements for Festivals and 

Events by the City and Other Local Government Agencies

Direct Funding Support Provided to and / or Budgeted for  

Festivals and Events from the City or Other Government Agencies

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

Festivals and Events from the City or Other Government Agencies

Defined Role of the City in Festival and Event Approval

City-Provided Festival and Event Process Coordination and  

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

One-Stop Shopping for Permitting and Planning Needs)

Participation in Official Capacity by City Department Representatives 

on Boards and Planning Committees of Local Festivals and Events

Local Laws, Ordinances, Regulations, Permits and Policies Impacting 

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

traffic regulations, curfews, parking fees, fireworks regulations,  

ambush marketing control, alcohol service requirements, taxes,  

food safety, insurance requirements, etc.)

City Provided Festival and Event Training Programs  

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

Alcohol Service, City Department  

Introductions, etc.)

Direct Industry Involvement / Memberships 

by City / City Departments 

a.

b.

c.

d.

e.

f.

g.

h.

i.



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

festivals and events and direct support provided by community 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.



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.



International Festivals & Events Association
2603 W Eastover Terrace • Boise, Idaho 83706, USA
phone: +1-208-433-0950 • fax: +1-208-433-9812

www.ifea.com

IFEA
Association 

Partners



Other Background Experience
For the first 17 years of my career, I was a hospital 

administrator and for the past 12 years have been in event 
management. At the same time that I changed careers, I 
was elected to the Hamilton County Board of Education 
and enjoy representing 34,000 people in District 2. I enjoy 
serving on many community boards, particularly the Chat-
tanooga Area Chamber of Commerce

What’s the best advice you’ve ever  
received?

I would say there are two. The professional one is that 
non-profit is a tax status, not a business strategy! The other 
is from my father who said to always keep your chin up.

What is your personal philosophy?
I think it’s as simple as, you only go around once in life 

and, if you do it right, once is enough. Always be kind, 
patient, and sincere and treat others as you would like to 
be treated. Oh, and keep your chin up!
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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.

PUBLISHING/INTERNET

TRIpinfo.com - TRIPmedia group is a multi-media information company in Atlanta. It pro-
duces one publication, two websites, three newsletters, and regional road maps serving travel 
professionals and the public. Its widely recognized database drives the print and online media, 
constantly updated by travel destinations who submit their information updates online. Contact: 
Mark Browning; Address: 3103 Medlock Bridge Rd., Norcross, GA 30071; Phone: 770-825-
0220; Fax: 770-825-0880; Email: mark@tripinfo.com; Website: www.tripinfo.com.

RESTROOMS

pORTABLE SANITATION ASSOCIATION INTERNATIONAL - Trade association represent-
ing U.S. and international companies who rent, sell, and manufacture portable sanitation 
services and equipment for construction, special events, emergency and other uses. Contact: 
D. Millicent Carroll, Industry Standards & Marketing; Address: 7800 Metro Parkway, Ste. 104, 

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

Chip	Baker,	CFEE	continued	from	page	10

Bloomington, MN 55425; Phone: 800-822-3020 OR 952-854-8300; Fax: 952-854-7560; 
Email:portsan@aol.com; Website: www.psai.org.

SPONSORSHIP

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



to carry the IFEA World Festival & Event City Award with us 
as we work through such ambitious plans is a timely honour. 

To find out more about the Edinburgh Festivals go to www.
edinburghfestivals.co.uk
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What do you do to relax?
Since we all know that these are part time jobs and we 

start planning our festivals a month before, I don’t need to 
relax…right?

I enjoy my kids immensely and their sporting events and 
activities. They amaze me every day. I also love the Packers, 
Super Bowl XLV Champions; I have season tickets which 
would make me a cheesehead to anyone outside of the state 
of Wisconsin. I attend numerous Bucks, Badgers and Brewer 
games during their respective season. I enjoy traveling, fishing, 
bow and gun hunting, and experiencing any event/ festival.

What’s the best advice you’ve ever  
received?

People will forget what you say, people will forget what you 
did, but people will never forget how you made them feel.

What is your personal philosophy?
Be kind and compassionate. Give 110% percent every 

day, work hard, play hard and thank often. Be passionate 
about all you do and when you make a mistake, own it, 
and apologize. When you say you’re sorry, do not add a 
“but” with the excuse. Be thankful for all you have, and 
realize what you wish for, when not granted, may be best. 
And lastly, be memorable!

schemes which add more than just a carbon emissions reduc-
ing benefit. Actively seek out some of the wonderful projects 
that have ongoing and broad sustainability benefits.

What about Carbon Footprint & Carbon Neutral?
I believe neither of these terms should ever be used in relation 

to the GHG emissions reporting for an event. ‘Carbon foot-
print’ infers a total calculation of GHG emissions, and we have 
established there is no clarity in our industry on what that could 
be. ‘Carbon neutrality’ infers that all GHG emissions have been 
neutralized through reductions intervention or through offset-
ting. As there is no commonality of accounting across the event 
industry to get to a complete ‘footprint’ to therefore ‘neutralize,’ 
using either of these terms can be nothing but misleading. 

Responsible reporting is key and this means providing 
details on what’s included in calculations. Even in those events 
providing comprehensive explanations on process, the market-
ing communications may get distilled down to these terms. 
There is nothing really to moderate the emissions performance 
claims and less scrupulous or even just unaware event produc-
ers (or their marketing teams) are doing damage to the under-
standing of emissions reporting by making these claims. 

I strongly recommend you report the emissions perfor-
mance of your event but leave any carbon footprint or carbon 
neutrality claims out of the picture!

To add your two bob’s worth to the GHG emissions discus-
sion, please join the Event Sustainability Practitioner’s group 
on LinkedIn. You will find a link through to that on the 
Sustainable Event Alliance website. 

British Standards Institution (BSI) www.bsigroup.com 
GRI EOSS - www.globalreporting.org/ReportingFramework/
SectorSupplements/Events/ 
Greenhouse Gas Protocol - www.ghgprotocol.org 
Voluntary Carbon Standard - www.v-c-s.org 
Social Carbon - www.socialcarbon.org 

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	“Sustainable	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

reason is the quality and range of festivals and events available to 
visitors throughout the year. Be it one of the many large blockbuster 
festivals or events which attract thousands of visitors, or smaller 
niche festivals which animates the city; their impact on the visitor 
experience is helping make Ottawa a MUST VISIT destination.”

For more information on events in the City of Ottawa, 
please contact Delores MacAdam, Program Manager with 
the City of Ottawa Event Central Unit at Delores.MacAd-
am@ottawa.ca.

Sustainable	Events	continued	from	page	12

Mary	Ann	Dilling,	CFEE	continued	from	page	16Edinburgh,	Scotland	continued	from	page	46

Ottawa,	Ontario,	Canada	continued	from	page	48
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